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renewal
spells success
just over ten years ago through the merger of a number of Nordic insurance companies If is a relatively young company. But
at the same time it is one of the oldest businesses anywhere in the Nordic
region and can trace its history all the way back to 1767 when the original
founding company was formed in what was then Denmark-Norway.
The fire insurance policy If offers today is surprisingly similar to the
policy available back in the 18th century. Insurance means stability and
continuity; stability provides assurance and predictability for customers
in the event of accidents. They know that If is there for them.

H avi n g forme d

H owe ve r, stabi li t y does not mean immobility. IT has literally

revolutionized major areas of an insurance company’s work. Take for
instance the millions of insurance policies that If previously kept on
paper in enormous archives but which today are stored digitally. The
internet plays an ever greater part in how people buy insurance and file
insurance claims and today If performs fully automated processing for
certain claims providing customers with lightning-fast answers regarding compensation via email or smartphone. So If also means change
and rejuvenation.
between stability and renewal as important as it is in a company’s corporate culture. Even though its present
corporate culture may be founded on the expertise and strategies that
have resulted in success over the years, a company must not become set in its ways. To go on holding its own in the face of competition a company must embrace enterprise, be able to implement
change and grasp new opportunities as they arise. To go on doing
well a company must remain ‘Forever Young’. It’s this and other
things that If’s 2012 yearbook is all about.

Nowhe re i s t he balance

Pleasant reading!
Torbjörn Ma gnuss on, Gr oup CEO, IF

At the end of this publication there is a section where If
presents its annual results for 2011. Also interesting stuff!
P.S.

photo: thron ullberg

3 |

Content
ch a p te r 1

work
6 the quest for renewal
10 FOUR SCANDINAVIAN
COMPANIES ON RENEWAL

forever
young
c h a p te r 3

ch a p te r 2

history
16 when youth
made its
debut
18 the last
little old
lady

today
22 scandinavia 1980/ 2010
24 the new old
26 the new young
29 Just how old can we get?
ch a p te r 4

33
summary
of the
If year 2011

the future
30 the philosophers
respond
32 living in the future

4 |

Introduction

forever
young
Youth worship and the fear of
aging characterize today’s society.
The qualities, experiences and
abilities of twenty-five-year-olds
are glorified, while forty and fiftyyear-olds are seen as being past it
in many respects. But what is this
fixation with youth actually about,
and how did it come to be?
t e x t: j o h a n na b ry d o l f

I

t’s the rapid pace of change in our society that
is the root of our youth worship and fear of
everything that has to do with age, according to
Sven-Erik Klinkmann, Associate Professor of
Folklore at Åbo Akademi University. And the pace
of change is increasing. People talk of liquid modernity
where nothing remains static and everything is in
perpetual motion.
Sven-Erik Klinkmann thinks that in a society that
changes as rapidly as ours, it is the young who embrace
the new the quickest and easiest. One example of this is
computer savviness. Most people take the use of digital
media for granted today, but the younger generation
have found it easier to make it part of their everyday
lives and knowledge base.
“You could say that youth possesses knowledge
that is superior to that which older societies attached
to traditions, myths and customs, i.e. various kinds of
handed-down knowledge that resided above all with
older people,” says Sven-Erik Klinkmann.
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1. Business sets the pace

But if the pace of change is the cause of our eternal
search for youth, what is it that causes the rapid pace of
change? According to Sofia Ulver-Sneistrup, Consumer
Researcher at Lund University, the answer is obvious:
“Business is the driving force behind our culture
of renewal. The entire business world is dependent on
renewal in order to sell its products. And youth is always
first to discover the new,” she says.
But we could also look at things from the opposite
perspective, that companies are both the creators of
trends and slaves to them. Or as Astrid Gade Nielsen,
Vice President, Corporate Communications at Arla
Foods in Denmark puts it:
“Change is the only constant in a consumer society.
It’s vital for companies to regenerate themselves. Everything changes all the time; trends, needs, consumers
and therefore even our working methods,” she says.

2. Teen culture

Today’s focus on youth has its roots in the 1950s when
youth became a group in its own right with its own culture,
icons and money. Thus a new consumer group was born
that immediately aroused the interest of business. Then
came the events of 1968 and the catchphrase “Don’t trust
anyone over thirty!” Business and society’s focus on
youth has grown constantly ever since. Today our fixation
on youth is transparently obvious at several levels in
society. TV, the press and radio are characterized by their
sharp focus on youth; there are many examples of age
discrimination in working life and the expression “young
and hungry” recurs constantly in job advertisements.

3. Advertising consumption

The fact that youth is celebrated in our consumer society
is especially noticeable in an advertising context. Mitte
Blomqvist, Creative Director at the Storåkers McCann
advertising agency in Stockholm thinks that although
many young people are good consumers, i.e. they like
buying stuff, the constant aiming of advertising at this
particular group is a bit of a paradox since youth does not
have the deepest pockets.
“In almost 20 years as a creator in the advertising industry I have had very few briefs indeed aimed at older
people. Unfortunately,” adds Mitte Blomqvist.
“There is a general preconception that says everyone,
regardless of age, likes to identify themselves as twentyyear-olds. Something I actually doubt,” says Mitte.
The fact that society is centered to a great extent
around the individual is something she believes
also contributes to our youth worship: we leave
home early in life and look after ourselves while
the state takes care of our children and parents.
“If you are young and childless today you
enjoy fabulous liberty; there is no need to
devote time to anyone but yourself
unless you want to. You have time

to do things and be seen. In this scenario there is no
need for old people; they are actually somewhat of a
burden,” says Mitte Blomqvist.

4. The beauty industry

When it comes to appearances the beauty of youth
is what counts. The demand for cosmetic surgery is
growing. Plastic surgery is on the increase, especially
in Norway and Sweden and also to a lesser extent in
Denmark, and less still in Finland.
“Most people today, men and women alike, want
to fight back against aging,” says Pål Schistad, plastic
surgeon at the Fornebu Clinic in Oslo.
The clinic opened in 1984 as Scandinavia’s first private plastic surgery clinic. Patients in those days were
from the upper and middles classes and people kept
quiet about having surgery as they were afraid of being
labelled odd. The industry has grown tremendously
since then and the way people see plastic surgery has
changed completely.
“Today we have patients from every social group
and walk of life. Cosmetic surgery is more accessible
and acceptable, and in contrast to before, more and
more young people are having work done,” says Pål
Schistad.
He points out that a youthful appearance is not a
new phenomenon, even if it has grown in importance
in recent years.
“Appearance and fashion have always been part of
human focus. Cosmetic surgery was carried out way
back in the days of the Roman Empire in Caesar’s time.
But the body and looks are more in focus today than
they were in the past,” says Pål Schistad.

Astrid Gade Nielsen,
Vice President, Corporate Communications,
Arla.

Sofia Ulver-Sneistrup,
Consumer Researcher,
Lund University.

5. Fear of death

Our increasing preoccupation with our bodies, appearance and health are largely due to time and money. Or
so says Thomas O’Dell, Professor of Ethnology at Lund
University. He feels that what on the surface may appear as youth worship is in fact our fear of death.
“There is a great fear of sickness in our society. We
cycle, take walks and exercise. It may be a sign that we
worship youth, but also of our fear of our own mortality,” says Thomas.
He explains that this fear is nothing new; people
were just as afraid of death in medieval times. The
difference then was that people accepted the cycle of
life; people were born, got old and died. But today it’s
possible to spend your way to youthfulness by buying
clothes, make-up and cosmetic surgery.
“Idolizing youth and worrying about death are
thus nothing new, but the fact that we do
so to such great extents results from our
having the time, money and opportunity these days to brood, act and
keep our fear of death at bay,” says
Thomas O’Dell.

Sven-Erik Klinkmann,
Associate Professor of
Folklore, Åbo Akademi
University.

Mitte Blomqvist,
Creative Director,
Storåkers McCann.
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chapter 1: work

Forget the endless reviews
and conventional decisions.
You need to be quick on
your feet and have your wits
about you in business today.
Perpetual change is the new
constant.
text: peter hammarbäck | phot o: get ty images

rene
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ompanies that stop evolving
do not survive in the long
run. So says Mike Danilovic,
Professor
of Industrial Organisation
with a focus on innovation
at the School of Business
and Technology, Halmstad.
For any company to survive in a globalized world in
the face of fierce competition it must have renewal
processes in place.

Just how important is it for companies to renew
themselves?
“It is absolutely essential for their survival.”

Why?
Mike Danilovic
Professor of Industrial
Organisation with a focus
on innovation at the
School of Business and
Technology, in Halmstad,
Sweden.

“Because the world around us is changing – economically, technologically, politically and demographically.
Everything changes. Competitors change. Changes
in the business cycle and political decisions change
the rules of the game ... All this – in combination with
changed customer attitudes – means that companies
must also constantly change. Take Apple’s entry into
the mobile phone market as an example; they came

from a different industry with a new way of looking
at mobile phones. The established players in the
mobile phone and computer industries laughed when
Apple launched its first iPhone, but no-one’s laughing
now. Apple alone has sales equivalent to all the other
mobile phone manufacturers together. History has
taught us that the biggest, most radical innovations
seldom originate from the major market players in
existing industries.”

Is renewal more important in some industries than
others?

“Yes and no. It may seem that change takes place more
slowly in some industries, and faster in others, but I
contend that this is an illusion; renewal is important
in every industry. Many major, established automotive brands are in trouble today because they didn’t
understand that they must change at the same pace as
factors in the surrounding world such as environmental consciousness and energy prices, etc. Toyota, one
of the world’s most innovative automotive companies
understood early on and much earlier than others just
what was going on and created its hybrid, the Prius. In
doing so they created an entirely new market. This is a
brilliant example of how to create new business opportunities by understanding the world at large, evolving
and adapting strategies and changing products.”

What are the factors that militate against change
and renewal in companies?

It may seem that change takes place
more slowly in some industries, and
faster in others, but I contend that
this is an illusion; renewal is
important in every industry.

“Many big companies get bogged down in their
structures and working methods. They build in
mechanisms that make change difficult, such as oldfashioned thinking, hierarchical structures and bureaucratic processes, top-down control and thirst for
power. Change is seen as a threat in organizations like
this; an organic process of innovation and enterprise
is needed to bring about change and renewal.”
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How important is variety for renewal?

“Extremely important. Many successful American
companies have succeeded in achieving variety. It’s
not as good here in Scandinavia where variation is extremely limited. A company needs people who are able
to come up with new approaches, people with different
experiences, reference points and capabilities.”

Which companies are good at change and renewal?
“It varies. Often young companies, and often high-tech
companies. Above all there is one category of company
that we call “born global” that decides right from the
beginning to become global and not just stay in their
domestic market. They are flexible, aware that different markets function in different ways and they are
focused on growth – and they change along the way.”

Do small companies find it easier to renew themselves?
“Yes, generally small companies seem to find it easier
to change.”

What skills must a company have if it is to succeed
in its efforts to renew itself?

“It will need a mix of different skills, although it’s
difficult to single out one or another. A technology
company will need genuine, fundamental technological competence, but that alone is not enough. It must
also have commercialization skills – the ability to
understand customers and sell its products. An invention is not an innovation until it reaches the market.”

How crucial is company management?

“Management plays an incredibly important role. It
can either kill off the power of innovation or create the
conditions for innovation, change and renewal. It can
choose to stimulate involvement and create the conditions that allow its employees to develop and actively
contribute to innovation. But in the end management

A good company never stops listening
to its customers – on the contrary, it
would prefer to have its customers as
co-producers of its products and services
from the very beginning.
itself cannot create renewal and innovation; these things
must come from within, from the employees. What is
often lacking is a strategic dialogue between management
and employees.”

How does globalization affect the need for renewal?

“It’s important in this context. Companies that want to
expand in different markets must understand different
ethnic groups, nationalities and religions. Being able to
approach customers in the correct manner, in the right
language and in a culturally acceptable way, especially
in service companies, is extremely important. This
applies to doing business both in the domestic market
or exporting to other parts of the world. A company
must first understand the world it operates in and the
customers it meets.”

Can a company adopt new technology such as social
media in its renewal efforts?

“Yes. And more companies should. I would like to see
more interactive company websites, where companies
and customers communicate, converse, provide opinions and experiences and together create new products
and services. A good company never stops listening to
its customers – on the contrary, it would prefer to have
its customers as co-producers of its products and services from the very beginning. After all, it’s the customer
who’ll be using the company’s products and is expected
to pay for them. Customers want increasingly to be cocreators. Just look at the computer games industry.”
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ÅF sponsored the popular Swedish
hurdler Sanna Kallur for many
years. These days she works with
recruiting in the public relations
department. Seen here together
with Information Director Viktor
Svensson, who led the company’s
renewal efforts.

åf

old grows
younger

11 |

ÅF
Founded: 1895
Number of employees: 4 650
Sales: SEK 4.8 billion (2010)
Present in: 15 countries, e.g. Sweden, Norway, Finland,
Denmark and Switzerland

When Ångpanneföreningen was
transformed into ÅF we didn’t
just peal away a heap of letters,
but also layers of dust and stuffy
ideas that concealed the brand.
t e x t: m a r ku s w i l h e l m s o n | p h ot o : j ö r g e n h i l d e b r a n dt

W

mation had begun and that ÅF was on the right track.
ith more than a century behind it nobody questioned
employee pri d e grew as each year passed, and
the stability and experience
just as important, the world at large understood that
of the technical consulting
something had happened at ÅF. In a short space of
company Ångpanneföretime the company climbed from 85th place to third in
ningen (Swedish Steam
the list of attractive employers that young, professionGenerator Association – ÅF). But there were probally active civil engineers vote for.
lems with poor profitability, a weak share price, the
The next step was to find a face that would symbolize
fact that its employees felt no pride in their company,
the rejuvenation that ÅF was now in the middle of.
and that many a sought-after engineer
The choice was hurdler Susanna
had chosen to work for the competition.
Kallur.
“We realized that to succeed in turn“She symbolizes everything ÅF
ing things around we needed to create
wanted to be – cool, but dyed-in-the“We are a
an attractive brand,” ÅF’s Information
wool authentic. The day before we
different
Director Viktor Svensson tells us. He led
were to present her she was awarded
company
the initiatives that began in 2003.
the Jerring Prize on the votes of the
Swedish people, beating Tre Kronor,
today, but
the Swedish ice hockey team that had
T o e xe c u t e a brand transformation
we never
just won an Olympic gold,” Viktor
and be perceived as young, fresh and
gave up on
Svensson tells us.
innovative is something many companies
who we Are”
dream of. Few succeed.
For ÅF’s part it was a transformaThe sports con n ecti on has
Viktor Svensson
tion on many different levels. Eighteen
continued through ÅF’s collaboration
subsidiaries were grouped into four divisions and the
with the Swedish Olympic Committee, sponsoring the
money for diverse marketing operations that had previathletics Golden League and taking over the sailing
ously almost competed with each other was placed in a
competition previously called Gotland Runt, but which
single kitty.
these days is known as the ÅF Offshore Race.
The result was that ÅF suddenly had the muscle to
But what happened to the Association’s soul?
be one of the companies that presented broadcasts from
Wasn’t it easy to lose it when ÅF underwent it’s face lift?
the Olympics in Athens in 2004 for Swedish Television.
“We’re a different company today, but we never
“Some people wondered what we were doing there,
gave up on who we are, or what we stand for. This
we sold neither chocolates nor shampoo. But then I got
is a company with huge talents, but very few prima
an email I will never forget from one of our consultants
donnas. Which is why Susanna Kallur strikes exactly
in Gothenburg. Her daughter had pointed at the TV
the right note. For example, if we’d staked the brand
during the Olympics and said: “That’s where you work,
on Zlatan it would have been completely wrong. Then
mummy.”
our message would have been one of aggression and
That’s when Viktor Svensson knew that the transforattitude, and that’s not who ÅF is at all.”
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t e x t: m a r ku s w i l h e l m s o n | p h o t o : M o o d s o f N o rway

Moods of Norway
Founded: 2002
Number of employees: 80
Sales: SEK 200 million (2010)
Present in: Norway, Sweden,
Germany, USA, Japan and
China
Number of stores: 250
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young at heart

When they graduated from high school the three Norwegian
lads from Stryn hit the road in America in a jeep. They
drove from Key West in the south to Alaska in the north on
what they called The Good Karma Tour.
It was then they realized just how exotic their own home
turf actually is. And so was born a business idea founded
on mixing the contrasts between the exotic, traditional
Norwegian style and modern fashion. Humour and playfulness govern most things Moods of Norway does.
They launched “big spender pants” When you turn the
pockets inside out they confront the admirer with the
inscription “Broke.” They produced a sailing shirt embroidered with Morse code for “We need more champagne.”

“We don’t try to be young and hip. Whatever is trendy
today won’t be tomorrow,” Peder Børresen, one of the
three founders, tells us.
Asking older folks for advice and getting them involved
is a recurrent theme in Moods of Norway’s history. When
they launched a line of sunglasses they collected examples
from an old folks home in Stryn and marketed the glasses
with the tagline: “Recommended by hot supermodels and
a handful of pensioners.”
“We keep an open mind and are always looking for new
ideas. I think this will keep us young and fresh for many
years to come. The only concession we’ve made to age is
to cut back on the skateboarding,” says Peder Børresen.

The three founders of
Moods of Norway gather
once a year to take the
annual jumping picture.
“As long as we land without breaking something
we know we’re not too old
to be doing stuff like this,”
says Peder Børresen (on
the right). Next to him
are Stefan Dahlkvist and
Simen Staalnacke.
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t e x t: m a r ku s w i l h e l m s o n | p h ot o : R e a k t o r

Reaktor
Founded: 2000
Number of employees: 150
Sales: SEK 168 million
(2010)
Present in: Head Office in
Helsinki

pioneer
without
walls

Reaktor thrives in
open landscapes, with
no walls and small,
self-organized teams
of maximum of eight
people with great
freedom to complete
assignments under
their own charge.
From the left: Mikko
Hyppönen, Kalle
Kainu, Jari Mäkelä,
Petteri Kilpiö and
Perttu Auramo.

Rea

kto

r

Software company Reaktor has been nominated
best workplace four years running. The road to
success went via a flat organization, a ban on
overtime, open minds and sauna Thursdays.

R
“It’s not
possible
to sit ten
hours a day
for long
stretches –
people get
exhausted
and burn
out”
Timo Lukumaa

eaktor works with customers for whom IT forms
a vital part of business operations; it is known as
a pioneer in agile methodologies in Finland.
Agile means flexible and nimble, while the methodology entails development work taking place in close
cooperation with the customer. Human interaction is
considered more important than formal documentation in work processes.
The company is clearly successful with customers
such as Ericsson and the leading Finnish telecoms
operator Elisa.
But how can the company avoid stagnation and
becoming sluggish in a digital world that is in a constant
state of change?
“By constantly reflecting about what we do. We
don’t like major change processes. We prefer instead
constant evaluation and we try to do everything better
than we did last time,” says Timo Lukumaa, Chief
Operating Officer and one of the company’s founders.
is crucial for
staying responsive to the surrounding world.
The recruitment process is comprehensive, and no
one is employed without their being interviewed between three and five times by different people at Reaktor.
“We look for several things. The first are of course
Re c ru it ing t he right peopl e

talent and expertise. Then, more importantly, comes
attitude; is the individual willing to learn new things
and challenge him or herself? What is the individual’s
ambition? And finally we ask ourselves if this is someone we want to hang out with, work with, take a beer
with,” says Timo Lukumaa.
for Reaktor.
Every Thursday the employees gather to take a
sauna. It’s a flat organization; walls are banned and
everyone must be able to talk to each other. Employees with similar leisure pursuits have started hobby
associations. The company protects its employees’
leisure time and limits working hours to 7.5 per day.
The remainder of their time is reserved for family or
leisure activities.
“Many people think that this is just something we
say to sound good, but we take it very seriously indeed.
The work we do is very taxing for the brain; it’s not
possible to sit ten hours a day for long stretches –
people get exhausted and burn out. It’s not a smart
strategy for the long haul,” says Timo Lukumaa.
This combination is how Reaktor got nominated
as Europe’s best workplace in 2008, and why it’s been
elected Finland’s best workplace four years in a row.
“This is of course very positive. It makes it easy
for us to recruit new employees, and they bring new
ideas with them and new ways of thinking. This is how
we stay young. We also arrange regular conferences
where we network and share experiences,” says Timo
Lukumaa.
The b i g pi cture i s i mportan t
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looking
ahead

A . P. M

Nanotechnology, environmental projects and
advanced management training all form natural parts of A.P. Møller-Mærsk’s container and
harbour terminal operations.

S

ailing a ship fully laden with things from
one country to another might seem a very
simple operation. The idea is as old as time;
mankind has been doing it for thousands
of years. But the world’s biggest container
shipper, Danish A.P. Møller-Mærsk, is anything but
an unchanging company. Innovation and renewal
are cornerstones in the operations of a company that
simultaneously fights off pirate attacks and wrestles
with high carbon dioxide emissions. Here’s how Mærsk
puts it:
“If you don’t renew, you stand still. And in today’s
world, standing still means falling behind as everyone
else moves ahead.”
shipping giant was founded in 1904
with a fleet comprising a single ship, the Svendborg.
Two world wars and 107 years later and Mærsk has
500 ships and tankers. It has 108,000 employees in
130 countries, owns a large part of Danske Bank, has
oil platforms in the North Sea, runs a number of retail
chains and has its own academy with learning centres
on four continents.
Any company that grows this big becomes not only
strong, but also vulnerable. Being second best is just
not acceptable. By the time you’ve managed to move
your heavy company frame to where the competition
was two years ago he’s long gone and busy with the
next innovation. And you are left behind.

A.P. Møller-Mærsk
Founded: 1904
Number of employees:
108 000
Sales: SEK 359 billion
(2010)
Present in: 130 countries,
head office in Copenhagen

A.P. Møller-Mærsk is Scandinavia’s third largest
publicly listed company after Norwegian Statoil
Hydro and Finnish Nokia. Its operational scope
is broad: the world’s biggest container shipping
company, gas and oil, terminals, retail trade
and ownership in Danske Bank. Members of
the Møller-Mærsk family still hold key positions
within the company.

So it’s a matter of a daily struggle to make sure
the company stays competitive and is able to offer
world-beating goods and services.
A company must make sure it recruits the most
talented individuals if it is to succeed in constantly
evolving. Mærsk does it through e.g. the training
programmes it runs around the world.
are aimed above all
at the environment and efficiency. Environmental
improvements are largely a matter of using expensive
fuel to a lesser extent. For example, Mærsk has
invested in the recovery of waste heat from ship’s
engines and in this way uses 9 per cent less fuel.
It has designed a revolutionary type of propeller
that reduces fuel consumption (and emissions) by
5–8 per cent and is conducting research with the
University of Copenhagen into the recovery of oil
locked in chalk beds at the bottom of the sea off
Denmark with the aid of nanotechnology.
So shipping a container full of things from
one harbour to another may sound simple, but
without constant renewal and innovation A.P.
Møller-Mærsk would not be biggest in the world
in container shipping.
In n ovati ve i n i ti ati ves

Th e Da n i s h

Mærsk and daughter
Ane Mc-Kinney Møller.

As a company we must either develop in every
area of business or risk grinding to a complete
stop. But here at Mærsk innovation doesn’t mean science
fiction projects or aimless creativity, it is a highly focused
discipline that enables us to simplify our processes,
improve our results and build a better company for
everyone involved.”
Extract from the company’s website.
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text: peter hammarbäck

four successful
examples of renewal
1

Nokia
From wellies
to smartphones
Today it makes smartphones. When it was founded at
the end of the nineteenth century it produced wood
pulp. Nokia subsequently bought a company that made
galoshes and another that produced electrical and
telegraph cables. In the 1960s it began to manufacture
electronics products such as TVs.
Since the 1980s it has focused
wholeheartedly on telecoms –
the Nokia welly was given the
boot. Today Nokia is faced
with big new challenges in a
mobile phone market that is
changing ever more rapidly.

2

Apple
From thick clients
to virtual clouds
Steve Jobs was fired in 1985 when computer sales were
doing badly. His comeback in 1997 was a grand affair since
which Apple has re-invented – and taken over – virtually
the entire entertainment industry. Listening to music, the
app industry, the tablet computer and the latest cloud
services are areas where Apple’s impact will be felt for a
long time to come.

3

Kinnevik
From forestry to telecoms
Investment AB Kinnevik was founded in the 1930s. It
invested chiefly in forestry and steel companies. But when
Jan Stenbeck, grandson to one of the founders and these
days one of Swedish industry’s most controversial figures,
took over at the end of the 1970s things began to get active: he started newspapers, (Metro among others), radio
channels, TV companies, the telecoms operator Comviq,
etc. However, a stable investment in forestry
remains through ownership in e.g. Korsnäs.

4

Virgin
From hippie records
to space tourism
Like an entrepreneurial version of Alexander the Great,
Richard Branson and Virgin have taken over sector after
sector. It all began with a hippie record shop (it offered
customers free vegetarian casserole) in London that developed into a recording company in 1973 when it released
Tubular bells by Mike Oldfield. Then along came an airline,
telecoms, soda, space tourism and much, much more.
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chapter 2: history

when youth
made its debut
Before the
1960s teenagers had a fixed
goal – to be grown-up.
Since then the ideal has
been the opposite. Everyone wants eternal youth.
And the last true generation of little old ladies
and kind old buffers is
disappearing.
generation shift.

t e x t: fat i m a b r e m m e r

the
road to
youth

1950–
1960s

1940s

Adults are the ideal for youth.
After confirmation people
begin to dress like their parents
and have similar hairstyles.

1945

As a devastated Europe
recovers after World War II
economies pick up speed like
never before. Young people
enjoy entirely new freedoms
and also have the money to
travel and spend.

Baby boomers enter their teenage
years and adopt the new American
popular culture. A distinct youth
culture appears and Scandinavia
undergoes a cultural transformation.
Adulthood becomes old-fashioned.

17 |

W

e live in a world of internet
‘grown-up points’ competitions, designer sneakers that
cost hundreds and hundreds of
dollars and skateboard competitions for the over forties.
Many people today display
a distinct aversion to growing up, although it was not
always thus. On the contrary.
“If we go back to the 1940s adulthood was something to strive for. Young people wanted to be mature
and dress like their parents,” says Owe Ronström,
Professor of Ethnology at Gotland University, Sweden
and editor of the anthology Sprightly Pensioners and
Popular Culture.
Christian confirmation was an important, longedfor rite of passage that meant you were no longer wet
behind the ears and had become a true adult.
“Up until that day it was painfully obvious you were
a child. But once it was time for your confirmation you
put on the hat and the apparel and adulthood was in
principal a done deal,” says Elaine Bergqvist, author of
You are Your Generation.
When did our attitude
toward adult life change and why?
Elvis Presley, bikinis, blue jeans and Coca-Cola are
important clues.
“After the second world war Scandinavia underwent
a cultural revolution that reached almost every corner
of society. It was an enormous change and a clear
departure that transformed politics, language, music,
theatre, cuisine, fashion ... Indeed, the entire cultural
repertoire was rewritten,” says Owe Ronström.
The great model nations of Germany and England
were replaced by USA – the new world was clearly on
the advance. An entirely new lifestyle was born, and a
young, hungry baby boomer generation adopted it.
They were our first real teenagers with their very
own culture.
In actual fact the first winds of change began to
blow much earlier, back in the twenties and thirties
when the concept of the good life
gradually changed.
“Industrialization and
urbanization were a part

“THose who
strive the
hardest
for youthfulness are
actually
no longer
young
themselves”
Owe Ronström

S o w h at h a s h a ppe ne d?

of it. But the war put a stop to a great deal of progress,
and it lay dormant until the beginning and middle of the
50s. When we reached the 1960s progress was rapid and
energetic, economically, socially and culturally.”
But the baby b oomer’s parents didn’t keep pace
with events. Most of them lived on in their old, outmoded
world where people still wore hats and overcoats, women
ideally stayed at home full time and men were expected
to be the providers. A world that didn’t understand English yet listened to Swedish artists singing foreign hits.
“They belong to a hardworking generation with a
hugely dominant work ethic that achieved everything
through its own resources. Men built their houses
themselves and most women held up the housewife’s
role and family life as an ideal. These are people who
learned to work hard and accept things the way they
were without complaining, especially if they were the
working class poor,” says Kirsten Thorsen, Social Psychologist and Professor of Gerontology at NOVA, the
Norwegian Social Research Institute in Oslo.
The revolt against their parents by the baby boomers
of the 40s and even those of the 50s had a huge impact
on society, not least politically. Women wanted their own
careers and they fought for equality in relationships.
“Housewives no longer led a respected way of life.
Their daughters – younger, more modern women –
were extremely critical and wanted to live life completely differently,” says Kirsten Thorsen.
Leisure time and self-fulfilment have become ever
more important for both men and women.
And now the first teenagers have themselves become
old, but as they retire it’s no sedentary existence in the
rocking chair that awaits them – they travel to spas, buy
apartments in Thailand, wear jeans and learn African
dance.

has remained the ideal for
subsequent generations too.
“Those who strive the hardest for youthfulness are
actually no longer young themselves. There is a cult
of youth, while those who really are young today live
with high unemployment, a lack of housing and other
problems,” says Owe Ronström.
At the same time we see how young men and
women have begun to wear jackets, hats and coats;
wholesome home cooking has made a comeback
Baby boomers from the forties
Pension reforms boost the
and the housewife’s role is praised by young
begin
to
retire.
They
are
healthier
and
finances of the elderly, while
bloggerettes. What shall we make of that?
wealthier
than
all
previous
pensioners.
their health improves too. This
The
time
following
working
life
is
full
of
“Even if the little old lady is trendy again
results in an increase in the
activities, courses and travel.
it doesn’t herald the return of the little old
number of years spent as a
pensioner and entirely
lady, it’s about the return of the frumpish. It’s
new opportunities for
more about having fun with style and form than
Women
begin
to
become
members
adventures.
anything else,” says Owe Ronström.
of pensioners’ associations in a big
way and bring a stronger cultural
perspective to associations that
previously had a distinct professional
feel. A new kind of pensioners’
association begins to evolve.

1960

1970–
1980s

An d youthful n ess

2000s
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She hasn’t changed her hairstyle
in 70 years, has no interest in
fashion and refuses to get a
mobile phone or computer. Stina
Svahn, 94, began working life as
a maid and remembers when
an orange was a luxury people
indulged themselves in once a year.

The last
little old
lady
t e x t: fat i m a b r e m m e r | p h o t o : m a g n u s w e n n m a n

The Salvation Army choir in the town of Skara
in southwest Sweden rehearses on the first
Wednesday of every month. Stina Svahn, 94,
is always present. Singing in the choir is the
best fun she can think of. They’ve released
several records and often perform outdoors,
in town squares and at various gatherings.

H

er white curls are so newly permed
you can still smell a hint of solution. Stina Svahn has just left the
hairdressers and arrived at her choir
at the Salvation Army. She used to
cycle all the way to the windswept
brick building on the other side of town, which in this
case is the little town of Skara in southwest Sweden.
But for the past few years her legs have begun to lose
their strength so instead her friend Birgit gives her a lift
in her car when it’s time for rehearsals or performances.
During the summer and autumn the twenty or so elderly
women go on tour and sing in town squares, country
amusement parks and at various association meetings.
“I don’t have the same voice as I used to; it cracks
a little now and then. But you don’t hear it because
there’s so many of us. And taking part is so much fun,”
laughs Stina.

I t ta k e s a f e w m inu t e s before everyone is
up on stage. Chairs scrape, handbags are set down
and invisible creases are smoothed from blouses by
wrinkled hands. Clutching a sheaf of lyrics Stina takes
her place in the centre of the group. Her jacket is dark
blue with colourful highlights, her slacks green and
she wears matching dark blue earrings.
It’s hard to believe the woman singing will soon

“In my
first job
as a maid
I only
had one
day off in
a whole
year”

have lived for a century. She got around in a carless
world, was raised in a croft heated by a wood-burning
stove and was forty years old before the first daily
programmes were shown on television.
She wa s born in 1917 in Trökörna Parish. Stina
was the middle child of five siblings and had her own
household responsibilities from the tender age of six.
She had to keep the stove lit and put the potatoes on
at 11.30 for dinner when her parents came home on a
break from their labours in the forest.
Stina is careful to point out that though the family
was poor they never starved.
“We never had butter on our bread but we grew
potatoes and vegetables which we could eat as much
as we liked of. At Christmas we slaughtered a pig and
mamma changed the wax tablecloth. It was a moment
of celebration. Then she cut up an orange and shared
it among us children and we were each given a ginger
biscuit and a slice of wheat bread. You must understand that the orange smelled better than any orange
does today.”
Stina herself will tell you that the difference between life then and now is almost incomprehensible.
“But funnily enough I don’t really feel all that old.
There’s so much going on around me all the time. And
I’ve always tried to live a healthy, normal life. I only
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On Thursdays Stina lends a hand at cash box and serves
food at a day centre. Most of those who come here are
younger, but Stina takes care of practical matters for all
she’s worth and puts everyone in a good mood. This week’s
theme is hats. Those who don’t bring their own get to
borrow one.

Stina Svahn on …
… trends

drink spirits if I’m feeling a little unwell; an eggcupfull
of home-made blackcurrant vodka cleans you out and
gets your insides in order.”
She has survived a lawfully wedded husband and
a common-law ditto. Stina has lived alone in her two
bedroom apartment since her companion Georg
passed on six years ago.
Her two daughters both retired a long while ago.
Stina is the sprightliest of the three, and her diary is
always full to bursting.
she helps prepare and serve food
at a day centre. Apart from the choir she’s a member
in the Salvation Army help troop and takes part in
various assignments a couple of times a week. The
members of the local PRO – the Swedish National
Pensioners’ Association – meet once a month, and
then there’s the Social Democratic woman’s club.
Stina continues to reel off assignments and recurring
weekly tasks.
Where do you get the energy from?
“I only do things I think are fun and I never bother
with the rest; why should I when I’m 94 years old?
The only problem is I never get a chance to tidy up at
home any more,” she says, and laughs out loud again.
Is there anything you envy in the younger generation?
“No, I’m really well off. Actually, I mostly feel

E v e ry Thu r s day

“I was never interested
in fashion and this trend
thing is something that
came along in recent
years. I never buy expensive clothes. I know
exactly what I want and
what suits me.”

… make-up

“Powder, rouge and false
eyelashes ... Never! I just
use skin cream. I used to
use a little lipstick when I
went out dancing, but I’m
so short I always ended
up making a mess of the
shirts of the men I was
dancing with.”

... the most significant change in her
lifetime

“The car. Only the well-off
had cars at first; schoolteachers, shopkeepers,
the vicar and the taxi
driver. I was 17 before I sat
in a car for the first time,
on my way to a dance.”

... the trick of staying well and living a
long life

“Only do things you enjoy;
it’s the best medicine. I
lie down and take a nap
whenever I feel like it,
there’s no shame in that.”

sorry for the young. They’ve never had to fight politically so that everyone can enjoy equality the way we
older people have done. There’s so much they don’t
understand. I don’t have a big pension, but I make
ends meet and can treat myself to things. I even
bought fresh Swedish crayfish on the first day of the
season. But then there’s all the new things that have
come along like computers, email, the internet and
whatever else. I haven’t a clue about that sort of thing,
even though six-year-olds do today. I don’t even have
one of those cards you pay with.”
Do you use any modern technology?
“No. Nothing. And now they’re going to do away
with ordinary telephones and the post is going to
disappear. If I see a recipe I like on TV they refer to
one of those website thingies and we old folks are left
out of the picture. But we’re soon all gone so what
does it matter.”
If you had the chance to change something about your
life, what would it be?
“In my first job as a maid I only had one day off
in a whole year. I wanted to run a cold buffet but
I met a guy, got pregnant and when my two girls
were growing up we lived on one income and made
every penny count. But d’you know what, I wouldn’t
change a thing even if I had the chance. I don’t regret
anything.”
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1980
2010
Youth gets longer year by year. We go to
school longer and bear children later.

Average life expectancy has increased and
health among the elderly has improved
dramatically.
But retirement age has not changed
significantly during the past 30 years.
text: Ulla löfgren | graphics: kjell thorsson
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The young old
So now the baby boomers, the first youth
generation, are retiring. Livelier and fitter than
previous generations they have better opportunities to
shape their lifestyles as sixty and seventy-somethings.
bonus years.

text: anna skaldeman
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B

etter health, greater wealth and less
strenuous lives have increased average
life expectancy considerably since the
beginning of the twentieth century.
“Then it was around 50 years, and
at the end of the twentieth century
it was 75. We’ve gained 25 years,” says Anne Leonora
Blaakilde, Ethnologist at the University of Copenhagen
and the Center for Healthy Aging.
And what will the new generation of pensioners
devote their “extra” years to?
“They’ll carry on doing the same things they did
previously; they are becoming more individualistic,
just like every age group. They’ll do things they like
doing and make choices for their own sakes.”
This is a generation that is used to keeping active.
“In Denmark we say ‘Wow, I don’t understand how
I had time for work before I retired.’ By staying active
and busy we are valued by society,” says Anne Leonora
Blaakilde.

Antti Karisto Professor of Social
Gerontology at Helsinki University speaks of aging in
terms of chronological, biological, psychological and
social ages.
“In our era it’s typical for the bonds between these
forms of aging to become looser. Just because someone
is 65 doesn’t mean we can predict what type of person
he or she is or what he or she does,” says Antti Karisto.
But he notes that 65-year-olds have greater purchasing power than previous generations and are more
active regarding cultural consumption and travel.
“They don’t use healthcare or elderly care to any
great extent. Instead they go to concerts, the theatre,
swimming and take cruises. New lifestyles are emerging,
such as moving abroad in retirement,” says Antti Karisto.
“People in their seventies are an extremely healthy
group compared to 20 or 30 years ago, but I also think
their self-image is different; I don’t believe they perceive themselves as old,” says Sölve Elmståhl, Professor
of Geriatric Medicine at Lund University leads the Gott
åldrande i Skåne, GÅS project (good aging in Skåne).
Antti Karisto agrees.
“A generation takes its cultural preferences and
its way of life along with it as it ages. For example,
youth culture in its present day form was born during
the 60s when the baby boomers were young. They
adopted an image of themselves as the youth generation, or ‘forever young’. So it’s easy to understand how
Ant t i Ka ris t o,

“By staying active and
busy we are valued by
society”
Anne Leonora Blaakilde

“Many people live 30
years in retirement. We
need to take a rethink
about life expectancy”
Svein Olav Daatland

the Rolling Stones were able to fill arenas during their
2010 tour,” says Antti Karisto.
But the lifestyle of the new generation of pensioners will also demand that society make changes.
“Mick Jagger, who will soon be seventy, is a good
example of how our old ideas of how seventy-year-olds
should behave are no longer valid. Our concept of life
no longer fits with what the population has become,”
says Svein Olav Daatland, Social Psychologist at the
NOVA Institute in Oslo.
He believes we will see new venues emerge, such as
retiree rock clubs or amateur theatres for every sixtysomething that ever dreamed of treading the boards.
“Many people live thirty years in retirement. We
need to take a rethink about life expectancy,” Svein
Olav Daatland points out.
He adds that while it is true that today’s pensioners
will also grow sick and frail, it may not happen until
their nineties.

still presents an obstacle
for many of the elderly to participate in social life.
“We need skills, but the system must also allow
people to participate,” says Svein Olav Daatland.
Participation does not necessarily mean staying in your profession, it can take other forms such
as voluntary work or political involvement. The
important thing, in Svein Olav Daatland’s opinion, is
that individuals can remain active members of society
throughout their lives.
“But age is associated with dinosaurs rather than
wisdom, and even though sixty-year-olds don’t look
like dinosaurs HR managers often choose a thirtyyear-old in preference to someone in their sixties,”
Svein Olav Daatland reminds us.
“When it’s time for cutbacks it’s often people close
to retirement that are given notice. Even though
many want to work, it’s not at all easy,” says Anne
Leonora Blaakilde, who regards age discrimination as
a major problem.
But Sölve Elmståhl believes there’ll be change.
“We are on our way toward an older society. We will
need many hands to help things along. Those who are
healthy and fit will work longer, and high unemployment
will be replaced by a lack of labour in many sectors. So
I believe doors will open and age discrimination will
become a vanishing problem,” says Sölve Elmståhl.
Age d i scri mi nati on
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The
new
young
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Johanne Schmidt-Nielsen, 27, denmark
Elected to the Danish Parliament for the Red-Green Aliance for which she has
been party leader since 2007. She began her political career when she was
twelve years old in the Social Democratic Youth of Denmark before crossing
to the more left wing Red-Greens when she was fifteen. She holds a bachelor’s
degree in social science.

the political
setting in
scandinavia
has never been
younger. TODAY’S
youth are our
hope for the
future. but they
are also seen
as a threat.
text: anna skaldeman

I

n the old days a politician was often an older
gentleman with gravitas and experience,
ideally with an air of paternal statesmanship
about him. Today a twenty-eight-year-old
party leader is regarded as a shot in the arm
for an aging party.
There are examples throughout Scandinavia of a new generation of politicians that
have made a direct entry into the party elite.
They are well educated, impatient and used to rapid
changes. The media praises them as rising stars.
“Youth symbolizes flexibility, enthusiasm and joie
de vivre. We saw this when e.g. Annie Lööf became
leader of the Centre Party in Sweden. She is seen as
someone who is able to bring with her
new perspectives,” says Maria Zackariasson, Senior Lecturer in Ethnology at
Södertörn University in Stockholm.
Young politicians find new ways
forward. In the past people began as
Maria Zackaritown councilors and took the hard
asson, Senior
way to the top. Today there are other
Lecturer in
platforms. Many young politicians have Ethnology
at Södertörn
created their strong positions through
University in
Stockholm.
social media.
believes this will
mean that a politician’s personality, how he or she
functions with the media and in contacts with citizens
will become all the more important.
At the same time youth may be perceived as a

Tren d analyst Göran Ad l én

2 8 | c h a p t e r 3 | t o d ay

more young
scandinavian
politicians

Ville Niinistö,
35, finland
Became Finland’s Environmental Minister last summer
after four years as a member
of parliament for the Greens
of Finland. He was previously
a researcher at University
of Turku. He is married with
two children; his wife Maria
Wetterstrand was the former
spokesperson for the Green
Party in Sweden.

Annie Lööf,
28, Sweden
Recently elected leader of
the Swedish Centre Party.
She is the youngest chairman
the party has had. She was
elected to parliament five
years ago and was elected to
the party executive in 2009.
She became politically active
at the age of eighteen. She
has a Master’s degree in Law.

threat if traditions and a lack of political experience
provide short-term gains at the expense of long-term
interests. Göran Adlén believes there will be a reaction against the advance of the young in politics.
“It will be exciting to see if we get more and more
young politicians as the population ages. I believe we
will see a strong pensioners party in the years ahead
as a countervailing force,” says Göran Adlén.
Social Anthropologist at the NOVA
Institute in Oslo, sees a connection between the demand
for flexibility as a quality and rapid change in society.
When society changes fast flexibility becomes an
important qualification. Young people are better able
to keep pace with technological developments and the
changes in society that result.
Viggo Vestel feels that the youth culture and
rock’ n’roll born during the post war period has contributed to youth worship.
“It’s had great significance for the image of youth
as creative and energetic,” he says.
“But there’s also a difference between youths as a
group and youthfulness,” Maria Zackariasson points
out.
The youth age group comprises people between the
ages of thirteen and twenty-seven, while the image of

V ig g o V e s te l ,

Eskil Pedersen,
28, Norway
Leader of the Norwegian Labour
Party Youth Organization AUF
since October 2010. He survived
the massacre at the youth camp
on Utøya. He began his political
work in 2001, as leader of AUF in
Telemark. He has studied at the
University of Oslo, among other
things political science.

“I believe we
will see a
strong
pensioners
party in
the years
ahead, as
a countervailing
force”
Göran Adlén

youthfulness is something different. A person can be
sixty-five and still be seen as youthful.
The youth age group is not just associated with
positive characteristics. Maria Zackariasson points to
the dichotomy of regarding youth as the hope of the
future in one instant and as a threat to established
society the next. In Scandinavia young people are
often regarded as unstable.
“When youths take to the streets
in an anti-war demonstration they
are presented as a threat. If a group of
grandmothers goes out and protests
against the same thing it is described
Viggo Vestel,
in a different way, since grandmothers
Social
represent stability,” says Maria
Anthropologist
at the NOVA
Zackariasson.
Institute in
She thinks that it’s partly a western Oslo.
cliché that people in other cultures
show greater respect for their elders. Of course there
are differences in family structures, but the variations are not just between countries, but also within
countries.
“We also need to put it into context; we can’t say
that a country respects maturity just because it has
an elderly president. It all depends on the circumstances,” says Maria Zackariasson.
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text: Olivia Krantz

Our bodies are designed to last until we’re forty.
After that our system functions less and less well and we begin to
age. But theoretically there’s nothing that says we cannot manipulate
our bodies in order to live significantly longer than we do today.

Just how old
can we get?

T

he oldest person who ever lived was
Frenchwoman Jeanne Calment, who
reached the age of one hundred and
twenty-two years.
“In nature’s way of seeing things
a lifetime is 40 years, which is time
enough to grow up and have children;
that’s as long as nature needs us. Evolution has
produced some extremely good systems to help us
live and grow up until that age, but once we pass forty
nature leaves us to get on with things alone,” says
Suresh Rattan, a Biogerontology research scientist at
the Department of Molecular Biology and Genetics at
the University of Aarhus in Denmark.

– as luck would have it – did
not arrange any kind of limit that prevents us from
living beyond forty, many of us live into our nineties.
But after forty, we have to take action ourselves if we
want to slow the aging process down. As we age our
cells can no longer repair the injuries our various
systems suffer, e.g. to the proteins that work within
the body. In order to work as they should they need to
fold in a very special way.
“There are other proteins in the body that make
sure they fold in the right manner, but as we age they
lose this function. So then the proteins lump together
and form something called aggregates, which can
grow and become big. This is the usual aging process,”
says Thomas Nyström, Professor of Microbiology at
the University of Gothenburg.
Scientists believe that these aggregates may lie
behind common age-related illnesses such as dementia
and forgetfulness. Alzheimer’s and Parkinson’s also occur because certain proteins begin to lump together.
“When you are young your defence mechanisms
can handle it, but the older you get the more your
body loses its ability to fix the harmful proteins,” says
Thomas Nyström.
B e cau s e e vo lu t io n

a human cannot get much
older than just over one hundred years, or one hundred
and twenty in extreme cases. But science has been able
to almost double the life expectancy of worms and fruit
flies by making just a few genetic changes.
“We’ve been able to increase life expectancy by influencing the systems that recognize nutritional content.
Theoretically speaking, there’s nothing that says
we cannot influence the same system in man.
It’s equally true of yeast cells and primates
that if you drastically reduce the calorie
intake you’ll feel better and live longer,” says
Thomas Nyström.
In b i ologi cal terms

At the Un i versi ty of Aarhus in
Denmark Suresh Rattan and his research team have
looked more closely at how stress can bring cells to
function longer. Stress can be everything from antioxidants and various spices to strenuous exercise.
They cause injuries to cells, at which point the cells
repair themselves and become stronger. The effect is
called hormesis, and the basic idea is that everything
in nature that may be harmful to us can have an opposite, beneficial effect in small doses.
“Everything that can kill a cell can also help it
grow. So what is dangerous for us can have a positive
effect in small doses. Ten years ago scientists did not
understand why strenuous exercise was such a good
thing. Today we know that strenuous exercise injures
our cells, which then build themselves up and become
stronger,” says Suresh Rattan.
He believes that with the aid of the hormesis effect
it will be possible in the future to develop a pill that
strengthens the liver, and another that strengthens
the heart, etc. This is an alternative that is preferable
to replacing organs that are not working well, since
new organs do not work optimally when the rest of
the body’s systems are old.
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Why do we
want to be young?

What price our
search for youth?

“I’m not convinced that the fixation with youth is any
greater today than it was in the 60s. But the dream of
youth is maybe linked to the feeling of freedom youth has,
knowing it’s not fully developed and is able to play with
the idea of creating many alternative future lives. We lose
that as we age. We are cast in a mould and tied to our jobs
and families and perhaps it feels as though we’ve lost our
freedom. This kind of longing is probably because our
basic material needs have been satisfied – when we no
longer need to worry about survival a restlessness comes
over us and we begin to brood about whether we’re living
the kind of lives we’d like to live.”

“Some people pay a high price because they devote a
great deal of time and resources to maintaining a youthful body and image. Diet, cosmetic surgery, clothes,
make-up and activities like athletic achievements.
Society pays a price too as many middle aged and elderly
people are disregarded as resources. We learned from
the feminist movement that women are too valuable a
resource to be kept locked up at home, which became
apparent once women seized their opportunity. It’s a lesson we must learn again regarding all the different groups
we fail to take into account, like the old.”

What price this
constant searching?

“If we look at happiness research it tells us we are at our
happiest in our seventies and most unhappy between the
ages of eighteen to thirty-five. We are not at all happiest
when we are young. It’s a little sad that our hunt for
eternal youth is based on such a total falsehood. Another
price we may have to pay is when we realize too late that
we’ve wasted our time on an impossible project – that we
tried to cling to our youth only to suddenly discover that
aging is something that happens to everyone.”

What will the search
mean for the future?

“For many years an aging population has been held up
as the great threat to our welfare system. A tsunami of
elderly people will drown the young and able-bodied with
their demands for care. But on the other hand, we might
rediscover what a fantastic resource the old are. My
mother and father-in-law are both seventy-six and they
use most of their time caring for other elderly people and
they do so for nothing. I believe an aging population will
buoy us up, not drown us, and then perhaps we’ll come to
our senses regarding society’s failure to value the old.”
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What does the search
mean for the future?

Could there be
an ageless society?

“The worst case scenario is the collapse of our culture.
This is because our cultural progress e.g. in science and
technology can only be created and advance in societies where people of every age group are included at the
same time. In other words: we need young and old alike
and open communications between the two in order to
preserve and develop cultural innovations. Being young is
not so important, but because so many crucial strengths
and opportunities are associated and equated with youth
– like physical activities, creativity, health, innovative
abilities and dynamic social relationships – we tend to
believe that youthfulness as such is important.”

“I don’t believe we’re capable of even imagining such a thing.
The truth is our days are numbered; we are historical beings
and we cannot choose not to be. The march of time is a
condition that makes everything meaningful for us. The joy
over the birth of a child and the grief we feel for someone
passing are only meaningful because we are beings that age
and die. And it is also true of poetry, music, politics, art, science and good friends, for example. In short, everything we
call human culture. If we lived for ever no one thing would
be more important than any other, and thus nothing would
have any meaning at all.”

What price this
constant searching?

“On an individual level I believe the answer to be uncomplicated: we want to be young because we age. The young
do not dream of being young. However, the bigger question is what is so young about youth. I think it has something to do with the unfinished. The longing for youth is
a longing back to the time when everything was still open
and nothing yet definitive. The thing that characterizes
adulthood is that some things cannot be changed, and I’m
not just talking about back ache and reading glasses. It’s
about binding decisions we’ve taken that mean commitment and obligation. Youth is having a choice, adulthood
is living with the choices we’ve made.”

“A waste of time. It makes the struggle and the search
contradictory. And tragicomic. We try to keep the threat
of death at bay by creating an illusion of youth, through
e.g. face lifts or the hunt for status symbols or virility.
But it takes a great deal of time to create these illusions
– time that could be better spent on creative work and
authentic, social interaction. So instead of living, acting
and interacting in the here and now we try to secure a
future to function in. We postpone our lives, and this is
both tragic and comical.”

Why do we want to be young?
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life in the future
Just how will the future look for those of us who will
live in it? We asked Klaus Æ. Mogensen, Bachelor of Science and
futurologist at the Copenhagen Institute for Future Studies to
predict how we will live and think.
Intelligent transportation
The mere thought that people were forced to drive their own
1 cars will have tomorrow’s men and women laughing out loud.

And no-one will be taking a driving test in twenty years.
It might happen quicker than that, since the technology is
almost ready. It’s just a matter of getting politicians to dare to let
robots loose on our roads. Cars will be much
safer; and if we can escape the human factor traffic will not
take such a toll in
lives anymore.

Flexible living
We’ve been talking about the officeless society a long while.
2 Perhaps we should be talking about the homeless society.

Wealthy people will rent apartments in the future because the
ability to stay mobile provides greater status. And even if travel
becomes much more expensive tomorrow’s youth will continue
to roam the world in a kind of latter
day apprenticeship scheme working
here and there to accrue work
experience. Network building will
take place via the internet and
social media.

Safeguard your own welfare
The future is already here and few still expect the welfare
3 state to take sole care of people when today’s young

adults get old and sick.
People are making pension plans significantly earlier than
before.
Providing savings accounts for newborn children is already
common and perhaps in ten or twenty years the accounts will
no longer represent capital intended to grow until an individual
reaches eighteen, but as a worry-free start to retirement.

Retirement boundaries blur
An easy start to old age will probably entail handing in
4 your notice at your regular job and focusing on your own

company that you’ve been running on the side. Pensioners will
be much healthier and we will not be able to afford, nor will we
want, to leave professional life behind us as we grow old.
It will not be unusual to see people working into their eighties.

Labour mobility
We already expect that today’s
5 Scandinavians will have worked at

a great number of jobs before they
retire. Ten to fifteen will be the norm,
rather than having had just one or two.
A great many people will elect to
retrain, and also run their own
businesses on the side where they can
pursue other activities that perhaps
interest them just as much.

Extended fertility
It’s been said that the first
6 person to live to one hundred

and fifty has already been born.
Medicine has made huge advances,
and there are people today who
have given birth in their seventies.
The step to having a second clutch
of children later in life is not so
great. It would be extra fun too,
since they could play with the first
round of grandkids.

Work is not everything
Fifty years ago people who left well-paid jobs to devote
7 their time instead to pottery or painting would have been

called losers; today we say such people have “a narrative”.
More and more people with prestige jobs
abandon the rat race and go for their
dreams. It will become even more usual
that people have businesses on the
side; we will no longer identify with our
jobs in the same way.

The age frenzy ends
The age frenzy is over. The assertion that a person is only
8 as old as he wants to be is no longer just a cliché, and as an

ever larger proportion of the population gets older, fitter and
more alert we will stop focusing so much on youth.
There’s a risk that we miss young talent when older individuals
are just as creative and also have a heap of experience.
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If 2011
If is the

Nordic region’s leading P&C insur-

ance company with 3.6 million customers in Denmark,
Finland, Norway, Sweden and the Baltic. If has around
6,300 employees and offers an entire spectrum of P&C insurance solutions and services, for everything from private
individuals to global industrial companies.

2011 was yet another successful year for If. Despite

dramatic weather, record snowfalls, storms and downpours,
the company exceeded its profitability targets for the eighth
year running with a technical result of SEK 4 129 million.
The combined ratio was 92.0 per cent. Cost effectiveness
continued to improve andthere was an increase in the number of policies sold.
These successes are the result of systematic, long-term
efforts in which strong customer focus, a selective growth
strategy and cost effectiveness are the main elements.
If ’s business activities are carried out in the Business
Areas Private, Commercial, Industrial and Baltic.
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Business Idea, Strategy and Financial Targets
If’s vision is to be the Nordic and Baltic Regions’ leading insurance company with the
most satisfied customers, the foremost insurance expertise and the best profitability.

Business Idea

If offers value-for-money insurance solutions that provide its
clients with security and stability for businesses and private
everyday living.

Combined ratio
2011

92.0 %

2010

92.8 %

0

Strategic Goals

20

If’s goal is to maintain, over the long term, better profitability and customer satisfaction compared to our competitors,
coupled with high creditworthiness.

Technical result

Strategic Direction

2011

Added Customer Value
If will exceed customer expectations through superior insurance solutions, fast and fair claims management and friendly
service.
Focused Insurance Expertise
If will resolutely strengthen the organization’s know-how and
ability in developing, pricing and selling insurance products,
as well as its skills in loss prevention and claims handling.
Nordic Business Platform
If will create competitive advantage through economies of
scale and know-how transfer within an integrated Nordic and
Baltic organization.
Investment Strategy with Balanced Risk
If´s aim is to achieve a balance in risks in its insurance and
investment portfolios. If has as its investment strategy the
balancing of insurance business undertakings with investment
assets relating to currency accounts. Capital surplus will be
invested with the aim of increasing total yields.

Core values
Easy to Reach and Relate to
If´s personnel are easy to reach and its products and services
are easy to understand.
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Operating profit/loss
2011

5,572

2010

6,800
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Average number group employees 2011
Denmark

553

Estonia

292

Finland

1,713

Latvia

112

Lithuania

145

Norway

1,520

Russia

105

Sweden

1,834

Dedicated
If takes the initiative and cares about its customers.
Reliable
If keeps its promises and is there to help when needed.

Total average number of employees: 6,299
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%

4,129

Others

Forward thinking
If leads developments forward and continually creates new
insurance products and services.
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Market and Competitors
The Nordic region is the seventh largest P&C insurance market in Europe, with an estimated premium value of around SEK 200 billion. Europe has a total premium value of SEK
4, 000 billion. If is the Nordic leader in P&C insurance.

The Nordic Region 2011

If is a property and casualty insurance company with an integrated Nordic business organization. In total, If ’s market
share is equivalent to one fifth of the Nordic market. In Sweden, Norway and Finland, If is one of the leading insurance
companies with market shares of 19, 25 and 25 per cent respectively. In Denmark, which is a more fragmented market,
If is the fifth largest company with a market share of five per
cent. If also owns over 20 per cent of Topdanmark, a Danish
insurance company.
The Nordic insurance market is consolidated to a high
degree. The four largest companies share just over half the
market and are established in more than one Nordic country.
Competition in the Nordic insurance market has been intense
over the past few years. Several players have demonstrated
high levels of activity by e.g. boosting their reach through
alliance partners, the internet and collaboration with banks.
Some banks have invested in expanding their product range
with P&C insurance products andsome banks have even set
up as insurance providers.
The year 2011 was a challenging one for Nordic P&C
insurance companies. A hard winter at the beginning of the
year was followed by dramatic fluctuations in the weather
with more storms and heavier downpours than in previous
years. The weather-related increase in claims together with
general market concerns and interest rate reductions during the
year resulted in increased downward pressure on profitability
within the insurance industry.

Market shares
Sweden Q3 2011
Others 21%
Länsförsäkringar 29%
Folksam 15%
Trygg-Hansa 16%

If 19%

Norway Q3 2011
Others 22%
Gjensidige 26%
Sparebank1 10%
Tryg 17%

If 25%

Finland 2010
Others 9%
Lähivakuutus 9%

Pohjola 28%

Fennia 10%

Tapiola 19%

If 25%

The Baltic Region 2011

If is the largest company in the Estonian P&C insurance market with a market share of 29 per cent. If is fourth and fifth
respectively in the Latvian (11 per cent market share) and
Lithuanian (9 per cent market share) markets. If departed
from the Russian private insurance market during the year, but
continues to provide services to Nordic business companies
locally in Russia.

Denmark 2010
Tryg 21%
Others 33%
Topdanmark 18%
If 5%
Alm Brand 10%

Codan 13%

Baltic Q3 2011
RSA 21%
Others 31%
If 15%
Gjensidige 7%
Ergo 13%

BTA 13%

If's Annual Report, 2011
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If’s business areas
If’s business activities are run from a Nordic perspective. Activities are divided
into customer segments within the business areas Private, Commercial and
Industrial. The Baltic states, with their special market circumstances, form a
separate business area.

Private

Commercial

If is the leading insurance company for private individuals in the Nordic
region. B
 usiness Area Private has more than three million customers in
Norway, Sweden, Finland and Denmark. The 2011 technical result was
SEK 2,308 million. Total combined ratio was 91.9 per cent.

Business Area Commercial’s target group is companies with up to 500
employees. It is the Nordic market leader and has more than 300,000
companies as customers. The technical result was SEK 1,123 million.
The combined ratio was 92.8 per cent.

How did 2011 go?
“Well. Most pleasing of all was our success in managing claims so well
despite considerable pressure from the great number of natural disaster
losses the year brought with it. We had a winter to remember in many
parts of the Nordic region at the beginning of 2011; Denmark was hit
by torrential rain last summer and in the days leading up to New Year
the storm Dagmar swept in over primarily Norway and Finland. These
events caused a great deal of devastation and indemnifiable losses, and I’m
proud to say that we managed the onrush of claims
from affected customers supremely well.”

How did 2011 go?
“We had a great result and pretty good growth, but the year
was characterized by an unusual number of losses from natural
disasters. The year began with yet another really snowy winter
that was especially tough in parts of Sweden; it continued with
torrential summer rain in Denmark and finished off with a major
storm that hit Norway and Finland especially hard.”
“We’ve seen more natural disasters than usual over the past few
years. We’re all aware of what science and a
great many reports are saying about climate
change, and we must naturally take action on
the increase in losses.”

What are the most significant trends?
“Climate change is a central issue for the insurance
industry. It’s not just a matter of trying to understand
what’s going to happen but also of our creating the
means – together with society as a whole – of preLine Hestvik,
venting customers from suffering losses in the wake
Business Area
of climate change.”
Private.
“Another clear trend is that customers are becoming increasingly digital in their dealings with insurance companies.
Twenty years ago local insurance offices began to be replaced by the
telephone, and today internet usage is increasing rapidly and people are
handling more and more of their insurance affairs via computers, tablets
and smartphones.”
What will you focus on in 2012?
“We will continue to focus our efforts on strengthening customer service
so that we are truly able to live up to our promise to the customer, namely
Relax, we’ll help you.”
“We’re also working hard at constantly developing our price determination and underwriting so that we can offer good prices that appropriately
reflect the customer’s risk while also providing If with stable profitability.”
Gross premiums
written by
country
Private

What will you focus on in 2012?
“The unsteady economic trends in the Nordic
region and Europe are putting many of our
Ivar Martincustomers under great pressure. They’ve only
sen, Business Area
just emerged from the previous recession and
Commercial.
now another period of uncertainty lies ahead.
When times are tough there is a great need for long-term, stable
insurance partners like If. We live up to our customer promise of
Relax, we’ll help you, in good times and bad.”
“It’s all the more important in times like these that our products
and services are customer-friendly and that claims management
functions at its best. We must represent stability and assurance,
even in an uncertain world, and achieving true success in this is
our most important focus area for 2012.”

Gross premiums
written by
country
Commercial

Denmark 8%
Finland 19%
Sweden 38%

Denmark 11%

Sweden 19%

Finland 24%
Norway 46%

Norway 35%
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Industrial
Business Area Industrial is the biggest industrial insurer in the Nordic
region and the fifth biggest provider of industrial insurance in Europe.
Its clients are Nordic companies with sales of more than SEK 500 million and more than 500 employees. The technical result was SEK 482
million. Total combined ratio was 91.8 per cent.

The Baltic
Business Area Baltic comprises Estonia, Latvia and Lithuania. The number of customers is around 300,000 private individuals and companies.
The technical result was SEK 203 million. Total combined ratio was
84.5 per cent. The result includes If's operations in Russia.

How did 2011 go?
“It was a good year and we strengthened our leading position in
the Nordic market further still. But it was also a year of challenges
with many heavy claims and natural disasters.”
“At the same time some customers are doing less insured business than before the financial crisis as their sales have not recovered
fully yet. This naturally affects our level of premiums. And now
everything points to business’ heading toward a new economic
downturn.”

How did 2011 go?
“Well, we reported very good earnings and enjoyed strong
growth, both in terms of volume and market shares. Especially
pleasing was the major improvement in our Lithuanian results
where we previously experienced profitability challenges stemming from a very weak market.”
“During the year we successfully focused on increasing the
efficiency of our operations, and in this regard If is the industry
leader in the Baltic today.”

What will you focus on in 2012?
“In general terms we’ll continue to broaden
our product range and improve our service levels; more specifically we’ll focus on the health
and personal insurance side. This is a growth
area for the entire industry since social welfare
Morten Thorsrud,
systems are not always able to meet citizens’
Business Area
wishes and company needs. Today more and
Industrial.
more companies provide personnel packages
that include e.g. health insurance for their employees.”

What are the most significant trends?
“We’re counting on continued economic
recovery in the Baltic states, despite international financial unrest. But there is significant
uncertainty and so growth expectations are
fairly modest. We’re counting on price inTimo Vuorinen,
creases, especially on the vehicle insurance
Business Area Baltic. side.”
“Internet sales and service enjoyed good
growth in 2011 and we anticipate that this will continue.”

What is the most important issue for the year ahead?
“It will most probably be the climate challenge; 2011 was a record
year when it comes to natural disasters. Recently it was Thailand
and Japan – and Copenhagen in our part of the world – that were
worst affected, but since the beginning of the millennium we’ve
suffered major environmental losses in almost every part of the
world. Climate change is a reality that is beginning to affect the
insurance industry. In the initial stages it will be the reinsurers who
react, obviously by modifying their prices. But there is a discussion
already under way regarding whether or not it will be possible to
insure against certain risks in the future.”

What will you focus on in 2012?
“We’re putting a lot of effort into becoming the company that
customers perceive as having the best claims management. Expect
to see a number of new initiatives and improvements in this area.”
“We’ll continue investing in developing internet and telephone
sales and service.”
“During 2012 we’ll also prioritize strengthening and establishing new relationships and collaborative ventures with service
partners and brokers with the aim of improving customer service
and increasing efficiency.”

Gross premiums
written by
country
Industrial

Gross premiums
written by
country
Baltic

Denmark 14%

Sweden 43%

Russia 8%

Lithuania 23%

Finland 19%

Norway 24%

Estonia 50%

Latvia 19%
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Five-year Summary

Results Summary
SEK million

2011

2010

2009

2008

36,966

37,170

38,701

36,635

35,128 		

–27,614

–28,093

–28,856

–27,269

–25,795		

–6,380

–6,402

–6,801

–6,372

Allocated investment return transferred from the non-technical account 1,124

1,606

2,139

2,242

277

235

240

249

272		

–244

–232

–239

–212

–228		

4,129

4,284

5,184

5,273

5,226		

Premiums earned, net of reinsurance
Claims incurred, net of reinsurance
Operating expenses in insurance operations, net of reinsurance

Other technical income
Other operating expenses
Technical result

2007

–6,045		
1,894		

								
Investment income and other items

1,443

2 516

1 717

64

–217		

Profit/loss before income tax

5,572

6,800

6,901

5,337

5,009		

								
Taxes
Profit/loss for the year
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–1,386

–1,815

–1,700

–1,451

4,186

4,985

5,201

3,886

–1,321		
3,688		
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Balance sheet at year end
SEK million

2011

2010

2009

2008

2007

Assets							
Intangible assets
Investment assets
Reinsurer’s share of technical provisions
Deferred tax asset
Requirements
Other assets, prepayments and accrued income
Total assets

1,257

1,259

1,358

1,335

1,138		

100,449

102,078

106,832

98,036

94,307		

4,709

4,575

4,892

4,686

4,573		

453

392

666

1,497

721		

10,166

9,367

9,869

9,750

9,069		

5,155

4,818

4,912

4,935

4,297		

122,189

122,489

128,529

120,239

114,105		

							
Shareholder’s equity, provisions and liabilities							
21,563

22,818

22,542

17,140

18,504		

Subordinated debt

Equity/assets

2,881

3,714

4,240

4,489

3,893		

Deferred tax liability

3,461

4,103

4,054

4,011

3,640		

Technical provisions

85,085

83,733

87,993

85,749

80,506		

Liabilities

6,424

5,264

6,663

6,109

4,655		

Provisions, accruals and deferred income

2,775

2,857

3,037

2,741

2,907		

122,189

122,489

128,529

120,239

114,105		

Total shareholder’s equity, provisions and liabilities

							
Solvency capital

27,452

30,243

30,171

24,143

25,316		

							
Key data, property and casualty operations							
Claims ratio

74.7 %

75.6 %

74.6 %

74.4 %

73.4 %		

Expense ratio

17.3 %

17.2 %

17.6 %

17.4 %

17.2 %		

Combined ratio

92.0 %

92.8 %

92.1 %

91.8 %

90.6 %		

Cost ratio

23.5 %

23.7 %

24.1 %

23.7 %

23.7 %		

							
Key data, asset management							
Total return ratio 1)

1.8 %

7.4 %

12.4 %

–3.1 %

2.6 %		

							
Other key data							
Regulatory capital
Solvency margin
Solvency ratio
1)

24,043

26,504

24,886

21,890

7,493

6,592

6,504

6,199

23,426		
6,094		

72.4 %

79.5 %

77.3 %

65.7 %

71.3 %		

Calculations were made according to If’s internal principles for the evaluation of capital management.
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274 years old – and as young as ever
The British rock band The Rolling Stones was
formed on May 25, 1962 in London, which means
it will be 50 this year. Today the band comprises
singer Sir Mick Jagger, 69; drummer Charlie
Watts, 71; guitar player Keith Richards, 69 and
bass guitar player Ronnie Wood, 65. The band
members’ ages add up to 274 years.

Contact
S w e d e n : tel. +46 771 430 000, www.if.se
N o r w a y : tel. +47 980 02400, www.if.no
D e n m a r k : tel. +45 70 121212, www.if.dk
F i n l a n d : tel. +358 010 19 15 15, www.if.fi

