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Welcome

APhones to silent, you will need them!

ANo fire alarm test is expected, if the alarm
sounds please exit

ATo access the \ARi there are details on your
table including the password

AUse the QR code on this screen or the one on
your table to access the agenda & speaker bio:

AWe will be using Slido.com for each Q&A and t._
round table discussiot\WorkforceSouth23
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Expectations In the
workplace & what we
as employers shoulg
be doing

Liam McConnell
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The Challenges that Gen Z may present: ';zi
" :

Flight risk

\”’“ & <Y \ua%:\'q

JBNSTRR, Sl
X 5 Q\
PN N
AN |

-}Instant Gratification

EIUNEUNEUN 2N 2N 2 )

Re( juire
Consultancy Ltd.



@ uGENERATIOI; u
g

LLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLL

The Three Pillars of Recruitment
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EXCITING OPPORTUNITY!

Veterinarian

We are currently recruiting a Vetinarian for a trusted and renowned

company based in Salisbury. This would be an ideal opportunity for

qualified vets who want to step away from the hours and pressures of SCAN
veterinary practice. If you are intrigued, get in touch today!

9am-5pm Monday-Friday )

@ Salisbury
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GENERATION

hat do Gen Z want?<@ah S s s I

o Flexibility

o Values and ethics

o Focus on wellbeing

0 Perks
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EMPLOYER ENVIRONMENT @y g a
A Show an interest A Workspace, surroundings !!

A Prioritises wellbeing A Meetings events

A Adaptable management style A Work-life balance

CONTENT

A Encourage collaboration

A Create a sense of purpose

R ETAI N I N G A Opportunities for development

uire
Consultancy Ltd.
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Drive to achieve

Adaptability Innovation

GENERATION
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Current knowledge

and insight Good education

Benefits for you

Speed and accuracy:
value for money
Thoughtfulness and compassion
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n summarye

Gen Z have expectations they want to see in Understand the importance of
the workplace. Well being & work life balance

GENERATION

Make small changes
Be prepared to adapt!

Nurture and challenge Gen Z
Benefit from what Gen Z can bring
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Thank you!

www.requireconsultancy.co.uk

GENERATION

GLOBAL - SOCIAL - VISUAL - MOBILE - CONNECT
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Discuss: Your Future Workplace

Share your discussion points & ideas
for the future workplace

Slido.com #WorkforceSouth23
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CURRENT CHALLENGES FOR BU
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Presented by
Gary Whittle
Commercial Director of Meachers Global Logistics

Vice Chair of Maritime & Transport Action Group (MTAG)



Introduction to MTAG
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In a region with such reliance on transport connectivity,
from air and rail to road and water, the Maritime and
Transport Action Group was launched to shine a spotlight
on the Central South region for businesses in the maritime,
transport, infrastructure and ports industries.
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The logistics sector contribute
£139 billion Gross Value Add«
(GVA) to the UK economy.




Who are we?

MTAG has a focus on addressing shoreside priorities,
| Fran Collins MNM, Chair and Chief opportunities and challenges faced by maritime and
) Executive Officer of Red Funnel . . .
transport industries in the Central South such as;

. Gary Whittle, Vice Chair and Commercial A Solent Freeport
DirectorofMeachers Globaltogiis A | ocal infrastructure
A Skills and employment
A Connectivity
A The environmental agenda
A Central/Local Governmental lobbying
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The maritime and transport
iIndustry iIs competing for talent.




Other Iindustries are offering higher
salaries and more flexible benefits to
attract people, including the likes of
construction, retail and hospitality.
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iIndustries, and to aftract people, we must identify those
people who like what we do offer;

A A secure, longerm role

A Easy entry

A Onthe-job training and development
A Opportunities for greater pay

A Career progression

A Broad range of career paths
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doing to tackle
the people
shortage
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iIndustry in the central south region, to tackle the )
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Importance of a
collaborative voice
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a unique position to promote
our industry collectively,
attracting more talent and
reaching the right people. /
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MARITIME & Eusi{\ﬁss
TRANSPORT ® South

In conjunction with the Business South Maritime
and Transport Action Group and Maritime UK, we
are asking for businesses to invest in a new
dedicated Engagement Officer role.



The individual will be responsible for
representing our collective industry and
communicating directly with our target

audiences;
A Young leavers —
A Educators
A Parents
A Those returning to work
A Career changes




The role will connect those people to the diverse
range of vacancies and careers we have
available.



The Engagement Officer will be educating the
educators.
They will create a plan to engage with key audiences,
linking them directly to job roles and businesses in the
collective and beyond.
This will include, but is not limited to; school/college
engagement, talks and job fairs.

ey



Our Ambition



Our aim Is to shift mindsets around the
job roles In our industries and attract
local talent to local joDbs.




Its not about low skilled roles, its celebrating a unique
iIndustry that people can come into with little or lots of
gualifications, there's a role for everyone.

They can then build lifelong, rewarding careers with

continued investment Iin training, development, and
gualifications.

i
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Investment in an Engagement Officer
will give us a bigger cohesive voice,
attracting talent and benefiting our

entire sector and the Central South as a

whole. ﬁ
>
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Any Questions?
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A Brighter Working Future
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Panel Q&A

Liam McConnel y ReQuire Consultancy
Gary Whittle y Meachers Global Logistics
Aaron Butson y Havant & Southdown College

Seb Gers
Amy Stafford, Ap

non y HSDC

orentice  y HSDC

Slido.com #WorkforceSouth23
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UNIVERSITY OF

WINCHESTER

The future of understanding
IS on an organisatwavel

DrLiam Satchell
Liam.satchell@winchester.a@Jdgs atchell
Senior Lecturerin Psychology
Socialan®rganisationé? sychology Research Group
University of Winchester

Select relevant works:
Satchell, L., Jaeger, B., Jones, A. L., Lope&dBilg&C. (in press). Beyond reliability in first impressions research: Consideri

and the need to pmix i1t up https:tdbi.ord/I3X3A4st.io/&k6b 1 a | Psycho
Satchell, L. P. (2019). From photograph tio{fi@ace: Brief interactions change person and personality judgments. Journal of

Experimental Social Psychology, 82,/866



mailto:Liam.satchell@winchester.ac.uk
https://doi.org/10.31234/osf.io/4gk6b

How long does it take to make a first impression?

how long does it take to make first impression

seven seconds

Within the first seven seconds of meeting, people will have a solid impression of who you are — and
some research suggests a tenth of a s all it takes to start determining traits like trustworthiness.
That isn't e time to talk about your history, charm your new contact, or make up for any initial
blunders. 19 Jun 2018

hitps:/iwww forbes.com

You And Your Bt

Willis and Todorov conducted separate experiments to study judgments from facial appearance, each focusing on a
different trait: attractiveness, likeability, competence, trustworthiness, and aggressiveness. Participants were shown
photographs of unfamiliar faces for 100 milliseconds (1/10 of a second), 500 milliseconds (half a second), or 1,000
el illiscconds (a full second), and were immediately asked to judge the faces for the trait in question (e.g., “Is this person
OSBRI competent!”). Response time was measured. Participants were then asked to rate their confidence in making their

I M 15 — Researc

first impression. Othe ] Udgmcnts'

https:/isylviedigiusto.com » how- 3
How long does it take to form a first impression?

There are a variety of studies that look at how guickly we make first impressions, some say it
only takes milli-seconds while others suggest longer. Two ...

htips:/fwww.psychologicalscience.org > .. » uly

How Many Seconds to a First Impression?

» — A series of experiments by Princeton psychologists Janine

Todorov reveal that all it takes is a tenth of a second to form .




How long does it take to make a first impression?

Typically people agree in how that person might be rated even from 100ms

Redacted photograph of stimulus material fro

study

Is this person competent?

1 2 3 4 5 6 / 38 9




How long does it take to make a first impression?

But what does this tell us?
A Staticemotionless photographa face ONO
on how ral 0

(Substanti al research

A Researcheestrictpresentation time
(not Ghow | ong does 1t
Anyone doing recruitment in 100ms?

A Researcheestrictadjectives
Not what comes to mind first, but what we want you to rat
(pDontdtd think of an el ep-h V)

sssssssss

A No contextor stakes




What does this mean for bias research?

These use highly simi |l ar met hod:

Research on the role of leader
emOtiOnality on perceptions of Redacted photograph of stimulus material fro

. d
leadership S
(Trichaset al., 2017)

MailOnline 1ce !
Female bosses who wear lots of

makeup are seen as WORSE leaders Redacted image of computgenerated faces wit
than their bare-faced colleagues differing levels of makeup

« Both men and women see ladies as better leaders if they don't wear make-up

+ People doubt women's leadership skill more the more make-up they wear

» The reason may be linked to sexism, with attractiveness valued more in women
in minor roles than those in more powerful positions

Negative Effects of Makeup Use on Perceptions of Leadership Ability
Across Two Ethnicities (James, et al., 2018)



What does this mean for bias research?

Redacted photograph of stimulus material from study

pbThese findings demo
uncontrollable effect of economic status
cues on person perception.

They add yet another hurdle to the
challenges faced byisw at us 1| ndi
(Oh,Shafir& Todorov, 2019)



What does this mean for bias research?

Elsewhere in bias researtmmplicit Association Tests

Steele et al. (2018)

Greenwald et al (2019) suggest commercial and practic
uses of IATs are not ready, including:

1. Test reest can be poor.

Only 1 in 4 of responses are consistent across test : :
Redacted photograph of stimulus material fro

2. Limited evidence IATs predict discriminatory study

decision making

3. Strongly correlated with explicit measures (so what
i mplicituda?)



But we know biases are significant in soclety

Equality Act 2010
AAge
ADisability
AGender
AMarriage & civil partnership
APregnancy & maternity
ARace
AReligion & belief
ASex
ASexual orientation

The MacreMicro evidence gap

Macrocontext
Societal evidence of disparit

Micro-context
Your hiring processes
Personalised research



What are biases?

bl nformation t hat

Can

b e
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seen I n a U0l en

Perception
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What are biases?

bl nformation that 1 s used
Can be seen 1 n a 0l ens mod
Percep @ Colour Quality
Sitable Material ~_ < 4 seat
Location
Number

bCan | sit on this



What are biases?

Negative bias overly prioritised information

PerceptioQuality
Sitable ’ Material Is a seat

Location

Number

bCan | sit on t hi



How might we observe this?

Objective data |
[Optional extra]

Decision EDI data Performance of hired

employees

Qualification e

performance

Hire/not

Experience

Reference Qual



And when we observe bias?

What happens in job interviews?

In application reviewing?
&3
®

Perception

/N

Quality

‘Achievement’




And when we observe bias?

What happens in job interviews? /m\

In application reviewing? Perception Quality

s
o

All of this can be readily analysed from processes that largely
already exist within your organisations.
You havethisdataalready t s 1 dent i f1 abl e

‘Achievement’




Key points

O
O

A General academic research fimids first impressigadgments to be
reliable and even a little accurate.

A However, there @gnificant disconndasitween endsers work and
academic practice.

A Organisations collect the data to look abthiieir own levelind handle

bias conversations in a modern way.

1B

A Focusing on the brighter futute?
Making sure we atignamic, dataformed, and activie addressing our
organisational biases specifically.



The future of understanding bicgs:
IS on an organisati@vel

Dr Liam Satchdliam.satchell@winchester.a@lpsatchell

Senior Lecturer in Psychold&pgial an@rganisationddsychology Research Group,
University of Winchester

Relevant works:

Satchell, L., Jaeger, B., Jones, A. L., Lope&dBilg&C. (in press). Beyond reliability in first impressions research: Considering v
the nee t 0o p mSowxal Rsycholegecal Bullkiips://doiaig/B 0s3§234/0sf.io/4gk6b

Satchell, L. P. (2019). From photograph #mface: Brief interactions change person and personality juddgroeras of Experimenta
Social Psycholo@?2, 26876.

Satchell, L. P., Kaaronen, R. O., & Latzman, R. D. 52021). An ecological approach to personality: PsycholegEalrtdaits as dri

consequences of active percepSowaial and Personality Psychology Co sel12595.

Our recent book on understanding diversity and mental health in schools:

Mahmud, A., & Satchell, L. (Eds.). (2022). Mental Wellbeing in Schools: What Teachers Need to Know to Supporiupils fro
Backgrounds. Routledge.
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Gen X and Menopause
at work



Intro & Mission

‘l@ak down the menopause taboo and create space
for open conversation ”




What we will cover today

A Generation X - who are they?

A Unigue challenges for Gen X Women
A What's it got to do with menopause?
A Impact of menopause at work

A What can employers do?




Gen X born between 1965 and 1981

41 - 58 yrs old



Gen X work characteristics

Independant Calm & collected

Versatile Adapt to new

technology

Work hard but
value work life
balance

Resilient



Unique challenges of Gen X Women

A Gen X women are more than twice as likely to work part -time than men and 3.5
times more likely to have taken a career break

A They are also almost twice as likely to have low incomes (<£15,000) than men
A Women are also the main providers of care to adults among this age cohort

A 1 in 6 having no pension savings at all






Workplace statistics for over 50's

66.9




How does this relate to

menopause?




Average age of menopause is 51

Peri-menopause can be up to 10 years before
and then there's post menopause....






How Is it Impacting women at work?

A 59% had taken time off work 7z 18% for more than eight weeks.

A One in five (21%) women passed on the chance to go for a promotion
they would have otherwise considered, 19% reduced their hours and
12% resigned.

A Only 16% of respondents had discussed their menopause symptoms
with their manager.




How do we support Gen X Women in the
workplace when it comes to
menopause?



Gen X values

Honesty & openness Allow flexibility

Respect their

_ Respect boundaries
experience




What Employers can do

A Empower employees through education and awareness

A Create inclusive environments where open communication surrounding
womens health is the norm

A Allow flexibility and choice wherever possible

A Ensure that policies fully support women and the unique challenges they face



Gen X employees are:

WORTH IT!
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BREAK

Enjoy refreshments & connections
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