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The key to unlocking the potential of the multigenerational workplace is to, first, understand
each generation represented in your organization. Once you understand how generational

differences influence workplace relationshi
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Write down 1thing you want to get out of this session.
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Continues



EAR READERS: In yes-
terday’s column, I ran sev-
eral letters from angry
readers who had a lot to say about
how hard it is to find a decent job

from all the heat. And it continues.
Here’s a sampling: :

DEAR OLD BATTLE AX: When
did you last look for a job? How in
the hell do you know what it's like
out there? How dare you suggest
that peoplé between 21 and 30 miss
opportunities because we are lazy?

I am fed up with jpeople of your
generation who think they are the
only ones who know what hard

Are you aware that there are
fewer opportunities today because

eager replacement immediately.
It's a different world today
When your daughter was growin
up in Chicago, you worrie
about the cost of sending her to
private school because she migh
get shot in a public school? Wel

. that’s what it's like out there now

Don't you read the papers?
—ANONYMOUS PLEASI
DEAR ANONYMOUS: I do knov
what it's like out there. In fact,
probably know a lot more abou

“the real world than most of th

peopld who write to me. My mail i
an honest reflection of what life i
every social and economic segmen
of society. Here is a letter that ran;
very true to me:

y? No, Just More Competition

lot of older peop

What about old folks?

gard to the July 4 one-liner that states most |rey. ot of he other 1o i
are lazy, sloppy, and always looking for
nothing. That's bal
@ who are just as
son I've ever met. I'm 17 years old. I've always done my miiesd tse aovertiser n
own sewing, my own money making and have always
worked. If I can do it, so can all you old

man who replied to a help-wal ade ©
himself and for his sister. He asks
“What kind of men would the otiers J
be who did not reply™ Having many
¥ears experience in dealing with pes
employment and its causes, permit me
to Enswer for them. it

In the first place, unless this
stance was quile unusual, njany,

1
| unemployed did not see the
:tﬁmtﬂh“rﬁfmmmm\“, ]
away, i
| Il know a heck of a8 some, nowover, aid not resiy vee

as any [YOung per wosliuand Vo it s
[] " - i IO :._
-r ‘-J— mma of h'l.-l‘ hirﬂ,m m “r‘va'l ":

hi y

them, knew they : ; ,-"
undesirable and hm ' wm “;‘-
cannot fully meet ments there |
f= no use Lo apply. N WO

do apply and obtain joha for which
they are mot Titt s - with

[ don't think young peoplé are lazy| sloppy and always Tﬁ‘&:&“’:‘m i_'

looking for something for nothing. The JOUNE PEOPIB Are  Anotier kind o aid aot apty, the
good for a lot of things. You make most of the

ple do all of your errands and everything. If you old
think the young people are sloppy and always looking: ;yitcce o their now veing sove
for something for nothing, you've got another think com- 2 2 other Improbable stories be-

Ing.

nerv. 1NAnNkKs I0r tne winaup. 1
found the exchange fascinating. I
hope my readers did, too.

kind “Old Timer” may have beso
reading about and so had in mind, are
those called “too lazy to E -.
iz an offort on foot Eo sent all
the unemployed as being of th in E

There are those who may g
be “too [lazy] to |we : & def
ers of our ecoror ratem should
the last ones to amnounce it. It I8 one
of the most shameful things BT
tem can be charged with, PT mem
have hopelessly hunted for long,
enough they do become ton discour-
aged to try another th ¥ e o
times, or even ane more time, e T
our gmug and seif-rightecus call it.
Boma of these men become 80 dis-
heartened they commit suicide or g0
insane or, still worse, go inssne sEnd
murder thelr families. :

Another kind of “teo [azd to
—thers pre & gopd many of
they dre on the increase=look back
nver years of grinding toil which bare-
by paid enough to exist on, toil
spersed  with  freguent s of
heart-breaking job-hunting. g
wre eaving, “"What's tha uss ta r
it don't get you anywhore. To hell

with
Too B o BRI 21 15 oo ‘of the
mont damnping charges that can ba




Lack inspiration?
Author provides hints
for recapturing dreams.

By MARY E. CORCORAN

Essayist Susan Sontag once
noted that the acceleration of
human change brings about a type
of “intellectual vertigo.” But what
about the occasions when there is
no movement:
The tempo
when time
stands still?

You're con-
vinced there's
1 poOWwWer
Jutage be-
zause the
lock just

hasn't moved?
You find yourself taking extra-
iong lunches and breaks. You
‘tune oul”™ your boss and your
laydreams begin to look like
Walter Mitty extravaganzas. All of
‘hese are signs that has
ilipped considerably and signal a
1eed for immediate chanee.

munication, the inability to ex-
press yourself and fear o loss
all lead to isolation,"” says Raskin.
Isolation on the job is a signal of
a need to change direction. You
need a fresh perspective and an
expanded point of view. “When
you are isolated, the idea that
people are unreceptive to your
ideas becomes firmly implanted
in your mind,” says Raskin.
imes it's difficult 1o probe
our own l, particularly
when we're functioning like a
speeding sloth. It's then we have
1o remember our value system:
What intrinsically motivates us?
Most reply, automatically, money,
but often it's more likely that we
are motivated by loftier values
such as recognition, a need to help
others or a need to meet certain
standards of excellence on theljob.
The key to unleashing your
15 10 keep fixed on
your values. Raskin outlines seven
ways “to relight your fire." First,

Motivation doesn’t grow by itself

talk 1o people who believe in you
and your work. Second, “Get
confirmation and letters of recom-
mendation from people who
recognize your ability." Stash
them in a folder marked A.LG.
{Aren't I Great!), and reread them
when you're discouraged.

Third, read motivational books
and tapes. Fourth, approach
people who are interested in what
you do.

Next, take a break and do
something different and enjoy-
able. You need a fresh
tive, so scramble your day, take a
short trip or try out a new
experience. Sixth, “Use your
intuition to figure out what is
holding you down,” suggests
Raskin.

Finally, help someone else who
appreciates your work.

doesn't just arrive
with the morning coffee; it has to
be nourished and kept growing,.

Mary E. Corcoran is a

management and organization
consultant in Kansas City.
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Happy workers more cost-effective

By Charles P. Bird
Special to the Mews Journal

Most people in the businpss—woeld
familiar with the concept of job
tion. Essentially, job satisfactiomrefersto
how pleased or displeased employees are
with their assignments and their working
conditions. Such things as the challange
and wvariability of tasks, the clarity of
expectations and rewards, as well as per-
sonal relationships, hours, and the working
environment all affect job satisfaction]

The image of an employee with high job
suggests someone who is a
“happy worker." Somewhere along the
mywmhhu probably heard the argu-
“a happy worker is a produc-
tive worker.” People associated with the
human relations point of view are espe-
cially likely to believe that an increase in
[job (happiness) will cause
employees to work harder and
more. But can you count on that?
Hesearch on the impact of job safisfaction
suggests not.

Interest in [job saiisfaction has been
around for a long time. Ore summary of
this research looked at 46 studies in which
an attempt was made to relate an increase
in [job satisfaction to productivity. Inter-
estingly enough, 22 percent of the studies
found an imcrease in productivity, a
matching 22 percent actually found a
decrease, and the remaining 56 percent
found no effect. If your only concern is
production, there is not much support here
for worrying about happiness.

Dioes that mean should not be
concerned about [job satisfaction? Hardly.
Any experienced manager knows that, if

become sufficiently unhappy,
bad things will happen. Conversely, there
are some definite payolfs for raising satis-

Just keep in mind that the effects of high
ﬁ may not appear in your pro-
duction records. Whai, then, can be done
to encoarage a happy work force?

First, work to build a pesitive climate in
your organization. Encourage

friendliness
and cooperation. Make a genuine top-down
effort to create a feeling in employees that

programs,
bonus systems for cost-saving ideas, will
be worthwhile on many grounds,

fact that satisfaction is strongly
affected by peer attitudes. Again, encour-
age and reward positive efforts by
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sor of psychology and

Job satisfaction is in

Charles P, Bird, Ph.D)., is associate

e

LEVEL ORJOB SATISFACTION

For Bioomberg MNews

“advanced” countries do not differ significantly htr
how satisfied they are with their jobs. Becavse they are
about equally productive, the reasoning is, they must

, produce things the same wiy, and so thelr work experi-

ence must be the same, 100, ST
I fact, thene ane sariking differences in{job satisfs-
tion within the West. Britain, with very low wages
relative to the country’s wealth, reports a presty decent
level of job satisfaction. Yet Germany, with its fairly
high wages relative 1o wealth, reports an undistin-
level of job satisfaction — below ltaly and
The waves of data on reponed job satisfaction that
hawe washed up in recent decades have led 1o misuses
and jon. Some observers, pointing o
Sweden's high score, take this to be evidence that the
Swedish economic system — a unique mixture of
capitalism and welfare-ism with little dynamism — is
“best.” Others, pointing out that Denmark scored even
higher. conclude that the Danish sysiem — with its
fexicurity or some other attraction — s the best. That
way of using the data is sbsurd. It's a schoolboy error
in Statistics 101 10 draw inferences from outliers rather
than from the data a5 a whole.
The plausibility of levels reported
in surveys receives a big boost from the way people
assess the pride they tike in their work and the impor-

. tance they place on their job. The rankings of countries

A contrarinn interpretation
low score oa reporied ey
about how demanding the neqondents ane than how

unstimubating their jobs are. They may suffer low satis-
faction because, s in laly and France, they are spodled
by thefr wealth, But the U.S. and Canada have not
lacked for wealth especially in 2001, afier the dot-com
boom, and they continually rank high in -
tion. And when Ireland went from being poor o rich
in a decade, it rermined near the top among advanced
countries inljob saisfaction.

In recent decades, comparative studies of Western
European econories have imglicitly assumed that their
hisic economic system — & Corporaist
system that bets big business, big labor

and so forth, Law is needed to set limits on the reso-
lution of conflicts. Withoul it, an entreprenear of an
investor might hesilate o embark on new creations.

A country's ecotomic policy may also incuce or
thwart entreprencurship. Relving on scant data. con-
servatives leap o the conclusion that every element of
economic policy that provides a role for the govern-
ment has a cost exceeding the benefin. But while, in
the economies of mercantile capitalism, there
may have been a presumption that this or that interven-

thom bry the state in the business secior
— more corm and less cloth — would

and big government have a veto over An economy be harmful, there is no presumption
market ocomes — is shout as effective CCﬂ'ISiStSdEI'I that, say, more money for education
e o e e economic Culture A oo, Wedom ow
& variety of hive innOVIIoN. not
:‘uﬁuwmmmu'lppeduphy ic cu whether this or that concrele govem-
one o more wd aswellasaset of mental ctivity woukd be consructve
hindrances in the market — onemploy- or detrimental
ment insurance benefits, high taxes institutions. HﬂwﬂﬂMﬁﬂ%ﬁ
and 50 on — apparently in the belief There is evidence that countries with
that their cost wis negligible or modest high levels of stae spending on medi-
enough 10 be worth paying. cal care, retirement benefits and education do not tend
This view, prowounced by academic economists from w0 have depressed levels of job satisfaction.
the University of Chicago to the Massachusens Institme  Regulatory institions to be a significant
of Technology, is a ienet of necliberalism, which holds  depressant , particuludy credit-
thal, to succsed. a has only to prohibit the pov- market regulations (such as imerest-rate controls) and
ernment and the market overturming i market . The institutions of collective
prices and wages. Yet a country cannot do well without ining and regulations on hiring and firing are also
high economic dynamism. And it cannot have much mndmd:mmuunbmmi

dynamism withcut institutions and an economic cul-
ture that suppori conceivers of new commercial ideas.,
facilitate entrepreneurs 1o develop these new ideas,
allow employees 10 contract 1o work long and hard, and
against fraud, >
An institution that is basic 10 the operation of modern
capitalism is company Liw: protection from crediton

, through bankrugicy, protection from self-dealing by

protection from employees wha do
mmﬂeqhyhﬂrhﬂ:‘df

An economry consists of an economic culture as well
as o et of institutions. Prevailing attitudes end beliefs
have for ome"s efforts al work and for the
effectiveness with which one can collaborase with oth-

ers.

The French businessman Philippe Bourguignon,
whose working life has been divided sbout evenly
between the US. and Europe, has the two
reghons as having guite distinct cultures. In his anabysis,
the differences originate in the very different upbring-

Has A LorTo Do WitH WHERE You L1VE

ings of children. French mothers, he observed, watch
their children closely in the playground, warning them
1o be careful. American mothers. on the other hand,
pay Hinle attention and do not keach cation, As a result,
Americans grow up taking failares in sride.

Many values play a pan in a couniry’s generition of
high eoonomic performance, affecting peopie’s capc-
ity umd desire 1o conceive novel ides. develop Lhese
ideas into new products and try out the new products.
Other values may affect econamic conditions that sup-
port or domage the commencial prospects Roe innova-
tion.

Consider, for cxample, the West's culture of problem-
solving, curiosity, experimentation and explortion. A
research program at Columbia University's Center on
Capitalism and Society has found that several of the
workplace attitodes in the Woeld Values Surveys are
significantly associated with a country’s high economic

NTTHARCE,

How much people in a given country value the
“interestingness of aljolt] is significantly related to
how well the country soores in several dimensions
of economic performance. 50 are people’s scores on

of new ideas and the desine w0 have some
initiative, On the other hand. & low willingness w
tuke orders, which is conspicuous in some European
nations, is assoclated with lower economic perfor-
mance,

A readiness 10 acvept change and a willingness o
accept competition wre also quite helpful. But a desire
10 achieve matters. linle: 1t is not some object peoplk
want; it is the experience — the life

Edmund Phelps, the director of the Cenfer on Capitalism
and Society at Columbia University and dean of the New

This s am excerpt from his new book, Mass FLousisn-
vG: How GRASSROOTS [NNOVATION CREATED JoBs,
CHALLENGE, AND CHANGE.
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Gen Z is the worst! (really, they aren't...)

A survey by ResumeBuilder.com is picking up traction in ‘generation’ circles with a
mainstream publication referring to #generationz as ‘the hardest generation to work
with according to survey: ‘They lack discipline’ and ‘like to challenge you'.

well... &

A few notes about the survey:

They surveyed 1,344 (only 1,000 completed the survey) #managers and #business
#leaders in the U.S. They also used a convenience sampling method. We know
nothing about the demographics of the group other than they were screened
according to who actually manages or hires employees. A second screening was
used to only ask follow-up questions of those who did find Gen Z to be the most
difficult group to work with.

As you can imagine, | have some issues with a convenience sample of only 1,000
where survey creators then targeted those who fit their narrative.

Now, the results. The survey does tell us a couple of points that | believe are
interesting:

Of the 1,344 total respondents, 1,000, or 74%, did say Gen Z is more difficult to work
with than other generations. Now, here is where we need some correlation or
comparison data to back up our sample. What generations were represented as
respondents? Was it mostly Baby Boomers, Gen X, Millennials, Gen Z or a similar
number of each...this is important and a must know before we generalize results
from only 1,000 individuals.



Our eyes and ears should perk up though once we see the reasons WHY managers
find it difficult to work with Gen Z:

0 399% said a lack of technological skills make Generation Z difficult to work with
0 37% said effort and motivation

0 36% said because they are easily distracted and easily offended

o 219% said because they are dishonest

Managers then say they would prefer to hire Millennials or Generation X (again...who
Is completing the survey? Millennials and Gen Xers?!). This is not a biased thought

by the way, I'm a Millennial, not a Gen Z'er’.

1in 8 respondents have fired a GenZer within a week of their start date. @



Michael G. Strawser * You
Communication Professor - TEDx Speaker - Consultant - Trainer - Communication C...
N ()

we®

| came across an article yesterday ‘lamenting’ the status of #generationz (those born
between 1997-2012 according to Pew Research Center). The article was titled Is Gen
Z more difficult to work with than other #generations...

Well, here's the deal (and | may dive deeper into the ResumeBuilder survey the
article pulls from in another post):

1) Guess what, there were an unbelievable number of articles written on the same
topic about #Millennials (still are by the way)

2) Gen Z members will be fine-collectively they may not be as productive now, no
generation is when they first enter the workforce

3) I'm over the 'back in my day’ generational assessment-let's lead unique humans,
not ‘generations’

| spoke on this in 2019 and the TEDx talk is still relevant today. Let's strive for a
Generation Agnostic Workplace:

https://Inkd.in/gBbazywX

#work #culture #organizationalculture #communication
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After mocking millennials, Gen Z are
now coming for Gen Alpha: ‘They’re just
not all there’

By Andrew Court
<- 57 Commen ts)
Published June 12, 2024, 1:44 p.m. ET
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Generational Differences and
Managing a Multigenerational Team






A generation consists of those born between a
specified year range who often share life
excperiences of their formative years including
Dop culture, economic conditions, world events,

natural disasters, and technology
(Schullery, 2013)



The generations defined

Born 1965-80
Born 1928-45
1920 1940 1960 1980

Born 1997-2012

2000

GENERATION AGE
IN 2019

Generation Z
ages 7-22*

Millennials
ages 23-38

Generation X
ages 39-54

Boomers
ages 55-73

Silent
ages 74-91

2020

*No chronological endpoint has been set for this group. For this analysis, Generation Z is defined as those ages 7 to 22 in 2019.

PEW RESEARCH CENTER



Millennials became the largest generation in the labor force in 2016

U.S. labor force, in millions

o0 5
40 0.41
Millennials
30
Silent/ Greatest
20
10 — 59
" Post-Millennials 53
1994 1997 2000 2005 2008 2010 2015 2017

Note: Labor force includes those ages 16 and older who are working or looking for work. Annual averages shown.
Source: Pew Research Center analysis of monthly 1994.2017 Current Population Survey (IPUMS).

PEW RESEARCH CENTER



Generational Timeline

Chart major events from your formative years (ages 10-20). Compare
events and discuss their impact on your worldview and work ethic.



The ‘Silent Generation’



Rule Followers Conformists

Dedicated Hard Workers
Loyal Patient

Responsible Conservative

Sacrificial Linear Work Style

Top-Down Management Desire Respect
Hierarchal Work Respect the Chain of
Environment Command
Do Not Value Do Not Adapt To Change

Individualism



Baby Boomers



Workaholics
The “American Dream”
Ambitious
Big Spenders
Work/Life Imbalance
Competitive
Career Loyalists

Hard To Trust Young
Wortkers

Materialistic
Greedy
Anti-Establishment
Loyal To Children
Strong Work Ethic
Live To Work
Responsible

Flat Organizational
Hierarchy



Gen ‘X’



erlersr Horn 1965-1980

Balance Highly Educated
Independent Angry

Crenierarion

Informal Confident
- Global Thinkers Pragmatic
Self-Reliant !

: Results Oriented
= Skeptical gl Responsible

- -
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Millennials



Millennials: Born 1981-1996

Achievement Optimistic
Perfectionists Idealism
Civic Minded Teams/Collaboration
Tolerant Diversity/Inclusion
Confident Entitled
Social Self-Absorbed
Tech=Savvy Open to New ldeas

Instant Gratification  Value Individuality
“Spiritual”



Gen Z



Generation Z (1Gen): Born 1997-2012

Financially Focused Communaholics
Concerned about Debt Social Networks
Anxious Diverse and Inclusive
Entrepreneurial Justice-Minded
Mobile Risk Averse
Realistic Competitive
Ethical Independent
Unique Identities Unlimited Media
Authentic Consumption

Open-Minded



Differences
Debunk’d



Career Shift?

4?2 million workers left their jobs voluntarily in 2019, costing
companies 630 billion (a 30 billion increase from 2018). Pew
compared data from millennials to Xers at the same life stage,
69% of gen xers stayed with an employer through 13 months
compared to 70% of millennials)...

Millennials are just more vocal...



Remote Work?

Nationalresearch group did a study, mm it they found that Gen Zers
were most likely toreport decreased productivity being remote;
SHRMstudy —60% of millennials reported being as more
productive online, compared with 67% of xers and 72% of
boomers.



Work-Life Integration?

Have you ever thought about Gen Xers and parent care-a study
found that elder care absenteeism costs companies up to $5
billion annually.






1) Adjust Your Mindset

2) Adjust Misaligned
Expectations



EACH GENERATION IMAGINES ITSELF TO BE MORE
INTELLIGENT THAN THE ONE THAT WENT BEFORE IT,
AND WISER THAN THE ONE THAT COMES AFTERIT.

-GEORGE ORWELL



SWOT:
Analyze generational Strengths, Weaknesses,
Opportunities, and Threats to maximize team efficiency.

LEGACY COMMUNICATION



What are some benefits of having a true multigenerational workplace?



ACADEMY TO
INNOVATE HR

Multigenerational Workforce
Benefits

&)

- - - ﬁ
L L ]
t‘ “ 1‘ /
. L ]
- LY
LY LY
. S Y
S _/ .

/

L
¥
L ]
L]
L]
L ]
.
.
.
4 *
4 - .
- -
o
‘-.- ‘-‘-

N N N
Multiple Problem- Learning/ Knowledge Unique
perspectives solving mentoring transfer & relationships

abilities opportunities retention



Managing a Multi-Gen Team

Understand Generational Differences
Assume the Best of Others and
Empathize
Be Flexible and Transparent
People are People



Generational Agnosticism

A generation agnostic perspective

Instead,
generationalagnosticism, especially in our workplaces,
transcends generationalcategories and






Common Intergenerational

Problems

Power Struggle

4 \

Discover team
member strengths;
Emphasize how this
work fits into the
broader context

%

.

Team Needs

Make sure your
people know where
to find you for
support

.

Decision Making

Conferring authority
to oldest team
members leads to
potential conflict
and dysfunction

\_

%

.

Communication
Norms

Give the team space,
listen and learn,
share what you
know

%




THERE ARE FOUR VALUES THAT RESEARCH SHOWS ALL GENERATIONS
SHARE:

- RESPECT(FEELING VALUED)
- COMPETENCE (THE PERCEPTION THAT ONE IS KNOWLEDGEABLE
AND SKILLED)
- CONNECTION(COLLABORATION TO AN EXTENT AND MUTUAL
TRUST)
- AUTONOMY (FREEDOM AND INDEPENDENCE TO EXERCISE
JUDGMENT AND MAKE SOUND DECISIONS)




AUTONOMY

Values Chart

RESPECT

CONNECTION

COMPETENCE



Talent Optimization

Who? \
Who will your talent be? SN ‘ -
What?
W

nat will they need to stay committed?
When?
When and where will they work?
Why?
Why will they work?
Why?

How will they work?




Goals

Culture

Have you, as the
employer, created a
culture where people
understand the
mission and buy into
the vision? An effective
workplace culture
doesn't frustrate
generational
differences, it
embraces and uses
them.

Conditions

Is the workplace you
have designed one
that emphasizes
balance,
compensation, justice
and mobility? Does
your organization
reinforce these
conditions to your
employees?

Clarity

Your workers must
understand, clearly,
what is expected of
them. Clarity
transcends
generational
differences. Clarity
allows workers to
meet, and exceed,
expectations. Clarity
removes exasperation
because it reinforces
maximization and
satisfaction.



Structure
33.3%

Support
33.5%

The TEAM

Significance
33.3% Trifecta






Strategies



Culture

Have you, as the
employer, created a
culture where people

understand the
mission and buy into

the vision? An effective
workplace culture
doesn't frustrate
generational
differences, it
embraces and uses
them.

ACCOMMODATE EMPLOYEE DIFFERENCES BY LEARNING
ABOUT THEIR UNIQUE NEEDS AND SERVING THEM
ACCORDINGLY

CREATE WORKPLACE CHOICES WHEN YOU CAN

OPERATE FROM A SOPHISTICATED MANAGEMENT STYLE
WHICH INVOLVES ADAPTING LEADERSHIP STYLE TO
CONTEXT OR BALANCING CONCERNS FOR TASKS AND
CONCERNS FOR PEOPLE

CREATE MULTIGENERATIONAL COLLABORATION



Conditions

Is the workplace you
have designed one
that emphasizes
balance,
compensation, justice
and mobility? Does
your organization
reinforce these
conditions to your
employees?

PROVIDE ENRICHING EXPERIENCES

LISTEN

MANAGE STRESS AND UNCERTAINTY

ESTABLISHA‘CULTURE"OF ADVOCACY AND
TRANSPARENCY

CREATE AN EMPLOYEE ENGAGEMENT PLAN



Clarity

Your workers must
understand, clearly,
what is expected of
them. Clarity
transcends
generational
differences. Clarity
allows workers to
meet, and exceed,
expectations. Clarity
removes exasperation
because it reinforces
maximization and
satisfaction.

MULTIPLE CHANNELS

HAVE AN INTERNAL COMMUNICATION STRATEGY

ANALYZE, AUDIT, AND ADJUST WHAT YOU'RE DOING



Retention and
Recruitment

Employee
Employer
Relationship

Changing
Expectations of the
Leader

Instmictions

Acknowledgement

Communicate

Communication

Chameleon

Younger
Generations Prefer
Learning
Opportunities

Onboarding and
Skill Development

Mentoring as ‘two-
way Interaction

Mentors Help
Build Loyalty

Work-Life
Integration

Employee Benetits




TALENT 'WORK": DEEPER DIVE

1) WHAT ENRICHING EXPERIENCES DO YOU PROVIDE FOR
YOUR EMPLOYEES? HOW OFTEN?
2) HOW DO YOU HELP YOUR PEOPLE MANAGE STRESS AND
UNCERTAINTY?
3) HOW ARE YOU ESTABLISHING A CULTURE OF ADVOCACY
AND TRANSPARENCY?



LEADERSHIP ‘WORK": DEEPER DIVE

1) WHAT IS IT ABOUT YOUR LEADERSHIP STYLE THAT MAY
NEED TO CHANGE TO ADJUST TO CHANGING GENERATIONAL
EXPECTATIONS?

2) ASSESS HOW YOU OFFER FEEDBACK, WHAT STRATEGIES
CAN YOU INCORPORATE TO BE MORE ADAPTABLE?

3) HAVE YOU GIVEN MUCH THOUGHT TO YOUR SUCCESSOR?



PEOPLE MANAGEMENT ‘WORK": DEEPER DIVE

1) CONSIDER HOW YOU DELEGATE AND PROVIDE
INSTRUCTIONS, ARE YOU CLEAR?
2) WHAT REWARD OR ACKNOWLEDGEMENT SYSTEMS EXIST
IN YOUR WORKPLACE?
3) ARE THESE RECOGNITIONS FLEXIBLE?



COMMUNICATION ‘WORK": DEEPER DIVE

1) DO YOU KNOW WHICH CHANNELS WORK MOST
EFFECTIVELY FOR TRANSFERRING INFORMATION
INTERNALLY?

2) HOW WOULD YOU DESCRIBE YOUR ORGANIZATION'S
COMMUNICATION STRATEGY?

3) HOW OFTEN DO YOU AUDIT YOUR COMMUNICATION
PRACTICES AS A LEADER AND AS AN ORGANIZATION?



TRAINING AND DEVELOPMENT ‘WORK": DEEPER DIVE

1) WHAT LEARNING EXPERIENCES DOES YOUR
ORGANIZATION PROVIDE THAT YOU CAN ‘PITCH' TO
DIFFERENT GENERATIONS?

2) HOW CAN YOU ADJUST YOUR ONBOARDING STRATEGIES
TO BE MORE FOCUSED ON MULTI-GENERATIONAL
AWARENESS?



MENTORING AND NETWORKING ‘WORK'": DEEPER DIVE

1) IMAGINE THE PERFECT MENTORSHIP PROGRAM THAT
ADDRESSES DIFFERENT GENERATIONS, WHAT WOULD IT
LOOK LIKE?



CULTURE ‘WORK": DEEPER DIVE

1) ASSESS YOUR ACCOMMODATION OF EMPLOYEE
DIFFERENCES (DO YOU SURVEY EMPLOYEES, ASK WHAT THEY
NEED/WANT?).

2) HOW MUCH AGENCY DO YOUR EMPLOYEES TRULY HAVE?
3) IN WHAT WAYS DO YOU ADAPT YOUR LEADERSHIP STYLE?
4) WHERE CAN YOU PURPOSEFULLY PLAN FOR
MULTIGENERATIONAL COLLABORATION?



1) UNDERSTAND GENERATIONAL DIFFERENCES
UNDERSTANDING HOW EACH GENERATION IS WIRED IS HALF THE BATTLE. MAKE SURE YOU KNOW WHAT EACH GENERATION VALUES
AND CARES ABOUT. KEEPING YOURSELF INFORMED CAN HELP MAKE YOU A BETTER AND MORE SELF-AWARE LEADER.

2) ASSUME THE BEST OF OTHERS AND EMPATHIZE
THERE IS AN UNDERLYING GENERATIONAL DISTRUST. AS LEADERS, WE NEED TO START BY ASSUMING THE BEST OF OUR TEAM AND
TRYING TO EMPATHIZE-INSTEAD OF GETTING DEFENSIVE.

3) BE FLEXIBLE AND TRANSPARENT
MILLENNIALS AND GENERATION Z, ESPECIALLY, VALUE TRANSPARENCY FROM THEIR LEADERS. BUT YOU CAN ONLY BE SO FLEXIBLE
AND TRANSPARENT. ALLOW FLEXIBILITY TO PENETRATE YOUR CONTEXT WHEN YOU CAN (MAYBE ALLOWING SOME REMOTE WORK
OPPORTUNITIES) AND GIVE AS MUCH INFORMATION AS YOU CAN AND EXPLAIN WHEN YOU CAN'T.

4) REMEMBER, PEOPLE ARE PEOPLE
GENERATIONAL DIFFERENCES IN YOUR WORKPLACE ARE PROBABLY NOT AS PRONOUNCED AS YOU THINK. WHILE TOPICS LIKE TIME-
OFF AND TECHNOLOGY ARE SURE TO BRING ABOUT VARYING OPINIONS, PEOPLE GENERALLY WANT THE SAME THINGS. THEY WANT
TO KNOW THEIR VALUES ALIGN TO THE VALUES OF THE ORGANIZATION, THEY WANT TO BE COMPENSATED FAIRLY (NOT NECESSARILY
MONEY BY THE WAY), THEY WANT CLEAR DIRECTION, AND THEY WANT TO KNOW THEY HAVE REACHED OR EXCEEDED EXPECTATIONS.
PEOPLE ARE PEOPLE.
DO NOT ASSUME ALL GENERATIONS ARE AS DIFFERENT AS YOU THINK AND INSTEAD FOCUS ON WHERE PEOPLE ARE SIMILAR IN WHAT
THEY WANT AND NEED.



that consign you to old patterns
and to redefine what kinds of
knowledge and experience are valuable.



Legacy Academy




Thank You!

Let's Keep in Touch
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LEGACY COMMUNICATION

@ www.legacyctc.com

M m ichaelstrawser@legacyctc.com

@) 740-710-1130
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