
EMPLOYEES ARE 
YOUR NEW 
CUSTOMER 



5  GENERATIONS IN THE WORKPLACE

To understand how to best keep people in your organization,  it's 
important to understand  generational d ifferences. 

Build  a customer p rofile  for each sub-group  to understand : 
• Their beliefs, values, and  worldviews 
• The historical events that shaped  each generation 
• How to motivate  and  manage multip le  generations

Un d e r s t a n d in g  Yo u r  
C u s t o m e r
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Ge n e ra tio n s  in  th e  
Wo rkp la c e



Ho w  h a ve  v ie w s  o n  t h e  w o rk p la c e  
s h ift e d ?  

THE AMERICAN 
DREAM

Boomers, and Gen X 
witn e s se d  c o m p a n ie s  ta kin g  

c a re  o f e m p lo ye e s . Th e re  
we re  m o re  b e n e fits  to  
s ta yin g  with  th e  sa m e  

c o m p a n y. 

Mille n n ia ls  a n d  Ge n  Z sa w 
th e ir h a rd -wo rkin g  p a re n ts  

la id  o ff, a n d  th e  fa llo u t o f th e  
re c e s s io n . Th e y h a ve  m o re  o f 

a  d is tru s t fo r c o m p a n ie s . 

THE "LATCH KEY" 
KIDS

Bo o m e rs  a n d  Ge n  X we re  
le ft to  "fig u re  th in g s  o u t" 

m o re  o fte n . Th e y we re  
ra is e d  to  ta ke  c a re  o f 

th e m se lve s . 

Mille n n ia ls  a n d  Ge n  Z h a d  
m o re  g u id a n c e  fro m  p a re n ts  
a n d  sc h o o l c o u n se lo rs . Th e y 

se e k m o re  c o lla b o ra tive  
te a m wo rk a n d  a d vic e , ra th e r 

th a n  b e in g  le ft a lo n e . 

WORK-LIFE BALANCE
Bo o m e rs  a n d  Ge n  X fo u n d  

m o re  o f th e ir id e n tity th ro u g h  
th e ir jo b  p o s itio n . Th e y p u t in  
th e  lo n g  wo rk a n d  h o u rs , a n d  

we re  re wa rd e d .

Yo u n g e r g e n e ra tio n s  c a re  m o re  
a b o u t th e ir h o m e  life , a n d  a  

b a la n c e  b e twe e n  wo rk. Th e y 
s till c a re  a b o u t c o n trib u tin g , 
b u t wa n t to  m a ke  su re  th e y 

h a ve  th e ir o wn  p e rso n a l t im e  
to o . 



Th e  4 t h  In d u s t r ia l Re v o lu t io n

• Driven by technology like automation, artificial 
intelligence, and the internet. 

• The workforce will need to be knowledgeable 
in technology and data analysis 

• Technology may outgrow workforce skills, so 
it's time to invest in education and training for 
the workforce

• Gen Z and Millennials are more comfortable 
with technology, so it's time to invest in their 
career development 



By 2 0 2 5 , it  is  e s t im a te d  t h a t  Ge n  Z 
w ill m a ke  u p  2 7 % o f t h e  w o rk fo rc e .

It 's  im p e ra t ive  to  le a rn  w h a t  
m a t t e rs  t o  Mille n n ia ls  a n d  Ge n  Z in  
o rd e r t o  a t t ra c t  a n d  re t a in  t h e m .

Tra d it io n a lis t s  h a d  to  m a ke  a  
s im ila r  s h ift  w h e n  b a b y  b o o m e rs  
e n te re d  t h e  w o rk fo rc e .  

By  2 0 2 5 , m ille n n ia ls  c o u ld  
m a k e  u p  7 5 % o f t h e  w o r k fo rc e .



W h a t  a t t r a c t s  m ille n n ia ls  t o  t h e  
w o r k p la c e ?  

• 86% of m ille nn ia ls would take a pay cut to 
work somewhere that aligns with their values. 

• 91% of millennials prioritize career progression 
opportunities when considering job offers. 

• Millennials who receive continuous and 
accurate feedback from managers are more 
satisfied in their position. 

• Almost 75% of millennials look for positions 
that offer remote work, or flexible scheduling . 



W h a t  a t t r a c t s  Ge n  Z t o  t h e  w o r k p la c e ?  

• Gen Z are early in their careers, but they aren't 
afraid to wait for the right opportunity. 

• They prioritize a diverse workforce, 83% of Gen 
Z candidates say they prioritize a company 
dedicated to DE&I. 

• Work-life balance is even more important to 
them than millennials. They prioritize getting 
the job done in time, rather than showing up on 
time. 

• No surprise here - Gen Z is quick with 
technology, and prefers to work somewhere 
that has updated tech and systems. 



S t r a t e g ie s  t o  At t r a c t  & 
Mille n n ia ls  & Ge n  Z

• Advertise your company culture and values. Make 
sure your brand on social media reflects this -
millennials will do their research!

• Include career growth opportunities in job postings

• Use the interview to discuss your social impact, and 
how the specific job posting contributes 

• Allow the candidate to meet their direct supervisor. 
They will want to ensure it is a good cultural fit. 



Bu t  Ge n  Z d o e s n ' t  w a n t  t o  w o r k ! 

NEW GEN = NEW MOTIVATIONS

• Need to understand how their job fits into the 
bigger picture. Want to know they are making a 
difference. 

• They care more about getting the job done in 
time, than showing up on time. 

• Coaching opportunities and an engaged 
manager. 

• Clear career growth and development 
opportunities. If they don't see a future, they are 
not afraid to go somewhere else. 



J o b  De s c r ip t io n s  t o  At t r a c t  
Ge n  Z & Mille n ia ls

• Evaluate your qualifications
• If your position is truly entry-level, and you're looking for the right 

person to train - just say that. 
• Talk about internal career pathways, and training opportunities. 
• Be transparent about benefits. - Each  b e ne fit you  inc lud e  on  your job  

p os ting  inc re ase s  the  like lihood  tha t som e one  will ap p ly b y 1 -5 % 
• Flexib le  Work: Are  there  scenarios where  people  can flex their 

schedule  within parameters? 
• Write  job  descrip tions at an 8 th  g rad e  re ad ing  le ve l. 
• Use inclusive  language such as "you" and  "we" 



Co a c h  Em p loye e s  t o  t h e  
Ne xt  Le ve l
The next generation of employees 
n e e d s  m o re  th a n  g o o d  p a y to  in ve s t 
in  th e ir wo rk. 

Th e y wa n t p u rp o se  a n d  m e a n in g , 
a n d  to  b e  re c o g n ize d  fo r th e ir 
s tre n g th s . Th e y wa n t m o re  th a n  a  
m a n a g e r - th e y wa n t a  c o a c h  wh o  
will ta ke  th e m  to  th e  n e xt le ve l. 

Ho w  d o  yo u  Re t a in  Yo u n g e r  Ge n e r a t io n s ?  



IS IT ALL ABOUT PAY?  

It takes more than a 20% pay raise to lure 
employees away from a manager who engages 
them. Engagement starts with management, not 
their wage. 

Pay is most effective  when it incentivizes 
behaviors and  outcomes, rather than tenure . 

Employees who feel their pay and  incentives are  
fair, and  who are  motivated  by their manager, 
will be  more  engaged . 



Ac c o rd in g  to  t h e  U.S. Bu re a u  o f 
La b o r St a t ic s , in  2 0 2 1  o ve r 4 7  
m illio n  Am e ric a n s  vo lu n t a rily  le ft  
t h e ir  jo b . 

Ga llu p  d a t a  s h o w s  t h a t   
w o rk p la c e  c u lt u re  a n d  e m p lo ye e  
e n g a g e m e n t  is  t o  b la m e . 

Th e  Gr e a t  Re s ig n a t io n  o r  a  
Wo r k p la c e  C u lt u r e  Is s u e ?



Between the U.S. and 
Ca n a d a , a ve ra g e  

e m p lo ye e  
e n g a g e m e n t is  2 0 -3 4 %

Ave ra g e  
En g a g e m e n t

Are  1 4 -1 8 % m o re  
p ro d u c tive  th a n  lo w 
e n g a g e m e n t te a m s . 

Hig h ly  En g a g e d  
Te a m s

Ha ve  tu rn o ve r ra te s  
th a t a re  1 8 -4 3 % h ig h e r 
th a n  h ig h ly e n g a g e d  

te a m s . 

Lo w  En g a g e d  
Te a m s

Re p la c in g  a n  e xis tin g  
wo rke r c o s ts  5 0 -2 0 0 % 

o f th e  e m p lo ye e 's  
s a la ry. 

Tu rn o ve r is  
c o s t ly

Ar e  y o u r  e m p lo y e e s  d is e n g a g e d ?  



Lo w  En g a g e m e n t  =  Hig h  Tu rn o ve r
Low engagement is a self -d e fe a tin g  c yc le . Ea c h  

n e w h ire  is  m o re  like ly to  le a ve  so o n e r th a n  d e s ire d , 
b e c a u se  th e  c u rre n t e m p lo ye e s  a re  n o t e n g a g e d . 

IT TAKES A 2 0 % 
RAISE

to  lu re  a n  e m p lo ye e  fro m  a  
h ig h ly e n g a g e d  te a m . 

IT TAKES NEXT TO 
NOTHING

to  p o a c h  a  d ise n g a g e d  
wo rke r. 

A DIRECT MANAGER
e ffe c ts  7 0 % o f th e  va ria n c e  in  

te a m  e n g a g e m e n t. 

DAILY FEEDBACK
Em p lo ye e s  wh o  re c e ive  

d a ily fe e d b a c k a re  3 x m o re  
like ly to  b e  e n g a g e d . 

IT IS NOT ENOUGH FOR 
LEADERS TO TELL 

MANAGERS TO COACH 
THEIR TEAM. 



PURPOSE

DEVELOPMENTSTRENGTH

MANAGERCONVERSATIONS

On b o a rd in g  Ne w  
Em p loye e s
We need to take a good, hard look at 
h o w a  n e w e mp lo ye e  is  ma n a g e d , 
o n b o a rd e d , a n d  h a n d le d  in  th e  firs t ye a r. 

Wh a t  a re  t h e  k e y  d rive rs  o f e m p lo ye e  
e n g a g e m e n t ?  

Pe o p le  wa n t p u rp o se  a n d  
m e a n in g  fro m  th e ir wo rk.

An  e m p lo ye e 's  m a n a g e r 
h a s  th e  la rg e s t  im p a c t o n  
th e ir d e c is io n  to  s ta y o r 

le a ve . 

Pe o p le  wa n t to  kn o w th e ir 
fu tu re  o p p o rtu n itie s  a n d  
g ro wth  a t  th e  c o m p a n y. 

Em p lo ye e s  wa n t to  b e  
kn o wn  fo r wh a t th e y a re  

g o o d  a t . 

An  o n g o in g  c o n ve rsa tio n  
o n  s tre n g th s  a n d  

c o n s tru c tive  fe e d b a c k is  
vita l. 



EMPLOYEES ARE YOUR CUSTOMERS 

• Notice and understand different generational needs and wants. 
Train your managers and leads to understand younger generations. 

• Be flexible and willing to coach up the next generation. 
• Workplace culture is the most important aspect in retention, 

especially for younger generations. 

C o n c lu s io n
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