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Professional Courtesy…
PERFORMANCE CONCEPTS HAS INVESTED A SIGNIFICANT AMOUNT OF TIME AND EFFORT INTO
THE DEVELOPMENT OF THE INFORMATION INCLUDED HEREIN. IT IS OUR BELIEF THAT OUR
IDEAS ARE CREATIVE AND UNIQUE IN THEIR CONTENT, AND AS SUCH REPRESENT AN
INTELLECTUAL PRODUCT THAT IS ESSENTIAL TO OUR BUSINESS SUCCESS. WE THEREFORE
CONSIDER THESE MATERIALS TO CONSTITUTE CONFIDENTIAL TRADE INFORMATION, ON LOAN
TO YOU FOR YOUR EXCLUSIVE, INTERNAL USE, WITH THE UNDERSTANDING AND ACCEPTANCE
OF THEIR PROPRIETARY NATURE. WE TRUST THAT THIS MATERIAL WILL BE HANDLED IN
ACCORDANCE WITH COPYRIGHT AND TRADEMARK LAWS AND APPROPRIATE PROFESSIONAL
PRACTICES.

NO PORTION OF THE MATERIAL CONTAINED HEREIN MAY BE RE‐USED OR DISTRIBUTED, IN
WHOLE OR IN PART, OUTSIDE OF THE BUSINESS TO WHOM THIS FILE WAS SENT WITHOUT
THE EXPRESSED WRITTEN CONSENT OF PERFORMANCE CONCEPTS, INC..
THANK YOU!
©2017 PERFORMANCE CONCEPTS, INC.

https://youtu.be/uqZiIO0YI7Y
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Multi-Generational Perspectives
• It’s easy to get absorbed
in immediate family or
staff issues while ignoring
larger community or
global ones
• Could it be that the bigger
perspective might hold
helpful details for dealing
with our ‘closer in’
situations?
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Generations
• Traditionalists (72+)
• Boomers (53‐71)
• Gen X (36‐52)
• Millennials (20‐35)
• iGen /Gen2020 (19 & under)
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FINDING COMMON GROUND
Success in dealing with various generations in the same environment comes from both a genuine understanding of the factors that
shape and define each group and a successful effort to find the common ground that unites people across generational boundaries.
Traditionalists (72+)
Traditionalists are often considered among the most loyal workers. They are highly dedicated and the most risk averse. Their values
were shaped by the Great Depression, World War II, and the postwar boom years. Traditionalists possess a strong commitment to
teamwork and collaboration and have high regard for developing interpersonal communications skills. They make up the most
affluent elderly population in U.S. history due to their willingness to conserve and save after recovering from the financial impact of
the postwar era.
Baby Boomers (53‐71)
Boomers are the first generation to actively declare a higher priority for work over personal life. They generally distrust authority
and large systems. Their values were shaped primarily by a rise in civil rights activism, Viet Nam, and inflation. They are more
optimistic and open to change than the prior generation, but they are also responsible for the “Me Generation,” with its pursuit of
personal gratification.
A recent survey of people born in this era revealed that 63% plan to work at least part‐time in retirement, while 5% said that they
never plan to retire, some because they like working, others because they need the money to replace lost retirement savings.
Generation X (36‐52)
Generation X is often considered the “slacker” generation. Gen Xers question authority figures and are responsible for creating the
work/life balance concept. Born in a time of declining population growth, this generation of workers possesses strong technical skills
and is more independent than the prior generations.
Because Gen Xers place a lower priority on work, many company leaders from the Baby Boomer generation assume these workers
are not as dedicated; however, Gen Xers are willing to develop their skill sets and take on challenges and are perceived as very
adaptive to job instability in the post‐downsizing environment.
Millennials (20‐35)
This group is the first global‐centric generation, having come of age during the rapid growth of the Internet and an increase in global
terrorism. They are among the most resilient in navigating change while deepening their appreciation for diversity and inclusion.
With significant gains in technology and an increase in educational programming during the 1990s, the Millennials are also the most
educated generation of workers today. Additionally, they represent the most team‐centric generation since the Traditionalists, as
they have grown up at a time where Boomer parents programmed much of their lives with sports, music, and recreational activities
to keep them occupied while their parents focused on work.
A major influence from Boomer parents is their willingness to work hard and set goals to achieve the lifestyle they want. They also
share many of the common values of patriotism and family from the Traditionalist era. This combination of information and
influences makes them far more demanding – both as consumers and employees ‐ than previous generations.
iGen/Gen Z/ Gen 2020 (19 and younger)
Members if the ‘iGen’ group are predominantly the children of Gen X. Both the September 11 terrorist attacks and the Great
Recession have greatly influenced the attitudes of this generation. The oldest members of this group were young children when the
9/11 attacks occurred. The Great Recession taught them to be independent, and has led to a higher level of entrepreneurial desire,
after seeing their parents and older siblings struggle in the workforce. Although the Millennials experienced the recession during
their coming of age, iGen lived through it as part of their childhood, affecting their realism and world‐view. It is likely that both
events have resulted in a feeling of unsettlement and insecurity within this population.
iGen individuals typically self‐identify as being loyal, compassionate, thoughtful, open‐minded, responsible, and determined.
Interestingly, they tend to see their peers quite differently ‐ as competitive, spontaneous, adventuresome, and curious ‐ all
characteristics most do not identify readily in themselves.
As consumers, iGen people tend to stay loyal to the brands they shop, and will likely stick with them until they are disappointed by
them in some way. In the long term, this is a jackpot for businesses who can uphold their brand promise.
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Converging Trends…
• Many converging trends have created
today’s up‐to‐five‐generation marketplace
– Still working consumers in upper age groups
are committed to ‘lean and mean’ luxury
• Traditionalists and Baby Boomers still control
a good deal of the country’s wealth

– GenX and Millennial consumers have been earning at
higher levels for longer periods and are accustomed to
luxury lifestyles. Population numbers are staggering!
– Traditionalists, Boomers and ‘Boomerangs’ are living in
multi‐generational households as a cultural
experiment, creating more disposable
‘luxury’ income at all levels

Converging Trends…
• Many converging trends have created
today’s up‐to‐five‐generation workforce
– People are living longer, more active lives
so they’re able to work longer
– Traditionalists and Baby Boomers are not
in a financial position to retire comfortably
– Traditionalists and Baby Boomers want to work until an
older age, as work has helped define them for decades
– Baby Boomers are financially supporting their “adult”
Millennial children into their late 20s and even 30s
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Outlook toward work
Defining Innovation
Preferred mode of communication
Primary purchase driver
Digital/Technology posture
Consumer Style
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MISSION CRITICAL SKILL FOR OWNERS:
The ability to understand, communicate with, motivate,
train, sell to and retain four or five different generations
at the same time

Your Real Issues…
•
•
•
•

Family
Staff
Clients (local community)
Global Environment
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Consider…
• Does your store brand appeal not only externally (to your
customers), but internally to each of the generations in your
employees?
• Are you sourcing the next generation of talent where they live? Do
you have a social networking strategy for recruiting using Facebook,
LinkedIn, Twitter, etc.?
• Are you using innovative methods such as e learning, reverse
mentoring, e‐coaching and peer‐to‐peer learning to accelerate
training and enhance retention?
• Are you preparing your leaders for the next generation of
employees? Do they have the skills and tools needed to
communicate with the hyperconnected, who are used to
rating everything and everyone in their lives?

For More Information…

9628 Whetstone Dr. | Montgomery Village MD 20886
P. 240.731.1471 | Kate@PerformanceConcepts.net
www.performanceconcepts.net
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