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Generations is the most important 
topic no one knows about



What Generation are you?

Baby Boomer

Generation X

Millennial

Gen Z



https://www.youtube.com/watch?v=8-AfN6cULhg
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Boomer

In one word



Boomers
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In one word



Generation X
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Millennials

In one word



Millennials
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Gen Z

In one word



Gen Z



Wise
Conservative
Loyal

Hardworking
Responsible
Adaptable

Creative
Entitled
Smart

Impatient
Clueless
Selfish

Boomers Generation X Millennials Gen Z

Positive Negative



What Boomers & Xers Think of Millennials
“I view them favorably”
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Through the Generations
▪ Existing generations view the incoming generation negatively.

▪ They never live up to their expectations. 



How do you see the world?



Individual Company Generational

Values

Shared values = culturePersonal



Generations



Which characteristics are important in defining who I 
am and how I see the world?

37%

38%

42%

43%

43%

45%

53%

0% 10% 20% 30% 40% 50% 60%

My tase in music/fashion

My political view/party

My religion

My gender/sexual orientation

My race/ethnicity

My income/social class

My generation

Source: Congressional Institute-LifeCourse Survey (2014)



Generations at Work
Generational Differences Pose Challenges at Work

72% 

Agree

Source: LifeCourse Associates



Millennials became the largest generation 
in the labor force in 2016

Source: Pew Research Center analysis of monthly 1994 – 2017 Current Population Survey (IPUMS).
Note: Labor force includes those ages 16 and older who are working or looking for work. Annual averages shown.

US labor force, in millions



The Past

My Paycheck

My Satisfaction

My Boss

My Annual Review

My Weakness

My Job

The Future of Work

The Future

My Purpose

My Development

My Coach

My Ongoing Conversation

My Strengths

My Life

Gallup 2019



Generations are shaped by 

history, and then history is 

shaped by generations.”

Aristotle

“





Generational Stories
How Generations Are Formed





1943 – 1960

59 – 76 
Years Old

Boomers

Idealism
Individualism
Work-Centric

Sputnik
Woodstock

Women’s Lib

Adored Child
Free-time

Historical Events/Raised

Values

Slogan

Dave

Boomer Coming of Age



Boomers Coming-of-Age Priorities

Idealism

Individualism



1943 – 1960

59 – 76 
Years Old

Boomers

Sputnik
Woodstock

Women’s Lib

Adored Child
Free-time

Historical Events/Raised

Values

Slogan

Dave
The Boomer Brand

Being the Boss

If it ain’t broke, don’t fix it

Idealism
Individualism
Work-Centric



1943 – 1960

59 – 76 
Years Old

Boomers

Sputnik
Woodstock

Women’s Lib

Adored Child
Free-time

Historical Events/Raised

Dave

Attitude Toward Work

Work-Centric
(Dave will never leave his desk)



Boomer Slogan



Alternative Boomer Slogan

As long as everything is exactly 

the way I want it, I am flexible.



Generational Core Values

Baby Boomers

Individualism

Idealism

Ambivalence to Authority

Values-driven

Health-focused

Work-centric

Work-Centric



Collaborating with Baby Boomers

▪ Be mindful of hierarchy, authority

▪ Respect their expertise

▪ “Ask” don’t “Tell”

▪ Seek their mentorship advice, 

and guidance

▪ Offer “reverse mentoring”

▪ Be patient with techno-literacy

Work Attitude: Work-Centric



Generation X

1961 – 1981

38 – 58 
Years Old

Pragmatism
Self-Reliance

Results-driven

Watergate
Reagan

AIDS Crisis

Ignored Child
Latch-Key Kid

Historical Events/Raised

Values

Slogan

Jennifer

GenX Coming of Age



Gen X Coming-of-Age Priorities

Survival

Competition



Brief 
Chronology 
of the 
‘Evil Child’ 
Movie Era

1978

1974

1976

1978

1976

1977

It’s Alive!

The Omen

Carrie

Exorcist II: The Heretic

It Lives Again

Damien: Omen II

1968

1973

Rosemary’s Baby

The Exorcist

1988

1981

1984

1981

1984

The Final Conflict

Halloween II

Firestarter

Children of the Corn

Chucky

1978

1980

Halloween

The Children



Generation X

1961 – 1981

38 – 58 
Years Old

Pragmatism
Self-Reliance

Results-driven

Watergate
Reagan

AIDS Crisis

Ignored Child
Latch-Key Kid

Historical Events/Raised

Values

Slogan

Jennifer

The Generation X Brand

DIY

• Pragmatism
• Do What’s Necessary



Gen X Slogan





Generational Core Values

Baby Boomers

Individualism

Idealism

Ambivalence to Authority

Values-driven

Health-focused

Work-centric

Generation X

Techno-literacy

Informality

Self-reliance

Pragmatism

Results-driven

Entrepreneurship

Work-Centric Work-Life Balance



Generation X

1961 – 1981

38 – 58 
Years Old

Pragmatism
Self-Reliance

Results-driven

Watergate
Reagan/Thatcher

AIDS Crisis

Ignored Child
Latch-Key Kid

Historical Events/Raised

Values

Jennifer

Attitude Toward Work

Work-Life Balance 



Collaborating with Generation X

▪ Get to the point

▪ Give them room

▪ Focus on results, not process

▪ Don’t take yourself so seriously

▪ Keep meetings focused and purposeful

▪ Family-friendly work policy

Work Attitude: Work-Life Balance



Millennials

1982 – 1995

24 – 37 
Years Old

Digital Native
Risk-Averse
Purposeful

9/11
Great Recession

Columbine

Hands-on Parents
Barney Dinosaur

Historical Events/Raised

Values

Slogan

Friend Me

Josh

Millennial Coming of Age



Millennial Coming-of-Age Priorities

Purpose

Community



Millennials

1982 – 1995

24 – 37 
Years Old

Digital Native
Risk-Averse
Purposeful

9/11
Great Recession

Columbine

Hands-on Parents
Barney Dinosaur

Historical Events/Raised

Values

Slogan

Friend Me

Josh Community

Work together to solve problems

The Millennial Brand



Community



College Senior List of Ideal Employers

2001

1. 3M

2. Amazon

3. Accenture

4. IBM

5. Walt Disney

6. Microsoft

7. Cisco Systems

8. BMW

9. Abbot Labs

10. Dreamworks

2009

1. Google

2. Walt Disney

3. Apple

4. U.S. Dept. of State

5. FBI

6. Ernst & Young

7. Peace Corps

8. NASA

9. PWC

10. Teach for America

2015

1. Walt Disney

2. United Nations

3. National Geographic

4. Google

5. FBI

6. Peace Corps

7. U.S. Dept. of State

8. Teach for America

9. CIA

10. Apple



Socially Conscious Consumers

“It is important to me the company I buy products from supports social causes.”

64%

46%

54%

Millennials Gen Xers Boomers

Percent Agree

Source: LifeCourse Survey (2014)



I Love My Friends

“My friends are the most important in my life.”

55%

44%
40%

Millennials Gen Xers Boomers

Percent Agree

Source: Percent Strongly Agree and Agree, LifeCourse survey, 2014



Millennials

1982 – 1995

24 – 37 
Years Old

Digital Native
Risk-Averse
Purposeful

9/11
Great Recession

Columbine

Hands-on Parents
Barney Dinosaur

Historical Events/Raised

Values

Slogan

Friend Me

Josh

Attitude Toward Work

Work-Life Integration



Older vs. Younger Millennials

First Wave Millennials

Second Wave 
Millennials

Aka: “Gen Z”
1982 -
1994

1995 -
2004

Boomer 
Parents

Gen X 
Parents





2nd Wave (Gen Z) 

1996 – 2005

14 – 23 
Years Old

Stressed
Afraid to Fail

Like a Plan

Parkland
Global Warning
Trump Elected

Over-parenting
Social/Emotional 

Learning

Historical Events/Raised

Values

Slogan

Samanthe

The Gen Z Brand

Perfectionism

❑ Show Respect
❑ Book smart
❑ Check the boxes



2nd Wave (Gen Z) 

1996 – 2005

14 – 23 
Years Old

Stressed
Afraid to Fail

Like a Plan

Parkland
Global Warming
Trump Elected

Over-parenting
Social/Emotional 

Learning

Historical Events/Raised

Values

Slogan

Samanthe

Attitude Toward Work

Skill-building



1982 – 1994

▪ Leadership

▪ Goal-Oriented

▪ Results

▪ Achievement

▪ Street Smarts

▪ Learn from Failure

▪ Masters of Social Media

▪ Team Member

▪ Need a Syllabus

▪ Process

▪ Social and Emotional Learning

▪ Book Smart

▪ Fear Failure

▪ Victims of Social Media

Older vs. Younger Millennials

First Wave Millennials

Baby Boomer Parents

1995 - 2004 Second Wave Millennials

Gen X Parents

Gen Z



Collaborating with Millennials

▪ Clear … really clear guidance 

▪ Feedback – frequent, don’t be vague

▪ They like to know Why before What and How

▪ Mentorship/Guidance – be a coach, 

not a boss

▪ Frequent opportunity for rewards

▪ Take their lead on new technology solutions, 

ideas

Work Attitude: Work-Life Integration



Generational Core Values

Baby Boomers

Individualism

Idealism

Ambivalence to Authority

Values-driven

Health-focused

Work-centric

Generation X

Techno-literacy

Informality

Self-reliance

Pragmatism

Results-driven

Entrepreneurship

Millennials

Community

Risk-averse

Achievement

Confidence

Civic Duty

Sociability

Work-Centric Work-Life Balance Work-Life Integration



Keys to Collaboration

Baby Boomers

Be mindful of hierarchy, authority

Respect their expertise

“Ask” don’t “Tell”

Seek their mentorship, advice, 

and guidance

Offer “reverse mentoring”

Be patient with techno-literacy

Generation X

Get to the point

Give them room

Focus on results, not process

Don’t take yourself so seriously

Keep meetings focused and purposeful

Family-friendly work policy

Millennials

Clear … really clear guidance 

Feedback – frequent, don’t 

be vague

They like to know Why before What

and How (Purpose)

Mentorship/Guidance – be a coach, 

not a boss

Frequent opportunity for rewards

Take their lead on new technology 

solutions, ideas

Work-Centric Work-Life Balance Work-Life Integration



Friend Me



Final Thoughts
Goal: Increase workplace collaboration 
and productivity

▪ Generations are a form of diversity

▪ Consider other’s bias to your own 
generation

▪ Assume Positive Intent
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