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Chapter 13: What Is Their
View of the Future?

Job/career

Baby Boomers adjusted their lifestyles to their
careers. Gen X-ers wanted careers to afford
them a particular lifestyle. Millennials tend to
shop for lifestyles and find jobs that interfere
as little as possible with their chosen way of
life.

Millennials are far more likely to decide where
they want to live first and then figure out what
they'll do to support themselves once they

get there. This could be viewed as a form of
“destination” career selection. Where previ-
ous generations might have looked forward

to living in a specific place at the end of their
career Millennials choose to create a career in
a place they enjoy to begin with.

Millennials work deftly to avoid encumbrances
that will force them to remain in an unsatisfac-
tory work situation. Rather than maxing out
their credit cards and over extending them-
selves for the nicest possible cars and housing
they can afford as many Gen Xers have they
scrimp and even save.

Millennials are frugal almost to a fault. They
will live three or four up in a two-bedroom
apartment, drive some old beater car or even
take public transportation in order to avoid
being caught in a credit crunch that traps
them in a higher-paying but unsatisfying job.

Absent an unmanageable debt load Millenni-
als enjoy the freedom of experimenting with
a wide range of jobs. They may sample and
taste from any number of industries and posi-
tions until they find exactly what they're look-
ing for.

Without obligations or families they are
free to experiment liberally and wait for
opportunities that offer the best possible
combination of satisfaction and compensa-
tion. They are in no hurry and feel no need
to settle for less than they choose.

Travel and Experiences

Experiences, in the form of both novel
activities and locations are one of the sole
measures of status among Millennials. They
are far more likely to have been world trav-
elers at almost any point in their lives than
previous generations. Their travel tends to
be free of itineraries including even start
and end dates. They may stay somewhere
as long as it suits them or until the money
runs out.

As souvenirs more and more Millennials

are bringing home fresh ink. Tattoos have
become the travelogue, slideshow and
postcards of Millennial vacations. Some
Millennials collect overseas tattoos the way
their grandparents collected state shot
glasses. Some locations such as Manila and
Phuket are becoming popular chiefly for the
quality of their local tattoo artists.

The availability of extreme or adventure
sports such as waterfall kayaking and base
jumping is also becoming an important
draw for Millennial travelers.

Educational relevance

Previous generations could be considered
something like marked barrels filled with
varying qualities and quantities of content.

Employers knew more or less what they
were looking for when hiring based on how
full the barrel was. The vaunted GPA was
more or less the measure of the quality of
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content (1/2 barrel = high school degree,
2/3 barrel = college grad and so on).

Boomers and Xers could be somewhat fairly
assessed for their job fitness based on
known properties and job requirements.

In the late 90s all that began to change.

If you were with the same company more
than two or three years and that company
somehow retained the same management
or ownership for the same period it would
still be unlikely for you to find yourself
doing the same thing for long. The willing-
ness and ability to adapt to change became
increasingly paramount.

In the chaotic workplace of the 21st
century, agility and awareness have
supplanted skills and knowledge. Millennials
have an amazing ability to adapt to radical
changes in context. They recognize that as
market's and business models transform

on an almost daily basis it is essential to be
able to reconfigure and transition smoothly
into today's environment without looking
back. More importantly today's context can
only be populated by today's information.
Letting go of ideas, abandoning past prac-
tices as new trends and patterns emerge is
the key skill set for the third Millennium.

No one recognizes this as clearly and
completely as Millennials. They have
watched as their parents were downsized,
transferred or forced into early retirement
in order to accommodate the exigencies of
the marketplace.

At the time of this writing two of the

four finalists in this year's NCAA college
basketball tournament have graduation
rates among the Nation's lowest for male
students with basketball scholarships. The

University of Memphis has a 30% graduation
rate while at UCLA it's 29%. Fewer and fewer
state schools across the country can claim
even a 50% overall graduation rate at the end
of four years.

This is a reflection of a number of factors:

¢ A relatively strong economy and low unem-
ployment rate makes decent paying jobs
readily available to most dropouts.

¢ Many students perceive little value in the
education provided by traditional institutions
that are still primarily content driven.

¢ Students who are facile at Internet research
quickly recognize a significant disparity
between truly contemporary knowledge and
what they're learning from textbooks and in
their classrooms.

¢ Traditional curricula do not allow students to
explore areas of special interest and emerg-
ing opportunity.

¢ A lack of variety and customization in educa-
tional agendas strikes Millennials as stodgy
and disrespectful of their needs.

¢ An old-school focus on individual learning
rather than a collaborative, team centric
approach does not prepare students for a real
world where no one person controls an oper-
ative set of data to meet specific objectives.
Millennials recognize that knowledge resides
in networks not individuals

The high-value high-performance players of
the 21st-century workplace will be adept at
training both their human and wired networks
to bring them the information they need when
they need it. The ability to create and manage
context rather than knowledge (content) will
become increasingly essential even for line
level workers in most areas. Millennials are
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already well adapted to this approach.
Family

Millennials have a much more organic
approach to relationships. If they have one
rule in this area it is “do what works”. They are
not at all bothered by any traditional expec-
tations in so far as marriage, children, nest
building or dominance in a relationship. As in
all other areas of their lives additional rules
and assumptions must all be thoroughly vali-
dated and, if found wanting, created from a
clean slate.

What is obvious to everyone at this point is
that they are marrying later, having children
later and investing in more modest homes at
a later stage in their lives than any generation
subsequent to The Great Depression. What is
less obvious is that this is not a reflection so
much of a desire to sow more wild oats as a
commitment not to settle for relationships that
provide less than they feel they deserve or are
capable of sustaining.

Millennials appear to learn quickly from rela-
tionship mistakes, avoiding partners with
characteristics that have been problematic in
previous relationships. They are systemati-
cally accountable for discovering what does
and doesn't work for them in a life partner.
They're cautious both sexually and economi-
cally in regard to accepting the responsibility
of children. Their commitment to their children
once extended is deep and profound. Their
parenting styles, while still emerging, appear
to reflect a sort of cautious latitude. They're
strongly averse to becoming the “hover
parents” that many experienced in their own
childhoods.

Millennial’s Role As “"Consumer”

Millennials do not like the idea that they
are obligated to support the economy by
“consuming”.

Recycling, trading, renting and delaying
large purchases make purchase patterns
for large ticket items unpredictable.

They want what they want, customized the
way they want it and see being coerced

or forced to purchase a certain product as
being a “tool”.
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Chapter 14: The Dark Side
of the World of Millennials

They Really Are Wired Differently

Now, what does all that mean? Basically, it
means they are very different. If you look
at their brains on a functional MRI, their
minds are not working like older genera-
tions’ neural circuitry. If you just looked

at the functional MRI, you would barely
recognize them as the same brains from the
same species.

They are processing information very, very,
very differently. They are thinking about
things very, very, very differently. This is
important because there is nothing wrong
with them. They are not ADD, they are not
ADHD, and there is nothing defective about
them. They are neurally wired to think
differently and a lot faster.

It is unfortunate that many people think
that because they don't think the way we
do, there must be something wrong with
them. There is absolutely nothing wrong
with them, they are just not us. Being
aware of that and giving them some respect
for not being us gives them a huge space to
interact with us on a different level.

For the most part, employers, educators,
churches and parents are attempting to
assert a very patriarchal and punitive rela-
tionship with the Millennials.

They are trying to make them be something
they are not. They are not an ugly horse,
they are camels. They are very nearly

a different species and they need to be
understood and interacted with accordingly
on that level.

This is a lot of my consulting work, helping
employers create an amenable workplace that
can support this type of thinking. Because
once you get the value of it, it is staggering
what they can do that we can't.

The Most Medicated Generation
"ADD”, Autism, ADHD

We have all heard that they are more prudent,
and that there are a lot fewer teenage preg-
nancies than there have been in almost any
time in the last 60 or 70 years. Surveys say
that Millennials are not doing as many drugs
and their truancy rate is a lot lower than their
same age group in the 1970’s.

The bad news is they could be lying. Seri-
ously, there is an operative practice among
their cohorts, to do what they call "gaming the
system” which means when you take a poll

or a survey, you don’t always tell the truth
because the Millennials perspective is “it is
none of their business.”

So, some of this data may be accurate, we
can definitely point to lower pregnancy rates
because babies are hard to fake, but with the
drug stats, we have some questions as to
how much lower the incidence of usage actu-
ally might be. We do know there is increasing
interest in exotic psychopharmaceuticals and
organic hallucinogens.

Millennials are one of the most medicated
generations in human history. No generation in
history has ever been exposed to such a phar-
macological torrent of remedies for emotional/
psychological conditions.

Most Millennials readily accept the notion that
psychotropic drugs are a safe and effective
way of managing not just psychological disor-
ders but their moods. The most frequently
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prescribed drug on college campuses today is
not birth control pills but Prozac.

While alcohol and hard drug abuse is generally
down so-called softer recreational drugs such
as ecstasy, Valium, Prozac and the increas-
ingly common Cheese (a mixture of heroin
and nighttime cold medicine) are readily avail-
able on or near most high school campuses.
The infamous pharming parties that began in
the late 90s are somewhat on the wane, but
parents’ prescriptions are still a leading source
of recreational drugs for Millennials.

Depression/suicide

Even with increased use of antidepressants &
other behavior-altering drugs, Millennials are
more depressed than any generation previous.
The suicide rate is going up worldwide and the
age of suicide is going down. Years ago you
just didn’t hear about children 8 or 9 years old
killing themselves or others.

Obesity, Diabetes and Heart Disease

Childhood obesity is another health problem
that has plagued Millennials, as well as Gen-X
before them. Lack of exercise combined with
low quality, high density calories conspire to
frame lifetime health issues. Many Millenni-
als with weight problems resort to medication,
both over and under the counter. This can
lead to further issues of dependency, making
weight problems a potential gateway to addic-
tion.
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Chapter 15: Millennials Are
Your New Workforce

The Millennial Paradox

This generation coming into the workforce brings
every company to a crucial decision point. Will
you act now and treat them as an upgrade or
install them over your existing systems and hope
they don’t crash them?

Employers don’t have a choice anymore whether
or not they will hire Millennials. They are the age
group that has always populated the entry-level
workforce, but they are distinctly different from
previous generations in terms of their attitudes
about entry-level work.

Employers still have choices that will impact both
their bottom line and corporate relevance:

Ignore the differences?

Watch your company’s attrition rate skyrocket
and customer service ratings plunge.

Take the stance that they are “broken” and
attempt to “fix” them with more rules and over-
sight?

They are “game masters” and if they stay, they
feel compelled to beat your game or worse, to
crash your company’s system.

Upgrade?

This generation is capable of quantum leap
innovations and incredible process streamlining
because they track, analyze and think in multiple
layers. They have experience since childhood

in forming global teams and complex networks
to accomplish goals using online video and
computer game systems.
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Resistance is futile — They are
your new employees.

I've been waiting a while to begin my
campaign about Millennials. I had a lot of
employers when they first started recog-
nizing this phenomenon who would tell me
“Oh, it's okay, we'll just raise the hiring age
for a while and they’ll grow out of it.” I was
fairly confident this wasn’t going to happen
because once people’s fundamental think-
ing patterns are established during child-
hood and adolescence, you don’t really put
them back. There isn’t really anything to
fix there.

A lot of employers have been waiting for
them to “grow out of it”. Now, the oldest
Millennials are 25 - 26 and it is becoming
pretty evident that 100 million of them are
not going to wake up one day and say “Oh,
I should have been more disciplined! How
would you like me to behave, sir?”

You have already figured out that I am a
geek and this is one of my all-time favorite
Star Trek lines and I like saying it: “Resis-
tance is Futile!” This is the Borg speak-
ing, of course, but it may just as well be
the Millennials. They will ultimately win

by attrition. Just do the math on this one.
This is not hard. Do you want these people
who have been abused, disaffected and
generally mistreated to be accountable for
your nursing home care? I don’t! I would
like to have some sort of rapport here that
establishes that I know you are going to be
okay with where you are going and I want
to support you in getting there.

You can't really expect to outplay them. A
lot of employers are in an interesting situ-

ation where they are trying to screen their
way out of this problem and find just the
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“good” ones. They have applicants take a
hiring test, a screening to test to sort out
the “good” ones.

What is funny about this is that Millenni-
als are very collaborative and they know
how to use the Internet for everything.
You give me almost any screening test out
there and I can “Google it” and find the
“right answers” to get hired within about
15 minutes. This is only funny because
companies pay upwards of $100 for these
tests and they think they are doing some-
thing. They are; they’re teaching them how
to be effective at cheating on the Internet.

Do you, if you are over 25, feel bad if you
show up late for something? Of course
you do. When I ask Millennials this ques-
tion, the answer is mostly no. They think
- “late is late, I'll catch up.” Beating up on
them for this is a huge mistake because all
they are going to do is quit and then they
will be permanently “not there” which is
like permanently late for most employers
because they are not ever there. I'm seri-
ous, we currently don’t have that abundant
a qualified labor pool, even if we move into
an economic recession.

A big problem that employers have with
Millennials is their tendency to quit at

the drop of a hat with no notice. A lot of
employers spend a good deal of time trying
to discover why they quit. This is a really
challenging question because in a lot of
cases, they can’t even tell you themselves.
On some level, it feels to them like they are
not winning and they are not going to win,
so it is time to punch “reset.”

A better question employers could be

asking is “What would motivate them to
stay?” In most cases, the short answer is
changes and choices. If a Millennial is not
winning at one position or location, find out
if they would like to move to another. You
can even do this after they have quit. Many
employers rebel at this suggestion because
they feel it is coddling or letting them have
their way.

Rewards of accepting, changing
and r/gvo/ut/on/zmg business as
usua

Improved “hardware” of all types facilitated
the agricultural and industrial revolutions.
“Software” was the cornerstone of the infor-
mation age. New and improved “wetware”,
the Millennials will be the foundation of the
contextual/creative age.

Just as the organizations that were unable
to accommodate improved hardware or
software were left behind those that cannot
adapt to the Millennials will be relinquished
to the dustbins of corporate history. Join-
ing the Millennial revolution is not so much
about success as survival.

Greater productivity, profits and quality

Employees who are in a position by choice
and trusted to perform there consistently
deliver more and better results. Inspira-
tion and involvement trump intimidation
and inertia. It's just that simple. Millennials
will not settle for a job that has no mean-
ing to them or where they are disrespected.
Their selectivity is already transforming

the modern workplace in profound but still
mostly invisible ways.

Higher levels of job satisfaction for
everyone

Because Millennials will not tolerate unac-
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ceptable circumstances or supervisors
employers are being forced to reevalu-
ate their work practices. Companies that
listen are recognizing that Millennials
seldom make unreasonable demands and
often have clear ideas for economical and
implementable improvements. This level
of commitment inevitably leads to a more
satisfying workplace for all involved.

They recruit high performance team
members if you let them

Letting Millennials be accountable for help-
ing find their own colleagues is one of the
simplest and fastest ways to assure a read-
ily available and competent team. Millen-
nials will not sandbag their employers or
themselves by recruiting coworkers they
consider less than suitable for a position.
Because they maintain extensive social
networks they tend to be very aware of
what skills and resources are available.
When they don't they know what networks
to reach out to.

Ability to innovate, streamline and
compete at a global pace

Another big myth about Millennials is that
they are lazy. It is not so much that they
don't like to work; they don’t like the way
we make them work. Again, they love
figuring things out. I have found that
Millennials are some of the best process
improvement people I have ever met. They
are instinctive. If we give them an assign-
ment and an outcome and ask them, “"What
would be your best guess at how to do
this?”, very often, they will come up with
an innovative and improved way to handle
things.

What is the problem? Why not let them?
Can you see a downside to this? Letting

people use their imagination, exercise their
instinctive and intuitive capacity for finding
shortcuts and improvements and you are
paying them the same wage as a slacker;
what’s not to like? They are operating like
senior consultants for $10/hour.

They really like a challenging work environ-
ment. A tedious, boring, repetitive work
environment isn’t going to hold their atten-
tion for very long. They may do the job but
they are not going to do it very well. You
have to find ways to keep it interesting and
make it challenging for them.

“Intra-preneurs” — They do not expect
to stay long

Millennials make terrific entrepreneurs.
They are great at building and selling busi-
nesses. They have the closest to a natu-
rally entrepreneurial mindset of any past
generation.

As has been mentioned previously Millen-
nials often take a “sampling” approach to
various employers and positions. They see
no harm in doing a little of this or a little of
that in the process of learning what does
and doesn't work for them. Of course this
is distressing to employers who see the
behavior as disloyal or at least erratic.

The issue can be addressed somewhat by
simply using the old practice of a trial or
break-in period before hiring for a longer-
term. Letting people know they will be
cross-trained for a variety of functions at
specific intervals can also help to reduce
short-term attrition.

Fundamentally however the thing that
drives most Millennials is the desire for trust
and respect. We will address this subject
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further in later chapters and our online
course.

Concept of employee tenure — Keeping
your best employees

This is very important. They have been
trained by video games to take losses in
the course of learning to win. If they see
they have to quit moving forward, they
don’t have an issue with it. You have got to
make it a win for them.

While you're at it, find a way to make work-
ing for you a winnable game for all your
employees. Retaining people who have
experience with complex systems is a key
factor in profitability and continued growth.
I've studied tenure equity in the course of
my work on employee retention programs
and there are often people in key positions
of influence who have mastered systems
and have critical knowledge that don’t show
up that way on an organizational chart.
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Chapter 16: Entry-Level
Millennials

Why do they want a job?

Millennials don't want jobs; they want oppor-
tunities to contribute to something meaningful.
If they take a “job” it is only to better prepare
or qualify them for something they believe will
be valuable and important. No matter what
they're doing they must understand their work
in the context of the positive difference it
makes in the world.

What are they willing to put up with?

Very little really. Millennials view basic respect
as something of an entitlement. It's very
simply what they feel they're owed as human
beings. They will wait for trust but not indefi-
nitely. If they see there is no way to earn your
trust they are already moving on, at least in
their minds.

How do they expect to be recog-
nized, compensated and rewarded?

They expect to be acknowledged both indi-
vidually and as team members. Money is
crucial only if the languages of acknowledg-
ment, trust, respect, appreciation, interest and
listening are insufficiently available. Freedom
to indulge in their important relationships and
passions is more important than status and
financial rewards to most.

Clash with traditional training methods and
structures

Traditional classroom training is viewed as

an enormous waste of time by most Millenni-
als. Computer-based learning and advanced
on-the-job training are their preferred learning
modalities. The availability of “failure learning

labs” in a space where rules and assump-
tions can be routinely challenged is essen-
tial to an optimal learning curve for them.

Creating a "Winnable Game Worth
Playing” for Them

Millennials need to be able to envision
themselves in the future in the context of
contribution. They don't need to know what
they'll be doing for a company as much
as what they might be providing. When
they understand what a company needs
and values they are willing to prepare
themselves to provide that. In return the
company must understand and respect
their needs. Not particularly bad trade
when you think about it.

Cross-generational conflicts and
solutions

Both Boomers and Xers tend to resent
Millennials’ sense of entitlement. Older
generations expect them to earn their
stripes and put in their time. Those atti-
tudes were appropriate to the foregoing
economic settings. At the current rate of
change, time can simply no longer be a
crucial element in the realm of success.
The generations who recognize this fact will
either embrace it and use it to their own
advantage or find themselves chronically
angry and resentful of people who do.

Training and technology solutions

Computer-based learning, text message
learning, Super-TeachingTM, and many
other technologies yet undeveloped or
undiscovered will make the notion of event
type training increasingly obsolete. Train-
ing in the contemporary workplace is an
ongoing process that never stops. The
office, the shop floor, the driver’s seat and
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anywhere else work is being done is the
new classroom. For Millennials the notion
that learning day-to-day and even moment-
to-moment is an inherent component of
every job seems only natural.

Reward, compensation, scheduling and
policy solutions

My consulting company, N2Millennials
prides itself on the ability to create effec-
tive, implementable strategies for every
size and type of company. There is no one
generic solution that works in every setting
or for every workforce. All variables exist in
the context of your company's objectives.
Your specific goals must be understood in
order to help you reach them.
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Chapter 17: College Level
Millennials - Premium

Grade?

Why do they want a job working for you
versus your competition?

Show them how you make a more positive
difference in the world than the competition
then show them why they are uniquely quali-
fied to contribute in the making of that differ-
ence.

Don’t Waste This Expensive,
Expansive Blend

Millennials have a non-political outlook regard-
ing workplace dynamics, they will recommend
change and admit to mistakes, and call out
hypocrisy, waste and ethical breaches.

Millennials have been designed by video games
to systematically seek out and breach weak-
nesses. If there is a fallacious assumption,
pointless rule or inconsistently applied policy
they will find it like laser guided missiles to the
point that they're actually willing to destroy
their career in order to expose an issue they
consider untenable.

Hypocrisy in any degree, accepting an inex-
cusable, intolerable or inappropriate situa-

tion constitutes “selling out”. To sell out is to
become a tool and becoming a tool is worse
than surrender. A tool is a deserter. Worse than
any failure, to sellout is to go over to the other
side, to give up what one stands for. In fact

in the Millennial mind to sellout is to give up
one's self.

While Millennials are not particularly motivated
by money or status and they don't fear failure,
they do have something at risk. To become

a tool is to give up hope and to give up hope
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is to give up life. This may sound rather
maudlin. You could also hear it as very
principled and idealistic. In fact it is a logi-
cal and pragmatic response to having seen
many members of previous generations
lose themselves in pursuit of wealth and
status.

Millennials understand what is at stake and
they will work, innovate, solve, develop,
overcome or create whatever is necessary
to keep from selling out on themselves.

Principles that apply to Entry-Level Millen-
nials are also a baseline standard for work-
ing with College Level Millennials.
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Chapter 18: Marketing To
Millennials

Millennials As A Consumer Group

How big is their impact now as customers?

The “Millennial Shift” in consumer behavior

is creating upheaval and innovation in every
major product category. Status and trends
are quickly evaporating as buyer motives in
the Millennial market. Companies that cannot
provide greater choices and customization,
the opportunity for individuality or political/
personal statements to be expressed will find
themselves increasingly marginalized if not
extinct.

Simple trillion dollars statistics cannot begin to
adequately describe the impact of consumers
who place a higher premium on relationships
and experience than status and trends.

How big will their impact be in peak
consumer years?

Millennials are nearly the only growth market
for almost every product and service over the
next 30 years. There is almost nothing that
will be bought or sold, from socks to stocks,
that won't need to take their needs and dispo-
sitions into consideration.

What are their priorities as consumers?

The environment, sustainability and value

are critical variables for Millennial consumers.
They won't buy something just because soci-

etal norms suggest they should have it; even

less so because their friends have one. In fact
they might buy something because they have
friends who would want to borrow it.

What turns them off?
¢ Waste, greed and excess.

¢ Drone/tool — They don’t want to be seen
as a mass market, this is why they like
high customization — Mini Cooper, Pimp
My Ride, etc.

¢+ Corporate misdeeds towards others - "Do
no evil” - This is Google’s corporate policy
and Millennials really resonate with it.

Millennials Are Globally Networked and
Globally Conscious

Sustainability — Green - Eco-friendly -
Fair trade are all increasingly top of mind
considerations for most Millennials. They
are not interested in products that exploit
the environment or other cultures.

They are very good at filtering
marketing messages out

Millennials rely almost exclusively on their
social networks for buying information.
Traditional marketing is both irrelevant and
invisible to them.

& They monitor their peer network, but
don’t follow trends blindly like previous
generations.

¢ They're interested in standing out much
more than fitting in. They want to be
known for their own individual tastes, not
for being able to emulate the tastes of
others.

¢ Experience trumps consumables - collect-
ibles

¢ They much prefer a good story, new
anecdote or expanded relationship to any
knickknack or souvenir.

What will they pay a premium for?

In a word, relationships. Knowing that the
company they deal with is trustworthy and
honorable can make a bigger difference
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than the product or service itself. Good tech
support or online help desk functions are
crucial.

What will they reject on principle?

Waste, arbitrary status symbols and envi-
ronmental recklessness.

They are powerful referral marketers and
powerful “flamers”

Millennials routinely and happily share

both good and bad experiences of not only
products and services, but employment. A
company that fails to respond to Millennial
issues may quickly find itself blacklisted
with no easy recourse to a clean reputation.

Millennials set a new and higher bar in
many regards. They see no reason to settle
for less than they feel they deserve. They
are both patient and frugal, unwilling to

be either rushed or trapped in unsatisfac-
tory circumstances. They will not hesitate
to take a step back rather than remaining
in an unacceptable situation. They're prag-
matic idealists, flexibly intransigent and
mercilessly tolerant.

In other words, like most generations they
are a paradox. Anything that can be said
about all of them may be untrue for each of
them.

They are a generation like no other and
they are already in the process of shaping
the future like none we've ever seen. They
will go forward with or without our support.
I choose to support and respect them and
hope you will as well.
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Chapter 19: Educating
Millennials

Current trends - boys drop out...
girls conform and excel

Because girls are often forced to the back of
the science/technology queue, older Millennial
females (born 1982-86) may not have been
immersed in video and computer games to the
same degree as their male counterparts of the
same age.

This simply means that a male born in 1982
will generally exhibit more Millennial charac-
teristics than a female born in the same year.
This has temporarily created a very interest-
ing gender gap wherein females operating
according to more conventional imperatives
are perceived as more desirable for everything
from scholarships to management training
positions. While having the incidental benefit of
kicking a large hole in some sections of glass
ceiling this effect is quickly diminishing.

As video and computer game manufacturers
have more and more aggressively pursued the
female market Millennial gender differences are
becoming less and less pronounced. A Millen-
nial female born in 1990 is likely to be nearly
as immersed in and facile as a gamer as is her
male counterpart.

Testing and measurements

Is it possible to measure the degree of “Millen-
nialization” for an individual or group? Yes and
no. There are of course the functional MRI
differences referenced in previous chapters.

Certain behaviors, such as job hopping or mini-
mizing financial obligations can also be viewed
as representative. There is however at the time
of this writing no definitive acid test as to who

is and is not a Millennial.

While this may at first seem frustrat-

ing, ambiguous or even evasive consider
that there is also no established test for
Boomer-ism or X-ism. The characteristics
of a generation can be very inconsistent
and notoriously transient as the generation
matures.

In the case of Millennials however the root
causes of their underlying differences are
becoming more and more pronounced. The
rate of cultural and contextual change is
only accelerating. Technology continues to
advance a rate approaching singularity.

There is no reason to believe that Millen-
nials or the as yet unnamed generation
begun in 2001 will become more moderate
or equivocal in the expression of any of the
characteristics discussed thus far. Measur-
ing and testing for “Millennialization” is less
an issue than keeping up with it.
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Chapter 20: Parenting
Millennials

Creating positive family dynamics

Millennials, for all their amazing and vexing
differences, are still fundamentally and
profoundly human. Their need for approval
and acceptance is deepened by the wide-
spread misunderstanding and rejection they
face in the world at large.

Because many parents are frustrated by
what they see as laziness, apathy and a
lack of discipline they fail to extend the

trust and respect so essential in forming
strong parent-child bonds.

Much has been written about the Millen-
nial need for approval and rewards. This is
an unfortunate mischaracterization. They
do not need to be “stroked”. Meaningless
rewards and feigned approval are actually
quite irritating to them. What they need is
immediate and actionable feedback.

In much the same way as a video game or
computer provides instantaneous response
to effective or ineffective actions, Millenni-
als need to know what's working and what
isn't. Of course the human environment and
relationships are not designed to provide
continuous oversight and input, but there
are some strategies that introduce this
dynamic.

In parent-child relationships an acknowl-
edgment serves as both carrot and stick
whether or not the parent is visibly pres-
ent. The mechanics of acknowledgment are
complex and covered in detail in my second
book, “"Blazing a TRAIL to Success; the Art
and Science of Acknowledgment”.

Without digressing into unnecessary detail, the
most important language of acknowledgment is
trust. Trust is also one of the most meaningful
and valued forms of feedback for Millennials.
Although nearly everyone will agree that trust
is fundamental to successful relationships few
of us ever take the time to stop and consider
what we really mean when we say “trust”.

To clearly and completely grasp how trust
can be applied as an empowering language
of acknowledgment is essential to the opti-
mal parenting of Millennials. It is also a core
element we introduce in the workplace when
we create corporate solutions.

Winnable Games at Home

There is a branch of personal coaching called
Coactive Coaching. The fundamental tenet of
this approach is that people are most respon-
sive to positive feedback. Focusing on nega-
tives is viewed as having minimal impact on
behavior.

Nowhere are these principles truer than with
Millennials. This doesn't mean that punishment
is never appropriate, simply that most behav-
ior changes occur in pursuit of acceptance and
approval.

Millennials are both dismayed and confused by
their parent’s anger and frustration. They really
don't understand what they've done wrong

in most cases. Their behavior is a logical and
learned response to consistent feedback from
their technological environment. When parents
send conflicting messages the dissonance is
painful and confronting.

How will Millennial parenting evolve?

As parents become more and more accepting
of the fact that Millennials are in fact “Crash
Test Geniuses©” they will recognize that their
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N2Millennials Consulting Services

Our consulting approach to Millennial issues
in businesses of all sizes has taken a while
to develop but we are now confident that
the current process is well suited to the vast
majority of engagements. Our name for this
approach is RICE; that stands for Resolve,
Innovate, Collaborate and Evolve.

When organizations are unprepared for

the Millennial Mind shifts there are invari-
ably issues to be resolved. The obvious first
step is to clearly delineate those issues.
The engineering axiom that “any problem
well stated is half solved” absolutely applies
here. Recognizing that old strategies and
principles don’t always mesh well with
Millennial ways of thinking is the first step.
Resolving any problems is relatively easy
once the friction points are identified.

Innovation doesn’t necessarily mean throw-
ing out old look but it does mean challeng-
ing conventional wisdom and prevailing
assumptions. Old answers seldom satisfy
new questions. Innovation should not be
confused with radical change however. In
many instances small but counterintuitive
adjustments can make a major difference.
The willingness to start from a clean slate is
often half the game. Millennials see this as
a signal that simply fighting the status quo
won'’t take all their time and energy.

Whatever you choose to do with Millenni-
als will be faster and easier if you're willing
to do it together. They are hard wired for
collaboration! Inviting them into the process
on the ground floor shows them you respect
and trust them. They’ll bend over back-
wards to show you that trust and respect is
well placed and deserved. Their loyalty to
teams is fast becoming the stuff of legend.

If a group of people works well together
Millennials appreciate the chance to stay
together. By the same token forcing them
to stay on a team that doesn’t mesh is like
forcing a square peg into a round hole. Let
them work things out for themselves to see
how well things can work.

Most importantly be prepared to evolve.
Evolution is about adapting to the environ-
ment and one thing Millennials understand
is that the environment is constantly chang-
ing. What you got exactly right today may
be the perfect recipe for wrong tomorrow.
Be willing to adjust as needed. That doesn’t
mean drifting with the wind or shifting
spastically in response to random events.
Millennials respect situational awareness
and your ability to recognize important
patterns.

The RICE strategy is suitable for a wide
range of settings. From large corporations
to family businesses, from small families
to mega churches and preschool to grad
school Millennials need the space to prove
themselves. An environment grounded in
Resolution, Innovation, Collaboration and
Evolution provides the opening for them to
be engaged and accountable for everything
they have to offer.

For more information:
http://N2Millennials.com
http://WeDidtheMath.com
Call our office: 360.830.6692

Email: Scott@N2Millennials.com
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