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THE GENERATIONS IN THE WORKPLACE

BASED ON A SURVEY OF 1,200 WORKERS ACROSS DIFFERENT GENERATIONS MEASURING THEIR STRENGTHS & WEAKNESSES

EXECUTIVE PRESENCE GENERATING REVENUE ADAPTABILITY COST-EFFECTIVENESS
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BABY BOOMERS

BORN: <1953 é

PROS: Productive, = - pram

hardwaorking, team
players, mentors

CONS: Less

adaptable, less
collaborative

uxc professional solutions
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GEN X

BORN: 1963-1980

PROS: Managerial
skills, revenue
generation, problem
solving

CONS: Less
cost-effective, less
executive presance

B 27%

...........

>

BORN: 1880-1985

PROS: Enthusiastic,
tech-savvy,

! entreprengunal,

i opporturistc

CONS: Lazy,
unproguctng,

self-obsessed
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To fird out whene we got this Information drop us a lind Contac vi@acpa.com.au



T

H DID ET HERE?

ers
oomers

”Zoomemre the irst generation to

row
J Th

Wlt th 1€ mtern L GS a stap e.
andemic e sized th IS




Mi Iennial;@f?ﬁfnef?*

Marketing
Am' =

74.9% of Millennials check their emails
p multiple times a day - 58% of Zoomers/Gen Z

) do so.
°... EndorsementSy 63% oIFZO0R ate

“real people” ¢ "ﬂmliﬁh

dvertiseme ﬂ

prefer seei
product

“real people” discussing
ad content. 29% of Zoomers are
by celebrities, compared to 19% of

|IIenrw

. Facebook - 84% of Millennials use

Facebook, compared ?%) of Zoomers.‘/



https://www.campaignmonitor.com/resources/guides/millennials-vs-gen-z-debunking-generational-marketing/
https://www.danacommunications.com/generation-z-vs-Millennials/
https://civicscience.com/wp-content/uploads/2016/08/Millennials-vs.-Gen-Z.pdf
https://www.ypulse.com/article/2020/02/19/tiktoks-massive-growth-among-gen-z-millennials-in-3-charts/

I\Iﬁklennial rZoomers
Marketing

cial Media Base - Zoomers use TikTok more
ﬁ tham Millennials. 35% of Gen Z use TikTok
regularly,@as.opposed to the 19% of

. Millennials who do so.. _mr‘\n-o
1to TikTok dailyie ,.ﬂn'. -
kTok.on"a dailybasis

Advertising-.84% of Zoomers will skip videt
ads as quiekly as possible, preferring to learn
tproducts from influencers and social
media vieeos; Millennials are more open to a
variety of promotions.

. Purehasing - GenZ m
purchases, compared t

ice more mobile
illennials.



https://www.ypulse.com/article/2020/02/19/tiktoks-massive-growth-among-gen-z-millennials-in-3-charts/
https://www.ypulse.com/article/2020/02/19/tiktoks-massive-growth-among-gen-z-millennials-in-3-charts/
https://www.ypulse.com/article/2020/02/19/tiktoks-massive-growth-among-gen-z-millennials-in-3-charts/
https://www.ypulse.com/article/2020/02/19/tiktoks-massive-growth-among-gen-z-millennials-in-3-charts/
https://blog.hubspot.com/marketing/millennials-vs-gen-z?__hstc=234261505.de346ea64fd7a6c78bf43efcbeaeb0d8.1659983955310.1659983955310.1659983955310.1&__hssc=234261505.1.1659983955310&__hsfp=1849335663

GENERATION Z vs. MILLENNIALS 1/ signalvie

GEN Z: BORN AFTER 1996
MILLENNIALS: BORN 1981-1996

% of Millennials that didn't complete high school = 12%

ITU D ES % of Gen Z 18-20 year olds enrolled in college _
VS. % of Millennials when ages 18-20 were enrolled in college _

Gen Z is on track to being
the most ethnically diverse
and educated generation
in history.

% of Gen Z that didn't complete high school = 6%

40% of Gen Z members
say they would rather
have a working internet which changes the dynamic
connection than a of communication.
working bathroom.

We communicate through

- GEN Z MEMEER, AGE 19

Sources:

Pew Research Center, "Defining generations: Where Millennials end and Generation Z begins"

Pew Research Center. "Early Benchmarks Show 'Post-Millennials' on Track to Be Most Diverse, Best-Educated Generation Yet"

Inc, "Generation £ Versus Millennials: The & Differences You Meed to Know™"

Business Insider, "Millennials love their brands, Gen Zs are terrified of college debt, and & other ways Gen Zs and millennials are totally different™



What do Z00MERS and

nials have in common?
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QUESTIONING
DEPTH/MEANING

. ASUAL LIFESTYLE
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ﬁt do both generations

ALUE MOST about life and
. Work?

r

he ‘WHY’ and the ‘CAUSE *
than the RULES.”

“What difference will | make?”
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How do younger
generations feel about the
’i‘nlofks ace and routines? .

'Mllen/: and Zoomers are
accustg’rﬁed to fIEXIbIIIty n
wel;kmg conditions.”

Flexibility and Collaboration
N ‘



Hew aremw_nialg |

gachanging hiring?

Short Term Opportunities/Tasks
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How/do you’ETTRACT more
Mﬂi!nnials and Zoomers to
=._your business?
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Collaboration Comes Natural
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Marketing to Zoomers

. Pentlc personal stories. Zoomers can spot
"l marketmg campaigns from a mile away.

mse your limited time W|sely Make your marketing

udience feel connected to your
rand/servu%‘oduct.

ity, inclusivity, and equality. Zoomers
n a world that is more open and

inclusive than any others have. They actively look for
this in e:gducts and services.
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ATFRACT more younger
peeople to your business...
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”YoMg People reach other
yaung people better.” |




WhatONE{DEA will you
fté'__k'e away from this?

-~ W
" w

n
[ "" [ J

illbe running your
usiness one day!”
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“You know what makes

me sick to my stomach?

When I hear grown people

say that kids have

changed. Kids haven’t 0
changed. Kids don’t know
anything about anything.
We’ve changed as adults.
We demand less of kids.
We expect less of kids. We
make their lives easier in-
stead of preparing them
for what life is truly about.
We’re the ones that have
changed."

-FRANK MARTIN
S.C. HEAD BASKETBALL COACH
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Rei&ltion Ifa t:’on ™

The Reinvention PRO™
*Card with INFO on back...

?graph MY Book!
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