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There	  are	  changes	  afoot	  in	  the	  UK	  workforce	  –	  a	  new	  generation	  is	  set	  to	  change	  how	  we	  
recruit,	  retain	  and	  reward	  them.	  Are	  you	  ready	  for	  these	  changes	  –	  does	  you	  strategy	  
accommodate	  their	  changing	  needs	  and	  values?	  

Future	  Workforce	  –	  The	  Millennial	  Effect	  
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Future	  Workforce	  –	  the	  Millennial	  effect	  
Our traditional view of the workforce is set to change as the Millennial 

generation (those born between 1978 and 2000) hit the workforce. These 

new workers, the children of the Baby boomers, have very different 

expectations and experiences and have lived in a world touched by 

technology all their lives. How are companies going to attract, reward and 

retain this new generation and how are they different? 

Whilst working in the US recently I was fortunate to be part of an almost 

exclusively Millennial team which gave me a unique insight into this new 

generation - how they think, how they interact and what their expectations 

are. Being an aging Baby-boomer this was a real wake-up call as these 

people had a very different view of the world. 

The Millennial worker are happier communicating online rather than in 

person to raise issues and online interactive communication tools such as 

chat rooms, blogs, podcasts and social networking sites mean that power is 

tending to shift away from the corporate centre and potentially into the 

hands of the worker. I see 

the social networking 

sites becoming the place 

where worker power is 

exercised in the future. 

Many companies have, 

unbeknown to them, large 

communities using these 

sites, where pay, 

conditions and 

experiences are regularly 

discussed, across the 

company and across 

globe. 

Figure	  1	  UK	  population	  pyramid	  2009	  -	  2033	  
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This generation has 

been brought up with 

high expectations and 

don’t have the same 

need for the security 

much sought by the 

Baby-boomer 

generation. This 

generation is also the 

most ethnically 

diverse to date and 

second only in size to 

the Baby boomers so 

will be the mainstay of the workforce within the next few years. 

Some traits/characteristics of the Millennial Generation are: 

• Choices and Options: Millennials expect a much greater choice in 

what they do and how they do it - they have grown up with a huge 

array of options and opportunities and they believe that such choice 

and abundance is their birthright. 

• Experiential and Exploratory: This generation learns through 

experience and exploration - they almost never read the directions; 

love to learn by doing, by interacting.  Multiplayer gaming, computer 

simulations, and social networks are some of their favorite 

environments and have few penalties for this trial and error 

approach. 

• Impatience: This generation, by their own admission, have little 

tolerance for delays.   They expect everything instantly when they are 

ready and when they need it.  They also require almost constant 

feedback to know how they are progressing and if they don’t get it 

they will go elsewhere to find it. 

• Flexibility / Convenience: Millennials prefer to keep their time and 

commitments flexible in order to take advantage of better options; 
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they also have an expectations that other people and institutions to 

give them more flexibility. 

• Personalization and Customization: Once Millennials do make 

their choice of where they work, they will expect it to be flexible 

enough to meet their changing needs, interests and ambitions. 

• Practical, Results Oriented: Millennials are interested in things that 

work well and speed their interactions and can upset when they feel 

they are wasting their time; they want to learn what they have to 

learn quickly and move on. 

• Multitaskers: Millennials excel at juggling several tasks at once since 

this an efficient, practical use of their time and, as already noted, 

they are very impatient. This is particularly noticeable in the way 

they communicate sometimes using several channels at once - IM, 

Email, Texting and voice 

all at the same time. 

• Different Values: The 

Millennial generation is 

the most ethnically 

diverse so far seen. The 

mix of backgrounds 

brings new values; 

experiences and culture 

will start to have an 

impact on the way we do 

business in the future. 

 

To meet these needs the Enterprise of the future will have to re-invent 

itself, Enterprise 2.0, to cater for this new workforce.  This new generation 

may not be satisfied with the current forms of reward and recognition, 

which emerged from the 1980's tailored to the needs of the previous 

generations. Those companies that don't respond will find this 

new workforce very transient - with workers much happier with the 

concept of a portfolio career rather than long-term loyalty to a single 

Figure	  2	  US	  Ethnic	  Value	  Stacks	  (2009)	  
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company. 

Companies need to have a strategy in place to attract the Millennial 

generation –  

• Recruitment: If you look at the 8 factors above does your 

recruitment strategy accommodate these characteristics? 

• Retention: What will you need to do to retain this potentially 

transient workforce? 

• Reward: What will this generation value – will they be incentivized 

purely by money or will they look for other inducements – such as 

additional vacation, career breaks etc. 

• Communication: Does your communication strategy cater for this 

multi-channel generation? 

Are you ready for this new world? 

 

 

 

 

 

Contact insight2foresight to talk through how this generation will impact 
your business – not only your workforce but also your customers and 
competitors. 

Email: howard@insight2foresight.com 

Mobile: +44 07545 976562 




