Brace yourself, employers:

(and
everything's
going to be

okay.)

BIWORLDWIDE.ca
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the

Millennial
are ~oming

By 2020, the Millennial generation
will make up more than half of
the North American workforce.
If you believe all the headlines,
this demographic shift spells
disaster for employers, who
are being told to expect
rampant entitlement,

laziness and job-hopping.

Everything's going to
be okay. Really.

In fact, we think
it’s going to be better
than okay.
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the

Millennial
are coming

No one knows more about the way employees think and behave
than BIWORLDWIDE (BIW) so we were obviously excited
at the prospect of doing a comprehensive study onthe topic

of Millennial workers. And our research

tells a very different story than
Millennials aren’t
all that different

the scary headlines.

from the rest of us.
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neced for
meaning
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1 wish l were
working

o somewhere s
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I plan
toleave this
organization
within the nexnt
12 months.
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This statistic is somewhat misleading. Why? Because
it doesn't reflect the character of Millennials—it just
reflects where they are in their careers. Do you still
have the same job you did at 22?7 Many Millennials
graduated during the recession and took whatever job
they could find, which means they're still looking for a

job they're passionate about.

Millennial Attitudes About Work

65%

‘| have not made as much progress “My current job is not in the field
in my career as | would have | hope to be in 10 years B o il
hoped by now.” from now.” o and ldentity
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do abov
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retention

Outcomes of recognition and transparency

(Not) immediate Immediate
recognition recognition

(Not) confident if Confident if | do
| do good work, good work, it will
it will be recognized be recognized

| do (not) feel | do feel very
very connected to my connected to my
company’s leadership company's leadership

Source: ‘

BI WORLDWIDE 2015 Survey of Millennial Attitudes and Behaviors




Impact of Recognition
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Millennials present the same challenges and
opportunities as other demographic groups.
They want to be noticed, recognized and
rewarded. They want meaningful work and to
know they're making a difference. We don't think
that's such a bad thing. In fact, with a strategic,
thoughtfully-designed employee recognition
program, you can turn these motivations into
loyalty, productivity and innovation that will

pay dividends for years to come.




1AM More

Bl is a global engagement
agency that uses the principles of behavioral
economics to produce measurable results for
our clients by driving and sustaining
engagement with their employees, channel

partners and customers.

To learn more about how Bl
can help engage every generation in your
workforce, visit: BIWORLDWIDE.ca or email
canada@BIWORLDWIDE.com.
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