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STEVENCLARKE -~ and ready to rule the world of real estate. Just ask him. He freely
i 1S ’2 5 YEARS ' OLD -1 admits that he expects to be making millions of dollars within the

o  nextyear. Heissosure of this, in fact, thathe informed everyone in his

office—the majority of whom range in age from 40 to 60-—of his plans. # They were not impressed.
& “You could definitely tell they thought, “Who is this person and why does he think he can do
something that took me years t¢ do?”” Clarke, of Charleston, South Carclina, recalls with a laugh. @
Exasperating though it may be, Clarke’s hubris is not unique, at least not for someone in his age
group. A so-called Millennial, or member of Generation Y, one of the 76 million people born roughly
between 1982 and 2004, Clarke perfectly exemplifies the characteristics of so many of his peers,

especially in theworkplace. Their attitudes often collide head-on
with those of the Baby Boomers, the 79 million individuals born
between 1946 and 1964, who adhere to long-established rules of
behaviorand have radically differentways of conducting business.
They also irritate the 51 million Gen-Xers, born between 1965
and 1979, who resent being overshadowed by the newcomers.

“For the first time ever, we see all these generations working
together at the same time,” says Tony Deblauwe, the founder of
HR4Change, a human resources consulting service in Silicon
Valley. “There’s more of an opportunity to kind of crash into one
another’s ideologies and opinions. It creates a lotof confusion.”

It’s not just confusion; Millennials are, arguably, the most
reviled generation in recent history, and armies of consultants
are hustling to decipher them. Cailed the “Trophy Generation,”
notorious for receiving prizes simply for showing up, they are
thought to be entitled, narcissistic, self-promational, coddled,
opinionated, whiny, and needy, especially atwork (when they're
notcomplaining about unemployment, thatis). They seck con-
stant feedback and immediate gratification. They multitask and
can’t focus. They’re sensitive to criticism and

 beespecially selfabsorbed. Her cross-generational data analysis

of coflege students shows that recent cohorts are especially narcis-
sistic, believing they are above average and deploying more “F’s
and “me”s in their writing.

Millennials’ work ethic also leaves something to be desired,

. the stereotype goes. In a 2006 study of executives and human

resource managers at more than 400 companies, most said that
today’s college graduates had only “adequate” professionalism,
innovation, creativity, critical thinking, and problem-solving
skills. HR managers, in turn, are left scratching their heads,
trying to figure out how to handle this demographic. As Datlas
psychologist Sherry Buffington, co-author of Exiting Oz: How
the New Awmerican Workforce Is Changing the Face of Business For-
ever and What Companies Must Do to Thrive, put it: “Most man-
agers have absolutely no clue how to manage this generation.”

Jeff Avallon, the vice president of business developmentat
IdeaPaint, a workplace technology firmin Boston, is notamong
them. He points out that cach generation has a common set of
human needs—for community and communication, in particu-

unable to work alone. They refuse to pay
their dues.

Den’t even mention their (fimited) ver-
bal and writing skills.

“There are a lot of people who are reaily
angry ac them,” says psychologist Jeffrey

Jensen Arnett, a research professor at Clark
University and author of When Wil My Grown-Up Kid Grow Up?

Newspaper and magazine articles only feed the fire, regu-
larly chronicling Millennial incompetence. For example, wide
publicity attended a study reported in the journal of Personality
and Social Psychology that analyzed 9 miflion high school seniors
and college freshmen and found that Millennials are more mate-
rialistic, more polirically disengaged, and less concerned about
helping the world atlarge than both Generation X and Boomers
were af the same ages.

“People talk about how selfless Millennials are, how much
good they want to do, but there’s zero evidence that they’re any
meore altruistic than previous generations,” says study co-author
jean Twenge, professor of psychology at San Diego State Univer-
sity, and author of Generation Me: Why Today’s Young Americans
Are More Confident, Assertive, Entitled -— and More Miserable Than
Ever Before, Twenge has famously found that Miliennials tend to
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lar—that are uniquely shaped by their life experiences but are
foreign to anyone outside that age group. “Mullennials are no
morte spoiled or cantankerous than any other generation; they're
just solving their basic needs for community and communica-
tion differently from anyone before them,” says Avallon, 29.

He contends that Millennials” behavior is totally funcrional
for the world they inherited. They don't respond to traditional
hierarchical organization? Sorry, there’s no longer enough time for
that. TAe economy demandsconstant innovation, and the ruling-
by-in-fistmodelis not nimble enough for reacting quickly. Wil-
lennials are simply trying to do better.

“A Millennial circuraventing eraditional hierarchy is likely
seirching for the'quickest route to a solution rather than orches-
toting a grand-scale mutiny,” says Avallon. “Efficiency is at the
leartof the perception gap about Milfennials.” In aworld drown-
ng in information, their M.O. 5 to cut out the extraneous.




YHAT GIVES?

WHILE HR MANAGERS are trying
to understand what makes Millenni-
als tick, some social scientists are trying
to determine why Millennials inspire
such ire. True, younger generations have
long befuddled older folks—the Beats,
the Vietnam-era flower children, the
“slacker” Gen X-ers. Still, Millennials
inspire their own brand of vitriol-—and
an entire industry is dedicated to helping
human resources interpret them.

“I'm really surprised at the vehe-
mence [ come up against all the time,”
says Arnett. “It seems out of proportion.”

A large part of the antipathy stems
from the fact that Millennials and Boom-
ers have drastically opposing perspectives

on work and life. Unlike Boomers, who
toil during the day and leave it behind
when they go home, Millennials blur
the lines between work and life. Every
day is Casual Friday. They can’t compre-
hend why they must go to the office at ail.
According to a 2013 study by Spherion,
a recruiting and staffing firm headquar-
tered in Fort Lauderdale, it’s “time and
flexibility™—not financial compensation
or benefits—that help keep Millenniais
loyal to their employer.

“None of my friends get why they
need to show up in an office when you
can do everything remotely,” says Clarke.
“I have my own struggle with that, Lots of
Boomers equate working hard with time

and physicai work: You show up in your
office and sit at your desk and get your
work done, asopposed to MiHennialswho
cansitin Starbucks and work on a laptop.”
Nor do Millennials respond to tra-
ditional workplace hierarchies, which
can be frustrating to long-established
insritutions. in the ideal Milfennial office
envITonment, everyone would work col-
laboratively, with less emphasis on old-
school rules. Google is the exemplar of
the utopian Miliennial landscape, with
ies policy of ailowing employees one day
a week to work on personal projects.
“They say that they get more inno-
vation out of that free time than any
other time,” says Buffington, who calls

March/april 2014 Psychology Today 59




it “structured freedom.”

Millennials thrive on it.

Boomers don’t get it.

But if anyching, Millennials’ behav-
iors, values, and attitudes are aresponse to
rapidly shifting r societal and generational
forces, such as the technological and eco-
nomic implicacions of the Internet.

“They have a different value set—on
glabal interconnectedness, the Internet,
cell phones, instantly knowing what's
going on in the world,” says Buffington.
“They’re smart, talented, socially con-
nected globally, quick thinking, techni-
cally savvy. We need thatin the world and
business environment we've crested. You
can’t legislate thought and innovation.”

Older folks ridicuie the Millennial

gain controt by being accountable.”
Millennials also have adifferent take
on the concept of respect. They want to
be praised-—often—and they long to be
taken seriously, butthey're notso quick to
return the compliment. To them respectis
something earned, and nota given. Their
lack of regard enrages Boomers, who are
used to showing and commanding it.
“Millennials have self-confidence
and assuredness, and these characteriseics
can be off-putting o people in older gen-
erations who feel that becanse of their age
and experience young people should be
more deferential toward them,” says Julie
Coates, an adult-learning specialist in
River Falls, Wisconsin, and the co-author
of Nine Shifl: Work, Life and Education in

S LS BELIEY -
‘SHOULD BE EARNED, OLDER GENERATIONS _
ARE FRUSTRATED BY THEIR LACK OF CIVILITY.

obsession with smartphones, but they
are overjooking what the technology rep-
resents: an eficient means ro mainrain
community and communication. “Young
people have been raised with technology
answering their every beckand call, so this
type of efficiency is soughtafter in the real
world as well,” Avallon says. And thanks
ro social media, they're used to instant
results and never-ending attenition.

1n a survey conducted by IdeaPaint
of 600 employed Millennials, 49 percent
believe that poor managementisdragging
their company dowr; 45 percentattribute
that to the lack or misuse of technology
solutions. “Many of the concepts that
make Millennials happy are a better way
of working,” Avallon argues.

And then there’s self-promotien, a
byproduct of technology. But how else
can you stand out from the competition?
“That’s happening with everyoneanyway,”
says Millennial consultant Dan Schawbel,
the author of Promote Yourselfs The New
Rules for Career Success. “Because of social
networks, everyone has to think, “Whart's
my reputation?” i people want to stand out
when recruiters look online, they have to
build an online presence and a personal
brand or someone else will. They have to
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the 21st Century. “But this is not a deferen-
tial generation.”

Christine Porath, an associate pro-
fessor of management t Georgetown's
McDonough School of Business, puts it
thisway: “Cerrainly, Millennials areappre-
ciated for theiruse of technology and skills
around that, for their ability o multicask
and their teamwork skills, ButEbear com-
plaints about their desire and demand for
respect—that they have a need for respect
but an inability to give it. Respect has adif-
ferent feel across generations.” Older gen-
erations are frustrated by the perceived
lack of civilicy.

Boomers and Mitlennials also have
different rakes on the notion of career, The
Boomers and their forebears expected to
stay in one job from college graduation
untii they received their retirement wagch,
Millennials, on the ether hand, have no
company loyalty. But they'd like to.

If a position doesn’t meet their
expectations, why stick around? The
2013 Spherion survey found that 54 per-
centof Millennials think that periodic job
changes increase their career potential,
versus 38 percent of Boomers.

Buffington believes such an outlook
comes from Millennials’ mindsetaround

winning and losing—much of which was
shaped by technology. Boomers, forexam-
ple, learned about winning from sports
and war. But the younger generation
learned from gaming, “where you re-set,”
shesays. “Thats exactly whatthey're doing
in the workplace: “This isn’t working for
me; it's a re-set. Goodbye.”

Perhaps more than any other group,
Millennials have been urged to follow their
biiss. “They have been taughtto expect fire-
works from day one if they choase accord-
ing to their passion,” says Cal Newport,
author of So Geod They Car't Ignove You.
“They're stymied when facing the much
fess glamorous reality of the entry level.”

Because Miilennials expectimmedi-
ate glory, they’re willing to cuttheir losses
much more quickly than Boomers when
they don’t getit. Thatwillingness actually
boosts their position of power {a classic
negotiation tenet is that the person most
willing to leave the table has the upper
hand}, yet another unappealing trait to
Boomers. “Millennials know that,” says
Buffington. “They're the most willing to
walk because they have no problem with
working 15 or 18 jobs in their lifetime.
That purs them at an advantage.”

Technology is another enormoss—
and obvious—source of generational
conflict. Miliennials were weaned on
computers, celf phones, and the Internet,
expecting instant sesponses in real time.
Thanks to social media, they're used to
getting immediate results.

They’re also used to Being Noticed,
putting their personal stamp on every-
thing from their cars to their cell phones.
But they have also been working collabor-
atively since elementary school. Being left
alone is their idea of hell, which explains
why they need a constant stream of feed-
back. {One survey found that 80 percent of
Miliennials said they wanted regular feed-
back from their managers, and 73 percent
longed for mentoss.) Semi-annual reviews
frustrate this group; they want to know
how they're doing now, not six months
from now. Who knows where they’il be
in six months?

Generation X, by contrast, longs to
work independentiy. Pioneers in juggling
work and family, their work orientation is
to build a big portfolio of skills. The feed-

back they want? Promotions,




B
WHILE CULTURAL FACTORS and
technological advances have certainly
shaped much of Millennial behavior,
there’s alsoanother contributor: the brain.

In decades past, children were consid-
ered marure by the time they reached thesr
teens. But today, young peaple prolong
adolescence well into their 20s, which
has created a demographic Arnett calls
“emerging adults.” In part the economic
environment has changed—unemploy-
ment has forced Millennials to live with
their parents well past their expiration
date. And, tog, their brains are still devel-
oping. The prefrontal correx, home to
judgment, impulse control, and decision-

%

making, doesn’t mature until the mid-20s.°

That’s one of the reasons that Millennials
tend 1o rely on one another for decision-
making; they need validation from their
social networks before doing anything.

The developing brain also affects the
way Millennials digest information.

Take training, When learning, says
Coates, Boomers are happy to watch a
PowerPoint presentation with a broad
overview. Millennials, on the other
hand, are interested only in the informa-
tion needed to complete the task at hand.
“Millennials say, “When I need it, I will
Jearn it,”” says Coates. “If the relevance
ist’'t observable, their attention won't be
there. The task of Miltennials in learning
1s to understand how to eliminate unnec-
essary information; in previous genera-
tions fAinding the right information was
the challenge.”

Another element delaying develop-
ment is their upbringing by hovering,
“helicopter” parents, who infantilized
them. One recenestudy found that 52 per-
cent of people ages 18 to 25 phone, email,
or text their parents daily. Their parents
return the gestures.

The same helicopter parents—the
oneswho handed out prizes and awards
even when their child finished in fif-
teenth place—ofien accompany their

offspring into the workforce, apply-
ing to jobs, attending interviews, even
negotiating salaries for their offspring.
A 2012 survey of more than 500 college
graduates by Adecco, a haman resources
organization, noted that § percent of
them had a parent accompany them
to a job interview-—and 3 percent had
the parentsit in on it. {Some companies
have embraced parental involvement. In
May, Google held its second annual Take
Your Parents to Work Day; more than
2,000 parents attended. In November,

LinkedIn hosted a similar event.)

The extended parental connection
is unnatural, says Schwabel, and impedes
their ability to function in the real world.
“Millennials view their parents, instead of

their management, as Mentoers and that

can make it harder for them to grow in
their respective companies,” he says.

Deblauwe recalls a young recruit he
interviewed for a finance position. After
meeting the prospect in the waiting room,
another woman extended her hand——her
mother. “I started walking with the can-
didate and the mom followed,” Debiauwe
says. “She said, ‘I want to make sure my
daughter tells you all these things: she’s
nervous, but she’s a hard worker.” I was
shocked. How could she not know that
this was inappropriate?”

The daughter didn’t get the job.
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ATTHE ENDoftheday, mostexperts
chalk up Boomers” anger with Millenni-
als to good old-fashioned envy. Boomers
resent their younger colleagues for their
confidence, their talents, their opportu-
nities—their youth. An estimated 10,000
young people turn 21 every day in che
U.5., and by 2025 three out of every four
workers worldwide will be Millennials.
it makes older workers feel obsolete. Yet
the economy is forcing Boomers to stay in
the game, competing for jobs with people
30 years younger whose tech skills are far
greater. “There’s fear, jealousy, and lack
of understanding, which is based in farge
parton alack of skill,” says Roy Cohen, an
executive coach in New Yorkand authorof
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The Wall Street Professional’s Survival Guide.

Arnettagrees. What’s more, he says,
the common perceptions are invalid. In
2012, he conducted a nationwide poll of
over a thousand young adults between 18
and 29, Eighty-seven percentof Millennials
said it was important to have a career that
betters the world around them. Seventy-
nine percent said it was more important
to enjoy theirjob than to make big meney.

“They’re accused of being selfish and
narcissistic. It’s so unfair,” he says. “The

fact is, they volunteer in greater propor-
tions than their Baby Boomer parents. To
me, they're an extraordinary generation
that we should be celebrating, not dump-
ingon. kthink it’s great that they're push-
ing back in the workplace and not just
letting themselves get exploited.”

Even the most ardent critics grudg-
ingly acknowledge the positives within
the group, especially regarding gender
equality and gay and lesbian rights.

“They’re so much more open to

THEY

| RING THAT TO THE WORKPLACE. [F THEY
DON'T LIKE A'JOB, IT'S A RE-SET. GOODBYE.

change because they’ve constantly been
int,” says Gail Romero, CEO of Collec-
tive Changes, a women’s global mentor-
ing program based in Seattle. “They are
willing to have a balanced life. We've been
telling women that for decades—and then
we have this new generation saying ‘I'm

having a balanced life,” and we don’t like

it? We don’t get to have it both ways.”

I’sworth noting, however, that even
young people feel pressure to keep up with
the rapid shifts in rechnology. And even
they worry that they're aging out.

Which brings us back to Steven
Clarke, the Millennial Realtor. Not onfy
does he work for a major national real
estate company where he is one of the
youngestemployees, he also runs his own
property management firm-—where heis
the oldest.

He feels frustrated by his 23-year-old
assistant and 21-vear-old intern’s techno-
logical prowess and workplace expecta-
tions. After hisintern had worked for him
for a few weeks, Clarke’s assistant told
him thar the intern was getting bored. “I
was kike, “What de you mean he's getting
bored?” he recalls. “She said, ‘He expected
it to be quicker. ¥ was like—it’s been two
weeks! [ saw myseif. It was an out-of-body
experience. | sounded like one of those
55-year-olds who had a negative reaction
to me.” B

ABBY ELLIN is a freelance writer based in
MNew York City.
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BY ABBY ELLIN

Mest of the behaviors that older workers find annoying among Millennials are actually well attuned to the world
theyoungstersinherited. Their disrespect for hisrarchies? Dan't take it parsonally. inan economythat runs onconstant
innovation, it's Millennials racing for a solution; it's their form of efficiency. Here's o inok at the attitudes and actions of

.. Millennials and how the wires get crossed between the way they're intarpreted and how they’re actually meant.

TRAIT )
Constant nead
for feedback

B OTHERE SEET

As abidfor attentinhora
tack ofknow-how. ltirritates
SUpervisars.

HOW BMILLEMMIALS MEART
Eagertoplease; wantingto
knowthey're daing agood
job; looking for mentorship.
“Theywantfrequent feed-
hack and guidance, but thay
alsowani extrame auton-
omy forwhen and where
theydothewark,” says

Christine Porath, associate

professorof maenagement
atGeorgetown University's
MoDonough Schooci of Busi-
ness and the author of The
Cost of Bad Behaviar.

THAST
Confidentin
their ghilities,
especially
regardmg technoiogy

B O THERS SEE Y

Entitled; expeciing fast
promaotion; unwilling to pay
theirdues.

DY AL LR AL B RIS AN T
Wantameaningful, impor-
tantjobthat givesthema
sense of purpose and also
has a positiveimpacton
sotiety. “Mostpeople want
meaningful, fulfilling work
thatpaysthebills,” says
Mannah Seligson, author
of Mission Adulthood. “}
dor’tthink that makesyou
entitled.”

TRAIT
Crave immediats
gratification

HOW GTHERS BER T
Digrespectiul; unable
toshowdaferenceto
authority.

HERAT ML TR A LS IE A BT
Data-driven; notconcerned
withemaotion; dealing in
hardfacts. “Weareall abhout
equatrights atevaryievel,”
says Millennial consuitant
Dan Schawbel. “That'swhy
svarvanethinkswe want
tobe CEOondayone—
hecause we want our voices
tobeheard. We don't
helieveinthose bigcorpo-
rate hierarchies.”

THAIT
Motinterested
inwaorking nine
to five (prefer
nantraditionat hours)
HOW OTHERS BEELT
Havinga shortattention
span; unwillingto putinthe
time.

O ML ERNIAL S ME AN TY
Opentochange, fiexihle:
witling to work any time,
provided they'reahletodo
s6 on their own schedule.
“They'reusediobeingon
24/ 7—-soiftheywantto
do their work inthe middie
ofthaenight, sobeit,” says
Porath. “Theywantand
gxpectiohavethefreedam
todothatkind ofthing.”

TRANT
Hestisssness

HOW DTHERS BERIT
Impatiience; arrogance;
Millennials thinkthey're
more capsahbie and accam-
plishedthantheyare.

HEYA MUEL ENMIALS BT AN IT
Action-oriented; self-
moiivated; eagertoachisve
goals. “Having action-
oriented employees who are
motivated by having their
ideas make animpactisnat
abadthing, butitcancome
gffasimpatience,” says
Jeff Avallgn of IdeaPaint,
“Whentheirideas havea
quickimpacttheyresatis-
fiedemplavees.”

THANT
Gverly
connected
intheirparents
AOW OTHERS BEETT
Coddled; unable io make
decisions forthemseives;
can'tweorkalone.

HOW MOLLEMMIALE MEARTT
Family-oriented; longio
remain connecied; think
ahout the community
atlargeratherthanjust
themsebves, “Groawing up,
wawere alt made to feal
speciai andthat we could
accomplish anything,” says
SBchawhel, “Parenisare
fntegratedinto our lives.
We'revery family-oriented.
Thathasreallygivenus
high expectationsforthe
workplace.”

THAIT
gelf-
prometionsl

MO DT HERS BEET
Marcissistic;
saif~-ohsessed; aolipsigtic.
MOV MILLENMIALE MEANIT
Instagram, Facebook, Pin-
ferest, Twitter—these days,
avaryone markatsthem-
selves and theirvery own
personal “brand.” Inorder
tostand abovethe competi-
tion, Schawhel says, Mil-
tenmiais have nochoicabut
toinvestinand developan
online presence. Aneffen-
tive web profile conveys
important information
aboutthe user's skills, cred-
ibility, and potantiai.

TRAIY
Jobhoppers

HOW OTHERS BREIT
Disloyal; unable

tastick with onething

for anylengthoftimsa,

VRERAT ML L E M MIALE IE ANIT
Concernad with their work
anvironment; don’t want
to betaken advantage of.
MatchMarketing Group,
aninternational marketing
agency, recently survevead
3G recentgraduates and
MBA students. The key
finding? They fack trust.

MThey're looking for acom-

pany to build confidence
iri,” says chief talent afficer
Lorinda Nepaul. “They'ra
hardworkersandgthey’re
willing to putinthe hours.
Butihey'remore interested
inthework environment.”
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