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INSIGHT. EVIDENCE. INSPIRATION.

Management Research Group is a global leader in designing assessments
that foster a deep seltawareness and impact peoplein profound and meaningful
ways with solutions for Leadership and Personal Development, Sales and Service.

MRG assessments give you the tools to support unique leaders as they chart their
personal paths to success and fulfillment.
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https://www.youtube.com/user/MRGeducation/
https://www.linkedin.com/company/365869/
https://twitter.com/MRG_Assessments

<
MRG

What are Generations?

And why should we care?



A generation is

A é aroup of individual s, born during the same period of time,

having the same approximate age,and assumed to share similar

ideas, problems, attitude s,intere st s, and val ues. 0
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Assumptions for this research

Formative experiences
create values that can
change as people age

Cross-generational
interactions can
create challenges
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4 Generations
at Work

(Soon to be 5)




What influenced you as a teenager?

What were the hairstyles

and fashions?

What wer e
expectations?
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your

What was happening
in the world?

lHoav die your apbringing
affect your identification
with your generation?



Baby Boomers
born 1946 -1964

Two subgroups (early and late boomers)
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What 6s 1|1t | 1 ke t o be a Bo

Most mothers at home full time

Cold War, space race, Cuban missile crisis
Vietnam, Watergate, Peace Movement
Assassinations of JFK, RFK, MLK

A time of dramatic social change
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Gen X
born 1965 -1980
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What 6s 1t | 1 ke-et?0 be a Ge

More TV channels and the first home computers
Dual household income, latchkey kids, divorce

Very heterogeneous generation

Collapse of communism, spread of AIDS, economic

recession and energy crises
Long term employment is less certain
Wary of institutions but hesitant to challenge them

Work/life balance is important
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Gen Y ( Millennials )
born 1980 -1995
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What 6s 1t | 1 ke to be a Mi

Fastest growing workforce

Very tech savvy, highly connected, global citizens

Socially and environmentally conscious

Seek jobs that match their values and encourage teamwork
Expect to be highly successful

Desire frequent on  -the -job feedback and gratification
Want managers they can admire

Concerned about work/life balance
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Work Ethic Characteristics
Millennials

Energetic

Goal oriented

AWhat 6s next ?0
High expectations

Want inclusion

Entitled and impatient

& MRG



Gen Z (Net Gen)
Born 1995+
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What 60s it | 1 ke ®r®@ be a N

Internet generation - IM, texting, blogging

Confident, happy, secure kids
9/11, patriotic, trust authority
Highly connected and community focused

Used to immediate feedback from social media,

computer games, parents, and teachers
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Individual Directions Inventory
(IDI)



IDI Dimensions
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IDI Thematic Interpretation

Thematic Interpretation uses specific combinations of drivers to
explore key themes in generational dynamics

Informational needs
Decision making
Support needs
Influencing style

Risk

o Do Do Do I» P>

Pace
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-
Possible IDI Bias Effects

Potential Mindset Effects with IDI Dimensions

Winning 1 Oppositional mindset (me versus you)
Gaining Stature i Comparative mindset
Irreproachability 7 Judgmental/rigid mindset

Excelingi iNever good enougho mindset

Potential Estimation Errors with IDI Dimensions

Receiving (Low)i Under esti mate other peopl eds

Structuring (High) T Over esti mate other peopl eb:s
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Possible IDI Bias Effects

Potential Assumption -based thinking with IDI Dimensions

Gaining Stature (Low) T peopl e donodot really neec
Maneuvering (High) it her eds al ways a hidden
Giving T people actually want my help

Potential Interpretive Biases with IDI Dimensions

Independencei Support equals interference/Control
Winning 1 Everything is a competition
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Some Research
this I s MRG, after al | é

1 DIDNT HAVE ANY STUDIES HAVE SHOWN
ACCURATE NUMBERS THAT ACCURATE
SO I JUST MADE UP NUMBERS ARENT ANY EIGHTY-—
THIS ONE. MORE USEFUL THAN THE SEVEN.
ONES YOU MAKE UP.

(

)

580§ ©2008Scott Adams, Inc./Dist. by UFS, inc

www.dilbert.com scottadams®acl.com
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Generational Differences on the IDI

Other

Belgium
(6%)

Sweden (4%)

(1%)

Switzerland
Netherlands (16%)
(12%)

Italy
(1%)

Ireland
(6%)

Germany
(9%)

France
United Kingdom (11%)
(28%)
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Generational Differences on the IDI
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