








14

We are loyal to our employers... for as long as it suits us

Over 90% of respondents expressed loyalty to the organisation they worked for.
We varied the loyalty statements (see figure 11) to ascertain exactly how deep
the loyalty was. Australia, Germany and Turkey had the highest agreement that
they are loyal to the organisation they work for. Regionally, Australasia showed
the highest degree of loyalty, whereas respondents in the Middle East and
Africa (38%) and South and Central America (43%) were the most likely to put
self-interest first (see figure 12).

German respondents were the least likely to agree with the third statement
regarding career objectives taking priority over the employer — only 15% of them
agreed with this statement.

We feel that graduates are more likely to aspire to being loyal employees at the
start of their careers, so in that sense the findings are not a surprise. However
there is clearly an element of self-preservation in the findings, by hinting that they
were not willing to commit to blind loyalty. We mentioned at the start of this report
our belief that millennials will be a generation in high demand. We feel that this
group will put more pressure on employers to have clear employer brand values
against which they can be evaluated. If employers do not live up to employee
expectations, millennials may be more likely to look elsewhere.
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“I believe that employees who are not happy
with their employers will be more inclined to
look for another job with another employer.”
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“Gen Y will continue to look for employers
who embrace their desire for challenging
work, amazing development and training
opportunities, and travel possibilities.”



We prefer development opportunities to cash bonuses

We were surprised by the results of this part of the survey. When we asked what
benefits they would value most over the next five years, the most important
benefits for our millennials are related to training and development activity

(see figure 13).

Almost one third of respondents chose training and development as their first
choice benefit other than salary. This was three times higher than those who
chose cash bonuses as their first choice benefit.

Only 7% cited time off for doing charity or community work as a top three benefit.
Yet we saw how important corporate responsibility values were to millennials

in our earlier questions on the subject. Perhaps they see this as more of the
employer’s responsibility than a personal one?

In terms of development 98% of the sample stated working with strong coaches
and mentors was important to their personal development. All aspects of personal
development scored very highly in the survey (see figure 14).

The least important was e-learning, but even e-learning was cited to be very
important or quite important by 62% of the sample.

We would challenge whether business leaders are attuned to the importance of
development opportunities to this group. In fact, our experience is that in many
sectors training and development budgets are usually the first to be hit when the
business or market is doing badly.

The very high results for advocating coaches and mentors are also a key issue for
businesses to take away from this study. Most employers only provide coaches
and mentors to more senior individuals in the organisation. Younger workers are
usually given more vocational/educational training opportunities. The context of
the question asked for views on their preferences over the next five years. So we
feel there is a gap between the personal development aspirations of millennials
and where companies typically invest their training and development budgets
particularly in a one-to-one coaching context.

“Personally | find it very important that personal
coaching is present.”
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| will have to take personal responsibility for funding my retirement

Millennials have accepted the idea that neither the state nor their employer will
fund their retirement, with over half (57 %) saying they expected to fund their own
retirement through personal investments and saving plans (see figure 15).

Australasia has the highest percentage which expect their retirement to be
funded personally (76%), Asia has the lowest (38%) with over a quarter of Asian
respondents expecting their employer’s retirement scheme to meet their needs.
Germans have the highest percentage who expect their retirement to be funded
personally (90%), the Netherlands had the lowest (27%). 41% of respondents
from the Netherlands expect their retirement to be funded by their employer’s
retirement scheme (highest percentage across all the countries), compared with
0% of those in Germany (see figure 16).

The high profile in recent years of company pension deficits in defined benefit
schemes, may have led our millennials to conclude that they need to fund their
own retirement. This may be particularly true of Germany for example where
companies have suffered crippling pension deficits for the last decade. And in the
US, until recent events, there was a belief that very low (or negative) savings rates
would not ultimately affect the economy, as Baby Boomers could retire on their
asset price and housing price growth without saving out of earnings. During the
2000s, Americans have reduced the amount of disposable income being saved
to just about 0%.* We believe that these factors compounded by the global
financial crisis may have influenced the millennials’ resignation to self-funding
their retirement.

“I think that it is extremely important to have
a good pension scheme, as the governments
scheme fails to keep up with the cost of living.
Therefore, as | get older, this will be one of my
main criteria when picking who to work for.”

“Source: Bureau of Economic Analysis, Economic Intelligence Unit,
PwC Analysis
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Thoughts on 2020
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“China will be more and more influential in the following years, and will be one of the most
important markets of all enterprises from many countries.”

We presented a series of statements to the sample relating to the world in 2020.

By 2020 some believe that companies will run their own universities to have the
right skills to fulfil their needs (30%). Response was highest in Asia 44% and
Central and Eastern Europe (40%). This reinforces again the point that millennials
believe development is important, so much so that some companies will even
have their own universities in tomorrow’s world.

Over one third of the sample believes that companies will be more influential than
governments by 2020 (36%). Almost half of South and Central Americans agreed
(see figure 17).

57% of respondents do not believe that DNA profiling will be part of the graduate
recruitment process. Only 15% felt that DNA profiling would be a feature, although
this rises to 30% of Middle Eastern and African respondents.

Almost half of the respondents believe that China, Russia and India will have more
economic influence than the US and Europe by 2020. Perhaps unsurprisingly

the highest rate of agreement to this question came from the emerging markets
cited in the statement. However only 30% of US respondents disagreed with the
statement (see figure 18).
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Although the PwC survey does not claim to represent
the entire millennial generation, we do believe a
number of indicative themes have emerged. We were
struck by the similarity of responses across the globe
to a number of these issues. Should organisations
tear up their people strategy and start again?

Not necessarily. But do companies need to review
what they are doing in light of some of these findings?
Almost certainly. We believe that many organisations
are not fully tuned into the millennial mindset.

In the PwC 12th annual CEO survey®, 61% of CEOs
say they have challenges recruiting and integrating
younger employees. When we asked CEOs what

are the key components of their talent strategy,

the majority sampled believe that flexible working
arrangements are one of the most critical components
to their ability to attract and retain talent. Yet it seems,
the millennials do not expect flexibility and value other
benefits more highly. Perhaps their views will change
as their life priorities change. 62% of CEOs say
providing opportunities for employees to get involved
in socially responsible activities is key. Yet only 7%

of our millennials would choose to have time off

for doing social or charity work as one of their top
three benefits.

Perhaps CEOs and business leaders need to consider
whether their strategies are valid for all generations of
workers. For example, do they need greater flexibility
in terms of how they incentivise different segments

of the workforce? Could we see more emphasis

on worker profiling in the future to help companies
better understand their staff diversity and what drives
employee loyalty and behaviours? If CEOs really want
to get better at attracting and integrating younger
workers as the CEO survey suggests, then they need

to place more emphasis on what millennials value
most e.g. personal development opportunities, and
working with coaches and mentors.

The pressures of economic downturn are likely to
remain a global issue affecting businesses for some
time. We may see higher unemployment affecting
many parts of the world, and it is likely that business
leaders will find it difficult to justify investing in
people programmes, while they work through these
challenging conditions. But investing in talent is
exactly what organisations need to do, to be certain
of having a strong footing when the market recovers.

Employers must look for ways to manage costs
whilst remaining focused on long-term strategy.

Past recessions have seen companies use
innovative ideas to meet short-term challenges.

One organisation deferred its graduate intake for

12 months and offered said graduates a lump sum
to spend on travelling during the enforced gap

year. The uptake for the scheme was very high —

the graduates were grateful for the opportunity to
explore the world and return when things had picked
up. The employer was able to reduce the cost burden
of a large number of graduates which it had no work
for, whilst retaining their loyalty and commitment to
start the following year.

As many parts of the world grapple with uncertainty,
companies need to explore innovative ways to meet
both short and long-term demands.

The demand for global worker mobility has increased
dramatically in the last decade with the emergence of
new markets and the globalisation of many industries.



Companies struggle to get people to work overseas
and the average cost of an assignee can be three

to four times higher than a local hire. The return on
investment of international assignments is often

very poor, with up to 40% of assignees leaving the
organisation within 12 months of returning to their
host country.® Our millennials survey suggests we
have a generation who are enthusiastic about working
overseas. How can companies capitalise on this to
meet their needs?

Our millennials are at ease with technology which
permeates many facets of their lives, but are
companies keeping up? There will likely be an
expectation that companies are at least apace with
technological advancements. For example, we are

all used to using search engines to find exactly what
we need on the internet, but is it as easy to find
knowledge and connect people in large companies?
Today, some large companies do not even know on a
given day, their total number of employees.

Smart companies are already ahead of the game,
replicating the likes of Facebook networking

sites internally. Other organisations are making
foreign assignments part of the promotion criteria.
Many organisations are taking people metrics to
a highly sophisticated level, way beyond the staff
satisfaction survey which has become the norm.

And what about Generation X and the
Baby Boomers?

Our survey suggests a number of similarities between
millennials and previous generations. The new
generation want stability, security and variety in

their working environment. They want to be loyal to
an organisation that they are proud to work for and
reflects their own values. Are these aspirations so

different to what previous generations have wanted?
We do not think so. But it is the greater ability of this
new generation to mobilise themselves quickly and
easily into employment elsewhere that CEOs need
to worry about. The survey responses to the CSR
issues and the questions on loyalty indicated that

if millennials do not get what they want with their
current employer, they will go elsewhere.

Companies in 2020 will find that they are dealing
with a complex workforce of different generational
expectations and needs. At one end of the spectrum
workers could continue working until well past
retirement age — what impact will this have on
pension planning, health and wellness and how they
interact with younger workers in the organisation?
The millenials will be in their 30s and 40s by then.
How will they have shaped the workplace of
tomorrow with their advanced technological

savvy, social responsibility values and global
outlook? Organisations need to work through the
complexity of having such diversity in the workforce.
Many organisations today use customer segmentation
strategies to understand the orientations of their
customer base. We believe companies need to look
at using similar methodologies to understand the
segmentation and orientation of their workforce.
Having the flexibility to provide tiered offerings to suit
employees at different stages of their life-cycle as
well as from different generations will be key to drive
maximum value and loyalty from employees.

All organisations and their Human Resource teams
need to look seriously at the millennial generation if
they want to be able to compete in tomorrow’s world.
One thing we can be absolutely certain of — good
people will continue to be incredibly hard to find and
difficult to keep.
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“Employers need to
recognise that young
joiners today and in the
future will have different
demands and aspirations
to those generations that
have preceded us.”

SPwC Measuring the value of international assignments [2006]
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Managing millennials

. Use metrics and benchmarking to segment your workforce in order to understand what millennials want and how these
desires might differ from older workers.

. Think creatively about reward strategies and what motivates millennials? For example, is it time to shift focus from
cash bonuses and company cars to other things?

. Consider global working opportunities — how might this enthusiastic generation support your global mobility needs?

. Continue to invest in personal development and training — explore expanding coaching/mentoring programmes
to younger workers.

. Articulate your employer brand — communicate internally and externally what it means to work for your organisation.

. Have a clear statement about corporate responsibility — make this part of your employer brand and be committed to
deliver the promise.

. Think creatively about how technology can be used to engage this audience e.g. avatars, internal networking sites etc.
. Provide variety and fresh challenges — consider promoting cycles of experience in other parts of the organisation.

Our thanks to all the graduates who participated in this survey, and to the PricewaterhouseCoopers human capital teams around the world.
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