THEY’VE NEVER TAKEN A SWIM AND THOUGHT ABOUT JAWS:  
UNDERSTANDING THE MILLENNIAL GENERATION
By Alicia Moore

They were born at the same time as Macs and PCs. Starbucks, voice mail, Bill Gates and AIDS have always been a part of their lives. They use the lights from their cell phones at rock concerts, not lighters or matches. They’ve never heard Howard Cosell call a game on ABC, Elton John has always been on easy listening stations and Kurt Cobain’s death was the day the music died. And the best part?  Kermit the Frog is older than most of their parents.
Welcome to the Millennial Generation, those students who are entering the doors of higher education as we speak (and as you’ll read later, their parents are not far behind). Through the coming decade, this generation will transform colleges and universities as much as, if not more than, the Baby Boomers did , and will do so in very different ways. Some colleges and universities will figure out this generation, respond, and “rise in reputation.”  Others will not. Some will tailor their services to meet the needs of this generation, and will build lifelong connections to their alumni; others will not. Some will change their marketing approach to cater to this new generation; others will not (Howe & Strauss, 2003). Bottom line:  some will succeed; others will not. What will your institution do? 
Generational Theory
Before reviewing who the Millennials are and how colleges and universities can respond, it’s important to review the basic precepts of generational theory.

Generational research started with the Puritan generation that founded the nation – and since a generation comprises more or less 20 years, Gen X is known as the 13th generation. 
Basic to generational theory is that each generation is shaped by its own biography, where the biography is comprised of a series of events that people with common birth years relate to and develop common beliefs and behaviors around.  These commonly held beliefs and behaviors then form the personality of that generation (Strauss and Howe, 1991; Coomes and DeBard, 2004). For example, ask any Silent Generation member where they were when Roosevelt died and most can tell you, and most will share common perspectives about that event; same for the Baby Boomers in regard to when Kennedy was shot and Generation X in regard to the Challenger Disaster. 
Feeding into the formation of different generations is the concept that the personality of a generation is cyclical. With that, approximately every third generation will closely emulate the values and beliefs of three generations prior:
1. Each generation breaks with the generation nearest in age to them, whose style no longer functions well in the new era (for example, Millennials prefer to work in teams whereas Gen Xers are very independent); 
2. Each generation wants to correct what it perceives as the excesses of the current midlife generation (e.g., Boomers were active protesters, while many Millennials are not politically active, nor expressing a propensity to do so in the future); and
3. Each generation fills the social role being vacated by the departing elder generation (the Millennials have a strong connection to the Silent Generation’s upbeat and trusting attitude) (Coomes and DeBard, 2004).

And hence, a generation is born. 
A Word of Caution

Generational theory implies that everyone who is part of a generation holds the same beliefs, values and attitudes. This concept is good in theory; however, one must be cautious when putting services in place to not assume that all members fit the mold. Rather, generational theory states that the generational characteristics are generalizations by which one can draw broad conclusions about the collective group, but not necessarily of the individuals. For instance, if there is a large age gap between siblings—one that crosses generations—the younger sibling may relate with many of the events and values of their older brother or sister. Additionally, Coomes and DeBard (2004) conclude that “the big picture seldom contains images of marginalized groups”.
The Basics about the Millennials
Higher education is on the cusp of an enrollment boom, with enrollment expected to peak at an estimated 15.8 million students by the year 2012, an increase of 12 percent more than current levels. More importantly, the Millennials are the largest generation to date, with over 80 million born since 1980. Add in immigration, and this generation is nearly 90 million strong. With this, Millennials will make up 75 percent of all higher education enrollment by the year 2012 (Coomes and DeBard, 2004, citing Center for Educational Statistics, 2002). 
The numbers paint a basic picture, but understanding the characteristics of this generation will help campuses develop strong services and optimal learning environments for the Millennial generation. It is only with an understanding of this generation’s personality that campuses can begin to respond.
Diverse
In the summer 2004 “New Directions for Student Services” series, Robert DeBard states:
The first truth to acknowledge in trying to encapsulate the characteristics of Millennial students who are trying to matriculate through collegiate programs is they are the most racially and ethnically diverse in this nation’s history.
This cannot be a more true statement. The numbers alone tell a compelling story:


· Enrollment of women increased by nearly 5 percent, bringing female enrollment to more than 56 percent of all those enrolled in higher education; 

· Since 1980, Asian American students grew by 33 percent, whereas overall enrollment grew by only 22 percent (DeBard, 2004 citing National Center for Educational Statistics, 2000);
· One in five Millennials are children of immigrants (Howe & Strauss, 2003) and the number of children speaking a language other than English at home has doubled since 1979 (Broido, 2004); and
· Hispanic students will represent the largest predicted future growth, representing 10.6 percent of 1995 undergraduates to an estimated 15.4 percent in 2015.

But diversity is not just represented among race and gender. This generation also has been raised in an era of wealth, more so than other generations, due in part to either having two working parents or couples waiting longer to have children (Atkinson, 2004). Even more striking is that it is increasingly rare to have more than one child per family. And while many children are raised in a two-parent household, 25 percent of children born in the ’80s and beyond will live with a step parents before they reach adulthood (Broido, 2004 citing Mason and Moulden, 1996).
And finally, this is a generation that has experienced discussions about sexuality at almost all levels:  in schools, in the courts, in the military, on TV and in the movies. These conversations are no longer taboo, as they were and still are for many older generations, but ones that today’s students are used to hearing. As a result, this generation is expressing an increasing level of support for gays and lesbians (Broido, 2004 citing Sax and others, 2001) and is more comfortable with talking about sex than all other current generations.
Pressure to Perform
Howe and Strauss (2003) summarize the “pressure to perform” trait better than anyone:  

There’s a new “arms race” among today’s teens and it’s called:  “Getting Into College.” According to recent surveys, the two items that worry teenagers the most these days are grades and college admissions. (Twenty-five years ago, the most worrisome items in a teen’s world were threats of a nuclear war; a decade ago, they were AIDS and violent crime).
The Millennials feel pressure to perform in all they do: work, volunteer activities, school activities, sports, grades and more. This is a generation that has adopted five- and ten-year plans by the time they’ve reached middle school. More and more are required to have portfolio work to graduate from high school, not to mention individual state educational reform efforts that require different certifications and/or testing for high school graduates. Employers are asking to see grades (and in some cases, attendance records), homework levels are ever on the rise, class periods are lengthening, and private tutors are more in demand than ever before (Howe and Strauss, 2003). Why?  Because Millennials have been taught that what they do now pays off later in life, whether it’s in the college admissions process or in future employment opportunities.
It’s important to note that this cohort is also the video game generation, with members who peak at 10,000+ hours by the time they reach college. And all avid video game fans know that to reach the next level, you’ll likely lose at the first one. By losing, you repeat the process until you master one level and move on to the next. So while performance is key to success, so is trying, as trying eventually represents winning. 
Ambitious/Achievers
Not surprisingly, the pressure to perform has led to a generation of achievers. More than 75 percent of college freshmen indicated plans to pursue a graduate degree, as compared 66 percent five years prior (DeBard, 2004 citing Sax and others, 2002). Almost half of teenagers indicate that they plan to pursue a degree that exceeds the credentials needed for their desired field or occupation (DeBard, 2004 citing Schneider and Stevenson, 1999), average SAT scores are the highest they’ve ever been in over 30 years and more students are taking AP classes than ever before (Strauss, 2005).

Many worry that this high level of ambition will make this generation competitive, non-team players. But not to worry. First, this is a generation that always has been given trophies for participation, as well as for victory. And more importantly, parental involvement and societal influence created a generation of team players, a concept explored later in this paper.

Confident, Optimistic
So if this generation has been pressured to perform, and have not only been rewarded for winning but for the mere effort of trying, then they naturally have become a confident, optimistic generation. And why shouldn’t they be?  This is the era of the loved and protected child who has been encouraged to believe in themselves in all that they do (DeBard, 2004); the era that sees new inventions in science, medicine and technology every day, inventions that are improving our lives and making us healthier; and the era in which it’s considered cool to be smart. Let’s look at the facts:

· More inventions have been created in this generation’s childhood than any generation before (Oblinger, 2003);
· While cures to diseases such as AIDS still plague researches, cures to many forms of cancer and polio have long since been found;
· Technology is constantly improving our lives, albeit for a home computer or government defense systems;
· Violent crime by teens, alcohol, drug, suicide rate and teen pregnancy are all down for the first time in decades, with teen pregnancy and alcohol/drug rates among 8th, 10th and 12th grades falling to all-time lows (Strauss, 2005).
Ultimately, it’s getting easier to be a kid. Accepting the premise that generations are cyclical in nature, then this generation is clearly echoes the hopeful, optimistic attitude of the Silent Generation. 
Team Oriented, Connected Generation
From Lilo & Stitch to Black Hawk Down, this is the “leave no one behind” generation. Millennials have learned the importance of a team process on the soccer fields, in the classrooms and at home. “Students learn in groups, deliver presentations in groups and get graded in groups; they review each other’s homework and supervise each other’s behavior,” say Howe and Strauss in their 2004 book Millennials Go to College. More children are involved in family meetings and have input on decisions ranging from what new car to buy to whether or not the family should relocate to a new town. 
In addition to being team-oriented, this is a very connected generation; in fact, friends, family and others are considered part of the individual Millennial member’s team. Howe and Strauss continue to say, “Before morning classes, Millennials can be seen on cell phones, keeping in close touch with friends on campus or back home. At the end of the school day, Millennials use the Internet to stay in constant contact with a larger circle of friends” and family (2004). A 2003 Educause report states that 70 percent of Millennials use instant messaging to keep in touch with friends; 41 percent use email to connect with teachers and classmates; and 81 percent use email to stay in touch with friends and family (Oblinger, 2003). While this is not the traditional form of connection experienced—or even understood—by previous generations, it is still a connection, a connection that is rated as one of the most important priorities to this generation (Howe and Strauss, 2004).
Service Oriented

Service has a two-fold definition for the Millennial generation. First, it means giving to others in the form of volunteer or community service. And important to businesses everywhere—including higher education—service is defined as strong customer service expectations.
It goes without saying that the rise in the number of middle and high schools requiring a service-learning component has helped create a service-oriented generation. However, many posit that the emphasis on taking care of others and supporting the team effort would have shaped a generation of volunteers, regardless of school requirements. The data varies, but most reports state that somewhere between 65 and 86 percent of teens have participated in volunteer activities by the time they enter the doors of academia.
For this generation, customer service is an expectation, not an exception. They expect immediacy in all that they do; they want accurate information on their accounts, class schedules and grades in real-time, much like what they receive from Amazon.com or other online stores (Strauss, 2005; Obligner 2003).  More importantly, if they can’t get what they want from one retailer, they can easily go online and get it from someone else, 24/7.  Besides every day types of purchases, it also applies to higher education, both in the classroom and student services setting. 
In the classroom, Millennials expect to buy “what, where and how they learn” (Carlson, 2005). While all research shows that online learning is not taking off to levels previously anticipated, most studies indicate that on-campus students will readily and easily supplement class schedules with online classes as needed to meet schedule or degree requirements (as Boomers and Xers did with evening classes). And when it comes to student services, especially in recruiting and admissions, the immediacy of a response is crucial, so much so that many campuses are utilizing software systems to provide real-time service and response, 24 hour a day on everything from interactive question and answer systems, online degree audits, academic advising and tutoring services.
Time Managers, Structured
Soccer and piano on Monday, tutoring and church youth group on Tuesday, soccer and volunteering at the community center on Wednesday, tutoring and volunteering at the Humane Society on Thursday, soccer on Friday, two games and a recital on…well, you get the picture. The Millennial generation is one of the most scheduled--and perhaps overcommitted--of any generation. Between being pressured to succeed and being a high achieving generation, this generation fills their discretionary time with numerous activities. In order to manage this hectic schedule, Millennial youth have been encouraged to follow the rules and “have come to expect the rules to be clearly communicated and enforced with due process” (DeBard, 2004 citing Martin and Tulgan, 2001). Additionally, parents of Millennials have organized their children’s lives to provide a safe and predictable structure. As a result, Millennials “have come both to trust authority and count on authority.”  This need for structure and constant activity is carrying over to college campuses:  participation in campus activities is on the rise, and students are constantly reading the fine points of policies and syllabi in order to better understand their environment.   

Protected
If Generation X was the “This is Your Brain on Drugs” generation, the Millennials are the “Baby on Board” generation, the generation where children are protected at every turn. This is enforced via numerous child safety measures, zero tolerance policies in schools, educational reform acts, community resource officers in the schools and more. After all, their parents witnessed events such as the Columbine shootings and the Oklahoma City Bombing. The differences between this protected generation and generations prior is striking:  
“According to today’s regulators and bureaucrats, those of who were kids in the 50’s, 60’s and 70’s probably shouldn’t have survived. Our baby cribs were covered with bright colored lead-based paint. We had no childproof lids on medicine bottles, doors or cabinets; and when we rode our bikes, we had no helmets. As children, we would ride in cars with no seat belts. We drank water from the garden hose and not from a bottle. The Horrors!  We ate cupcakes, bread and butter and drank soda pop with sugar in it but we were never overweight because we were always outside playing. (Original Source Unavailable).”
Because their parents play such an active role in their lives, Millennial generation students have come to trust their parents. In fact, some studies state that over 85 percent of Millennials trust their parents, with most considering their parents heroes; contrast that to Baby Boomers, 40 percent of whom thought they’d be better off without their parents (Strauss, 2005). 
The Millennial Generation On Campus:  How Colleges Can Succeed
“I had to walk two miles, uphill, in the snow, both ways to school every day.”

How many times has this adage been uttered in the history of this country?  And how many times do we not change systems and services simply because “we had to go through it, so you do too”?  If colleges and universities wish to effectively recruit students, create optimal learning environments, and build life-long connections with alumni, then colleges and universities must incorporate new strategies at every possible level.

Admissions and Marketing
Throw out the viewbooks with the hip, edgy look that appealed to the grunge Xers and by all means, get rid of any VCR tapes. This is a new generation, a generation that is looking for colleges and universities to tell them that great things will happen if they choose a campus, how they’ll be safe and how they’ll stay connected with friends and family. If anything, the new message must be one of positive reinforcement (Howe & Strauss, 2003).
If colleges and universities are to be successful in recruiting this new generation, then old approaches to recruiting must go out the door. New marketing strategies must appeal to the characteristics of this generation in all publications, newsletters, mailings, campus tours, campus visit programs and phone campaigns:

· As Millennial students start to make decisions around higher education options, most will not do it without support from his or her parent, which means that colleges are not only recruiting students, they are recruiting parents. And because this is the era of the overprotective parent, all messages must overtly address safety on campus.

· Marketing campaigns must appeal to a more traditional set of values and must appeal to the parents need for protecting their student in this new environment. This generation has already resurrected some of the “corny” traditions of their grandparents’ era at the high school levels (e.g., pep rallies and bon fires), and are predicated to do the same at colleges and universities. As such, marketing materials must show the traditions and history of the institution.

· Millennials are team- and tradition-oriented. Photographs and videos (on DVDs, not VCR tapes) must appeal to these core traits by showing pictures of “energized teams engaging in campus-wide activities” (Howe and Strauss, 2003) and not of a lone student studying peacefully on the campus green. 

· As a connected generation, this generation makes decisions based on their parents’ perspective, but also by what their peers are doing. Have prospective students, or recent admits, refer their friends. The recruitment of one well-known student could easily have a ripple effect on others from the same high school (Howe and Strauss, 2003).

· Stay in front of the prospective Millennial student as much as you can. One statistic states that Millennials see an average of 300+ ads per week. If your college or university is not part of that constant advertising, Millennials may be easily led elsewhere.

· Be tech-saavy, but don’t fake it. I recently met with a group of local high school students about this issue and when asked about which forms of communication worked best, they had this to share:  They realize that most college administrators and faculty are not from a generation that is competent in all forms of technology, and they can be forgiving of that. “However, if a college slaps together something just for the sake of having it on the Web or having it ‘techni-fied,’ the lack of expertise will show through and you will lose me. If you’re going to do it, do it well; otherwise, don’t bother” (Anonymous Focus Group, Bend Senior High School, 2004).

While the above strategies focus on recruiting and marketing, it’s important to not overlook the impact on admissions policies. Having a generation of achievers means that more and more students will be applying who are essentially over-prepared based on present admissions standards (so much that many merit scholarship programs report difficulty in meeting the high volume of honors students). Many institutions will clamor to raise their admission standards to simply best their closest rivals. However, institutions must be cautious in doing so. Millennials are high achievers who connect achievement with future success, but they are also very focused on participating in an active and diverse campus and community life. They expect to have peers with a wide variety of skills and lifestyles and they have a strong need to live this diverse lifestyle while in college. Therefore, admissions programs and policies must not only be based on academic achievement, but must also address the non-academic concerns that are core values of this generation.

The Classroom
A recent article in the Chronicle of Higher Education regarding Millennial students states “A new generation of students has arrived -- and sorry, but they might not want to hear you lecture for an hour” (Carlson, 2005). This is probably the most honest assessment of the impact of Millennial students on the classroom that I’ve read to date. Let’s face it:  the Millennial generation;s learning style is often not addressed by current teaching practices. With this in mind, colleges and universities need to adjust their teaching methods, something that will be difficult for the “do as we say, not as we did” Baby Boomer and independent minded Generation X instructors:

· This generation grew up working in and playing on teams and as such, gone are the days where lectures, multiple choice quizzes and memorization equates to knowledge and learning. Rather, group assignments, interactive lectures enhanced by technology, study groups and learning partners are key to the success of this generation. In fact, this generation will thrive on problem-solving, life-applicable simulations. Cress and Sax (in Wilson, 2004) posit that this type of active learning is the most effective form of learning. If so, Millennials’ need for collaborative, interactive learning will allow them thrive in the classroom that is structured with these principles in mind.

· This generation trusts their parents and better yet, their parents trust them. They expect the same level of respect--and same level of responsibility--in the classroom. As such, group projects, assisting faculty with research projects, peer grading/evaluation and related activities make the Millennial generation feel as if they matter. And if they feel like they matter, their performance will exceed that of prior generations (Wilson, 2004 citing Kuh, 2003). 
· Staying connected and communicating with faculty is integral to this generation; the traditional  handful of in-person weekly office hours won’t cut it anymore. They would rather communicate with faculty via email, instant messaging and chat groups, so much so that several campuses now require faculty to respond to all student emails within 24 hours, while others are offering virtual office hours.
· This generation likes constant feedback as to their progress toward success. Instead of the traditional mid-term and final paper or exam, regular, weekly quizzes worth smaller values, online access to grades and course progress and final interactive group projects are important to this generation. Some colleges and universities have implemented online quizzes that immediately notifies students of errors and directs them to resources to help re-learn the correct information (Wilson, 2004).
· This generation’s propensity for filling their schedules with so many activities has forced them to be a very structured generation. In order to manage the overabundance of activities, the rules around their participation in such activities have always been very clear. Couple this with the desire to be a high-achieving generation, and faculty will need to provide clear expectations in syllabi regarding time commitments, grading policies and homework assignments (Wilson, 2004).

· Teach them the basics. As an overcommitted  generation, they may not be realistic about the time needed to be successful in college. In addition, this tech-saavy generation has never experienced life without the Internet. Therefore, they don’t always know how to evaluate the credibility of resources. On top of this, many students are so used to the Internet, that they oftentimes overlook valuable and timely printed resources; some faculty may consider requiring a minimum number of non-Internet based sources for research papers and projects (Wilson, 2004).
· The independent Baby Boomer and Generation X faculty were raised in an era where they had to fight for rights for themselves and for others, and they were very comfortable doing so. The Millennial generation, however, was raised in an environment where their parents advocated for them every step of the way. And with being a generation of achievers, they may be hesitant to appear unintelligent in front of their peers or faculty, “thus hampering their participation” (Wilson, 2004). To combat this, instructors may have to provide opportunities for students to connect with other students in the classroom, as well as do more outreach to individual students outside of the classroom. 
On Campus
We’ve recruited a different student. We’ve adjusted teaching styles and expanded access to faculty. But what about the rest of the campus?  What tangible, responsive changes must take place to meet the needs of this generation?  The opportunities to create out-of-class environments to help this generation succeed are nearly endless; some suggestions include:

· This is a service-oriented generation. Does your campus have an active AmeriCorp program?  Do you allow students opportunities to volunteer during their winter, spring and summer breaks?  Better yet, how are those volunteer activities tied to their particular major and/or degree requirements?

· This is a generation that has the largest amount of discretionary time than any generation prior. Fill it!  Campuses must provide a wide array of diverse activities; however, activities must appeal to this generation’s unique personality:  Instead of having a book signing on campus, host a chat group with the author; instead of bringing in the latest pop band to perform an on-campus concert, this generation’s more traditional mindset may prefer the return on corny “rah-rah” types of traditions (Howe and Strauss, 2003); and instead of the traditional “food, festivals, fashion and fun” activities that are intended to celebrate the diversity of those around us, this generation’s inherent appreciation for differences must be refocused to learn about the less tangible issues of of power, privilege and social class (Broido, 2004).
· Time to upgrade the traditional hallway-styled residence halls. Why?  Because more than any generation prior, this generation is simply not used to sharing a room with others (in fact, one survey found that over 75 percent of incoming freshman have never shared a room with someone, even a sibling) (Howe & Strauss, 2003). The most popular housing style is the shared apartment or mini-suite style housing that allows for shared group space, as well as individual private space.
· Change the traditional food service program and allow students access to meals at a wide range of times. Because this generation has always been on-the-go, they are not used to a sit-down meal at the same time every day. Rather, they may need more “grab and go” types of food available 24/7 to meet their busy schedules. 


· The possibility of burnout for Millennial students is strong. Colleges and universities must prepare for this by expanding personal counseling services, offering time and stress management workshops (with the lecture piece online, and the tangible interactive elements in person, of course), providing specialized training for on campus student staff and developing “stress-free ‘chill zones’ on campus—quiet out of the way places where students can gather to play high-tech video games, or low-tech ping pong, or just suit on cushy couches” to study in small groups (Howe and Strauss, 2003).
· On most campuses, the largest percentage of distance learners are those already taking classes on campus. While some might call this unconventional learning (prior generations referred to evening classes in the same way), Millennials view this as practical:  they can learn the material in the fastest way possible, with the least amount of hassle. Moving services such as financial aid, registration and tuition payment online are expected, but what other services can also happen online for students?  Examples include library services (checking out books, both on-campus books and those through interlibrary loan programs); buying textbooks, classroom supplies and campus apparel; academic advising; career services; and tutoring.
Services for Parents
“I heard a classic Millennial parents story about a kid who was being interviewed by an admissions officer. The admissions officer said something, and the kid pulled out a cell phone, dialed up his mom and said, ‘Here, can you repeat that to my mom?’” (Lowery, 2001).

Surprised?  Remember, this generation trusts their parents to a very high degree. Parents aren’t used to just dropping off their student; instead, they are used to staying at the game and cheering them on. Obviously, this won’t work on a college campus (although many parents may try!), but whether campus administrators like it or not, parents will be part of campus life (Howe & Strauss, 2003). Many campuses provide parent orientation days that parallel the traditional new student orientation programs. However, how many campuses remain connected with the parent throughout the student’s stay on campus?  Those that do are succeeding and have found a tremendous partnership for student support through the parent invovlement. Examples of on-going parent programs include monthly parent newsletters focusing on current student issues and deadlines; joint student-parent service programs during student breaks; parent pages on college Web sites; and online classes for parents that use many of the same topics and materials as used in their students’ classrooms.

In Conclusion
Each fall, Beloit College (Beloit, Wisconsin) publishes a “Mindset List,” a listing of activities and events unique to that year’s traditional-aged incoming freshman class. The list is very telling:
The people starting college this fall across the nation were born in 1987. For this generation,

· There have always been red M & Ms, and blue ones are not new. What do you mean there used to be beige ones?

· “The Tonight Show” has always been with Jay Leno.
· They have no idea that Americans were ever held hostage in Iran.

· Condoms have always been advertised on television.

· They never took a swim and thought about Jaws.

· Their lifetime has always included AIDS.

· American Motors has never existed. 
· Garrison Keillor has always been live on public radio and Lawrence Welk has always been dead on public television (excerpts taken from various Beloit College Mindset Lists, Class of 2003 – 2009).
To be sure, there are endless changes campuses can implement to provide a healthy, productive learning environments for the Millennial Generation; the ideas expressed throughout this article are by no means complete. At the very least, campuses must make some changes in order to provide opportunities for the Millennials to succeed. After all, this is a very promising generation:  they want to learn; they accept and appreciate diversity; they are team-oriented; they are confident in who they are; they believe in giving to others; and they believe that life is always improving. All of these characteristics set the landscape for a very positive future. However, educators should not pursue campus change just for the sake of changing, but rather to continue to build the next great generation. What will your campus do?
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Generation Birth Years





Silent Generation (current elder generation)


	Born 1925 – 1942, currently ages 64 – 81


	


Baby Boomers (current midlife generation)	Born 1943 – 1960, currently ages 46 – 63


	Born 1943 – 1960, currently ages 46 – 63





Generation X/13th Generation	Born 1961 – 1981, currently ages 25 – 45


	Born 1961 – 1981, currently ages 25 – 45





Millennial Generation	


	Born since 1982, currently ages 24 and younger (Strauss 2005)





Women in Leadership Positions





The Millennials grew up in a generation having seen their mothers and other women make massive strides in politics, business and in all areas of society; examples include Hillary Rodham Clinton, Condaleeza Rice and Madeline Albright, just to name a few (Broido, 2004).








Generation X:  


“To thine own self be loyal--all others take a number” (Zemke, 2001), 





Millennials:


Are less interested in an ‘army of one’ and more interested in the ‘watch the me become we’” (Markiewicz, 2005).








Millennials are Achievers  





How can your campus help them reach their dreams?  How will you help them succeed?  This message, too, must be loud and clear in all written materials and visual images. 








24 x 7 Service





This 24/7 generation also expects some services to be provided 24/7, so much so that one campus instituted a 24-hour beep-a-tutor program (Oblinger, 2003).








The Millennial Generation





Diverse


Pressured to Perform


Ambitious/Achievers


Team-Oriented


Connected


Service-Oriented


Excellent Time Managers


Structured


Protected





Technology in the Classroom





It goes without saying that technology must be part of the classroom environment. However, as with recruiting or marketing initiatives, instructors can’t use technology in the classroom just for the sake of it. Instead, it must have a purpose, it must enhance the learning, and it must show connection to course content. If not, it (and you) will be dismissed. 








