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ABSTRACT 

The purpose of this review paper is to provide a 

contextual overview on the characteristics of the 

fastest growing generational cohort of millennials. 

The paper focuses on the research carried out on 

millennials in their workplace and also lays out a 

framework for their engagement and empowerment. 

This is a review that links together research studies and 

organizational best practices on millennials along with 

our own insights, based on our experiences in the 

workplace. This paper primarily explores the ways 

millennials view their workplace, and breaks certain 

myths surrounding them. A one-size-fits-all approach 

won’t cater to the millennials, and organizations 

should work upon a customized engagement and 

empowerment strategy. We believe that the insights 

gathered about millennials from this paper would 

enable organizations to tap the full potential of 

millennials who are going to be the driving force of 

organizations in the years to come. Although a lot of 

literature has been published about millennials in the 

workforce, this paper provides a nuanced 

understanding of the drivers behind their engagement 

and a unique approach to engage and empower them 

Keywords: Millennials, engagement, technology, 

motivation, culture 

 

INTRODUCTION 

The Millennial generation is in vogue. The 

management and anthropologic literature 

associated with this generational cohort has risen 

exponentially as more and more millennials are 

entering the educational system and the workforce. 

(Donnison, 2007) Previous literature on the subject 

acknowledges the fact that millennials’ aspirations, 

attitude towards work and development 

Preferences are different. Millennials – people born 

between 1980 and the early 2000s (Goldman 

Sachs, 2016) – are likely to be the fastest growing 

employee segment in the world. (CEB, 2014) 

Millennials constitute 25 percent of the workforce 

in the US and it is expected that they will constitute 

50 percent of the global workforce by 2020. (PwC, 

2011) Keeping in consideration the demographic 

dividend of India (having the highest proportion of 

youth in the world with more than 65 percent of its 

1.2 billion population under the age of 35 years) 

(Census, 2011), it is imperative that millennials 

will constitute a significant chunk of India’s multi-

generational workforce in years to come. But 

millennials cannot be considered as a 

homogeneous mass along with Gen X workforce. 

(CEB, 2014) A recent review by Lyons and Kuron 

(2014) provides evidence that attitudes and values 

have changed across the generations. 

 

With these changing dynamics at workplace, it 

becomes important to understand their 

characteristics for successfully attract, engage, 

motivate and retain them. Organizations have 

acknowledged their presence in their external 

customer segment by launching customized 

products to suit their needs. For example, 

Vodafone, India’s second largest mobile carrier, 

has launched an offering ‘Vodafone U, a unique 

lifestyle proposition for the youth combining 

music, data and voice at special rates. (The Hindu, 

2016). Millennials have experienced ‘helicopter 

parenting’ (Gillespie, 2014), i.e. they have been 

over-protected in their formative years as 

compared to Gen X who have been ‘latchkey kids’ 

mailto:h15077@astra.xlri.ac.in
https://search.informit.com.au/documentSummary;dn=104590998088008;res=IELAPA
http://www.goldmansachs.com/our-thinking/pages/millennials/
http://www.goldmansachs.com/our-thinking/pages/millennials/
https://www.cebglobal.com/
https://www.pwc.com/m1/en/services/consulting/documents/millennials-at-work.pdf
https://www.pwc.com/m1/en/services/consulting/documents/millennials-at-work.pdf
http://www.census2011.co.in/density.php
https://www.cebglobal.com/human-resources/millenial-talent.html
http://onlinelibrary.wiley.com/doi/10.1002/job.1913/full
http://onlinelibrary.wiley.com/doi/10.1002/job.1913/full
http://www.thehindu.com/news/cities/Hyderabad/u-for-youth-from-vodafone/article8609395.ece
http://www.thehindu.com/news/cities/Hyderabad/u-for-youth-from-vodafone/article8609395.ece
http://time.com/3154186/millennials-selfish-entitled-helicopter-parenting/
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(Blakemore, 2015), with relatively less parental 

supervision as compared to millennials. 

Millennials are characterized as tech savvy, 

globally oriented, development driven, 

individualistic and are eager to have diverse career 

moves rather than fixed promotions and job 

stability.  

 

LITERATURE REVIEW 

The internet has become indispensable for 

millennials (Lenhart et al. 2010) as more and more 

millennials are having multiple gadgets to access 

the internet. The millennials have adopted 

multitasking as one of the ways of life (Oblinger, 

2003) as they are getting accustomed to engage in 

several activities simultaneously such as music 

listening, message sending and internet browsing. 

Millennials perceive technology to be the sixth 

sense in their interaction with the physical world. 

(Hershatter and Epstein, 2010) It is no wonder that 

millennials are sometimes called as digital natives 

due to such an intense immersion with technology. 

However, there are certain stereotypes attached 

with millennials such as being upfront, disloyal and 

disrespectful (Myers and Sadaghiani, 2010), but it 

needs to be kept in consideration that such 

stereotypes are just the tip of iceberg and shouldn’t 

be taken at face value. It is true that aspirations and 

characteristics of the millennials are different, thus 

making it imperative to understand the changing 

dynamics at workplace to attract, retain and 

motivate millennials. (Deal et al. 2010) Millennials 

are perhaps the most social conscious and aware 

generations of all times and perceive work as one 

of the important pillars of life, but not the only one. 

(Meister and Willyerd, 2010) They want 

opportunities for both personal and professional 

development, and seek work that is aligned with 

their knowledge, skills and activities. 

 

CULTURE FOR MILLENNIALS 

The millennial generation entering the workforce is 

reshaping the workplace norms, values and beliefs 

in an unimaginable manner. There are two primary 

characteristics which distinguish millennials from 

Gen X and baby boomers. 

 

POWERED BY TECHNOLOGY 

One of the unique characteristics of millennials is 

their affinity with the digital world. Ever since their 

childhood, their formative years, their early years 

of socialization, they have been exposed to 

broadband, computers, smartphones and internet. 

41 percent of millennials prefer to communicate 

electronically rather than face-to-face interactions. 

(PWC, 2011) Millennials expect the technologies 

empowering their personal lives will also drive 

innovation and communication in the workplace. 

Millennials want the organization’s IT policy to be 

in sync with their requirements, for example, 

allowing employees to access social media at work 

using the intranet and offering a choice of 

smartphone as an employee benefit. Millennial 

expect a workplace whose technology ecosystem 

encompasses instant messaging, video-on-demand, 

blogs, social networking, and wikis.  

 

IMPORTANCE OF WORK LIFE BALANCE 

The work life balance is one of the topmost 

priorities of millennials and it has been reinforced 

by the findings of the PwC report – 95 percent of 

respondents have rated work life balance as 

‘important’ and 70% of respondents have rated it 

as ‘very important’. (PWC, 2011) New norms in 

workplace such as flexible work arrangements, 

flexible work schedules, tele-commuting, virtual 

offices and work from home are emerging. 

Millennials do not believe that productivity of an 

employee is directly proportional to hours spent at 

workplace. Instead, they wish to be rewarded for 

their results rather than the efforts put in the 

workplace. There are certain assumptions 

regarding millennials which are true, for instance, 

they expect to be promoted faster and paid more, 

they have less loyalty towards the organization and 

hence more opportunistic behavior, they want rapid 

http://daily.jstor.org/latchkey-generation-bad/
http://www.pewinternet.org/files/old-media/Files/Reports/2010/PIP_Social_Media_and_Young_Adults_Report_Final_with_toplines.pdf
http://er.educause.edu/~/media/files/article-downloads/erm0342.pdf
http://er.educause.edu/~/media/files/article-downloads/erm0342.pdf
http://link.springer.com/article/10.1007/s10869-010-9160-y
http://link.springer.com/article/10.1007/s10869-010-9172-7
http://link.springer.com/article/10.1007/s10869-010-9177-2
https://hbr.org/2010/05/mentoring-millennials
https://www.pwc.com/m1/en/services/consulting/documents/millennials-at-work.pdf
https://www.pwc.com/m1/en/services/consulting/documents/millennials-at-work.pdf
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career promotions. (CEB, 2014) However, there 

are certain myths regarding millennials which 

unnecessarily create complications and lead to 

organizations focusing on the wrong aspects while 

managing this generational cohort. 

 

MYTH 1: MILLENNIALS WOULD OPT FOR 

COLLABORATION, INSTEAD OF 

COMPETITION. 

 

Millennials are viewed as collaborators, team 

players, diverse, optimistic, and socially conscious 

and a highly educated cultural cohort. It is believed 

that their early and supervised exposure to team 

sports has played a huge role in shaping them up as 

excellent team players and collaborators. (Brack 

and Kelly, 2012) Millennials are natural 

collaborators, especially when the group’s purpose 

ad missions are understood. (Spiegel, 2011) 

However, a recent study of 10,000 millennials by 

CEB points out that millennials are more 

competitive than non-millennials. In fact, 58 

percent of millennials admit to comparing their 

performance to their peers versus 48% of workers 

in other generations. Gen Y seems to be driven by 

performance relative to their peers rather than just 

their absolute performance. This makes it really 

difficult for them to trust their peers. (CEB, 2014) 

We believe that generation, by no means, should be 

an indicator of a collaborative or a competitive 

behavior.  We agree that the Gen Y today, are 

digitally native and spend most of their time on 

collaborative tools such as Facebook, Twitter, IM 

and other platforms, but the real essence of 

collaboration goes beyond these tools. 

Collaboration implies creating value by working 

together. Such behavior can also be easily found 

within people of older generations working in 

traditional industrial companies, without any 

exposure to a collaborative tool or workplace. We, 

in no way, recommend the organizations to de-

emphasize on collaborative structures within the 

organizations as they will ultimately motivate the 

employees to perform better regardless of their age. 

However, emphasizing only on generational 

differences while creating a cultural divide 

between competition and collaboration would be a 

folly.   

MYTH 2: MILLENNIALS DEPEND ON 

PEERS TO GET THEIR WORK DONE 

 

Millennials are often accused of being lazy and 

overly dependent on people within their networks 

to finish their tasks. However, research shows that 

37% of millennials only trust themselves to 

successfully complete their tasks whereas only 

26% of non-millennials feel this way. 78% of 

millennials use social networking sites and seem 

way more connected than non-millennials, but their 

internal networks are much smaller. Another issue 

that stems up is that of trust. (CEB, 2014) Despite 

of the connections and the inputs that they might 

receive, millennials choose not to trust their peers. 

Only 19% of millennials say that people can be 

trusted (Taylor et al. 2014) However, they do seem 

to value the opinions of their managers. This 

phenomenon, we believe, might have its roots in 

‘helicopter parenting’. (Gillespie, 2014) As young 

children, millennials have been under the constant 

supervision of their parents, where they have 

grown to be skeptical of other children of their age, 

and have learned to trust their parents. 

Organizations need to invest in a culture of 

building meaningful relationships at work. Only 

when the organizations value the input of their 

peers, they can trust them and rely on them. This 

will actually help drive up the internal networking 

within enterprises. 

 

MYTH 3: MILLENNIALS WANT TO 

ORGANIZATION HOP 

 

There is a prevalent notion that millennials are 

always looking out for better opportunities outside 

their workplace. However, studies show that 

millennials are as likely to look for opportunities 

inside the workplace, as outside their workplace. 

They want to experience ‘hop’, not necessarily an 

https://www.cebglobal.com/
https://www.kenan-flagler.unc.edu/executive-development/custom-programs/~/media/DF1C11C056874DDA8097271A1ED48662.ashx
https://www.kenan-flagler.unc.edu/executive-development/custom-programs/~/media/DF1C11C056874DDA8097271A1ED48662.ashx
https://www.americanexpress.com/us/small-business/openforum/articles/why-hiring-millennials-is-good-for-your-business/
https://www.cebglobal.com/
https://www.cebglobal.com/
http://www.pewsocialtrends.org/files/2014/03/2014-03-07_generations-report-version-for-web.pdf
http://time.com/3154186/millennials-selfish-entitled-helicopter-parenting/
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organizational hop. Millennials want flexibility in 

their jobs, and an opportunity to learn and 

contribute. (Newman, 2010) They need to be given 

an environment which is comfortable, and inspires 

them to contribute without the fear of being 

criticized. (Spiegel, 2011). Organizations should 

help the millennials identify diverse career 

opportunities within the organization, rather than 

just providing avenues for career acceleration. This 

will actually help improve millennials’ desire to 

stay within the organization. 

 

 

PRIMARY RESEARCH 

 

In order to build a model for employee engagement 

and provide recommendations, we conducted 

primary research on 68 millennial. We used 

‘Known Group Sampling’ to reach our target 

population which comprised individuals in the age 

group of 24-30 years .We created a survey with 43 

questions which aimed to measure individuals’ 

preference in terms of attributes they wish from 

their workplace and the organizational 

effectiveness in providing those attributes. We also 

measured the engagement of these individuals 

using Utrecht Work Engagement scale. 

 

THE KEY FINDINGS FROM THE SURVEY 

WERE: 

 

1. The top 5 attributes desired by the millennials 

are Compensation, Challenging Work, 

Recognition, Job Impact, Career Growth 

 

2. The least 5 attributes desired by employees are 

Relations with Co-workers, Teamwork/ 

Collaboration, Opportunity to take risks, 

Work-Life Balance, Benefits. 

 

3. The preference for the top 5 attributes does not 

vary with gender. 

 

4. From amongst the top 5 attributes, Career 

Growth and Compensation are least 

effectively provided by organizations, and 

Job impact, Challenging Work are moderately 

been provided, and only Recognition is very 

effectively been provided 

 

5. From amongst the least 5 attributes, Co-

workers, Teamwork/ Collaboration, 

Benefits are the most effectively provided by 

organizations whereas Work Life Balance and 

Opportunity to take risks aren't provided 

effectively which is good. 

 

We also conducted 24 interviews and 2 Focus 

Group Discussions with our target population. 

Based on these discussions and survey findings, we 

generated a set of 3 hypotheses about engagement 

of millennials. We tested these hypothesis using 

statistical tests in SPSS in order to come up with 

recommendations 

 

H1: Employees are highly engaged if employers 

effectively provide their desired attributes 

This hypothesis was tested using the Spearman 

Correlation test, and was accepted (r =.62, p 

<0.05).  

 

It implies that there will be high engagement of 

employees if there exists a fit between EVP offered 

by employers & expectations of employees. 

 

H2: Highly engaged employees have a lesser 

chance of leaving the organization 

This hypothesis was tested using the Spearman 

Correlation test, and was accepted (r =.35, p 

<0.05).  

 

Employees highly engaged with organizations will 

exhibit organizational loyalty, demonstrate 

organization citizenship behaviour & associate 

with org. for a long term. 

 

H3: If organizations effectively provide the top 

4 attributes, which are compensation, 

challenging Work, job impact and career 

growth, then the employees are more engaged 

http://finance.youngmoney.com/entrepreneur/managing-millennials-in-the-workforce/
https://www.americanexpress.com/us/small-business/openforum/articles/why-hiring-millennials-is-good-for-your-business/
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This hypothesis was tested using the Spearman 

Correlation test, and was accepted (r =.73, p 

<0.05). 

Recognition was excluded from this hypothesis as 

it is already being effectively provided the 

organizations. Employee engagement is an 

outcome of the fit between attributes provided by 

the organization, and expectation of the employees. 

Effective provision of these desired attributes goes 

a long way in boosting employee engagement. 

 

ENGAGEMENT OF MILLENNIALS 

 

There is a trend among organizations to outsource 

engagement surveys to third parties specializing in 

conducting employee engagement surveys, be it 

widely used Gallup’s Q12 Engagement Model 

(Harter et al. 2012) or Aon Hewitt (Aon, 2010) or 

CEB [CHRO Quarterly, 2015]. But after studying 

all these models, we have noticed one common 

trend – these models are good for evaluating the 

engagement levels of all employees in general, but 

do not give any meaningful insights specifically 

pertaining to millennials in particular. As 

engagement of millennials requires dedicated 

initiatives, recommendations from general 

employee engagement model will not suffice the 

organization’s purpose.  

The organizations should design their specific 

millennial engagement model by identifying the 

top engagement drivers for millennials in that 

organization and designing an engagement strategy 

aligned with organization’s values and mission. 

The engagement initiatives should predominantly 

be designed on a digital platform as most of the 

millennials have high affinity to the digital 

landscape. In the short run, we intend to achieve 

Engagement outcomes primarily which will drive 

Business outcomes in the long run.  

 

ENGAGEMENT OUTCOMES 

 

In the short run, the organizations should intend to 

achieve following three engagement outcomes for 

addressing immediate business needs:- 

1. Speak: The millennials should be willing to 

speak positively about the organization to 

colleagues, customers, potential employees, 

general public, press and the government. 

There should be an increase in number of 

referrals by the virtue of word of mouth 

communication. 

 

2. Feel: The millennials should be able to 

associate their identity with the organization, 

develop a sense of belongingness to the 

organization and visualize their growth and 

long term association with the organization. 

The millennials should keep their goals in sync 

with the organizational goals so that they can 

see themselves as partners and not just 

employees to the organization. 

 

3. Strive: The millennials should be motivated 

enough to go beyond the line of duty, to engage 

in organization citizenship behavior and to 

collaborate with employees for the success of 

the organization as a whole. The millennials 

should inculcate a culture of knowledge 

sharing and cooperation which can build non-

imitable organizational capabilities, thus 

providing the organization a competitive 

advantage over its rivals. 

 

BUSINESS OUTCOMES 

 

The engagement outcomes will drive business 

outcomes in the long run. We intend to measure 

eleven metrics classified under four broad heads, 

namely Financial, Customer, Operational and 

Talent. (Refer Table 1) 

 

APPROACH FOR ACHIEVING THE 

OUTCOMES 

 

We have developed an eight step approach for 

driving engagement strategies among millennials 

in the organization. The approach is as following:- 

 

1. Identification of target millennials: 

https://strengths.gallup.com/private/resources/q12meta-analysis_flyer_gen_08%2008_bp.pdf
http://www.aon.com/attachments/engagement_2%200_oct2010.pdf
https://www.cebglobal.com/
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At the very onset, we need to identify our target 

group of millennials. We first intend to launch 

the engagement model only for millennials 

who are Full Time Employees (FTEs) of the 

organization as they will be driving the core 

functions of the business. Attrition in FTE 

segment is much more dysfunctional for the 

organization as compared to attrition in the 

third party/contractor/vendor segment.  

 

2. Development of insights and constructs for 

survey: 

We need to develop a comprehensive 

understanding of our target millennial segment 

in order to identify broad insights and 

constructs for the organization specific 

Millennial Engagement Survey. By using the 

technique of stratified sampling, we will select 

employees for focused group discussions and 

personal interviews. The interviews will be 

unstructured and open ended in nature so that 

millennials can engage in talking and we can 

engage in listening and understanding their 

perspective. There can be four cases of 

reporting relationships in the organization 

which are as following:- 

 

 Millennial(s) managing Millennial(s) 

 Millennial(s) managing Non-Millennial(s) 

 Non-Millennial(s) managing Millennial(s) 

 Non-Millennial(s) managing Non-

Millennial(s) (Refer Fig.1) 

 

Here, the word ‘Sup’ stands for supervisor and 

the acronym ‘DR’ stands for Direct Report. 

While conducting interviews, the 

organizations should select millennials who 

are either managing millennials or are being 

managed by millennials or both but should not 

select non-millennials managing non-

millennials.  

 

3. Development of a model for millennial 

engagement: 

A model for engagement of millennials is 

generated on the basis of millennials’ 

perceptions regarding various attributes of 

Employee Value Proposition (EVP). The 

model formed, thereafter, will form the 

skeleton of the organization specific Millennial 

Engagement Survey. Based on our primary and 

secondary research, we have developed a 

generic model for millennial engagement 

which needs to be modified as per the 

organization context and millennials 

preferences.  (Refer Fig. 2) 

 

4. Survey administration, Engagement drivers 

identification, Benchmarking of best 

practices and rollout of engagement 

initiatives 

The millennial engagement survey should be 

digital in nature due to the millennials 

inclination towards digital media and will be 

launched on an external portal, say 

QuestionPro or SurveyMonkey or Qualtrics 

rather than the organization’s intranet – 

traditional Microsoft Outlook InfoPath. This 

administration of survey should be done 

externally for obtaining candid, frank and 

honest responses from the millennials. In the 

survey objective type questions, we intend to 

use 7-point Likert scale instead of prevalent 5-

point Likert scale. (Murphy, 2011) The reason 

behind abandoning of 5-point scale (“very 

dissatisfied”, “somewhat dissatisfied”, 

“neither satisfied nor dissatisfied”, “somewhat 

satisfied”, “very satisfied”) is that a major 

proportion of respondents fill the latter three 

responses – “neither satisfied nor dissatisfied”, 

“somewhat satisfied”, “very satisfied”. 

Employees have a tendency to go for ‘socially 

acceptable’ responses and not for extreme 

negatives because of the fear of retribution and 

witch hunting. This defeats the entire purpose 

of survey because normal distribution of 

responses is not achieved and 5-point scale gets 

reduced to 3-point scale, thus giving a lesser 

spread. By using 7-point scale having the same 

https://cdn.shopify.com/s/files/1/0860/7364/files/Leadership-IQ-Whitepaper_Why-5-Point-Scales-Dont-Work.pdf
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extremes of ‘very dissatisfied’ and ‘very 

satisfied’, the responses will have a relatively 

better normal distribution as 7-point scale will 

get converted to 5-point scale, thus providing a 

better spread.  

 

Analyzing the survey results, organizations should 

try to identify the engagement drivers for 

millennials pertaining to the organization. 

Generally, the drivers for millennials are classified 

as growth opportunities, work content, rewards 

optimization and organization policies towards 

ethics and diversity and inclusion. Based on the 

frequency distribution of responses in the survey, 

the organizations should rank the drivers in order 

of increasing importance. At this stage, we will also 

classify the millennials as “highly engaged”, 

“moderately engaged”, “actively disengaged” and 

“passively disengaged”. 

 

The organizations should strive to develop a broad 

understanding of the millennials engagement 

strategies prevalent in following four kinds of 

organizations:- 

 

 Organizations of similar size and scale  

 Organizations to whom the current firm loses 

millennials  

 Organizations from where the current firm 

hires millennials  

 Competitors in same industry 

 

Regarding the comparator basket (comprising of 

best in class and relevant organizations), there will 

be around three or four baskets B1, B2, B3, and B4 

(if any) after taking in account the organizations 

overlapping in above four categories. 

 

Finally, the organizations should develop 

engagement initiatives which will be based on the 

drivers of millennial engagement. We will strive to 

leverage the recent techniques such as process 

gamification and digital feedback for retaining and 

motivating millennials. 

EMPOWERMENT OF MILLENNIALS 

 

We need to empower our millennials with 

organizational policies that can offer more 

flexibility, team collaboration and appreciation. 

Millennials are entering the workforce in record 

numbers and rising up through the leadership 

ranks, as Gen X workers retire from their positions. 

In order to lay a solid foundation for the future 

success of the business, this generation needs to be 

empowered through a strategy which speaks to 

them. Millennials are more likely to be motivated 

by extrinsic rather than intrinsic rewards. (Twenge, 

2010) Also, millennials have a greater sense of 

entitlement and are also more likely to appreciate 

accountability. (Laird et al. 2015) Based on such 

findings, we suggest a 6 pronged approach to 

design a strategy that effectively empowers 

millennials: 

 

1. DECIDE ON THE SCOPE OF YOUR 

IMPACT 

Assess the extent of impact millennials have on 

your business, i.e. the vendors, consumers, 

competitors etc. The extent of your 

empowerment should be closely related to the 

extent of impact they create. 

 

2. IDENTIFY THE POTENTIAL 

MILLENNIAL LEADERS  

The organization should provide a platform to 

millennials, to prove their leadership mettle 

and nurture the ones with high leadership 

potential. The organizations should also keep 

an eye on the budding leaders within the rival 

companies, and the strategies adopted for their 

empowerment 

 

3. CREATE A MILLENNIAL ADVISORY 

COUNCIL 

Nothing drives millennials more than the 

opportunity to drive an impact. The millennials 

need to be given a voice at the table, in order to 

buy their trust or loyalty. 

 

http://link.springer.com/article/10.1007/s10869-010-9165-6
http://link.springer.com/article/10.1007/s10869-010-9165-6
http://www.emeraldinsight.com/doi/full/10.1108/JMP-08-2014-0227
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4. GIVE THEM OPPORTUNITIES FOR 

SOLVING CHALLENGING PROBLEMS 

Organizations need to enlighten the employees 

with the biggest challenges and issues facing 

the company, and ask for their inputs on 

solutions and strategies. There should be a 

clear articulation of what they are expected to 

achieve, but not ‘how’ they are expected to 

achieve them.  

 

5. ENCOURAGE INNOVATION 

Millennials are prone to being multi taskers 

who can get bored easily, and hence provide 

them with opportunities to try new approaches. 

They might result in one of the biggest ideas 

for the organization 

 

6. RUN PILOT PROGRAMS 

The organizations should come up with a lot of 

high engagement, high impact initiatives, that 

can enable them to clearly and quickly see the 

results. Decide on the ones that work, and 

implement them throughout the organization 

 

CONCLUSION 

 

In this paper, we tried to understand the 

characteristics of the millennial and break myths 

surrounding them. It is very important to 

understand that this generation has had a different 

upbringing as compared to the previous 

generations. On basis of our research, we have 

zeroed down on 5 motivating factors – 

Compensation, Recognition, Challenging work, 

job impact and challenging growth. The 

organizations must focus on providing these 

attributes effectively to millennials, as fulfilment of 

these attributes leads to better engagement 

outcomes, which in turn drive the business 

outcomes. Engaged employees also tend to display 

lesser chances of leaving the organization. The 

organizations must move away from their ‘One-

size-fits-all’ policies and start designing policies 

for the empowerment of millennials. 

REFERENCES 

 

 Blakemore, E. (2015, November 9). THE 

LATCHKEY GENERATION: HOW BAD 

WAS IT? 

 

 Brack, J., & Kelly, K. (2012). Maximizing 

Millennials in the Workplace (Rep.). Retrieved 

from https://www.kenan-

flagler.unc.edu/executive-

development/custom-

programs/~/media/DF1C11C056874DDA809

7271A1ED48662.ashx 

 

 CHRO Quarterly A Magazine for Chief 

Human Resources Officers. (2015). Retrieved 

December 14, 2016, from 

https://www.cebglobal.com/ Corporate 

Executive Board 

 

 Correspondent, S. (2016). 'U' for youth from 

Vodafone. Retrieved December 14, 2016, from 

http://www.thehindu.com/news/cities/Hydera

bad/u-for-youth-from-

vodafone/article8609395.ece 

 

 Deal, J. J., Altman, D. G., & Rogelberg, S. G. 

(2010). Millennials at work: What we know 

and what we need to do (if anything). Journal 

of Business and Psychology, 25(2), 191-199. 

 

 Density of India. (2011). Retrieved December 

14, 2016, from 

http://www.census2011.co.in/density.php 

 

 Donnison, S. (2007). Unpacking the 

Millennials: a cautionary tale for teacher 

education. Australian Journal of Teacher 

Education (Online), 32(3), 1. 

 

 Engagement 2.0 Focus on the Right People. 

Build the Excitement. Preserve the 

Passion. [Aon Hewitt]. (2010). 

 

http://daily.jstor.org/latchkey-generation-bad/
http://daily.jstor.org/latchkey-generation-bad/
http://daily.jstor.org/latchkey-generation-bad/
https://www.kenan-flagler.unc.edu/executive-development/custom-programs/~/media/DF1C11C056874DDA8097271A1ED48662.ashx
https://www.kenan-flagler.unc.edu/executive-development/custom-programs/~/media/DF1C11C056874DDA8097271A1ED48662.ashx
https://www.kenan-flagler.unc.edu/executive-development/custom-programs/~/media/DF1C11C056874DDA8097271A1ED48662.ashx
https://www.kenan-flagler.unc.edu/executive-development/custom-programs/~/media/DF1C11C056874DDA8097271A1ED48662.ashx
https://www.kenan-flagler.unc.edu/executive-development/custom-programs/~/media/DF1C11C056874DDA8097271A1ED48662.ashx
https://www.cebglobal.com/
http://www.thehindu.com/news/cities/Hyderabad/u-for-youth-from-vodafone/article8609395.ece
http://www.thehindu.com/news/cities/Hyderabad/u-for-youth-from-vodafone/article8609395.ece
http://www.thehindu.com/news/cities/Hyderabad/u-for-youth-from-vodafone/article8609395.ece
http://link.springer.com/article/10.1007/s10869-010-9177-2
http://link.springer.com/article/10.1007/s10869-010-9177-2
http://link.springer.com/article/10.1007/s10869-010-9177-2
http://link.springer.com/article/10.1007/s10869-010-9177-2
http://www.census2011.co.in/density.php
https://search.informit.com.au/documentSummary;dn=104590998088008;res=IELAPA
https://search.informit.com.au/documentSummary;dn=104590998088008;res=IELAPA
https://search.informit.com.au/documentSummary;dn=104590998088008;res=IELAPA
https://search.informit.com.au/documentSummary;dn=104590998088008;res=IELAPA
http://www.aon.com/attachments/engagement_2%200_oct2010.pdf
http://www.aon.com/attachments/engagement_2%200_oct2010.pdf
http://www.aon.com/attachments/engagement_2%200_oct2010.pdf


  ELK Asia Pacific Journals – 978-93-85537-03-5 

  4th IHRC -2017 

 

9 
 

 Gillespie, N. (2014, August 21). Millennials 

Are Selfish and Entitled and Helicopter Parents 

Are to Blame. Retrieved December 14, 2016, 

from http://time.com/3154186/millennials-

selfish-entitled-helicopter-parenting/ 

 

 Harter, J. K., Schmidt, F. L., Killham, E. A., & 

Asplund, J. W. (1998). Q12 ® Meta-Analysis. 

 

 Hershatter, A., & Epstein, M. (2010). 

Millennials and the world of work: An 

organization and management 

perspective. Journal of Business and 

Psychology, 25(2), 211-223. 

 

 Laird, M. D., Harvey, P., & Lancaster, J. 

(2015). Accountability, entitlement, tenure, 

and satisfaction in Generation Y. Journal of 

Managerial Psychology,30(1), 87-100. 

 

 Lenhart, A., Purcell, K., Smith, A., & Zickuhr, 

K. (2010, February 3). Social Media & Mobile 

Internet Use among Teens and Young 

Adults (Rep.). Retrieved from 

http://www.pewinternet.org/files/old-

media/Files/Reports/2010/PIP_Social_Media_

and_Young_Adults_Report_Final_with_topli

nes.pdf 

 

 Lyons, S., & Kuron, L. (2014). Generational 

differences in the workplace: A review of the 

evidence and directions for future 

research. Journal of Organizational 

Behavior, 35(S1), S139-S157. 

 

 Meister, J. C., & Willyerd, K. (2010, May). 

Mentoring Millennials. Retrieved December 

14, 2016, from 

https://hbr.org/2010/05/mentoring-millennials 

 

 Millennials at work Reshaping the 

workplace [PwC]. (2011). 

 

 Millennials Infographic. (2016). Retrieved 

December 14, 2016, from 

http://www.goldmansachs.com/our-

thinking/pages/millennials/ 

 

 Murphy, M. (2011). Why 5 Point Scales Don’t 

Work (and other problems with employee 

surveys). Leadership IQ. 

 

 Myers, K. K., & Sadaghiani, K. (2010). 

Millennials in the workplace: A 

communication perspective on millennials’ 

organizational relationships and 

performance. Journal of Business and 

Psychology, 25(2), 225-238. 

 

 Newman, C. (2010, March 31). Managing 

Millennials in the Workforce. Retrieved 

December 14, 2016, from 

http://finance.youngmoney.com/entrepreneur/

managing-millennials-in-the-workforce/ 

 

 Oblinger, D. (2003). Boomers gen-xers 

millennials. EDUCAUSE review, 500(4), 37-

47. 

 

 Spiegel, D. (2011, July 20). Why Hiring 

Millennials Is Good For Your Business. 

Retrieved December 14, 2016, from 

https://www.americanexpress.com/us/small-

business/openforum/articles/why-hiring-

millennials-is-good-for-your-business/ 

 

 Taylor, P., Doherty, C., Parker, K., & 

Krishnamurthy, V. (2014, March 

7). Millennials in Adulthood: Detached from 

Institutions, Networked with Friends (Rep.). 

Retrieved from 

http://www.pewsocialtrends.org/files/2014/03

/2014-03-07_generations-report-version-for-

web.pdf 

 

 The Millennial Myth. (2014). Retrieved 

December 14, 2016, from 

http://time.com/3154186/millennials-selfish-entitled-helicopter-parenting/
http://time.com/3154186/millennials-selfish-entitled-helicopter-parenting/
https://strengths.gallup.com/private/resources/q12meta-analysis_flyer_gen_08%2008_bp.pdf
https://strengths.gallup.com/private/resources/q12meta-analysis_flyer_gen_08%2008_bp.pdf
http://link.springer.com/article/10.1007/s10869-010-9160-y
http://link.springer.com/article/10.1007/s10869-010-9160-y
http://link.springer.com/article/10.1007/s10869-010-9160-y
http://link.springer.com/article/10.1007/s10869-010-9160-y
http://link.springer.com/article/10.1007/s10869-010-9160-y
http://www.emeraldinsight.com/doi/full/10.1108/JMP-08-2014-0227
http://www.emeraldinsight.com/doi/full/10.1108/JMP-08-2014-0227
http://www.emeraldinsight.com/doi/full/10.1108/JMP-08-2014-0227
http://www.emeraldinsight.com/doi/full/10.1108/JMP-08-2014-0227
http://www.pewinternet.org/files/old-media/Files/Reports/2010/PIP_Social_Media_and_Young_Adults_Report_Final_with_toplines.pdf
http://www.pewinternet.org/files/old-media/Files/Reports/2010/PIP_Social_Media_and_Young_Adults_Report_Final_with_toplines.pdf
http://www.pewinternet.org/files/old-media/Files/Reports/2010/PIP_Social_Media_and_Young_Adults_Report_Final_with_toplines.pdf
http://www.pewinternet.org/files/old-media/Files/Reports/2010/PIP_Social_Media_and_Young_Adults_Report_Final_with_toplines.pdf
http://onlinelibrary.wiley.com/doi/10.1002/job.1913/full
http://onlinelibrary.wiley.com/doi/10.1002/job.1913/full
http://onlinelibrary.wiley.com/doi/10.1002/job.1913/full
http://onlinelibrary.wiley.com/doi/10.1002/job.1913/full
http://onlinelibrary.wiley.com/doi/10.1002/job.1913/full
https://hbr.org/2010/05/mentoring-millennials
https://www.pwc.com/m1/en/services/consulting/documents/millennials-at-work.pdf
https://www.pwc.com/m1/en/services/consulting/documents/millennials-at-work.pdf
http://www.goldmansachs.com/our-thinking/pages/millennials/
http://www.goldmansachs.com/our-thinking/pages/millennials/
https://cdn.shopify.com/s/files/1/0860/7364/files/Leadership-IQ-Whitepaper_Why-5-Point-Scales-Dont-Work.pdf
https://cdn.shopify.com/s/files/1/0860/7364/files/Leadership-IQ-Whitepaper_Why-5-Point-Scales-Dont-Work.pdf
https://cdn.shopify.com/s/files/1/0860/7364/files/Leadership-IQ-Whitepaper_Why-5-Point-Scales-Dont-Work.pdf
http://link.springer.com/article/10.1007/s10869-010-9172-7
http://link.springer.com/article/10.1007/s10869-010-9172-7
http://link.springer.com/article/10.1007/s10869-010-9172-7
http://link.springer.com/article/10.1007/s10869-010-9172-7
http://link.springer.com/article/10.1007/s10869-010-9172-7
http://link.springer.com/article/10.1007/s10869-010-9172-7
http://finance.youngmoney.com/entrepreneur/managing-millennials-in-the-workforce/
http://finance.youngmoney.com/entrepreneur/managing-millennials-in-the-workforce/
http://er.educause.edu/~/media/files/article-downloads/erm0342.pdf
http://er.educause.edu/~/media/files/article-downloads/erm0342.pdf
http://er.educause.edu/~/media/files/article-downloads/erm0342.pdf
https://www.americanexpress.com/us/small-business/openforum/articles/why-hiring-millennials-is-good-for-your-business/
https://www.americanexpress.com/us/small-business/openforum/articles/why-hiring-millennials-is-good-for-your-business/
https://www.americanexpress.com/us/small-business/openforum/articles/why-hiring-millennials-is-good-for-your-business/
http://www.pewsocialtrends.org/files/2014/03/2014-03-07_generations-report-version-for-web.pdf
http://www.pewsocialtrends.org/files/2014/03/2014-03-07_generations-report-version-for-web.pdf
http://www.pewsocialtrends.org/files/2014/03/2014-03-07_generations-report-version-for-web.pdf


  ELK Asia Pacific Journals – 978-93-85537-03-5 

  4th IHRC -2017 

 

10 
 

https://www.cebglobal.com/human-

resources/millenial-talent.html  

 

 Twenge, J. M. (2010). A review of the 

empirical evidence on generational differences 

in work attitudes. Journal of Business and 

Psychology, 25(2), 201-210. 

 

 Understanding and Managing the Millennial. 

(2014). Retrieved December 14, 2016, from 

https://www.cebglobal.com/ Corporate 

Executive Board 

 

 What’s True about Millennials…And What’s 

Not. (2014). Retrieved December 14, 2016, 

from https://www.cebglobal.com/ Corporate 

Executive Board. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.cebglobal.com/human-resources/millenial-talent.html
https://www.cebglobal.com/human-resources/millenial-talent.html
http://link.springer.com/article/10.1007/s10869-010-9165-6
http://link.springer.com/article/10.1007/s10869-010-9165-6
http://link.springer.com/article/10.1007/s10869-010-9165-6
http://link.springer.com/article/10.1007/s10869-010-9165-6
https://www.cebglobal.com/
https://www.cebglobal.com/


  ELK Asia Pacific Journals – 978-93-85537-03-5 

  4th IHRC -2017 

 

11 
 

LIST OF FIGURES: 

 

 

 

 

 

Figure 1: Four cases of reporting relationships  
 

 

 

 

 

Figure 2: A generic millennial engagement model  
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Table 1: Business outcomes and their respective metrics 

 

Business Outcomes Metric 

Financial 

Increase in total shareholder return 

Increase in earnings per share 

Increase in revenue or sales growth 

Customer 

Increase in number of repeat customers 

Increase in Net Promoter Score (NPS) 

Increase in customer satisfaction 

Operational 
Increase in safety of the millennials 

Increase in productivity of the millennials 

Talent 

Better wellness of millennials 

Lower absenteeism among millennials 

Increase in retention rate among millennials 

 

 


