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Mallory’s Gen Y profile, 200-201

Maloney, Dave, 61

Managers: being a role model in
shedding Gen Y myths, 72,
286; developing shared vision

with Gen Y worker, 120-121;
don’t lower your standards for
qualified employees, 72-73;
Gen Y view on authority vs.
authentic leadership by, 60-61;
importance of one-on-one com-
munication by, 52-54; toxic
work environment created by
some, 83; transitioning from
the old rules to the new reality,
219-234, 289; understanding
that leadership of people is the
point, 133-134; why they need
emotional intelligeace (EQ),
208-209. See also Lcaders

Man’s Search foi-Meaning
(Frankl). o

Marketplaco: Gen Y life experi-
ence i the, 97; Gen Y under-
staring of customer perspective
in the, 97-98; Gen Y’s under-
standing of the global, 94-95

Markham, Reed, 144

Marriage delay, 104, 105-106, 289

Massey University (New Zea-
land), 135

Mastery: “doing” and not just
“knowing,” 275-276, 289-290;
“quitting too soon” to reach,
267-270; 10,000 hours of
targeted practice to reach,
274-275

Maurices (chain stores), 220-221

Mayer, John D., 206

Mayo Clinic, 160

Media, Gen Y stereotypes driven
by the, 32-33

Meetings: “device-less,” 59; one-
on-one process, 227; primary
goals of your, 210; scheduling
state-of-the-business, 257
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Meghan’s Gen Y profile, 213-214

Mentoring: Gen Y’s desire for
leader, 85; insights on Gen Y
and desire for authentic, 123;
reverse, 255. See also Coaching

Mentors: authentic, 123; char-
acteristics and actions by, 130;
helping folks to “just be,” 155;
institute a reverse-mentoring
program with Gen Yer as, 255;
world-class performers seek
out, 143, 155-157. See also
Coaches

Mergers and acquisitions transi-
tion, 26

Messenger, judging the,
148-149

Millennials. See Gen Y
(Millennials)

Milosfsky, Charles, 104

Miscommunication, 172-173

Momentum: flywheel concept
on team, 187-188; leadership
building and maintzaining,
184-185, 186, 138

Moods, 211

Morris, Ron, &Y

Motivatios: “xuto pilot,”
277-218; coaching opportu-
nity to instill Gen Y, 277-279

Multiple jobs, 104, 110-111, 289

Murray, Kristin, 135

N

NAFSA, 95

Narcissistic myth, 56, 286

Nelson, Bob, 191 9/11, 87

Nonverbal communication,
137-138

North Carolina State, 131, 137

Northwestern Mutual study, 265

(@)

“Ockham’s razor,” 116117

On-boarding: adjusting the
“factory settings” as part of,
243-245; creating a solid plan
for, 254-255

One-on-one process, 227

1001 Ways to Reward Employees
(Nelson), 191

Online reviews, 100

Organizational brand: re-selling
your, 256; recruiting Gen Y
employees for vour, 245-247

Organizational cuiture: beginning
the transiticn of your, 219-221;
change inanagement assess-
ment of your, 217-218; merg-
eis and acquisitions transition
of, 26; Sue Ross interview on
transitioning, 220-221; transi-
tioning to embrace Gen Y new
realities, 219-233, 289

Organizational surveys: as game
film feedback, 217; Gen Y/Mil-
lennials data gathered through,
218-219; how to prepare for
your, 217-218

Organizations: attracting and
retaining talent, 237-262;
change management assess-
ment of your, 217-218; change
management for improving your,
216-217; human investment
made by, 238-242; mergers and
acquisitions transition for, 26;
periodic “factory settings” adjust-
ments required by all, 243-245;
Teamers, Fence-Sitters, and Lot-
tery Ticket Winners in, 223-226

“The other”: Actor Observer Bias
toward, 25-26; Fundamental
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Attribution Error (FAE) about,
24, 26; need for each generation
to understand, 285-286; nega-

tive attributions made about,
24-26. See also Prejudices

P

Palko, Tyler, 271-273

Pampered and spoiled myth,
56-63, 286

Parenthood delay, 104,
105-106, 289

Parker, ].D.A., 207

Parker, Kay, 10, 121

Patten, Eillen, 121

Performance: “game film” feedback
on, 142, 143-144, 157-158,
175-180; need to focus rewards
not on tenure but on, 86; quickly
recovering from loss or mistakes
in, 143, 158-159; sometimes
counterintuitive approach to
improving, 141, 149-151

Performance management: fead-
back using one-on-oné,%59—
260; sustaining change through,
226; Perrin, Bob;115-119

Personal brands: tmportance of
building your own, 127-129;
some examples of, 129-130.
See also Leadership brands

Personal vision: developing a
shared vision of the Gen Y’s,
120-121; Gen Y’s development
of their own, 104, 118-119,
151-152, 289; identifying the
Gen Y’s, 120; The Work of
Leaders on crafting a, 180-181

Personality profiles, 143-144

Personality theory, 168

Personality types: communica-
tion problems between dif-
ferent, 163—164; learning to
communicate with different,
166-168; Mallory’s Gen Y
profile, 200-201; understand-
ing that people have different,
165-166. See also DiSC profiles

Peter T. Paul College of Business
and Economics (University of
New Hampshire), 203

Pew Research Center, 107, 121

Piel, Laura, 96

“The platform is burriirig”: Gen
y as the focus of; 2,218-220,
290; importaist of business
response_tH ¢Lianges brought
by, 290. See also Change

Positive self-talk, 143, 159-161

Powe-of laughter, 62-63

The Power of Positive
Thinking, 160

Practice makes perfect, 143,
157-158

Prahalad, C. K., 215

Predictive attribution, 24-25

Prejudices: attribution due to, 24;
definition of, 23; overcoming
Gen Y stereotypes and, 5-6,
31-33; toward the Gen Y, 5-6,
23-26, 32-33; urban legends
and media driving Gen Y,
32-33. See also Gen Y myths;
“The other”

Problem-solving skills, 99-100,
288

Psychology Today journal, 160

Q
“Quitting too soon,” 267-270
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R

Real-time feedback, 188-193, 271

Recovering from loss, 143,
158-159

Recruiting: Candidate Profile used
for, 247-248; job descriptions
used for, 248-250; for your
organizational brand, 245-247

Reeves, R., 128

Renaissance Personnel Group
Inc., 96

Research-oriented skills, 98, 288

Respect: authority vs. authentic
leaders and, 60-61; Gen Y myth
on their lack of, 64—66, 286

Retention: hiring job candidates
for, 248-254; performance
management for, 226,
259-260; strategic planning
for, 258-259. See also Turnover

Reticular activating system
(RAS), 153-154, 266

Retirement: Baby Boomesc mov-
ing toward, 3, 14, 147. Gen Y’s
post-recession beliets about,
123; need to retain knowledge
capital of workers moving to,
18-20, 202,271

Reverse mentoring, 255

Rewards/recognition: change
management use of, 223-226;
don’t search for compliments
instead of genuine, 190-191;
Gen Y myth on need for instant
gratification and, 4349, 286;
generations’ view of, 30t; having
a mechanism to provide timely,
47; need to focus on perfor-
mance and not tenure for, 86

Ries, A., 128

Rocco, Dom, 48-49

Rogers, Mr. (Frederick “Fred”
McFeely Rogers), 66

Rolsted, Jakob, 249-250

Ross, Sue, 220-221

S

Salovey, Peter, 206

Sarah’s Gen Y profile, 234-236

Sara’s Gen Y profile, 261-262

SaveUp.com, 81-82

Savings: Gen Y reduction of credit
card debt and increased, 80-82;
similarities between Gen Y and
the Greatese Generation, 81

Schultz, Floward, 194

Scientif'c American, 100

Scutizra, M., 151, 179

Self-assessment: benefits of con-
ducting a, 194; career planning,
195; flexible leadership style,
196; getting your own DiSC
profile as game film and, 197;
hiring, 194-195; managing your
film clips, 197-198; preventing
or resolving conflicts, 196197,
team building, 195-196. See
also “Game film” feedback

Self-awareness: effective commu-
nication as requiring, 164-165;
emotional intelligence (EQ)
and, 210

Self-esteem, 95-96

Self-motivation, 277-279

Self-policing teams, 183

Self-talk, 143, 159-161

Sendek, Herb, 69

Sense of security, 96

September 11, 2001, 87

Servant leadership, 134-135
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The Seven Habits of Highly Effec-
tive People (Covey), 37

Shapiro, Michael, 16

Shared vision development,
120-121

Situational leadership style, 135

Six Sigma, 216

Skills. See Gen Y key skills;
World-class performer skills

Slacker myth, 38-42, 286

Slowing down time, 154-155

Smallwood, N., 128, 139

Smith, Dean, 131, 132

Starbucks, 194

State-of-the-business meetings,
257

Stereotypes: Gen Y, 5-6, 23-26,
32-33; overcoming Gen Y, 5-6,
31-33. See also Gen Y myths

Straw, J., 151, 179

Student debt burden, 79-80

Surveys: as game film feedback,
217; Gen Y/Millennials data
gathered through, 218-21%;how
to prepare for your, 217216

T

Talent: accurate i6h-descriptions
for attracting, 248-250; ACME
Manufacturing story on failure
to secure, 238-242; adjusting
“factory settings” with new,
243-245; communicate your
expectations with feedback and
information, 255-258; develop
specific Candidate Profiles for,
247-248; effective interviewing
of potential, 250-253; on-
boarding new, 243-245, 254—
255; one-on-one performance
management of, 259-260;

organizational challenges of
attracting, 237-238; preparing
your current employees for new
Gen Y, 245; recruiting for your
brand, 245-246; strategic plan-
ning for retaining, 258-259;
your hiring value proposition
for attracting, 246247

Talent Is Overrated: What Really
Separates World-Cass Perform-
ers from Everybody Else (Col-
vin), 271

Team building, 195-196

“Teamers,” 223-224

Teams: Gen Y woiker's desire to
belong to productive, 56; the
leadershin difizrence and power
of “why - for, 65—66; overlook-
ing 11ic tundamentals when
leading, 199; self-policing, 183.
See also Collaboration

Tech savvy, 92-93, 148

Temple University, 132

10,000 practice hours, 274-275

360-degree evaluations: as perfor-
mance feedback, 143; preparing
the next generation using, 177

Thriving on Change in
Organizations (Milosfsky and
Huffman), 104

“To do” lists, 146147

Total quality management
(TQM), 216

Toxic work environment, 83

Tracy, Brian, 103

Traditionalists generation: Cana-
dian demographics of, 17¢; felt
no need for personal vision,
151-152; limited circles of influ-
ence by the, 115-116; moving
closer toward retirement, 14;
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responses to better leadership
by, 135; “stuck it out” decision
made by, 118, 147; traditional
workplace practices followed by,
13; transitioning from the old
rules to the new reality,
219-234, 289; U.S. demograph-
ics of, 12t; view of work by, 27t;
virtues valued by, 38; work
ethics of, 28t-29; work/life
balance views of, 29t-30. See
also Generation cohorts

Training: Baby Boomer habits
vs. young learner needs for,
230-232; for “digital natives”
and “digital immigrants,” 231;
your interviewers for effective
job interviews, 250-251

Transformational leadership
style, 135

Triple bottom line, 113

Trophies for showing up, 43--44

Trout, J., 128

Turnover: calculating the high
cost of, 14—15; estitnated costs
by industry, 20; Gen Yers myth
on being j¢h jzmpers and
increasirg, 49-54, 286; manag-
ing your talent to control, 16.
See also Businesses; Job mobil-
ity; Retention

U

UCLA, 142

Ulrich, D., 128, 139

Underemployment, 79

Undivided attention, 167

Unemployment: Gen Y’s post-
recession attitudes on, 83;
Great Recession and increased,

78-19

United States: ethnically diverse
population in the, 93; genera-
tional demographics in the,
2-3, 12t. See also Great Reces-
sion (2007)

University of New Hampshire,
201, 209

University of North Carolina,
131, 137

UPS, 128

Urban legends: Gen Yers myths
and, 38-70, 286; prejudices
driven by, 32

U.S. Census Biireau, 105

U.S. Department of Labor
Statistics, 16

\%

\zlue proposition for hiring,
246-247

Vision: change implemented by
focusing on your, 228-229;
developing a personal, 104,
118-121, 151-152, 289;
re-selling your vision to new
Gen Y employees, 256; Work
of Leader profile on crafting
a, 180-181; world class lead-
ers who develop a clear, 143,

151-155

w

Wainwright, Jerry, 137

Walk-through, 258

Wangler, Jeff, 87-88

WebMD, 159-160

Welch, Jack, 255

Wells Fargo’s post-recession
study, 82-83

Weston Premium Woods
(Canada), 16
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“Why” questions: to explain deci-
sions, 185-186; Gen Y myth
that they lack respect when
asking, 64-66, 286; helping
to develop Gen Y’s mastery
by answering, 270; leadership
difference through the power
of, 65-66; need for leaders’ to
answer the, 52; on the “why”
of devices, 59-60; why can’t
they be like we were? as energy
waster, 147; why do we have
to change.. why can’t they
change? as energy waster, 147.
See also Behavior-based ques-
tions; Communication

William of Ockham, 116

Wooden, John Robert, 142

Work: generations’ views of,
27t-28; generations’ views of
rewards/recognition at, 30t

Work of Leader profile (DiSC):
building alignment, 181-184;
career planning using the:195;
on crafting a vision, 180--181;
distilling a leader’s role into
three areas, 179;execution,
184; game filini i=¢dback used
with, 177, 287

The Work of Leaders (Straw,
Scullard, Kukkonen, and Davis),
151, 152, 179, 182, 183, 184

Workplace: Gen Y’s “thick skin” at
the, 84; toxic environment, 83;
transitioning from the old rules
to the new reality, 219-234,
289. See also Employees

World-class performer skills:
develop a clear vision, 143,
151-155; develop tactical and
measurable action plans, 143,
157-158; overview of,
142-143; performance feed-
back or “game film” as, 142,
143-144, 157-158; positive
self-talk as, 143, 159-161;
practice energy management
as, 143, 146-149; realize that
what is required for improve-
ment may be counterintuitive,
143, 149-151; reccver from
losses quickly, 142,158-159;
seek out coaches and mentors,
143, 155=15/, turn nega-
tive ten<encies into positive
cheices as, 142, 145-146. See
alsaGen Y key skills

v/orld-class performers: becom-
ing a, 286—287; characteristics
of, 141-142, 287; “Five Most
Important Things Today” list
used by, 145-146; leadership
as key to being, 157; Liz’s
Gen Y profile on becoming
a, 161-162; reticular activat-
ing system (RAS) accessed
by, 153-154, 266; skills of,
142-161

Y
Yahoo!, 42

Z
Zvirbulis, Martin, 53-54
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