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Abstract

The New Generation of the workforce is coming. It brings the most remarkable
generational shift in the workplace. One of the primary priorities for employers is to
prepare and adapt to changes. Generation Z is a truly unique generation. They grew up
during the era of the rapid development of technologies and globalization. As a result,
their principles, values, vision, and goals are entirely different from the previous
generation.

This study aims to develop a framework that will improve the interaction between
employers and Generation Z. Moreover, it helps to attract promising employees from
generation Z. The framework is based on the discovered patterns related to their
working preferences, traits, motivational factors. All the data was collected from both
sources primary and secondary.

For the secondary data, the author reviewed more than 20 latest studies regarding
generation Z and their working attributes. For the primary information, the author
conducted a survey for the representatives of generation Z and interviewees for the
employers. Collecting data from both parties allowed to develop a framework that
considers employees’ opinions and employers’. As a result, the framework is applicable
to a business environment.



1.Introduction

1.1 Study Background

Employees are the heart and the soul of every organization. Many scholars agree that it
is literarily impossible to overestimate the importance of workers. For instance, Iveta
Gabcanova (2011), who claimed that the employees are the most important assets of
any given company. They determine every single aspect of a company, such as product
design, quality of service, and innovation development. Managers understand the
crucial role of employees, and therefore invest the companies’ resources to attract new
talents. There are numerous recruiting approaches, for instance: offer a competitive
salary, expanded social benefits, and others. However, researchers analyzing the
current generation situation, established the fact that preferences of new generation
have shifted. Which makes previous recruiting approaches less effective and optimized.
Main changes in employees’ behavior happen among the different generations. This
leads to the fact that managers should always update their recruiting strategies and
make it more relevant based on the current generation’s behavior patterns.

Recruiting and attracting highly potential young specialists is always a challenge for
managers. However, at the moment, this becomes even more complex than usual.
Companies should be competitive not only in terms of goods and services they are
providing, but also in the area of recruitment as the current generation Z at that stage of
converting into new employees, and many companies are simply not ready.

1.1 Who is Generation Z?

Generation Z is also known as Digital Native, iGeneration (Tari, 2011), and
Homelanders (Dimock, M. 2019). This is the first generation that was born in the
computer era, with an “iPhone in hands.” In the case of Generation Z, there are some
issues with identifying the time frame. For instance, Ozkan and Solmaz (2015), in their
study, determined generation Z time boundaries from 2000. On the other hand, Singh
(2015) claimed that Gen Z is who was born between 1995-2012. Also, there are studies
with similar time frames, such as 1997 (Dimock, 2019) or the 1996 year (Duffy, ET AL.).
Sometimes, studies provide unexpected time boundaries. For instance, Bruce Tulgan
(2013) claimed that a representative of the Generation Z is one who was born in 1990.
Michael Dimmock, the president of Pew Research Center (2019), described his
approach of identifying Gen Z birth time bracket as: “In order to keep the Millennial
generation analytically meaningful and to begin looking at what might be unique about
the next cohort, Pew Research Center decided a year ago to use 1996 as the last birth
year for Millennials for our future work. Anyone born between 1981 and 1996 (ages 23
to 38 in 2019) is considered a Millennial, and anyone born from 1997 onward is part of a
new generation.” Later, Mr. Dimmock added that there is no exact scientific approach or
formula for detecting generational birth brackets, and the only purpose is for analysis.

It is not that important at the end of the day what specific time frame is claimed. The
primary generation Z feature is that they all are a digital native.

Nevertheless, in order to eliminate any possibilities of double interpretations, this study
based 1995, as a year of birth for a generation Z

1.2 Why is Generation Z special?



Each generation has its own characteristics. These characteristics are formed by social,
political, and economic factors (Berkup, 2014). According to Sezin Baysal Berkup
(2014), World War Il, the Great depression, Atomic bombings on Hiroshima formed traits
for Traditionalists Generation (1900-1945). These events are the reason why
traditionalists wanted work permanency or why they preferred to save money rather
than spend it.

Another example is Generation X (1965-1979). This generation is “considered as a
transitional generation between the old generations remaining loyal to tradition and new
generations of technology.”(Berkup, 2014). First personal computers, a rapidly changing
world, and technologies all these factors forced generation X to think more creatively
and globally and make them more self-reliant. (Berkup, 2014).

Generation Z is not an exception and has its own attributes. However, there is
something special about it. Some authors stated that Generation Z “represents the
greatest generational shift the workplace has ever seen.” (Tulgan, 2013), and
“Generation Z is unlike any other generation we have ever seen.” (Bolser and Gosciej,
2015). They easily outperform previous generations in a working environment, by
having a well-developed multitasking skill, and their ability of processing a large amount
of information, will help them “open doors that other generations barely knock” (Addor,
2011).

Social media, such as Twitter, Instagram, and Facebook, is taking an essential part of
young employees’ life. Studies show that the average time they were spending on social
networks is 4,5 hours. (Adecco, 2015). This led to a logical conclusion: they left less
time for their job. Nevertheless, according to research, they tend to execute work
projects faster than the previous generation does. Moreover, worth mentioning, many
Generation Z use social media not only for entertainment purposes but also for a
professional one, which will boost their overall work performance (Adecco, 2015).
Researchers and scientists often describe Gen Z as extremely self-confident, with an
optimistic view about their career. (Adecco, 2015). Another valuable trait, which studies
highlighted, is the tendency to entrepreneurship. Such a tendency could result from their
individualistic behavior (Berkup, 2014; Adecco, 2015).

1.3 How to Sell A Job?

How to sell a job is a phraseology, which describes and refers to the attraction
employees process. Attracting new talents to a company is an essential competitive
advantage. Jean-Marie Hiltrop (1999), stated “Superior talent is increasingly recognized
as the prime source of sustainable competitive advantage in high performance
organizations”. This fact forces companies to compete with each other, in order to
recruit young talents. Companies need to cover workers’ needs and offer the right
benefits and conditions. Obviously, the companies can not offer all benefits, best
conditions, and cover every workers’ needs, because there will always be an
opportunity cost factor. Therefore, companies focus on providing only the essential ones
for their employees. However, over the generations, people change their motivational
factors and reallocate their values. That means companies should continuously update
their strategies in order to keep themselves competitive.

1.4 Problem Statement

As mentioned before, Generation Z at the stage of becoming young employees. Based
on projections, in 2020, generation Z will be 20% of the global workforce (Robert Half,
2015), and over the years, the number will only grow. Also, worth mentioning, according
to the statistic for the 2019 year, only 31,1% of European Generation Z members are



employed (OECD, 2020). This is a perfect opportunity for businesses to update their
‘how to sell a job” strategies based on the upcoming generation. At the moment, the
oldest members of Gen Z are employees already, and this fact allows them to collect
more accurate data, which makes this study even more relevant.

The main problem is that some companies are not ready for a new generation. They are
not ready to make changes. They do not know what exact changes need to be done.
How to optimize the workflow with a new generation? How to adopt a business
environment for Gen Z? What managerial practices are not relevant anymore? Last but
not least, how to attract new talents?

1.5 Research Aim and Objectives

The main objective of this study is to develop a general framework for companies. Such
a framework provides clear and implementable steps, which potently improve
interaction between company and generation Z in many business areas. The framework
is based on the analysis of the characteristics of generation Z, their behavior patterns,
traits, motivational factors, and other attributes. Also, it includes business concepts and
past experience of managing generations.



2.Literature Review

2.1 Introduction

This literature review demonstrates a crucial attribute of representatives of generation Z,
such as main traits, essential working criteria, working preferences. Moreover, this
literature review covers the topic of recruiting and attracting young specialists from
Generation Z.

The major part of literature review based on the research and surveys made from 2015
to 2019. However, some concepts and statements mentioned in this study were made
more than 5 years ago. Such as Bruce Tulgan (2013) strategy for attracting new
generation employees was made in 2013. Moreover, this review includes a survey
which was conducted among companies’ managers in 1998. Nonetheless, in order to
provide a relevant and up-to-dated review, all observations and conclusions are based
on the latest data.

2.2 Generation Z Traits

Since the fact that some scholars predict the most significant changes in a workforce
with Generation Z, it is essential to explore and discover their traits, behavioral patterns,
motivational factors, and other attributes, which determine their work preferences.
David Stillman and Johan Stillman, in their book "Gen Z @ work, How is next
generation transforming the workplace" (2017), developed seven key traits that define
generation Z in a workplace.

1. Phygital- This word is a combination of two Physical and Digital. It explains that
every physical aspect of our world has a digital substitution. Generation Z is the
first generation who was born in a digital world. Therefore, for them, boundaries
between the virtual and physical worlds are eliminated. Due to their digital native
trait, the workflow will need to be adapted.

2. Hyper-Custom- Gen Zers tend to customize the environment based on their
needs and personality. According to the survey conducted by authors, 57% of
participants would rather write their own job description rather than accepting
standardized advice from an employer.

3. Realistic- Generation Z has a pragmatic mindset. This is a result of different
terrorist accidents happening during their growing up process. For instance,
"9/11" formed a realistic point of view. Social-cultural events often formed
mindsets, for instance, the Great depression determined Traditionalists'
(1900-1945) financial behavior patterns. (Ozkan, Solmaz, 2015)

4. FOMO (Fear of missing out)- Current generation feels the anxiety of missing
out on anything. Therefore, they are continually looking to be familiar with all
trends and stay at the top of the competition. Such tendency explains their desire
to have multiple responsibilities and roles within one job position.

5. Weconomists- Gen Z appreciates a shared economy. The shared economy
stands on a sharing consumption concept, where people are sharing their goods
and services, i.e., rooms in Airbnb or car-sharing platforms. Moreover, such a
philanthropic approach of thinking developed a strong idea of "we" in a work
collective. According to the survey,- 93% of Generation Z consider the company's
impact on society when applying for a job.

6. DIY- Do-It-Yourself. The young generation is highly dependent on themselves,
rather than on someone else. The idea of achieving new objectives and



knowledge by using only their own capabilities is strongly established among
Gen Z. They believe in the idea of "if you want it done right, then do it yourself!"

7. Driven- Generation Z has a competitive nature. Authors claim, compared to the
older generation, the young generation has a more robust competitive behavior.
The survey provides confirming results- 72% of representatives of Generation Z
would compete with colleagues in terms of the same task.

Other scholars highlighted more generic traits of Generation Z:
e Individualism (Singh, 2014)

Freedom (Berkup, 2014)

Entrepreneurship (Addeco, 2015)

Self-confident (Solmaz, Ozkan, 2015)

Multi-tasking (Shatto, Erwin, 2017)

2.3 Essential working criteria for Generation Z

In order to understand how to attract employees from generation Z, it is necessary to
answer the question, "What are they looking for?". Working criteria reflect their
expectations and needs. It is mandatory to know this information to develop a hiring
strategy.

Fair to mention, every human being is unique, and their most important criteria for
choosing an employer might be different. Nonetheless, the latest research in this field
provides a clear picture of the situation in general. This type of data helps to recognize
the main trends and approaches among the new generation. Moreover, some of the
oldest generation Z representatives have working experience, and they already formed
essential working standards.

One of the latest researches covering this area was made in Russia by Hays. The
company conducted an online survey, with a total number of participants is 2217, and
the age bracket is 18-25 years old. Also, 72% of respondents have working experience.

Hays (2019) highlighted that Generation Z has many distinctions with the previous
generations. For instance, an expanded social benefits option, good office, or clear
career path faded into the background for Gen Z. On the other hand, generations have
one similarity, it is a wage level. Salary is still the main criterion for choosing a job
among all generations.

In spite of the wage level, 60% of Generation Z is looking for a professional
development opportunity. Such high results are conditioned by their competitive nature
and desire to be always at the top of the competition (Stillman, Stillman, 2017).
Furthermore, the opportunity to complete engaging tasks is one of the priorities for 54%
of young employees. Opportunity to study within the company (training, online courses),
along with the flexible schedule, are essential for 45% of participants. However, a clear
career path no longer plays a significant role. Only 33% voted for it, which is
dramatically less, compared to Generation Y and X. This result could be explained by
another research, which shows that the majority of generation Z believes that the
optimal amount of time spent on the first job is less than three years (Addeco, 2015).
Another exciting result of Hays' research is social significance projects done by a
company (charity). Only 9% find it meaningful. This might contradict Stillman's (2017)
statement that generation Z considers the company's social impact. However, Robert
Half's (2015) research proves his statement. According to their survey, 40% of
participants do care regarding social impact. The possible explanation of this



phenomenon could be cultural differences. Hays (2019) conducted their research in
Russia, while Robert Half (2015) based their survey in the United States of America and
Canada. The social-cultural background could influence people's attributes and points
of view (Berkup, 2014).

There is another research, which requires close inspection. "Gen Z in the workplace" by
RippleMatch. This research provides a list of top-five key elements for Gen Z when they
are choosing a job. Comparing Hays' research with RippleMatch's, it is possible to
recognize the main tendency of Generation Z. Both reports show the importance of
professional development for young employees. Also, both reports agree that Gen Zers
no longer found important company's prestige when selecting a job, "If you've been
relying on your company's good name... it's time to take a different approach."
(RippleMatch, 2018). Another similarity of both researches is social impact. According to
the survey, young employees do not base their decision on a company's positive social
impact. However, RippleMatch (2018) noticed that the decreased importance of a salary
level, "Being able to work on fulfilling projects and make an impact within a company is
more valuable than a high salary." (RippleMatch, 2018).

In order to obtain more accurate results, RippleMatch divided participants into four
categories: Gender, Ethnicity, Students from Elite and non-elite schools, STEM
(science, technology, engineering, mathematics) students, and non-STEM students.
This type of approach led to the fact that the survey results varied depending on the
participant's category. For instance, students from non-elite schools tend to prioritize
job-stability more than students from elite schools. However, even so, the results are
dependable and might vary according to the participants' category, the trend remains
the same. Personal development is the most prioritized key element, and company
prestige is the lowest among all categories of Generation Z.

Robert Half, "Get ready for Generation Z" (2015), research discovers similar topics as
the previous studies. They surveyed colleges and university students, with a total
amount of 770 participants. Many scholars claimed that the salary element keeps a high
position in the list of priorities for Gen Z (Hays, 2019, lorgulescu, 2016), and "Get ready
for Generation Z" research is not an exception. As a result, 44% of participants define
"generous pay" as an essential condition. Despite salary, in terms of the least essential
criteria, Robert Half shows more or less similar outcomes compared to other studies. A
good example is a high-profile company. Only 12% of participants recognize it as a vital
criterion. In comparison, Hays (2019) survey got 14% for the same aspect. An additional
similarity is the importance of an impressive job title. The majority of Generation Z
representations do not consider significant an opportunity to work in a position with an
impressive name. Furthermore, only 3% of participants voted for this (Robert Half,
2015), and in the other survey, the rate is similar 6% (lorgulescu, 2016). Nevertheless,
in spite of similarities (salary, high-profile company, impressive job title), Robert Half's
(2015) research provides an opposite perspective for the essential criteria, for example,
an opportunity for career growth. The results are quite different compared to other
studies. According to Robert Half (2015), 64% of respondents think this is important,
while Hays (2019) results are the following: 33% for the same aspect. Another
difference is social impact, which Robert Half (2015) included in the list of top-three
main priorities for selecting a job for Generation Z. However, referring to Hays (2019)
and lorgulescu (2016) research, the results are 9% and 15% respectively. Even so,
Robert Half (2015) agrees that salary does matter in terms of a job selecting, the final
outcomes drastically differ. According, to the survey, 44% of Generation Z consider
"generous pay" as the primary criterion (Robert Half, 2015). On the other hand,



according to Hays (2019) survey, 84% of participants chose salary. The difference in
outcomes is almost two times.
There are also other differences:

e Short commute- 6% (Robert Half, 2015) and 37% (Hays, 2019)

e Flexible schedule- 23% (Robert Half, 2015) and 45% (Hays, 2019)

The possible explanation of differences in the results might be a distinctive approach
towards the research carried out. Considering that Robert Half's research was done in
2015, even the oldest representatives of Generation Z did not have working experience.
Lack of working experience does not allow to develop rational criteria for choosing a job.
However, in the Hays (2019) survey, the majority (72%) of participants have working
experience. Nonetheless, this fact does not devalue the importance of Robert Half's
(2015) research. Even so, the survey participants are just students, they are still
representatives of Generation Z, and their responses should be taken into
consideration.

To achieve more accurate and objective results regarding crucial criteria for choosing a
job for generation z, it requires collecting and combining the data from different
researches and then calculating the average rate.

Figure 1 is a combination of three different studies: Hays, "GENERATION Z AND THE
LABOR MARKET IN RUSSIA" 2019; Robert Half "Get ready for Generation Z" 2015;
Maria-Cristina lorgulescu, "GENERATION Z AND ITS PERCEPTION OF WORK" 2016.

Figure 1. The most important criteria for Generation Z for choosing an employer
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Figure 1 demonstrates the list of key elements that Generation Z considers when
selecting a job.
The top-three priorities are the following:

e salary (63%),

e opportunities for career growth (61%),

e professional development (60%).

The least-three priorities are the following:
e working for a high-profile company (18%)
e paid vacation day (12%)



e working in a position with an impressive name (4%)

2.4 Work Preferences

If the working criteria answer the question “What are they looking for?”, then working
preferences answer the question “How do they work?”. Working preferences describe
the exact patterns and approaches within the working conditions. In order to remain
competitive, companies take into consideration employees’ working preferences, and
attempt to provide the suitable working environment. This method has two main
advantages. Firstly, it enhances the performance of already existing employees.
Secondly it boosts the attractiveness for new employees.

Many scholars highlight the importance of work-life balance for Generation Z. Moreover,
Gen Z not only takes it seriously, they also developed it in a deeper level. According to
Sezin Baysal Berkup (2014), work-life balance for generation Y is a “A clearer balance
between family and work” (Berkup, 2014), meanwhile, Generation Z considers work-life
balance as “Not only balance between business and life but also among business,
relations and personal improvement”. Bruce Tulgan, the founder of RainmakerThinking,
Inc. and author of the book “Meet Generation Z: The second generation within the giant
"Millennial cohort” said: “The big question on their minds is, what role is this job going to
play in my life story right now? Not where am | going to fit in your company, but where
are you going to fit in my life?” (Robert Half, cited Tulgan, 2015). This statement shows
the perspective of Generation Z considers the work in their life. The study shows that
representatives of Generation Z evaluate the importance of work-life balance as 3.8 out
of 5. (RippleMatch, 2018). Moreover, 71% believe that, if the employer respects
established work-life balance, it will have a positive impact on their working
performance.

Another vital working preference is a communication method. Even so, Generation Z is
known as a fully digital generation, and considers them as “digital natives”. They still
prefer face-to-face communication and interaction with colleagues and managers. The
convincing explanation for such a phenomenon provides Bruce Tulgan, he said: “These
professionals likely seek connectedness and context because they thrive on genuine
relationships, especially with authority figures” (Robert Half, cited Tulgan, 2015).
However, it does not mean that Generation Z is avoiding digital solutions for
communication. According to various studies, the result might vary. For instance, Inc.
(2017) survey demonstrates that 72% of respondents prefer physical communication at
work. On the other hand, Hays (2019) indicates that only 26% of participants find this
approach as favorite. The most preferred communication method is messengers and
business chats (WhatsApp, Telegram and others). Also, the results might vary,
depending on the purpose of the communication. For instance, 75% would like to
receive feedback from a manager in face-to-face conversation, and only 17% prefer to
receive feedback through digital solutions. In terms of team, 39% of respondents prefer
physical communication (Kronos, 2019).

There is another factor, which influences the employee working performance, Itis a
preferable collaboration method . Taking into account main Generation Z’s traits, such
as: Individualism (Singh, 2014) and their competitive nature (Stillman, Stillman, 2017), it
would be logical to assume that Generation Z prefers work autonomously. However, the



result of the research shows completely opposite preferences. According to the study,
64% of representatives of Gen Z prefer to work with a small group of colleagues, in
addition, 17% of respondents prefer to collaborate with a large group of colleagues.
That means, in total, more than 80% would prefer to cooperate within a team (Robert
Half, 2015). Worth to mention, that according to another study, 57% of young
specialists believe that they are prepared to work in a team. (Kronos, 2019). This shows
the willingness of Generation Z to work in a team.

2.5 How to recruit Generation Z?

"Superior talent is increasingly recognised as the prime source of sustainable
competitive advantage in high performance organisations. Underlying this trend is the
rapidly changing business environment and the growing need for globally aware
managers and professionals with multi-functional fluency, technological literacy,
entrepreneurial skills, and the ability to operate in different cultures, structures and
markets" (Hiltrop, cited Chambers et al., 1999). Even in the last century, managers
understood and realized the importance of highly qualified specialists. According to the
survey from 1998, recruiting and attracting employees already was an issue. In the
USA, 75% of corporate officers claimed that they face 'insufficient talent sometimes' and
‘chronically talent-short across the board' (Chambers et al., 1998). In 1998 executives
and managers were asked regarding the current and future of main business issues.
They ranked the recruitment and retention problem as third and expected it to become
even more critical over the coming decade (American Management Association, 1998).
Nowadays, the recruiting process's situation remains an issue and challenge, and with
the upcoming new generation of employees, it will be even more challenging.

The new generation of employees gives companies an opportunity to optimize and
enhance their recruiting strategies. In order to achieve this, businesses should
reexamine and reevaluate their approach and definition of entry-level work (Deloitte
Insights, 2017).

Entry-level work has four main attributes: Talen acquisition, deployment/assignment,
employee development (formal/informal), and culture (Deloitte Insights, 2017).

2.5.1. Talent acquisition

Deloitte insights (2017) claimed that the current recruiting strategies are based on the
idea of dividing employees into two main categories, candidates with specific technical
skills (STEM) and candidates with general management skills. This approach might not
be that effective anymore with a new Generation Z. Instead, the study suggests shifting
a focus on "STEMpathetic" employees, which combine technical knowledge and
management traits. In order to achieve this, companies need to reevaluate the
recruitment process. According to the study, most companies use a recruitment process
based on the tried-and-true approach of CV reviews, standardized tests, and behavior
interviews. However, this method does not allow us to observe these skills in action.
The innovative approach is based on competition, this will allow discovering strengths
and weaknesses of a particular candidate in terms of communication skills, creativity
level, or collaborative abilities.

An excellent example of an innovative approach is hack-a-thons. Software companies
realized the importance of communication and collaboration skills and the difficulties of
teaching these skills to employees, while the coding skills are more learnable. In order
to improve the selecting and hiring employee process, companies decided to implement



a competitive element. "Rather than relying on traditional behavioral or scenario-based
interview questions, the software company began to bring in 50 job candidates at a time
and pair individuals up to work together on an assignment. What is being evaluated is
how well a person is able to bring out the best in the person they have been partnered
with in a highly cognitive-tasked environment. Pairs are then switched to see how well
the person performs with a different partner" (Deloitte Insights, 2017). The main
advantage of this strategy is the ability to hire an employee with not only well-developed
programming skills but also with a cognitive mindset.

2.5.2. Deployment/Assignment

Employees from the new generation appreciate the multidisciplinary roles within a
company. They expect to gain experience and have additional mobility across different
teams and departments. In order to satisfy employees' needs, organizations can
develop advanced rotation programs. The advanced rotation program should provide a
possibility of moving horizontally, across different company's divisions, or even moving
to a key organization's partner. To establish this type of rotation program, companies
need to use the power of data analytical tools. "With advances in data analytics,
organizations should develop a clearer understanding of the capabilities, experiences,
and behaviors that lead to success in specific roles. A robust model of individual
performance can identify the elements most correlated with high performance by level
or by role." (Deloitte Insights, 2017). Knowing this information, managers could rational
allocate employees among departments and key partners. (Deloitte Insights, 2017).
Taking into consideration, that two of the main traits of the new generation are
multitasking (Shatto, Erwin, 2017) and fear of missing something (FOMO) (Stillman,
Stillman, 2017), opportunities which rotation program provides, will be extremely
attractive for a new generation of employees. Moreover, the company benefits too, the
rotation program allows young specialists to gain extra knowledge by observing a
problem from a different perspective, which could be crucial for problem-solving.

2.5.3 Formal development

Nowadays, companies' learning delivery methods are based on educational content.
With a new generation, it is an excellent time to shift focus to developing the required
skills, such as leadership skills or professional development skills. Instead of relying on
only "on-the-job" development and gaining experience by working within one team with
a more senior employee, organizations could introduce case study competitions or
design challenges. This approach provides an opportunity to get "early access" to
learning core skills. (Deloitte Insights, 2017). As a result, it accelerates the development
of problem-solving or leadership skills, which could increase an employee's work
performance. Moreover, professional development is one of Generation Z's most
prioritized criteria for choosing an employer (Hays,2019). If the organization provides
such an opportunity, this fact will heavily boost attractiveness for a job among
generation Z. Ben Varquez, a partner of recruiting consulting firm Whistle Work, said,
"The more that community banks offer digital technologies to both customers and
employees, including digital onboarding and training processes, the more attractive
they'll be to Gen Z" (Kuehner-Hebert, cited Varquez, 2019).

2.5.4. Informal development

Another element that determines the employee's performance and workflow is a set of
soft skills, such as communication, creativity, or critical thinking. If a company is looking
to develop these skills for their employees, a good exemplar is medicine practices.
Doctors arrange special conferences where they can unreservedly share experience



and mistakes which were made. Surgeons and other types of doctors are always
attending these conferences since it is an excellent opportunity to collect a valuable
experience for their field of activity. Medicine practices could be transformed and used
by non-medical companies for achieving a similar goal. For instance, in order to prepare
for the upcoming meeting with a key client, managers can arrange a conference, where
they can discuss strategies and opinions about a particular issue (Deloitte Insights,
2017). Bruce Tulgan (2013) claimed that teaching style leadership is an essential
strategy to work with generation Z. The outcomes of such practices are the
understanding of the leader's point of view about issues, understanding how to
approach a project, or how to interact with a client.

2.5.5 Culture

"Sure, competitive salaries and benefits are important, but to really gain the attention of
younger candidates, community banks need to have the right culture" (Kuehner-Hebert,
cited Varquez, 2019). Despite the importance of rotation programs and professional
development opportunities, a company's internal culture does matter too. The
managers' objective is to integrate employees into corporate culture properly. To
achieve this, the corporate culture should follow the moral principles of Generation Z.
According to Deloitte Insights (2017), generation Z appreciates transparency in a
company. That means they also expect transparent communication with the leader,
especially in terms of feedback, both positive and negative. Also, generation Z "expects
open conversations around business strategy and decisions, including "bad news" such
as product failures, layoffs, or competitive threats" (Deloitte Insights, 2017).

Bruce Tulgan (2013) developed seven key strategies, which aim to optimize a

Generation Z workflow.

1. Promote high-intensity relationships- The author suggests to establish a
connection with Generation Z based on four elements:

a) A small team with a peer leader

b) Well established chain of command

c) Teaching style leadership

d) "Customer service style management" (Tulgan, 2013)

2) Provide continuing reeducation- Bruce Tulgan claims that the new generation has
a nontechnical skill gap. Many representatives of generation Z are lacking
management sKkills, such as communication, problem-solving, time allocation. The
possible solution is to improve the learning delivery method. As mentioned earlier, to
teach employees with these skills, the organization could implement case study
competition among workers (Deloitte Insights, 2017).

3) Define laser focus roles- According to Tulgan (2013), the key to accelerating the
assimilation process is well structured and defines roles and responsibilities. There
are two optimal approaches to accomplish it:

a) Narrow specialization
b) "A system of ranks with corresponding criteria, testing protocols, and
rewards/responsibilities attached to each rank" (Tulgan, 2013)

These approaches contradict the idea of flexibility and advanced rotation program with
horizontal mobility within a company. As a result, it could damage productivity and
prevent the employee from collecting additional experience. On the other hand, not
every company has the ability to establish an advanced rotation program due to
recourse limitations. Therefore narrow specialization and responsibilities attached to
each rank could improve the assimilation process indeed.



1) Take control of the virtual ethos- Managers need to take the advantages of
digital solutions in a workflow by using a command-driven social media
approach. The main benefits are that employers can monitor who is in the group,
the latest discussions, and even participate in a discussion. Even so, online is not
the preferred method of communication for gen Z, according to various studies.
Taking additional opportunities to control and lead employees, it is always a
benefit.

2) Plan for global outreaching and local nesting- "...GenZ focus on tactile
control of the local environment and the intense gravitational pull of the local for
GenZ" (Tulgan, 2013).

3) Build continuity through short term renewable loyalty- Representatives of
generation Z select highly transactional relationships with an employer. That
means they expect deserved rewards for the time they spent on the task. To
prevent misunderstanding between employee and employer, the manager needs
to set up a reward for a specific task transparently.

4) Retain "superstars™ for the long term by building a dream job- In order to
recruit a highly potential employee, the company needs to offer an attractive
condition. Defining "attractive conditions" requires analyzing generation Z traits,
motivational factors, criteria for selecting a job, and other attributes. For instance,
according to many studies, the opportunity for professional development is highly
preferred among generation Z (Figure 1.). That means, to be competitive in the
area of recruiting, the company is required to provide such an opportunity.

2.5.6 Conclusion

Taking into considerations all discoveries and observations mentioned above, would be
possible to notice a main trend for a new Generation Z employee. In spite of minor
disagreements between research, which could be explained by a variety of influential
factors, such as: lack of working experience, social-cultural differentiation. It is still
possible to observe the importance of the opportunity for professional development for
the new generation. Meanwhile, one of the crucial criteria for the previous generation,
the high profile company, no longer plays a major role for Gen Z (Hays, 2019). Even so,
some scholars claim that “Gen Z appears to be more entrepreneurial, loyal,
open-minded and less motivated by money than Gen Y” (Schawbel, 2014), the majority
of the surveys show that salary is still one of the most essential factors for the
decision-making process.

Speaking about recruiting and attracting employees from generation Z, scholars notice
the necessity of changing the environment and shifting company’s attention in terms of
managerial practices. Firstly, the interview process should be changed and up-to-date.
Secondly, workflow requires the implantation of a competitive element. Moreover, an
internal company’s culture should be based on the concept of transparent
communication.

With the aim of conclude the literature review, here is a list of the main observations
regarding Generation Z and their perceive of a work:
e As was mentioned earlier several times, current generations dramatically shift
their priorities, compared to the previous generations. One of the greatest



changes is professional development. According to numerous studies,
Generation Z is constantly looking for opportunities to gain new knowledge, and
develop new skKills.

The concept of work-life balance is also reformed. Generation Z are not ready to
adjust their life for a job. That means, for them personal life comes first, and only
after their work. Managers need to keep that in mind, in order to properly treat
their workers.

In terms of communication, representatives of generation Z prefer physical
approach. Moreover, in spite their individualistic trait, the absolute majority of
young employees would like to collaborate within a team.

Company’s prestige no longer has an impact on the decision-making process for
selecting a job.

Transparency is one of the crucial attributes for the internal company’s culture.
Generation Z expects to have a transparent relationship with a manager, in terms
of feedback.

Since the new generation is familiar with the digital world, companies need to
integrate technologies in the workflow.

In order to fully open up the potential of a new generation of workers, managers
need to use the advantage of their multi-tasking ability.

Current recruiting strategies requires a renovation. Implementation of the real life
scenarios, such as problem solving activities, allows managers to recruit
candidates, with well-developed skill sets.

3.Methodology




3.1 Introduction

This chapter’s primary purpose is to describe the methodology approach, which was
used in this study. It helps to understand how the study was made and replicate the
results if it is needed. Also, the detailed explanation of methodology allows readers to
evaluate the reliability and validity of this study. This section includes the
methodological, data collection method, method of data analysis, and justification of
selected methods.

3.2 General methodological approach

The main purpose of this study is to explore the new Generation Z and, based on that
data and observations, develop a universal framework that helps attract and recruit
young specialists from Generation Z. In this case, the most suitable approach is
inductive, also known as inductive reasoning. The inductive method “involves the
search for patterns from observation and the development of explanations — theories —
for those patterns through a series of hypotheses” (Bernard, 2011). That means this
study does not have the initial hypothesis or theories that need to prove or disprove. In
this research, all theories, conclusions, and assumptions result from discovered
patterns among observations, explored data, and collected data. Furthermore, patterns
were discovered by applying an empirical generalizations concept. According to D.
Uncles and Wright (2004), “An empirical generalisation is a relationship between two or
more variables that has been observed across a range of conditions.”

3.3 Type of data

Generation Z is a tremendous subject that involves hundreds of millions of people. To
collect a sufficient amount of quantitative data of the whole generation requires a great
amount of resources, such as time, money, and others. The only available option was to
collect qualitative data by conducting surveys and interviews. Speaking of primary and
secondary data, this research has both. As was already mentioned, for collecting
primary data was used surveys and interviews. For collecting secondary data, the
author used studies and researches which were already conducted before.

3.4 Data Collection

As mentioned in the previous part, to conduct this research, the author collected
qualitative data from primary and secondary sources. This part describes in detail how
exact data was collected.

3.4.1 Primary and Qualitative data

With the purpose of collecting primary data for this research, the author decided to use
surveys and interviews. Since the topic relates to both sides, young employees from
generation Z and employers, one of the approaches with the aim of objectivity was to
collect data from both sides. The survey was designed for Generation Z. The interviews
were taken with top-managers of organizations.

a) Survey



The survey was designed with the goal of revealing generation Z opinions and working
preferences. The survey included 20 questions divided into three major sections. The
first section reveals personal information of the participant, such as age, gender,
educational level. The second section asks about working experience. The questions
were: Do you have working experience? In which country are you working? This section
helps to compare differences in preferences between a person who did not have
experience and a person who had working experience. Moreover, the region question’s
goal is to reveal the changes in the opinions of people from different regional areas. The
3rd section is about working preferences and working opinions. Questions were covered
the following topics: approach for searching for a job, the critical criteria for selecting a
job, the most effective professional development methods, the most crucial
characteristic of corporate culture, work-life balance ratio, and preferred job industry.
The goal of this section is to collect opinions about various working related topics from
generation Z.

Speaking of participants, the total amount of contributors was 50. The candidate source
was students from Geneva Business School, from all campuses (Barcelona, Madrid,
and Geneva). The selected source of participants was highly beneficial and valuable for
the survey. First of all, the current bachelor and master students are the most authentic
representatives of generation Z. Secondly, Geneva Business School is well known as a
multi-national university that includes students from various countries and different
cultures. As a result, the survey’s participants were from 23 different countries, including
almost all continents of the world.

The selected platform for conducting the questionnaire was Google: Forms. In order to
achieve objective responses, the questionnaire was completely anonymous and did not
collect any private information, such as email addresses, phone numbers, and names of
the participants. Since Google: Forms has a limited ability to analyze data, the data was
downloaded and transformed to .xIsx format, which is compatible with Microsoft Excel.
With the power of Microsoft Excel and its’ tool, named “Pivot Table,” the responses were
formed into different groups. It allowed observing the results from a “deep” point of view.
For instance, how people from different regions respond to the same question.
Moreover, it allows noticing differentiation in terms of responses between males and
females. For instance, how male and female answered the work-life balance ratio
question. Furthermore, it is possible to add extra variables, such as age group, to
compare different age groups of male and female answers for the same question.

As was mentioned above, the total amount of questions is 20. It includes questions with
multiple choice (critical criteria for selecting a job), single choice (gender), Likert scale
questions from 1 (total disagree) to 5 (compliantly agree) (the importance of job
stability), and open questions that do not have a prepared answer (preferred job
industry). Worth to mention, some of the questions were not obligatory to answer, such
as gender or question based on working experience.

The time frame for the survey was three weeks, from 4/11/2020/ to 18/11/2020.

Summary

Source of data- Primary

Type of collected data- Qualitative

Method of the collection- Questionnaire

The platform for conducting- Google: Forms

Goal- Revealing Generation Z working preferences
Analyzation tools- Microsoft Excel (Pivot Table)

The total amount of participants- 50

Source of participants- Geneva Business School students



Age bracket- 18-24

Regions- America, Africa, Europe, Asia

The total amount of questions- 20

Types of questions- Single choice, Multichoice, Likert scale (from 1 to 5), open
qguestions.

b) Interview

As was mentioned earlier, the selected subject of this study directly relates to both
sides. To develop an objective and realistic universal framework, it was necessary to
collect information from employers too. Based on common sense, it would be logical to
assume that the number of employers is significantly lower than workers. In this case,
the method of collecting data should be more personal and individual, making the
questionnaire method of collecting data not suitable since its’ focusing on a group of
people. This was one of the reasons for selecting a personal interview as a method. The
second reason that explains the choice is the source of candidates. The author did not
have access to such a source containing employers or managers responsible for
recruiting in the organization. Unlike the university with students, which was used as a
source of representatives of generation Z. In this instance, the author used his personal
connections and networking abilities to find suitable candidates for an interview. As a
result, the total number of participants was three. Each participant has a
top-management position within an organization. Also, with the aim to achieve more
objective results, the interviewees were selected by not only their experience,
responsibilities, and job position, but also by the size of the organization they are
currently working. That means two participants represent middle-sized companies and
one participant a large-sized organization. Furthermore, even so, their positions are at
the top-management level, but their duties and responsibilities are different.

There were two approaches to establish contact with candidates. With one of the
candidates, the interview was done by using video conferencing software, called Zoom.
With the rest participants, the selected communication channel was Email.

Worth mentioning that all interviewees were informed about the purpose of the study,
how the received data will be used, and their right to withdraw from the study at any
moment. Every participant agreed with the conditions and signed a consent form.

The interview had eight main discussion topics. It covered the following business
subjects: challenges during the recruitment process, does generation Z brings the most
remarkable shift in a working environment, does working environment requires
adaptation for a new generation of workers, do companies ready to invest resources for
such adaptations, preferred sources of finding new employees, does a company has
personal development opportunities, what is the best method of personal development,
does a company ready to provide these professional development opportunities,
internal corporate culture, what are the essential attributes of corporate culture, does a
company ready to encourage employees for devolving new ideas, that have a direct
impact on a company’s success.

Since all participants were Russian native speakers, the preferred language for an
interview was Russian. All the data were translated into English by the author of this
thesis.

Detailed information of interviewees
Human Resource manager. The company was established in 2013 in Moscow, Russia.
The key activity is operating online payments in the e-commerce industry. The total



number of employees is 10. At the moment, no one of the employees is representative
of Generation Z.

#1 Interviewee- Human Resource manager. The company was established in 2013 in
Moscow, Russia. The key activity is operating online payments in the e-commerce
industry. The total number of employees is 10. At the moment, no one of the employees
is representative of Generation Z.

#2 Interviewee- Vice President (VP) and member of the board of directors. The
company was founded in 1933 in Nizhny Novgorod, Russia. The key activities are
producing ore mining machinery and spare parts for their machinery. The total number
of workers is more than 500. However, the representatives of Generation Z are less
than 5% of all employees.

#3 Interviewee- Chief executive officer (CEO) and founder of the company. The
company was established in 2005 in Moscow, Russia. The main activities are
distributing and producing mining machinery and equipment. The total number of
employees is 9, including the CEO. At the moment, no one of the employees is
representative of Generation Z.

Summary

Source of data- Primary

Type of collected data- Qualitative

Method of the collection- Interview

Communication channel — Zoom, Emaiil,

Goal- Revealing the opinions about Generation Z from employers and willingness to
adapt.

The total amount of participants- 3

Source of participants- Personal Connections

Age bracket- 30-50

Region- Russia

3.4.2 Secondary Data

For the secondary data, the author collected along with qualitative, quantitative data as
well. Moreover, one of the criteria for selecting was a period of time the research was
done. That means the author took into consideration studies that are not older than five
years. Extra attention was paid to quantitative data. The average age of considered
researches that provide quantitative data is three years old. Furthermore, one of the
studies was conducted one year ago in 2019. Such strict criterion increases the
accuracy of the collected data, and as results, it improves the validity of this study.

In order to analyze the data, the author searched hidden patterns by comparing
similarities or differences among studies. For instance, all considered researches
showed the importance of professional development opportunities at work for
generation Z or the general disinterest of working for a high-profile company. Also, the
author investigated correlations between studies to analyze the data. One of the
examples of found correlation is rotation program and multi-tasking trait. According to
Shatto and Erwin (2017), one of Generation Z’s essential traits is well-developed
multi-tasking abilities. Meanwhile, Deloitte Insights (2017) claimed that implementation
of a rotational program within a company would improve the performance of workers



from Generation Z. Based on those two statements, it is possible to assume that due to
well-developed multi-tasking traits, generation Z will be able to work effectively with a
rotational program.

As was mentioned several times earlier, the author decided to collect primary
information from both parties, representatives of generation Z, and employers. It would
be logical to apply a similar approach of collection to secondary data too. As a result,
collected secondary data discovered not only traits of the new generation, their working
preferences, but also the current recruitment process, current working environment, and
practices. It allowed seeing a picture from two different perspectives and developed an
optimal framework.

3.5 Limitations

When the subject of the thesis is the whole generation, it arises many challenges and
limitations. The most obvious challenge is an enormous amount of different variables
that prevent generalization. The example of such variables is the following: culture, age,
nationality, and basically any other factor, which somehow influences people’s life. Even
focusing on a specific group of Generation Z, for instance, Spanish Generation Z, does
not reduce the amount of variables, since from now, local variables need to be
considered as well, such as local crisis, catastrophes, or any other local events.
Another limitation also relates to the size of the targeted group. Collecting a significant
amount of quantitative data, which is enough to make it creating a statistical value,
requires a great amount of resources. The only left solution, which can potentially
compensate for the lack of quantitative data, is qualitative data. Unfortunately, it does
not create a significant statistical value, but it reveals the new generation’s leading
trends.

The last challenge and limitation is the lack of strict categorization of working factors
among different scholars. For instance, Hays (2019), in their study, classified a suitable
work-life balance as a motivation factor, which is improving the worker performance. On
the other hand, Ripple Match(2018) classified it as a key criterion for choosing a job.
Even if, in fact, these factors are the same one, it prevents a direct comparison since
they are in different categories among researchers.



4.Research Findings

This section presents and describes the collected primary data.
4.1 Results of the survey

a) Personal information of participants

The purpose of this section of the survey is to gain demographic information of
participants. Such information is required for the analysis and finding hidden patterns.

1) Gender

Gender

50 responses

® Male
@ Female
Prefer not to say

Figure 2. “Gender”

This question had three options. The first and second options allowed us to pick a
gender option for the participant. The third option was designed with respect for people
who did not want to reveal their gender for any reason. This survey’s gender ratio is the
following: 64% of males and 36% of Females. Even so, this questionnaire was not
targeted specifically for one of the genders and was distributed evenly among males
and females. The maijority of the participants identified themselves as male.

2) Age
Your Age

50 responses

® Lessthan 18
® 18-20
20-22
® 22-24
@ Over 24 years old

Figure 3. “Your Age”



The survey divided participants into four main age-brackets: 18-20 years, 20-22 years,
22-24 years, and over 24 years. Considering that the survey was distributed exclusively
among Geneva Business School students and that scholars did not develop a unified
age-bracket for each generation. This study considers the responses of people who are
older than 24 years old.

3) Educational Level

Educational level

50 responses

@ Secondary education
® Graduate

Doctorate
@ Prefer not to say

4

Figure 4. “Educational Level”

This question gained information on the educational level of participants for further
analysis. Participants had four options: graduate, doctorate, secondary education, and
option to not mention an educational level. The absolute majority of participants are
graduates, 80%. The second largest group is people who had secondary education,
16%. One of the participants had a doctorate. Also, one of the participants preferred not
to say his/her educational level.

b) Working experience of participants

This section provides information on the working experience of participants and the
region of employment. Knowing this information allows categorizing participants for
groups based on working experience and the region. Observing further responses from
these groups helps to notice and discover hidden patterns.

4) Working experience

Do you have work experience?

50 responses

® No

@ Less than 6 month
6-12 months

® 1-3 years

@ More than 3 years

Figure 5. “Do you have work experience?”

The absolute majority, or 98% of respondents, had working experience. This fact
increases the validity of the results since almost all participants are familiar with a



working environment. 32% of participants claimed that their experience is less than six
months. 20% of participants had 6-12 months of working experience. 18% of
respondents had been working for 1-3 years. 28% of participants claimed that their
working experience is more than three years. Only 2% of the respondents did not have
any working experience.

5) Region of gained working experience

In which country are you working in. Please state.

47 responses

15

0y
14 (298%)

s 4(8.5%)

3 (6.3)(6.4%)
2 (4.3%) 2 (4.3%)
1 (2132132, 122, 192 1%2.1%) |1 (2.1%)] (2.1(2. 13(2. 12(2. P2 1% (2.1%) G (2.1%) |1 (2.192. 1(2. 19(2. 1%(2.19

0
Canada Hungary Italy America E... Nigeria Spain UAE usa
England India Mali Russia Sweden germany

Figure 6. “In which country are you working in”

This question did not include any prepared options, and all participants were able to
mention any country. Worth to mention, the results of this question required additional
inspection since some respondents wrote cities instead of countries or wrote multiple
places. In order to provide accurate results, the responses were categorized manually.

Canada- 1 response

Egypt- 1 response

France- 1 response

Germany- 1 response

Hungary- 1 response

India- 4 responses

Italy- 5 responses

Latvia- 1 response

Mali- 1 response

Nigeria- 1 response

Romania- 1 response

Russia- 16 responses

Singapore- 1 response

Spain- 6 responses

Sweden- 1 response

Switzerland- 2 responses

United Arab Emirates (UAE)- 1 response
United Kingdom (UK)- 6 responses
United States of America (USA)- 5 responses



c) Working preferences

This section explores the working preferences of generation Z, including key criteria for
selecting a job, preferred professional development method, source of searching for a
job, and other valuable preferences.

6) Main job searching sources

What are the main job searching sources for you?

50 responses

Job-searching web sites
Social Medias
Company's Web-Site
Friends

Job fairs/Career expo
Recruitment agencies
Event manager
Family

University job offers
restauration publique
Personal network
Google

7 (14%)
8 (16%)

Figure 7. “What are the main job searching sources for you?”

The question had six prepared answers and a possibility for personal suggestions.
Moreover, participants were allowed to choose multiple options. As a result, most
generation Z is using online sources for searching for job offers. One of the most
favorite sources is job-searching websites; 68% of participants picked this option. The
second favorite source is the company’s website. 40% found it useful. Social Media is
also the most prioritized source among generation Z. 38% choose it as a preferred one.
The least preferred source is career events, such as job fairs or career expo. Only 14%
of participants are using it as a source for searching for a job offer. Some people
suggested their other sources, for instance, networking/friends and university job offers.

7) Research about the company

Before applying for the job, do you research about the company?

50 responses

® Yes
® No

Figure 8. “Before applying for the job, do you research the company?”



This question shows the importance of providing suitable working conditions for
attracting new employees from generation Z. According to the survey, 72% of
participants research the company before applying.

8) Needed corporate information during decision-making process

If your above response is yes, what corporate information helps your decision-making process?

26 responses

Career opportunities

Corporate culture

Social media, reviews (glassdoor for example), company’s overview

usually some info about the crew of the company and its statement and beliefs
Salary

Background info

Career growth opportunities

gaining information at independed forums

Employers attitude to the employees

Figure 9. “What corporate information helps you decision-making process?”

This is another question without prepared options. Participants were asked to provide
any type of information, which is taking a role during the decision making process.
Worth to mention, that some responses were not able to analyze, due to the fact that
particular participants’ responses did not include a clear message of the essential
corporate information. Also, since this question requires an open answer, all responses
were manually categorized into groups based on the assumed meaning.

Participants suggested the following answers: Career opportunities, Internal culture,
Reviews from previous workers, Core activities, company’s industry, work-life balance,
Salary, Corporate social responsibility (CSR), General company’s background, and
Overall aesthetic.

9) The importance of reviews from ex-workers



Would you consider working for a company if this has received negative reviews from ex-
employees?

50 responses

30

28 (56%)

20

7 (14%) 5 (10%) 7 (14%)
0

3 (6%)

Figure 10. “Would you consider working for a company if this has received negative
reviews from ex-employees?”

This question is based on a Likert scale from 1 to 5. On this scale, 1 stands for “I would
not consider this job,” 3 represents “I do not know,” and 5 stands for “| would consider
this job.” In this question, answers are distributed relatively evenly. 6% of participants
would not consider the job if the company has many negative reviews. 14% of
participants are leaning toward declining a job offer. In total, 20% of participants tend to
reject the offer if a company has negative reviews. On the other, 24% of respondents
will consider the job, even if an organization has negative reviews from a previous
worker. However, the majority are not sure about the answer.

10) Key criteria for selecting a job

What criteria is most important for you when choosing a job? You can tick more than one
option

50 responses

Salary —48 (96%)
Professional development
opportunity (D...

Clear career growth

Social benefits 15 (30%)

Flexible schedule 19 (38%)
Company's culture 18 (36%)
Company's social impact

Job Security

0 10 20 30 40 50
Figure 11. “What criteria is most important for you when choosing a job?”

According to the answers, as was expected, the most prioritized criterion is salary. 96%
of respondents choose salary as one of the essential factors for selecting a work. The
second factor is a professional development opportunity. In order to make sure that
every participant understands this option, it includes a short explanation. Claiming that it
stands for the development of new skills and gaining professional knowledge. This
option was picked by 80% of participants. Another significant factor is clear career
growth. 64% of respondents believe that it is vital for them. Job security was picked by
48% of participants. Flexible schedule and company culture are essential for 38% and



36% of participants, respectively. The least important factors are social benefits (30%)
and the company’s social impact (24%).

11) Preferred method of professional development

In your opinion, what of the methods listed below the most suitable for professional
development?

50 responses

Trainings 32 (64%)
Online-Courses

Seminars

Competition activities (case study
comp...

34 (68%)
Conferences, where employees
can share ...

self education i1 (2%)

Figure 12. “In your opinion, what of the methods listed below the most suitable for
professional development?”

This question had 7 prepared answers, and a possibility to suggest a personal method,
if it was not mentioned. The most preferred methods of professional development are
an opportunity of working with a more senior and experienced employee (68%) and
professional training (64%). Also, working conferences were picked by 48% of survey’s
participants. The rest of the options distributed votes equally. Online-Courses received
32% of votes, seminars got 30%, competition activities were important for 34%, and
rotation program was picked by 38%. One of the participants suggested self-education
for professional development. Worth to mention, that 2 options included explanation and
examples. This was made in order to make sure that options are comprehensive for
every participant. The option with competition activities included examples, for instance
case study competition and design challenges. Also, the rotation program practice was
explained as well.

12) Choice between salary and corporate social responsibility (CSR)
Would you be willing to sacrify a higher salary for a company that is socially responsible
(CSR)?

50 responses

15 15 (30%)

13 (26%)
10 11 (22%)

8 (16%)

3 (6%)

Figure 13. “Would you be willing to sacrify a higher salary for a company that is socially
responsible (CSR)?”



This question is based on a Likert scale. 1 represents a higher salary, 3 stands for “| do
not know,” and 5 represents the willingness to sacrifice a higher salary for CSR. This
question has anomaly outcomes. According to the results, 36% of people are willing to
sacrifice a higher salary if a company is socially responsible. Meanwhile, one of the
previous questions about key criteria, salary, got 98% of votes, compared to the
company’s social impact, which got only 24% of votes. However, it is possible to notice
a significant decline in answers when it comes to a strong decision (point 5 on the
Linkert scale). It might be a sign of a desire to select a socially responsible company
over a higher salary, but not the willingness.

13) Choice between professional development opportunity and clear career path

What is more important, clear professional development opportunities within the workplace
or a clear career path?

50 responses
20
15 16 (32%)

12 (249
10 (24%)

10 (20%)

5 6 (12%) 8 (12%)

Figure 14. “What is more important, clear professional development opportunities within
the workplace or a clear career path?

This is another question, which is based on a Likert scale, where 1 stands for
professional development, 3 means “I do not know” and 5 stands for a clear career
path. According to the outcomes, the maijority (44%) preferred having a professional
development opportunity within a workplace, against 36% of participants who choose a
clear career path.

14) Key characteristics of corporate culture

What of the following characteristics of corporate culture most important for you?

50 responses

Transparent communication 38 (76%)
Initiative encouragement
Close-knit group

Flexibility

Competition

0 10 20 30 40
Figure 15. What characteristics of corporate culture are most important for you?

According to the outcomes, transparency in communication is an essential
characteristic of the corporate culture. Moreover, 64% of responses indicate the



importance of initiative encouragement. Flexibility got 56% of the total votes. A

close-knit group is vital for 24% of respondents. Moreover, only 10% of the participants
found competition as an essential trait of the company’s culture.

15) Initiative encouragement

Do you agree that a company's culture should allow employees to develop new projects and
ideas ?

50 responses

® Agree
@ Disagree

/=

Figure 16. “Do you agree that a company's culture should allow employees to develop
new projects and ideas?”

The absolute majority, 88%, agree that the company should allow employees to develop
new projects and ideas.

16) Work-life balance

Thinking of work-life balance, do you agree with the statement? “ The question is not where
am | going to fit in your company, but where are you going to fit in my life”

50 responses

® agree

@ Disagree
Depends on what stage of my career |
find myself

Figure 17. “Do you agree with the statement? “The question is not where am | going to
fit in your company, but where are you going to fit in my life””

56% of participants claimed that the work-life balance might vary depending on the
current career stage. 30% of responses indicate the importance of life over a job. 14%
of responders did not agree with the statement.

17) Choice between salary and other combined key criteria for selecting a job



Using a scale of 1to 5, 5 being highly agree, how would you value a company that offers a
professional development opportunity, a suitable culture, and clear career path over a
company which offers higher salary yet little or no professional development?

50 responses

30

24 (48%)

20

10 11 (22%)
8 (16%) 7 (14%)
0 (tf%)

1 2 3 = 5

Figure 18. “How would you value a company that offers a professional development
opportunity, a suitable culture, and clear career path over a company which offers
higher salary yet little or no professional development?”

The question is based on a Likert scale. 5 stands for highly agree. 70% of participants
are more likely to accept an offer from a company that provides professional
development opportunities, suitable corporate culture, and a clear career path over a
company, providing only a higher salary. Only 16% of votes indicates the opposite
opinion.

18) Optimal time to work in a one company

How long would do you think is a reasonable time to stay in a company before seeking other
professional growth possibilities outside the company?

50 responses

® 1 year
® 2 years
3 to 4 years
@ 5 or more years
@ Depends on a wide range of factors

Y

Figure 19. “How long would you think is a reasonable time to stay in a company before
seeking other professional growth possibilities outside the company?”

This question had five prepared options. The time bracket was divided into four main
categories, one year, two years, 3-4 years, five or more years. The last option
represents the absence of readiness to answer this question due to a variety of factors.
Based on the results, two years is an optimal amount of time for 32% of participants.
28% of the vote stands for 3-4 years as an optimal time. 10% found one year of working
a sufficient time. 4% would like to work for more than five years for one company.



However, 26% of participants refrained from answering due to dependency on a wide
range of factors.

Males vs. Females

This section is based on the survey’s responses. The purpose of this section is to
compare males’ and females’ responses in order to find similarities and differences.
Founded similarities among different groups of participants would be beneficial for
developing an objective framework.

The responses between males and females are entirely different in some questions.
However, they are also similar in others. For instance, males’ and females’ opinions
regarding the necessity of the company’s research before applying are identical.
Another example is the preferred professional development method (Figure 20).

Male and Female

B Male [ Female

0.8
68.75% 68.7

Bor
66.67%

0.6
50.00%

40.63%
34.38%

0.4

0.2

0.0

Trainings Online-Courses Seminars Competition Working with a Conferences Rotation Program
activities more senior and
experienced
employee

Figure 20. “Difference between males and females in preferred methods for
professional development”

Figure 20 demonstrates the answers from males and females for the same question
about professional development preferences. The majority of the opinions about the
listed methods were similar. Both genders would like to have the training, or
online-courses to improve their skills and gain extra knowledge. Moreover, both genders
believe that working within a group with a more senior and experienced colleague would
positively impact their development. Conferences and seminars are slightly more
preferable by men. However, it is possible to notice a significant difference in opinion
about competition activities and rotation programs. Twice more females selected a
rotation program as their favored method, 55,5% against 28,1% of males. On the other
hand, males prefer competition activities for professional development purposes. This
could be a sign of the competitive nature of males. Another survey’s question proves
this theory. More males selected competition as a key characteristic of a company’s
culture. However, this pattern does not allow to implement a competition factor for a
framework of this study. Since only one of the genders prefers competition, including it,
will make a framework focusing mainly on males. This would develop a biased and not
objective framework.



Speaking of favorite sources for searching job offers (Figure 21), the results are the
following.

Male and Female
B Male [ Female

0.8 72.22%
67.74% 66.67%
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Figure 21. “Difference between males and females in main job searching sources”

As was expected, both genders prefer online sources for searching for a job. However,
social media are mainly used by women. 66,7% of female participants selected it,
compared to 22,6% of males’ votes. The rest online sources got comparable results
from both genders. The offline sources, such as job fairs and agencies, are also favored
mostly by females. On the other hand, males prefer to use net-working as a source for
job proposals.

The opinions of essential criteria for selecting a job have along with similarities, some
differences as well, among two genders. Figure 22 demonstrates the distribution of
votes in terms of gender.
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Figure 22. “Difference between males and females in most important criteria when
choosing a job”

According to the graph, only salary and professional development opportunities play an
equal role among the two genders. Every male participant of this survey selected salary
as a key criterion. Females selected salary less than males, 88,9%, but it is still a



significant rate, demonstrating the importance of salary. Professional development
opportunities has similar results as well. 87,5% of males’ and 66,7% of females’
participants consider this factor during a job selecting process. The biggest difference in
responses between males and females is career growth. 75% of males respondents
would like to have a clear career growth opportunity. Meanwhile, only 33,3% of females
participants picked career growth as a key factor. On the other hand, the company’s
social impact and internal culture are mainly of interest for women. These factors were
selected by 27,8% and 38,9% of women. The importance of CSR could be noticed in a
different question as well. Figure 23 shows the results of males’ and females’ votes for
the question about the choice between salary and a socially responsible company
(CSR).

Male and Female

B Male [ Female
38.89%
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30.00%

18.75%
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10.00%
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Figure 23. “Difference between males and females in willingness to sacrifice a higher
salary for a company that is socially responsible (CSR)”

Figure 23 shows the responses to the survey’s question, which was based on a Likert
scale, 1 represents a choice with a higher salary, 3 stands for “I do not know” and 5
represents a CSR choice. According to that graph, the importance of CSR is higher for
women. Even if point 5 got equal votes from males and females, point 1, which stands
for a strong decision in favor of a higher salary, got entirely dissimilar results among
males and females. 20,9% of males are willing to sacrifice an offer from a socially
responsible company over an offer with a higher salary. Meanwhile, only 5,5% of
females participants are ready to choose a salary over social responsibility.

Another interesting outcome could be noticed in responses about the importance of
negative reviews from ex-workers.



Male and Female
B Male [ Female
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Figure 24. “Difference between males and females in considering negative reviews from
previous workers.”

Figure 24 demonstrates the vote distribution between males and females. The question
asked, did participants would accept an offer from a company if it has too many
negative reviews from ex-employees. Point 1 represents a complete rejection from an
offer, 3 stands for “I do not know,” 5 stands for a complete indifference about negative
reviews. Point 5 and 4 distributed the votes relatively equally. However, according to the
results, more women would reject an offer if a company has negative reviews.

The rest of the responses of males and females were similar. Both genders had the
same opinions regarding work-life balance, encouraging employees to develop new
ideas and projects, the optimal time working for one company, and the rest survey’s
questions.

Demographic similarities and differences

This section demonstrates and explains the distribution of votes among participants
from different regions. Considering that some countries were lacking representatives,
this section includes only regions with four or more representatives among survey
participants. Moreover, the author decided to merge African countries, such as Mali,
Egypt, and Nigeria, into one group. The final list of considered countries is Africa,
America (USA), England (UK), India, Russia, and Spain.

The overall responses were extremely similar. All representatives share the same
opinion about crucial criteria for choosing a job, crucial corporate culture characteristics,
and other questionnaire subjects. However, there are a few exceptions.

The question about work-life balance is an expectation. The responses are significantly
different. The question includes a statement, “The question is not where am | going to fit
in your company, but where are you going to fit in my life” (Bruce Tulgan, 2013).
Participants had three options to choose from: agree, disagree, depending on a career
stage. Figure 25 demonstrates the differences in responses.
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Figure 25. “Differences between regions in work-life ratio”

According to that chart, only Indian and Spanish representatives agreed with the
statement and prioritized life over a work. African and Russian representatives believed
that the Work-Life rate depends on the current career stage. The opinions from English
representatives were divided by half. 50% of English agrees with the opinion that the
work-life ratio depends on the career stage. However, another half of the English
participants completely disagreed with the statement. The absolute majority of American
representatives disagreed with the quote.

Another exception is the question related to encouraging employees to develop new
ideas and projects. Figure 26 shows the votes from each region represented.

B Agree [ Disagree
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Figure 26. “Differences between regions in employees encouragement for developing
new ideas and projects”

Almost every representative agreed with the idea to encourage employees for their
initiative. However, American participants completely disagreed with such an idea.
Furthermore, opinions from English representatives are divided by 2. The first half
agreed to support employees’ inventiveness, and the second half did not.



Age groups similarities and differences
Mainly all age groups have similar opinions. Hence their responses are the same.

However, one of the questions has unusual results. The question is about comparing
the importance of professional development opportunities and a clear career path.

M 1 (Professional Dev.) [l 2 3("Idonot know") [ 4 [ 5 (Clear career path)
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60.00%
40.00%

20.00%

0.00% I

18-20 20-22 22-24 Qver 24 years old

Figure 27. “Differences between age groups in choice between professional
development and clear career path”

Every represented age group 18-20, preferred a clear career path over a professional
development opportunity. Another age group, which mainly preferred a clear career path
is 22-24. However, the votes are not that unambiguous. Some of the representatives
would like to see development opportunities. Only the oldest age group, over 24 years
old, selected point 1, which stands as a professional development opportunity. Their
preferences shifted from a clear career path to professional development. Also, none of
the other age groups selected point 1. The change of priorities could explain this pattern
due to gaining additional working experience over the years.

4 .2 Results of the interviews

Question 1
Is recruiting a challenge? Have you had difficulties finding a candidate?

#1 Interviewee. The first interviewee agrees that hiring employees is a challenge for
every company. There are two main reasons for this. The first reason is that not every
young employee is ready for the working environment, he/she is not ready to deal with
challenges. Also, due to a lack of working experience, their decision-making process
leaves much to be desired. According to interviewee’s opinion, a suitable candidate
should understand working processes, the interaction between departments, and
communication with contractors. The scarcity of such candidates makes hiring a
challenge.

#2 Interviewee. The second interviewee believes that hiring an employee is a
responsibility rather than a challenge. Hiring a new employee, especially an additional
one, is a responsible decision. First of all, it requires a certain company’s resources,



and secondly, every manager expects him/her to increase the company’s performance.
Besides, the interviewee highlighted that in their case, the hiring process was
complicated due to the necessity to find a candidate in a relatively narrow and specific
industry. However, their recruiting strategy focuses not on already developed
specialists, but young ones, even without practical experience. The only requirement is
being capable of development and training and, most importantly, having the desire for
professional development in this industry.

#3 Interviewee. The third interviewee agrees that hiring is a challenge. The interviewee
gave two significant reasons, which explain this. The first reason is a scarcity of
promising candidates in the labor market. The second reason is the difficulty in
attracting and interest them. The most common issues are not satisfied salary, small
working team, as a result, not very promising career growth.

Conclusion

Every participant has a personal point of view. For one of them, the challenge in
recruiting specialist is finding a suitable candidate. For another interviewee, it is
problematic due to a specific industry. For the last interviewee, the major challenge is to
attract and interest a candidate. Nevertheless, each of them agreed that hiring is a
complicated process, and every one of them faced similar challenges during this
process.

Question 2
Do you consider Generation Z as a new generation of promising employees? Is the new
generation of workers different from the previous one?

#1 Interviewee. Interviewee recognized new generation Z as promising workers.
According to an interviewee’s opinion, a new generation has several prominent
advantages over the previous generation. The first advantage is their digital capabilities,
which can be useful for work tasks. Also, the interviewee appreciates a creative
approach to dealing with everyday tasks. The last advantage is a set of values that aim
to objectively evaluate the current consumer and create suitable products and services
for future generations. However, the interviewee, believes that in terms of core skills set,
there are no significant differences.

#2 Interviewee. The second interviewee thinks that the differences between generations
are enormously exaggerated. The motivational factors and fundamental values remain
the same since humanity could not change dramatically in such a short term. However,
interviewee notes some differences. Since these young people grew up in the era of the
rapid development of IT technologies, they are very advanced in these aspects.
Moreover, Generation Z has non-standard decision making, which could be beneficial
for creating a different perspective.

#3 Interviewee. The third interviewee is also considering the new generation Z as
promising employees. Interviewee thinks that Generation Z has a new vision, values,
and innovative approaches to execute ideas and projects. Moreover, since they are
young workers, their desire to stand out, and reach the top, will push companies
forward.

Conclusion

Every interviewee considers the new generation as a new generation of promising
workers. Moreover, every one of them mentions their new values set, which could be



beneficial. Also, interviewees highlight well-developed abilities related to technologies.
Furthermore, their non-standard and creative approach to the decision-making process
could open new perspectives for a company.

Question 3
In your opinion, does the workflow require adaptation for the next generation? What do
you think needs to be changed?

#1 Interviewee. The first interviewee believes that constant adaptations due to internal
and external changes are critical to a successful venture.

#2 Interviewee. The second interviewee has a similar opinion as to the first interviewee.
Also, interviewee provides an example of the recent adaptation due to COVID-19
restrictions. With the new rules and restrictions, many companies were forced to
transfer employees to remote work. At the same time, it opens new opportunities and
sometimes even improves the workers’ performance. This is a great example, how
adaptation could have a positive impact. According to the interviewee’s opinion, the new
generation gains a significant competitive advantage with this adaptation since they are
more familiar with technologies.

#3 Interviewee. The last interviewee thinks that the workflow does not require a
significant change. However, the interviewee accepts minor changes if these would
have a positive impact.

Conclusion

Two of the three interviewees accept the importance of adaptation for a new generation.
The third interviewee is not ready to make significant changes in a workflow.

Question 4
Are you ready to invest company resources to attract Gen Z employees?

#1 Interviewee. According to interviewee’s opinion, employees are the most impactful
assets. Investing in a new generation is one of the priority tasks. With proper
management, young employees open their potential in a relatively short period.

#2 Interviewee. As was mentioned earlier by this interviewee, hiring a new worker is
always an investment.

#3 Interviewee. Interviewee believes that to improve the company’s performance, it is
always required to invest its resources. Investing in the new generation is a suitable
approach to improve an organization.

Conclusion

All three interviewees are ready to invest resources to attract employees from a new
Generation Z.

Question 5
In your opinion, how well is your company integrated with technologies? What sources
do you use to find employees?

#1 Interviewee. Interviewee considers that the company is sufficiently integrated with
new technologies. At the moment, they are using a wide variety of sources for searching
for employees. For instance, job-searching websites, recommendations from partner
companies, and social networks.



#2 Interviewee. Interviewee uses different ways to find new employees, such as
specialized online sources for employee search, specialized social networks such as
LinkedIn, and interaction with educational facilities.

#3 Interviewee. Over the past year, their company began to pay additional attention to
integration with technologies. Firstly, due to the pandemic and changes in employees’
work schedules, they have introduced the Zoom communication system. Secondly, it
improves the recruiting process. The primary sources of searching employees are the
following: Job-searching websites and recommendations from their partners.

Conclusion

All interviewees’ companies are well integrated with technologies. They are using online
sources for searching employees, such as job searching websites and social networks.
Also, they prefer offline sources, such as recommendations from partners and
educational facilities.

Question 6

According to the results of this study survey, the three main criteria for choosing an
employer for Gen Z are: salary, professional development opportunities, and a clear
career path. For professional development, the new generation prefers Trainings,
conferences where employees freely share experiences and mistakes, competitive
events among the team (case competition), and the opportunity to work together with a
more senior and experienced employee. Which of the above do you think is an effective
way for professional development? What are you ready to implement within the
company? Are you ready to invest in this?

#1 Interviewee. The interviewee agrees with the importance of providing professional
development opportunities. According to the interviewee’s opinion, the most effective
development methods are competitive activities and an opportunity to work with a more
senior and experienced employee. At the moment, interviewee’s companies implement
only pieces of training as a method for professional development.

#2 Interviewee. Interviewee agrees with the importance of the listed key criteria for
selecting a job. However, interviewee also notes that such criteria are universal for all
generations, not only for the new Generation Z. At the moment, their company provides
training, the opportunity to work with a more senior and experienced employee, and
webinars. Moreover, by implementing a CRM (customer relationship management)
software, the company developed a competitive element by demonstrating each
employee's performance and achievements.

#3 Interviewee. Interviewee thinks that all three key criteria are important in their own
way and are suitable exactly for a company in which they are implementable.
Interviewee believes that, since their company is middle-sized, the best suitable
professional development method is training. Currently, the company annually allocates
the budget for providing training sessions for newly arrived colleagues and old ones.

Conclusion

All interviewees agree with the importance of providing the desired criteria for the new
generation Z. Moreover, all interviewees’ companies provide an opportunity for
professional development. The preferred methods vary, depending on the organization,
particularly the size of the organization. The Interviewees, who represent middle-sized
companies (#1 Interviewee & #3 Interviewee), provide training and an opportunity to



work as a team with a more senior employee. Meanwhile, the second interviewee, who
represents a large-size company, also implements a competitive element.

Question 7

Does your company have an internal culture? What attributes fit your culture's
description? Do you agree to reshape the company’s culture to attract young
professionals?

#1 Interviewee. The interviewee describes their corporate culture as: transparent,
informal communication, open-minded. Moreover, interviewee, highlights the importance
of a robust corporate culture since internal culture has a direct impact on an employee’s
performance.

#2 Interviewee. Interviewee claims that their internal culture is based on the respect of
individuals and identities. At the same time, every worker understands the importance of
a close-knit group. The interviewee believes that internal culture depends on two
variables. The first variable is the general cultural level of each worker. The second
variable is the proper managerial practice.

#3 Interviewee. The last interviewee thinks that due to a company's middle-size and
relatively small collective, its culture's critical characteristic should be a close-knit group.
Since that person spends most of their time at work, it is essential to create such a
working environment that stimulates a productive workflow.

Conclusion

Interviewee’s companies have an internal corporate culture. However, the key
characteristics are different. Two of the companies have a close-knit group
characteristic. The other company developed a culture, which was based on
transparency and informal communication. Furthermore, every interviewee, realizes the
importance of internal culture and recognizes the positive impact it has.

Question 8

Based on this study survey results, the new generation wants a culture that encourages
ideas that directly impact business success. Do you think it is necessary? Are you ready
to provide it?

#1 Interviewee. Interviewee claims that employees' encouragement for sharing personal
ideas is a well-established managerial practice in their company.

#2 Interviewee. Interviewee claims that an employee, which generates new ideas, is
precious for a company. At the moment, the organization developed a program for
employees’ ideas. If the top management team accepted the idea, the employee
responsible for an idea receives a determined amount of resources to execute it.
Furthermore, a career path is also based on the outcomes of that idea.

#3 Interviewee. Interviewee appreciates new ideas from employees. Moreover, the
interviewee claimed that employees developed many ideas during the COVID-19
pandemic that improved the remote workflow.

Conclusion

Every interviewee’s company has already established the managerial practice of
encouraging employee’s ideas.



5.Conclusion, Framework and
Recommendations

5.1 Discovered Patterns

The author of this research discovered various patterns by reviewing existing studies
regarding Generation Z and the collected data of this studies’ surveys and interviews.

This list includes patterns, an explanation of each Pattern, and an approach to
discovering.

Ne1 Pattern. Salary remains a top tier priority for a new Generation Z.

Some scholars claim that a salary does not play a role in terms of selecting a job
(Robert Half, 2015), or that “Gen Z appears to be ... less motivated by money than Gen
Y” (Schawbel, 2014). The results of the research demonstrate that these statements are
not accurate. According to the results of this research, salary is the essential criteria for
selecting a work. Furthermore, such importance demonstrates every major group of
participants, such as gender groups, age groups, and regional groups. Also, different
studies achieved similar results. For instance, in their research, Hays (2019) stated the
salary was the most important criterion and the most effective motivational factor.
Furthermore, even Robert Half’'s (2015) research demonstrates that salary is included in
the top-3 most important criteria for selecting a job for Generation Z. Considering these
factors, it is safe to say that salary remains a top-tier priority for the new generation.

Ne2 Pattern. Providing a professional development opportunity is obligatoriness.

Another absolute favorite in terms of criteria for selecting a work is to have a
professional development opportunity. The majority of considered research in this study,
including the results of this study’s survey, shows the importance of professional
development opportunities. In some studies, such as Ripple Match (2018), a
professional development opportunity was ranked as the top priority for the new
generation. Furthermore, professional development remains on the top place as an
important criterion among all participants segments of the research, such as gender
segment, students of elite educational facilities and students of non-elite educational
facilities, STEM and non-STEM segment, and under-represented minority (URM) and
Gen Z average segment. This study’s survey achieves reasonably similar results. All
participant segments ranked professional development opportunity as the second most
important criterion for selecting a job.

The considered researches do not provide such information about professional
development method preferences, except this study’s survey. The most important
methods across all participant segments are training and the opportunity to work with a
more senior and experienced employee. Some of the methods are preferred only by
one of the participant groups. For instance, competition activities are mainly preferred
by males. On the other hand, rotational programs are preferred largely by females. Also
worth mentioning that the implementation of methods depends on the company itself.
For instance, if a company presents a small and middle-sized enterprise (SME),
implementing a rotational program would be difficult and not that effective.

Ne3 Pattern. Online sources for searching for a job



According to the collected primary and secondary data, the new generation prefers to
use online sources for searching for a job. The most used ones are job searching
websites and an official company website. However, social networks are mainly
preferable by the women's group. It does not mean that Generation Z representatives
reject offline sources. Some of them still consider job fairs events and recruitment
agencies. Nonetheless, the majority prefer online options.

Ne4 Pattern. The difference between males’ and females’ representatives of Generation
Z is noticeable.

By comparing the responses of males and females, it is possible to observe a
difference. Despite the similarity in particular questions, such as "the importance of
professional development," many other questions demonstrate differences. Other
researchers also notice them. For instance, Ripple Match (2018) report claims that
social impact is more significant to women than men. This study's survey has a
complete identical result. The same results are also applicable to corporate culture.
According to the research, primarily women consider the company’s culture. However,
the author of this thesis believes that such differentiation could be beneficial for
developing the framework. If males’ and females’ responses match, this could be
considered as a truly valuable aspect for the whole generation. Moreover, if the
framework would be based on these factors, its effectiveness will increase.

Ne5 Pattern. The demographics of participants do not significantly influence the results.

Unexpectedly, but the results of responses between different region representers do not
have a significant difference. Unfortunately, none of the considered studies provide
data-focused on demographic differences.

Ne6 Pattern. Well-developed entrepreneurial spirit.

Many scholars claim that the new generation Z has a well-developed entrepreneurial
mindset. For instance, Addeco, (2015) claims that entrepreneurship is one of the key
traits of the whole generation. The survey’s results support this statement. The majority
of the survey’s participants believe that the company should encourage them to develop
new ideas and projects, which directly impact a company’s success. Furthermore, all
main categories of participants have the same opinion. Due to this fact, this could be
considered as one of the most valuable factors for generation Z

5.2 Framework

As was mentioned at the beginning, this framework's primary purpose is to improve the
interaction between companies and generation Z representatives. As a result, it will
attract new employees from generation Z. This framework helps to resolve two business
challenges. The first challenge is recruiting. As all interviewees agree, attracting and
hiring promising employees is a challenge. This framework was designed to increase
companies' attractiveness for a Generation Z. Hence resolves a hiring difficulty. The
second business challenge this framework resolves is workflow adaptation and
preparation for the upcoming generation. Since many scholars believe that the new
generation will bring the most remarkable generational shift for the workplace. (Tulgan,



2013). It is necessary to update a working process, to improve the performance of
workers from Generation Z.

The framework aims to provide only optimal suggestions. Therefore, this framework
does not suggest increasing the salary, even if it is the essential criterion for generation
Z. The reason is that the author believes that there are other approaches with the same
effectiveness but with less required resources. This statement is supported by the
question 18. This question demonstrates people's willingness to sacrifice a higher
salary for a company that provides a professional development opportunity, suitable
culture, and a clear career path. Furthermore, since this is the universal framework, all
steps and suggestions should be applicable to the majority of companies. Therefore, it
does not include suggestions that could be useful only for particular types of companies,
such as a rotation program, which could be implemented only by large-enterprises.

Begin to use online sources for searching candidates

At first glance, the relevancy of that suggestion could be questionable. Especially taking
into consideration that all interviewees confirm that they are using online sources for this
purpose. However, the importance of this method is impossible to overestimate. Since it
is a stage where a “journey” (for both employer and employee) begins.

The importance of online sources is due to well-developed digital abilities among
generation Z. Representatives of generation Z feel incredibly comfortable using
technologies for completing their tasks. One of the possible reasons why all currently
available offline sources for searching for a job still exist is due to companies that are
not well integrated with technologies. Moreover, according to interviewee results, none
of the companies have implemented a list of available vacancies on their websites.
Implementing this feature could be beneficial for attracting candidates from generation
Z. According to a survey’s results, the company’s website is one of the most preferred
sources for searching for work.

Encourage employees for sharing their ideas

This suggestion is based on two main factors. The first factor is the importance of
corporate culture and its’ positive impact on the employees’ performance. The second
factor is a well-developed entrepreneurial trait of Generation Z. Allowing Generation Z
employees to develop their ideas and open entrepreneurial potential could be
tremendously beneficial for a company. One of the interviewees provided an example,
how employees’ ideas improved a workflow during the COVID-19 pandemic. Moreover,
according to the survey’s results, initiative encouragement is one of the most desired
characteristics of a company’s culture for Generation Z. Furthermore, knowing that
suitable corporate culture, with a combination of other working preferences could
outweigh a higher salary. Encouraging employees for their ideas could have massive
improvements.

Provide a professional development opportunity

Despite the salary, professional development is an absolute winner in all conducted
surveys. Professional development is a genuinely essential criterion for Generation Z.
Their desire to continually improve working skills and gain new knowledge should be
fulfilled by employers.



Moreover, this is beneficial for a company as well, since, in the end, it gets a more
experienced and knowledgeable employee.

According to the survey, speaking of the most effective method for professional
development is an opportunity to work with a more senior and experienced employee.
Another method, which deserves attention is training. Last but not least is conferences.
Generation Z believes that sharing and discussing experiences and mistakes during
these conferences will positively impact professional development.

Creating a “GenZ” environment

According to the results of various studies, Generation Z believes that the most suitable
working environment should be based on two main principles. The first one is
transparency. It includes transparent communication and transparent relationships with
a manager. In theory, it should create trust between subordinates and superiors. The
second principle is flexibility. To improve the interaction with generation Z
representatives, employers should implement these two principles into the workplace.

5.3 Limitations

As was mentioned earlier, in the methodology section, conducting research about the
whole generation raises several challenges and limitations. One of them is a
tremendous amount of variables, which could influence the outcomes. There is no
physical approach to consider every variable due to an extreme amount of generation Z
population, the variety of that population, and each segment of that population's
uniqueness.

Moreover, the final number of participants in this study’s survey is short. Fifty
participants are not enough to collect complete objective data. Furthermore, since the
survey was online, the control over participants was insignificant. As a result, the validity
of the responses is low. However, the author tried to compensate for it by distributing
questionnaires among Geneva Business School students rather than random people.
Also, the lack of representatives of some regions, does not allow to make any
conclusions about the demographic differentiations.

5.4 Recommendations

Currently, not many studies related to Generation Z working preferences consider
gender differences. The surveys (including this study’s survey) that considered gender
differences demonstrate dissimilar results among genders. This is a result of different
values, principles, and goals between genders. In order to discover the exact
differences, it requires further investigation. This would be a huge step forward to
providing equal and fair working conditions for both genders.
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Appendices

Appendix A) Questionnaire

1.

Gender
a. Male
b. Female
c. Prefer not to say

Your age
a. Lessthan 18
b. 18-20
c. 22-24
d. Over 24 years old

Educational level
a. Graduate
b. Doctorate
c. Secondary education
d. Prefer not to say

Do you have working experience?
a. No
b. Less than 6 month
c. 6-12 months
d. 1-3 years
e. More than 3 years

In which country are you working in. Please state.
a. <open answer>

What are the main job searching sources for you
Job-searching websites

Social media

Company’s website

Friends

Job fairs/Career expo

Recruitment agencies

Other

@ *0o0Tw

Before applying for the job, do you research the company?
a. Yes
b. No

If you above response what corporate information
a. <open answer>

Would you consider working for a company if this has received negative
reviews from ex-employes.
a. <Likert Scale>



10.What criteria id most important for you when choosing a job. You can tick
more than one option.
a. Salary
b. Professional development opportunity (Development of new skills and
gaining new knowledge)
Clear career growth
Social benefits
Flexible schedule
Company's culture
Company's social impact
Job Security
Other

T T@moao0

11.In your opinion, what of the methods listed below the most suitable for
professional development

a. Trainings

b. Online-Courses

c. Seminars

d. Competition activities (case study competition, design challenges)

e. Working with a more senior and experienced employee

f. Conferences, where employees can share and discuss opinions and
mistakes

g. Rotation Program (Horizontal mobility through different departments within
a company)

h. Other

12. Would you be willing to sacrifice a higher salary for a company that is
socially responsible (CSR)?
a. <Likert scale>

13. What is more important, clear professional development opportunities
within the workplace or a clear career path?
a. <Likert scale>

14.What of the following characteristics of corporate culture most important
for you?
a. Transparent communication
b. Initiative encouragement
c. Close-knit group
d. Flexibility
e. Competition
f. Other

15. Do you agree that a company's culture should allow employees to develop
new projects and ideas ?
a. Agree
b. Disagree

16. Thinking of work-life balance, do you agree with the statement? “ The
question is not where am | going to fit in your company, but where are you
going to fit in my life”

a. Agree



b. Disagree
c. Depends on what stage of my career | find myself

17. Using a scale of 1 to 5, 5 being highly agree, how would you value a
company that offers a professional development opportunity, a suitable
culture, and clear career path over a company which offers higher salary
yet little or no professional development?

a. <Likert Scale>

18. How important is job stability for you?
a. <Likert scale>

19. How long would do you think is a reasonable time to stay in a company
before seeking other professional growth possibilities outside the
company?

a. 1year

b. 2years

c. 3to4 years

d. 5 or more years

e. Depends on a wide range of factors

20.What industry sector do you consider the most attractive to work for
a. <open answer>

Appendix 2) Contest forms

Interviewee contest form #2
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Appendix - Consent form

CONSENT TO PARTICIPATE IN RESEARCH

| agree to participate in the research project entitled How to sell a job to a Generation Z

undertaken by the researcher named Aleks Kalenov

By signing below, | acknowledge that:

| have agreed to participate in this study.

| have been informed of and understand the purpose of this study.

| understand that | can withdraw from the study at any time without prejudice.

| understand how the data collected will be used, and that any confidential
information will be seen only by the researchers and will not be revealed to
anyone else.

Details relating to anonymity and confidentiality have been explained and |
understand these.

| have had the opportunity to ask any questions.

With full knowledge of all foregoing, | agree, of my own free will, to participate in

this study.

- g
Signature: //ff'ff}/zﬂ’ﬁ/uﬁl/ %{”/ﬁ Batey #74 76 S BED

The extra copy of this signed and dated consent form is for you to keep.

Geneva Business School

W_gbsge.com | E

00000



Interviewee contest form #2

Appendix - Consent form

CONSENT TO PARTICIPATE IN RESEARCH

| agree to participate in the research project entitied How to sell a job to a Generation Z

undertaken by the researcher named Aleks Kalenov

By signing below, | acknowledge that:

| have agreed to participate in this study.

| have been informed of and understand the purpose of this study.

| understand that | can withdraw from the study at any time without prejudice.

| understand how the data collected will be used, and that any confidential
information will be seen only by the researchers and will not be revealed to
anyone else.

Details relating to anonymity and confidentiality have been explained and |
understand these.

| have had the opportunity to ask any questions.

With full knowledge of all foregoing, | agree, of my own free will, to participate in

this study.

Signature: %M/ﬁf@fﬁ il Date: 08/11/2020
< J

The extra copy of this signed and dated consent form is for you to keep.

Geneva Business School
W _gbsge.com | E geneva@gbsge.com



Interviewee contest form #3
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Appendix - Consent form

CONSENT TO PARTICIPATE IN RESEARCH

| agree to participate in the research project entitled How to sell a job to a Generation Z

undertaken by the researcher named Aleks Kalenov

By signing below, | acknowledge that:
e | have agreed to participate in this study.
e | have been informed of and understand the purpose of this study.
e | understand that | can withdraw from the study at any time without prejudice.

| understand how the data collected will be used, and that any confidential

information will be seen only by the researchers and will not be revealed to
anyone else.

e Details relating to anonymity and confidentiality have been explained and |
understand these.

e | have had the opportunity to ask any questions.

e With full knowledge of all foregoing, | agree, of my own free will, to participate in

this study.

Signature: Date: 13/11/20

e

The extra copy Juf thig signed and dated consent form is for you to keep.
Nt

Geneva Business School
W_gbsge.com | E

00000




Appendix 3) Interviews transcript
Interviewee #1

1. [a, sBnaeTca CnoXHOW 3agadyen, NOTOMY YTO He KaXKabl MOSTOL4OM COTPYLAHMK roTOB
CTankmBaTbCsi CO CMOXHbIMU 3a4a4amu, NPUHUMAaTL CIIOXHbIE PELLEHNS ANS Pa3BUTUS
KOMMNaHUU, TK B HbIHELLHEN CUTyaLMN HAKOMMEeHHble 3HaHUS! Ha OCHOBE MPOLUSIbIX
BbIBOLOB, NPOMAEHHbIE KENCHI HE TaK akTyarbHbl YTO Obl BbINOMHATL MNOCTABMEHHbIE
3a4aun B KOPOTKMIM cpoKk. Onupasicb Ha cTpaTternyeckoe nriaHnpoBaHMe, KOMNaHUK
HeobXo4MMO NOCTOSIHHO KOPPEKTUPOBAaTb paboune NpoLecchl N peLleHns CROXKHbIX
Oun3Hec 3agad B KOMaHAE OnbITHbIX NPOdEeCcCnoHanoB. YMeHNE BUAETb OOLLYIO KapTUHY
N NOHMMAaTb CUCTEMHbIE NpoLEeCcChl. Tak e, B3anMoaencTane OTAENOB U
AenapTameHTOB BHYTPU KOMMAHUN U KOHTPOSTb UHTErpaLmm ¢ KOHTpareHTamm u
B3aMMOLENCTBNE C rOCYy4aPCTBEHHbBIM anmnapaTtom B OTAENbHO B3SATOM OTpPacnu.
COTpyOHUKN HaLEemneHHbIe Ha pe3ynbTaT — PeaKoCTb, MOCKONbKY 3TO TpebyeT
HaCTOMYMBOCTU U TeprneHnd. 34eCb BaXXHO B YCTAHOBIEHHbIE CPOKN C MMEHLLMMCS
pecypcam npuHuMaThb apekTnBHbIE pelleHns u 6paTb Ha cebsa OTBETCTBEHHOCTL. Ha
AaHHbIN MOMEHT, Ha pbIHKEe TpyAa KaHaAn4aTbl XOTAT NoslyyaTb CTabunbHYH 3apnnarty u
BbINOSTHATb OTBEAEHHbIE UM (DYHKLUWKM , HE nNpunaras npyu 3ToM SOMONHUTESNbHbIX
yCuUnmin n gonosiHuTernbHon paboTbl He He Kacarwenca nx npsimbix obasaHHocTen. [da ¢
3TOM CNOXHOCTbLIO CTankMBaktTCca abConoTHO Ntobdas KOMNaHUs, Tak Kak KOMNETEeHTHbIX
noaen cenyac He Tak MHOrO.

2. [la, KOHeYHO, nokosieHne Z xopoLwo opueHTupyetcs B Digital cektope n moxet
NMPUBHECTU IMOTOK CBEXEro BO3ayXa N MHOTOMY Hay4uTb ONACKYIbHbIX yNpaBneHLes.
OHM 04eHb XOPOLLO 3HAKT U YyBCTBYIOT NPOAYKT U MOTYT KpeaTUBHO NOOONTH K
peLueHunto 0bblAEeHHbIX 3agay. VX B3rnaabl U LEHHOCTU HanpaeneHbl HA OObEKTUBHYIO
OLEHKY HbIHELLHEro noTpeduTens u cosgaHne NoaxoadaLmnx NPoayKTOB U ycnyr
Oyaywum nokoneHnam. HoBoe nokoneHne oTnmMyaeTcs oT npegblayLlero He obnagas
WHBIMW LEHHOCTAMW N NpUopUTETaMN YMEHUSAMU U B3rNg4amMun Ha pasHoro poaa
nNpobnembl 1 UX peLLEeHUsl, YTO KacaeTcsa Xapa CKUIIC KapAuMHamnbHbIX OTAVYUIA He
HabnopaeTcs.

3. OTO 3aBUCUT OT OCHOBHOW LiENM 1 MUCCUN KOMMAHUN Kyaa OHa ABUMXKETCA U Kak cebs
nosuumoHupyet. Kakne kaHanbl B3aMMogencTsna 1 npmMBneYeHuns ¢ notpedburenam
ncrnonb3dyeT. Xo4eT N1 OHa BblpalLmBaTb NoTpebutensa kotopbeli 6yaet natn ¢ Hen Ha
NPOTSXXEHUN OANUTENBHOIO Nepuoaa BpEMEHU N OHa AaeT noTpebutento 6onbLuyto
LEHHOCTb ynydwlas ero, NoBbillas ero 4OX04 N YPOBEHb XN3HW. B Takon komnaHum
06e3ycnoBHO TpebyeTcst MeHATb, yny4laTb U UCNOMb30BaTb MHHOBAL MW HOBLIE
TEXHOMNOrMKn, aganTupysa 3To nNog Tekyllee GusHec npouecchl UCNOMb3ys CUCTEMHbIN
noaxon. 3aMmeHa KagpoB HOBbIMU MEPCNEKTUBHbIMUM crieynanmctamm, obyydeHune u
nepegava onbitTa — HEOTbEMMEMAdA YacCTb Pa3BUTUS YCNELUHON KOMMNAHUN.

4. YenoBeyeckui pecypc B CUCTEME KOMMAHUN 3TO CaMOe BaXXHOE 3BEHO U
WMHBECTMPOBAaTb B HOBOE MOKOMEeHWe OfHa U3 NPUOPUTETHBIX 3a4ad, KoTopas, Yepes
CpaBHUTENBHO HEMNPOAOIMKUTENBbHOE BPEMS, AaeT CBOU NNoabl NPy YMEnom
ynpasneHuu.

5. KomnaHusa B 4OCTaTOMHOM Mepe MHTEerpMpoBaHa C HOBbIMU TEXHONOMMAMM, KOHEYHO
Xe ecTb Kyda pacTu, U 3TO NPaKTUYECKN B Kaxaomn cpepe Habnogaetcs. CTOuHMKK
ANSA NpUBeYeHns COTPYAHUKA Ha AaHHbI MOMEHT abConOTHO pasHble, Kak U BCeEM



M3BECTHbIE XaHTepbl. PekomeHgauum ot CTOPOHHUX KOMMNaHuK1, coumnarnbHble CETH,
npounbHbIE cooOLecTBa, nnartgopmbl N0 pasMeLLEHNIO N 3annUcn BUOEO-PE3IOME.

6. B nepByto ovepeab OCHOBHOWN KpUTEPUIA — 3TO BONbLLOE HENPEOAONNMOE XenaHne
pocTa, Kak NnpodeccmoHanbHo, Tak U B JINYHOCTHOM NfiaHe( TPEHUHIK, LeneBble
MEPONPUATUS, YTEHME NPODUIBHON NNTEPATYPbI U OTBIIEYEHHOMN KITACCUKM U UCTOPUMN,
ymeHue 3 6onbluoro obbema MHpopmMaunmn HenpeaB3aTo BblAENATb CyTh).
HaueneHHOCTb Ha pe3ynbTa, COpeBHOBAaTENbHbIN OyX, XenaHne nobegnTb,
KOMMYHULMpYA ¢ 6onee npodeccrnoHanbHbIMU, ONbITHBIMU U 3MEKTUBHBIMU
coTpygHukamu. Kotopble NoKasbiBalOT CBEpXPE3YnbTaT, BNUTbIBAHUSA 3HAHUS cneayet
MOMEHTarbHO UCNOMb30BaTb Ha NPaKTUKE , aHANU3NPYSa N KOPPEKTUPYS OENCTBUS,
npobys ncnonb3oBaTb HOBbIE METOADI.

7. KoMopTHbIE YCNoBUSA Tpyaa, MArkoe B3anmogencTane, HedpopmarnbsHoe obLieHne 1
OTKPbITOE NporoBapvBaHue TekyLlero nonoxeHune gen. He 6053Hb BbiCka3biBaTb CBOKO
TOYKY 3peHUs 1 OLUEeHKM Apyr Apyra, NOHUMaHWe KTO U KOrga MOXeT B3SiTb U MOpPYYnTb
TeKyLLYH 3a4a4y noaxogswemMy K atom ponn eguHuue. O4eHb BaXXHO Ha pasHbIX
YPOBHSIX UHGPOPMUPOBATL O TEKYLLEM COCTOAHUKN . COTPYOHMKKN 3HAKOLLME YTO
NPONCXOOUT BHYTPU KOMMaHUU U Ha PblHKE B3aUMOAEWNCTBYS C KOHTpareHTamu, npu
yCnoBUKN ynopHowm paboTbl, MOTyT AaTb OTAMYHbIA pe3ynbTaT U NPEeB30UTU KOHKYPEHTOB.
[a, KoHe4HO, 3TO BbITEKaloLwee U3 npeauayLlero.

8. Bcerga ectb HEOBXOANMMOCTb KapAnHaNbHOrO N3MEHEHNS KyNbTYpbl paan
npeanoyYTeEHNN MONOAOro NokosieHnsa. Ho Ha gaHHbI MOMEHT BCe CaMble
npeycneBatoLme KOMNaHUK, B pa3HbiX CEKTOpax 3KOHOMUKMK, 3aHUMatoLL e
nnaupyowmne nosnumm, UCNONb3yHT UMEHHO TY KYNbTYPY, B KOTOPYHO CTPEMSATCA
nonacTb camble Nyylime, B TOM YMCIie U MOnoAble, NEPCNEKTUBHbIE CneuuanncTbl. Mx
XenaHue 3a4acTyto COBMagaeT C NpeasioKeHNEM yxKe XOpoLLo paboTaloLen KynbTypbl.

Interviewee #2

1. MNpuHATME Ha paboTy HOBOro COTPYAHMKA BCerga O4eHb OTBETCTBEHHOE peELLEHME.
HoBbI YenoBek B KonnekTnee, 0CO6eHHO HEBOSbLLIOM, 3TO BCeraa onpeaeneHHble
puckn. K Tomy e npvem Kaxgoro HoBoro, 0CO6eHHO AOMOMHUTENBHOrO COTPYAHMKA,
TpebyeT onpefeneHHbIX pecypcoB KoMnaHmu. Kak npasumno npu npMemMe HOBOrO,
0COBEHHO JOMONMHUTENBHOIO COTPYAHMKA Ha HEro BO3naratoTCca Hagexabl He TONbKO Ha
3aKpbITUE KaKuUX TO TEKYLLMX NOTPEOHOCTEN KOMMaHUM, HO 1 CTOUT 3aaya NoBbICUTb
apeKTUBHOCTb paboumx npoueccos. [103TOMy 3TO BCerga CNoXHbIN 1M OTBETCTBEHHbIN
npouecc. B Hawem crny4yae NoOUCK HOBbIX COTPYOHUKOB OCIIOXXHEH TEM, YTO HAUTW Ha
pblHKE TpyAa crneumanmcToB B JOCTATOMHO Y3KOW cdhepe ApoBneHnsa n CopTMpoBKn
HenpoCcTO, MOXHO CKa3aTb 3ajaya Bcerga CTOUT He CTOSTbKO HanuTu roTOBOro
creumanncTa, CKOnbKo HanT1 MONoJoro cneynanucta, nyctb 6e3 npakTu4eckoro
OnbITa, HO CNOCOBHOIO K Pa3BUTUIO N OBYYEHMNIO N CaMOe MTaBHOE NMEIOLLIETO XeraHus
npodeccnoHanbHOro pasBmuTna B aTon cdepe.

2. 51 Bbl HEe NpeyBenuYMBarn CUIbHO PasHULY MeXay NOKONEHNAMM, OCOBEHHO B TakoW
KpaTKOCPOYHOM NnepcrnekTuBe, YenoBe4eCcTBO Tak ObICTPO KapAMHanbHO HE MEHSETCS,
OCHOBHbI€ LIEHHOCTM U MOTUBbI OCTalOTCA NPEXHUMU, HO OnpefereHHY0 pasHuuy S
MOry OTMETUTb: 3TWU MonoAble MAN BbIPOCY B 3noxy BypHoro passutus IT
TEXHONOMMN, UHTEPHETA , OHW OYEHb NPOABUHYTHI B 3TUX BONPOCaX, MOBUNbHbI 1
HecTaHA4apTHbI B MPUHATUM MHOTUX PELLEHU, Takke Ha nepuopg ux B3pocreHns



npowsin MHOrme MOMEHTDI rnobanmsauum, Y HUX NOHATUA rocyaapCTBEHHbIX rpaHnL, B
MbILLUIIEHNN O4EHb Ppa3MbITbl, 3TO 3HAYUTESIbHO CHUMAET MHOInMe orpaHn4eHna npu
NPUHATUN UMU TEX UTTN NHbIX peUJeHVIVI n noen.

3. Ha aToT BONpocC 51 0OTBeYy TakK, B HaLlen XU3HN HUKTO HUKOMY He LOIKEH, XXU3Hb 3TO
HenpepbIBHbIA NPOLECC Pa3BUTUA, XKU3Hb JTIOO0M KOMNaHMK 3TO HEMPEPbLIBHBIN NpoLecc
pasBUTUS, T€ KOMMNAHWUU, B KOTOPbIX NPOLECC Pa3BUTUA OCTAHOBUIICH KaK NpaBuio B
nTore yXoaqaT C pblHKa, OMEHb 4YaCTO NMPOLECC pasBMTUS CONPOBOXAAETCS owmnbKkamu, ot
HUX HUKTO He 3aCTpaxOBaH, HO sl CHMTal0 3TO HopManbHbIM npoueccoM. Cenvac XnsHb
nepen BCEMN HaMu NOCTaBuUIa Cepbe3HbIE UCTbITAHUS, B BUAE MHOIMMX OrPaHUYEHNN,
CBsA3aHHbIX ¢ naHgemuen COVID, HO BMecTe C 9TMM NepeBod MHOMMX COTPYAHUKOB Ha
yaaneHHyto paboTy oTKpbI nepes MHOrMMM U paboTogatensamm n CoTpygHUKamm
MHOrMe HoBble BO3MOXHOCTU. MHorne ybeannuce, 4to B psae criydyasx yaaneHHas
paboTa He noBnusana Ha adEKTUBHOCTb PaboThl, a B page cryvyasix BoobLue
npoLeMOHCTpUpoBasia NoNoOXUTENbHbIN 3PAEKT. Tak BOT Yy NOKONEHUs Z BO3HUKAKOT
3HaunTENbHbIE KOHKYPEHTHbIE NpenmyLlecTtral!l YBepeH MHorne pabotogartenu aTto
OLIEHAT, a MonoAble COTPYAHUKM CMOTYT NpaBuiibHO BOCMONb30BaTbCA CBOUM
KOHKYPEHTHbIM MPENMYLLIECTBOM Ha pbliHKE Tpyaa.

4. Npuem HOBOro coTpyaHMKa, ocOBeHHO MOMOAOro creumanmcTa 3To Beerga
nusectuuma!!!! NoHmmaHme atoro Bcerga npucytcTeyeT. Mbl Bcerga noHMMaeMm, 4to
Oynet Heobxoanmo ero obyveHne, HanpUMep Mbl aKTUBHO UCMONb3YEM UHCTPYMEHT
HacTaBHWYeCTBa, KOorga MoSio4on cneumanucT 3akpennseTcs 3a OnbITHbIM COTPYAHUKOM
A5 KOTOPOro NPUMEHSIOTCA pa3Hble MOTUBALUNOHHbBIE NHCTPYMEHTbI, CTUMYNUPYIOLLEro
xapaktepa, onst 0by4eHns 3akpensieHHoro 3a HUM MOJSTO40r0 HOBOIO COTPYAHUKA.

5.Mbl ncnonb3yem pasHble cnocoObl MOMCKa HOBbIX COTPYAHUKOB, 3TO U
crneumnanmaMpoBaHHble MHOPMaLMOHHbBIE PecypcChbl MO NMOUCKY NepcoHana,
cneunanuanpoBaHHble coumnarnbHble ceTn Tuna Linkedin, B3anmoagencTaeme co
cneumnanmampoBaHHbIMN 06pasoBaTeNbHbIMU YHPEXOEHUSMUN.

6. MNMepeuncneHHble Bamun kputepum nouncka pabotbl aenstoTca 6a3oBbiMm Angd noboro
Yyenoseka. VIHCTpyMeHTbI A4ns npodeccrnoHanbHOro pocta, kKotopble Bbl nepedncnvnm
3TO OYeHb NpaBuUsibHbIE N COBPEMEHHbIE MHCTPYMEHTbI. Mbl aKTUBHO NPUMEHSIEM B
cBoer paboTe pasnuyHble TPEHUHIN, KOTOPblE HE TOMbKO MOBbLILWAKT YPOBEHb
npodeccuoHannamMa, Ho 1 ABMASTCA 3PIPEKTUBHLIM MHCTPYMEHTOM 15 CMIOYeHNUs
KOMaHbl, MOBLILLAKT HaBblKM KOMaHAHOW paboTbl. [locneaHee BpemMs akTMBHO
yyacTBYEM Ha pasnuyHblX obyvaroLmx BebrHapax no pasfmnyHbIM y3KUM
HanpasneHuam. Hanpumep BebuHapbl N0 Mcnonb3oBaHuio Bitrix 24, Hawen cnctemsl
CRM. Tak 4TO HOBbIM COTPYAHMKAM Y HAc TOYHO CKY4YHO He BbiBaeT. Kctatu
COpPEBHOBATENBHOCTbL COTPYAHMKOB NOAAEPXKNBAET pasBepHyTas B KOMMaHMM cuctema
CRM, koTopas HarnagHo AEMOHCTPUPYET AOCTUXEHUSA KaXXa0ro COTpyAHUKa v
onpeaensieT Nny4yllero B TEKyLLEM Nepuoae.

7. Y Hac OTHOCUTENbHO HEBOSLLLIOW U CMNIOYEHHbI KONNEKTUB NPOdeccnoHarnos, B
KOTopoM paboTatoT noam pasHoro Bospacta 1 nona. Kaxabln YneH KonnektTuea a1o
oTAenbHasa NMIMYHOCTb, CO CBOUMU MHAUBUAYANbHBIMU OCOBEHHOCTSMU. Mbl LIEHUM
WHOMBUAYANbHOCTb KaXOoro B OTAEMNbHOCTU U YBaXXaeM MHTEPECHI KaX4oro, HoO BMecTe
C 3TUM Y KaXKAOro y Hac MMeETCS NOHUMaHne Toro, YTO Mbl KOMaHaa, umeem obLime
Luenu 1 3agayu, KoTopble Mbl MOXEM PEeLLUNTb UCKITIYNTENBHO KOMaHLOW, UCNOSIb3YHO MO



MaKCUMyMY KOMMNETEHLUNN KaXXa0ro. CuunTato, 4to aTMOC(bepa B KOIJ1iektmBe BO MHOIOM
3aBUCUT OT YPOBHA KyInbTypbl U BOCMUTAHUA KaXXOoro B OTa4eribHOCTU U OT FpaMOTHOIZ
NOJNMMTUKN PYKOBOOWUTENA, KOTOprVI OOMKEeH Kak HUKTO 3HaTb BCE CUIMbHbIE U crnabble
CTOPOHbI COTPYAHUKOB, CTaBUTb 3aJa4vyn KaXXaoMy B paMKax ero KOMMETEHLUMN.

8. JlnyHOo Ansa MeHs1, Kak pyKoBOAUTENs, BCerga NpuaTHO BUAETb MHULMATUBHOIO
COTpYOHMKA, reHepupyIoLLLEro HOBblE Uaeun, Bceraa cTaparCb BHUMATENbHO BbICIyLLaTb
NOer 1 ecnu s C Her He cornaceH, NbiTaloCb apryMeHTUPOBaHO OOBbACHUTL CBOKO
NO3NLUUIO NOYEMY He corflaceH, BbicnyLwaTb KOHTPapryMeHTbl, €Cfi MOW BO3paXKeHUs
He BOCNPUHMMAIOTCS, HO NpK 3TOM TpebyeMble pecypcChl AN peanusaunm
He3HaunTerbHbl, TO B 6ONbLUIMHCTBE CriyvyaeB g AaM BO3MOXHOCTb peanv3oBatb
coTpyaHukom ero naen. Camo cobon, ecnu g ¢ igeen coTpygHMka CornaceH, To emy
6e3ycnoBHO ByayT BblaeneHbl HeobxoaMMble pecypcbl, byayT cornacoBaHbl
MOTMBaALMOHHbIE MHCTPYMEHTbI, MPY NOMNOXUTENBbHOM pesyrbTrate NpoekTa, 1
COTPYOHUK, OTBETCTBEHHbIN 3a aeto, OyaeT HasHayeH pykoBoguTenem CBOEro npoekTa.
BoT 13 Takon paboTbl U BbITEKAET TaK OXXMAAEMbIA MOKONEHNEM Z KapbEPHbIA POCT.
MoaTomy camoe rmaBHoe A5t NOKONeHUst Z NOHATb, YTO B GONbLUMHCTBE Criyvyaes OT
HUX BO MHOTOM BCE 1 3aBUCHUT.

Interviewee #3

1. [a, aBnaeTca CnoXHOW 3agadvyen HanuTu NepcnekTUBHbLIX COTPYAHUKOB. Bo- nepBbix,
MX OYeHb Maro Ha pblHKe TpyAa, BO-BTOPbIX, 3anHTEpecoBaTb UX TOXe BblBaeT CNOXHO,
Unu 3apnnarta He ycTpamBaeT UM YTO KONMMEKTUB HEOOMNbLLOW W YXKe HET Takou
BO3MOXHOCTW YBENUYEHUS NPOECCUOHANBHOIO U KapbepHOro pocrTa.

2. Ha, 4 BWXXY NOKOJ1IEHNE Z, KaKk HOBOE MOKOSIEHNE NUMEHHO NepCrneKkTnBHbIX
COTPYAOHUKOB, NMOTOMY 4YTO Y HAUX HOBOE BUOEHNE, HOBbIE B3rT40bl 1 HOBblE€ NMOHNMaAHUA K
noaxony B peann3aunn gaHHbIX BOMNPOCOB U 3aau. CTpeMJ'IeHI/Ie BblOENMNTbCA,
cTpemMiieHne ObITb BCerga nepBbiM U ObITb 3a4eNCTBOBAHHbLIM B COpeBHOBaTeﬂbeIVI
npouecc, BOT YTO NpUBOAUT B ABWXXEHNE KOMMNMaHUIO NATU Bnepé,u,.

3. No-moemy MHeHUIo, paboymnii NpoLLECC HE OOIMKEH CUIbHO BUAOU3MEHSATLCS, HO €CIn
€CTb MHTEPECHbIE peLleHnsi, KOTopble NoaaepmBaeT bonbLuas YacTb KONMEeKTMBa, To S
cuMTalo YTO MOXHO N U3MEHUTb HEMHOIO cam pabounin npouecc. YTtobbl oH Oblin
WHTEPECHbIM N BOOXHOBISAKOLWMM 19 BCEX Hac!

4. [la, KOHEYHO roToBa NHBECTMPOBATb PECYPChbl, AN NPUBMEYEHUS HOBbIX
COTPYOHUKOB, NMOTOMY, YTO peLleHMe HOBbIX 3aaad, noapasymeBaeT nog cobol
Kakne-nmbo MHBECTULMUK, NN N3MEHEHWNE TOro 1 Apyroro!

5. Hawa komnaHus, 3a nocnegHuin rog, ctana BblAenaTbe OrpoOMHOE BHUMaHWE O
WHTErpMpoBaHns TeXHorormm. Bo-nepebix, 3TO CBA3aHO C NaHAEMUEN U C UIBMEHEHMEM
rpaduka paboTbl COTPYAHUKOB, Mbl BHEAPUN cucTemMy 3ym obLueHns n 3ym
neperoBopbl, a Tak e NPOBOAUTb MHTEPBbLIO C MEPCMNEKTUBHBIMW N NOTEHUNANbHBIMU
COTpy4QHMKaMK ANng Hawwen komnaHun. Micnonb3ys npy 3ToM MakcMmarnbHO BO3MOXHbIE
pecypcbl, Kak UHTEPHET- NMOLWaaKM UM NOUCK Yepe3 CBOUX NapTHEPOB.



6. A gymato, 4TO BCe TpW MaBHble KpUTEPUN BaXKHbl NO-CBOEMY M NMOAXOAST UMEHHO
AN TON KOMMaHUW, B KOTOPOW OHW NpUMeHUMbI. [Insa Halleil KomnaHuu, Kotopas
ABnNsieTcs HebomMbLLUOW, caMasi TPMMEHUMas TEXHOMNOMUSE — 3TO TPEHUHIU, Ha KOTOPbIE
Mbl €XXEeroiHO Bblaensiem OaXKeT, Kak Anst BHOBb NPUObIBLUMX KOMMEr Tak U Ans
cTapbiX.

7. Oa, ntobas koMnaHnsa JomKHA MMETb BHYTPEHHIOK KYNbTYPY W, Kak 9 yXXe rosopuna,
Halla KOMMaHus ABNAeTcA HEOObLLOW, U KONMMEKTUB - 3TO KaK CEMbSI, B€b Tak Ba)XHO
ObITb BHE JOMaA M BHE CEMbM, HO Kak Aoma U Kak B cembe!! Yenosek 6onbLuyto YacTb
CBOEW XU3HU TpaTUT Ha paboTy 1 ee NpoLecc, O4eHb BaXXHO BbITb B KOMAopTe n
CMOKOWCTBME, ANA NPOAYKTUBHOW M NMOSTHOLIEHHOW paboThl.



