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WELCOME
Thank you for the privilege of 

your time!
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The Premise

Renewables, Distributed 

Generation, Microgrids, Energy 

Storage, Asset Management and 

Cybersecurity aren’t the critical 

issues facing Public Power.

Winning the 
Millennial Talent 

War is.
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“Every time we hire, train and lose a Millennial, it’s like 

the cost of a pickup going off a cliff.” – Supervisor, 

Osmose Utility Services 
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Your Workforce Competition

INFLUENCE

Power Generation Plants in US
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Top Industry Gaining Millennials

https://business.linkedin.com/talent-solutions/blog/trends-and-research/2017/top-industries-gaining-and-losing-millennials
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Top Industry Losing Millennials

https://business.linkedin.com/talent-solutions/blog/trends-and-research/2017/top-industries-gaining-and-losing-millennials
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Electricity?

Most Millennials only think of 
electricity when they plug in 
their iPhone.

Millennials & the Power Industry

INFLUENCE@PublicPowerOrg #PublicPower



“Millennials will change the world decisively 
more than any other generation.” - G a l l u p

The Blind Side

INFLUENCE
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At 86M, Millennials are double the 
size of Gen X

INFLUENCE

“A generation is defined by a shared experience in the formative 
years, between the ages of 0 and 15.”  – Andy Patron, FMI

Baby Boomers – 1946 to 1964
76M

Gen X – 1965 to 1980
40M

Boomers Live to Work 

Gen X Work to Live 

Millennials – 1980 to 2000
86M

Millennials: “We don’t want to work for you”

@PublicPowerOrg #PublicPower
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Millennials, Baby Boomers & Gen X

https://www.youtube.com/watch?v=Ed-5Zzdbx0E
INFLUENCE@PublicPowerOrg #PublicPower
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Millennials Have Income Opportunities 
No Generation Has Ever Had 

By 2020, Millennials will comprise 
50% of the U.S. workforce.        

75% by 2025.

But many will not join as they have 
income opportunities and 

alternatives no other generation has 
ever enjoyed via gigs, apps, direct 

sales and mobile-preneurship. 

1 in 3 Americans have “gig” jobs, 
increasing to 1 in 2 by 2020.

Most Millennials have a “side 
hustle.” 

INFLUENCE@PublicPowerOrg #PublicPower



Millennials: The Social Hive

Identity is Social – the Group, the Team, the Tribe. 

They seek a Life …not       
a career

YO LO
They don’t see diversity lines –
1 team with a global perspective

Millennials don’t care about 
generational, racial or gender 

designations.

They are passionate about making the world better.
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Millennial Characteristics
Formative 
Experiences

Internet, financial recession, Google, social media, Iraq war, diversity 
and inclusion, climate change, digital learning, helicopter parents

% in US 
Workforce

50% ± in 2020;    75% by 2025

Aspiration Global Citizen: Make the world better

Technology Digital Natives: comfortable with changing technology 

Career Careers are defined by self, YOLO (freedom), loyal to people not 
companies

Signature 
Product

iPhone

Communica-tion 
Preference

Mobile: Texting, social media, visual

Financial 
Orientation

Security but inhibited by student debt, so will job hop to gain more 
income

At 86M (US), the Millennials will define work, culture, 
media, family norms and technology for the next 50 years.

INFLUENCE
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https://www.brookings.edu/wp-content/uploads/2018/01/2018-jan_brookings-metro_millennials-a-demographic-bridge-to-americas-diverse-future.pdf

Where the Millennials Live 

INFLUENCE
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“You have a new workforce that’s coming, looking for 

ease of use and ease of access. They don’t want manuals 
and they don’t want datasheets; they look it up on their 

phones or their iPads.” – Greg Livelli, Senior VP and 

Head of Product Portfolio Management at ABB

They Are the First Digital Generation
And a Digital-First Generation
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• Millennials prefer to text, IM or Snapchat rather than 

a meeting, phone conversation, email or a letter
• 34% are more reserved in social skills.

@PublicPowerOrg #PublicPower
INFLUENCE
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Millennials have few mortgages

Are delaying marriage

Waiting to have kids

Fewer buying cars
Have disposable income and good credit

Want experiences, not things
Lots of income options

$2B in spending power

Travel is baseline, not career

Strong users of loyalty programs

Millennial Socio-graphics

INFLUENCE@PublicPowerOrg #PublicPower



• They want a lifestyle – versus a “career”
• They are committed to people – not companies
• They seek entrepreneurial cultures and 

environments. If this doesn’t exist, they will seek 
them elsewhere.

• They refer to working at a company as ”doing a 
tour”

• They will work hard, want to tackle problems and 
advance quickly

• Are impatient with “time served” as the criteria for 
advancement

• If they lose a job, “no big deal” as they don’t tie 
their identity to the company like Boomers did

21

How the Millennials View 
“Careers”

INFLUENCE@PublicPowerOrg #PublicPower
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How the Millennials View ”Careers”

• 89% want to choose where and when they 
work.

• Are used to informal work habits – work 
anywhere, at any hour.

• Multi-task, multi-app, multi-location in 
collaborative, open workspaces.

• Not interested in command and control 
hierarchies. 

• 92% want to work for a company making a 
positive impact.

• 91% aspire to leadership positions.

INFLUENCE@PublicPowerOrg #PublicPower
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• 60% of Millennials lack critical thinking and problem-solving
skills – even in technology-rich environments.

• Many don’t know how something got to “now” – the
history of an industry, a technology, a company, a
culture. They don’t know why something’s important or
how it works.

• Millennials (typically) are Gatherers not Analysts: can search
information but can’t ferret out the meaning, synthesize the
info and come to conclusions.

• Business Acumen: Many aren’t familiar with workplace
rules, norms or processes

• Often lack soft skills such as communication, leadership or
project ownership.

• Experience and legacy knowledge going away – mentoring
will fall to Gen X.

Millennial Challenges

INFLUENCE@PublicPowerOrg #PublicPower
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As such, pension and 
retirement plans are 
not retention drivers 

like they are for 
Boomers and Gen X 

MILLENNIAL IMPACTS

Millennials will have 
14 career changes in 

their lives. 
They seek skills and 

opportunities.

Millennials want 
transparency, ask why, 
question systems and 
processes and expect 
to be included in 
decision making.

Gen X will be required 
to mentor Millennials, 
just as they take over 
leadership. 

And/or Millennials will 
be elevated over Gen X, 
as companies must 
keep them.

Millennials will job-
hop for more money 
but they will stay for 
team and purpose.

You are going to pay more to attract, train, hire again & 
retain Millennials. Period. 
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66% of Millennials will leave 
their employer in 16 months

Deloitte 2016 Millennial Survey

• Only 5% expect to stay 5+ years
• 20% report the #1 reason to bail on a job

is to be more fulfilled.

@PublicPowerOrg #PublicPower INFLUENCE



Gen X Characteristics: 1965 – 1980: 
39-57 years old

Formative 
Experiences

Latch-key kids, independent, last generation to play outside without 
supervision, first PC / Mac users

% in US 
Workforce

35%

Aspiration Work / Life Balance

Technology Strong, resilient systems; “if it ain’t broken, don’t fix it”

Career “Portfolio Careers” – Loyal to profession, not employer

Signature 
Product

Personal computer

Communica-tion
Preference

Online research Email, text message, direct, to-the-point, “just the facts” 
conversations

Financial 
Orientation

Safety, security, retirement planning 

Workplace norms, benefits and culture are 
based on Baby Boomers

http://image-store.slidesharecdn.com/b5af335a-573a-11e3-bc73-12313d049234-original.png
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Gen X v. Millennial Technologies
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• Must take over management leadership

• 50% fewer available to fill vacancies

• Are tired of waiting for Boomers to leave

• Sandwich Generation with kids and aging 

parents 

• May not aspire to leadership (stress)

• Will be competitive targets

• Must mentor Millennials

Gen X will be hit the hardest over the next 5 years

INFLUENCE

Gen X Jeopardy
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4X annual salary to replace 
a top performing executive

T h e  F r e e  A g e n t L i n e  E m p l o y e e sM a n a g e r s

2.5X annual salary to replace 
a mid-level manager

1X annual salary to replace 
Millennial employees

$1.5M Replacement C
ost

Source: SHRM 2017

Making it Real: The Cost of Turnover

Lose 3 employees…
INFLUENCE



Winning the Talent War: Keys to Success
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Success Requires Full Engagement

INFLUENCE

HIRING

ONBOARDING

TRAININGOPERATIONS

COMMUNITY

ENGAGEMENT

HR, Recruiters, Talent 
Acquisition, Comp & Benefits, 

Social Media
Communications

HR, Dept. Managers, 
Communications

Organizational 
Development, Training, 

eLearning
VPs, Managers & 

Millennials

City Council, 
Board, Economic 

Development

Social Media,
Marketing, HR

CEO

@PublicPowerOrg #PublicPower31



1. Retaining Gen X employees is your most 
critical, near-term, must-do-right-now action!

INFLUENCE

Quantify your Gen X 
talent, find out their goals, 
family needs and what 
keeps them up at night. 

@PublicPowerOrg #PublicPower32
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2. Increase Awareness

INFLUENCE

https://www.youtube.com/watch?v=1pWOr0ocUvw

1. Educate HR, Operational Managers, City 
Council and Board of Directors in the 
challenges and opportunities of the 
Millennial workforce

2. Empower HR, Talent Acquisition, 
Marketing and Communications to 
create videos about your company and 
post to social media

3. Incent Managers to contribute to video 
content and post to LinkedIn (remember, 
Millennials are loyal to people, not 
companies)

4. Define your Employer Value Proposition 
(EVP) and make sure recruiters, HR and 
Glassdoor are communicating it.

An EVP is about defining the essence of your company -
how it is unique and what it stands for.
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Visual Storytelling is a Must!

60 seconds of video  = 1.8M words
@PublicPowerOrg #PublicPower34
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Photos show 
workforce diversity

Not just jobs, 
“opportunities in progress”

“Together” conveys 
“team”

PG&E’s EVP “Build a better California” speaks to Millennials wanting purpose

@PublicPowerOrg #PublicPower35
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87 million Millennials are on 
LinkedIn, 38% of LinkedIn's 

500-million user base.

YOU should be posting weekly 
about the cool people, projects 
and purposeful things YOU are 

doing.

3. LinkedIn is a Must!

INFLUENCE

It’s OK to have fun!



New York Power Authority adeptly 
uses LinkedIn to tell their story

NYPA. Cool. Coming.

https://www.youtube.com/watch?v=2OMz9i8YofI

INFLUENCE
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4. Culture: Power Professionals 
are Community Heroes

Showcase how your commitment 
to your communities matches 
their values of Purpose and 
making the world better.

INFLUENCE
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5. Succession 
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JANET KIEFFER
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www.influencematterz.com
214.277.3881
janet@influencematterz.com
https://www.linkedin.com/in/janetkieffer

Thank you for the privilege of your time.
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http://www.influencematterz.com/

