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Professional Experience

9+ Years of Team Development, Visioning and Branding

Student Development/ Transitions/ Marketing/ Storytelling

Real Estate Experience

Bought a house once.

Go Shopping

WHO IS THAT GUY?



OUR PATH TODAY

UNDERSTAND THE MILLENIAL AND GEN Z GENERATIONS
• WHO THEY ARE

• HOW THEY OPERATE

• WHAT THEY VALUE

1

2 GATHER SOME INSPIRATION AND THINGS TO THINK 

ABOUT WHEN WORKING WITH THEM

3 WHAT THE FUTURE HOLDS



GENERATIONS AND WHO IS IN THE ROOM 

SILENT

GENERATION
BOOMERS

1925-1945

GEN X MILLENIALS GEN Z

1946-1964 1965-1978 1979-1995 1996-2010



GENERATIONS BY PERCENT (US)

7.88% 22.56% 20.17% 22.06% 26.54%

SILENT

GENERATION
BOOMERS

1925-1945

GEN X MILLENIALS GEN Z

1946-1964 1965-1978 1979-1995 1996-2010



GENERATIONS + DEFINING EVENTS

The Great 

Depression

The Dust Bowl

WWII

McCarthyism

Vietnam

Woodstock

Civil Rights 

Movement

Watergate

Desert Storm

MTV

Challenger 

Disaster

AIDS

9/11

Internet & 

Google

Columbine

Social Media

ISIS

Marriage 

Equality

Sandy Hook

Great 

Recession

SILENT

GENERATION
BOOMERS

1925-1945

GEN X MILLENIALS GEN Z

1946-1964 1965-1978 1979-1995 1996-2010



JUST WORDS!









STILL EXPLORING!



SEEK UNDERSTANDING!



SILENT

GENERATION
MILLENIALS GEN Z

SOCIETAL PERCEPTIONS

BABY BOOMERS GENERATION X MILLENNIALS GENERATION Z



WHO ARE THEY?



MILLENNIALS VS GEN Z – THE BASICS

MILLENNIALS

Social Media: Facebook

2 Screens

3D

12-Second Attention Span

Risk Takers

Public

Optimistic

GEN Z

Social Media: Snapchat/Stories

5 Screens

4D

8-Second Attention Span

Risk Averse

Private

Realistic



MILLENNIALS VS GEN Z – AT WORK

MILLENNIALS

Idealistic

Teamwork

Collaborative Workspace

“multitask”

Go with the Tide

Email & Slack

Catered To

Work to Live

GEN Z

Pragmatic

Competition

Independent Space

Actually multitask

Entrepreneurs

Face-to-Face

Catered To

Live to Work
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Personal success is the most 
important thing in life

GEN Z MILLENNIALS GENERATION X BOOMERS

KIDS THESE DAYS



KIDS THESE DAYS
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I would like to try everything from 
opera to rock-climbing

GEN Z MILLENNIALS GENERATION X BOOMERS



STRENGTH IN NUMBERS

26%

Gen Z makes up more 

than 26% of the entire 

U.S. population

…which translates 

to approximately

83
MILLION

PEOPLE

White Asian Hispanic Black

14%

24%

4%

55%

…broken down to the 

following 

demographics



Conservative behaviors

Focus on personal success

Considers having a 

family a priority

Values education

Financially savvy and 

aware

Liberal views

Driven by power in numbers 

Desire to not conform to 

traditional 

Entrepreneurial & skill oriented

Thinks globally, not just locally

DUELING MINDSET (GEN Z)

TRADITIONAL NONCONFORMIST



IN THEIR FEELINGS AND IN THEIR VALUES

72%
Racial 

Equality

64%
Gender 

Equality48%
Sexual 

Orientation

Equality 

1
Gen Z wants to earn their success, 

not be discovered.

2
They believe that equality is a 

non-negotiable.

3
They care about: 
• Family

• Finances

• Privacy

• Technology

• Education

• Identity

• Social Issues

• Entertainment

• Outlook

• Health

They want brands to be real so they 

can be unique.
4



BABY, THEY WERE BORN TO SWIPE

74% - Time spent online outside of  work or school

0 10 20 30 40 50 60 70 80 90

YouTube

Instagram

Snapchat

Facebook

Twitter

Tumblr

Reddit



40%
of Generation Z say working 

WI-FI is more important to them 

than working bathrooms.

GATEWAY TO LIFE





HOPE IS NOT LOST!



“Hi, I’m Tom 
Brady!”

“GENTELLIGENCE”

Term Coined by Dr. Megan Gerhardt Miami 
University

•Build a relationship and connect with other 
generations

•Pass down experiences

•Opportunity rather than threat

•About being emotionally intelligent 



APPROACHING TODAY’S MARKET

1

2

3

BUILD TRUST

4

BE TRANSPARENT

REMAIN AUTHENTIC

MAKE THEM MATTER



TRUST IS THE NAME OF THE GAME







Tips Offered by Jon Gordon

1. Say what you are going to do and then do what you say!

2. Communicate, communicate, communicate.

3. Value long term relationships more than short term success.

4. Sell without selling out.

5. Show people you care about them.



TRANSPARENT: LET ME BE CLEAR



TRANSPARENT: CRYSTAL CLEAR



AUTHENTICITY MATTERS



AUTHENTICITY: ROLE OF INFLUENCERS



AUTHENTICITY: ROLE OF INFLUENCERS



AUTHENTICITY: SOCIAL LISTENING



MATTERING: MAKE THEM MATTER

Dr. Nancy Scholssberg’s Theory of Marginality and 
Mattering

•Attention – the feeling that a person has the 
interest of another.

• Importance – the feeling that others care about 
what you want, think, and do.

•Ego-Extension – the feeling that others will be 
proud of your successes and/ or saddened by your 
failures.

•Dependence – the feeling that a person can 
depend on someone else.



MATTERING: SEEING YOURSELF



MATTERING: TODAY’S NEED



APPROACHING TODAY’S MARKET

1

2

3

BUILD TRUST

4

BE TRANSPARENT

REMAIN AUTHENTIC

MAKE THEM MATTER



MICKEY HOWARD

mhoward@ufsa.ufl.edu

THANK YOU



• https://www.mediapost.com/publications/article/244945/how-hispanic-gen-z-will-change-everything.html

• Fromm, Jeff and Read, Angie. Marketing to Gen Z. 2018

• http://www.insideradio.com/free/podcast-growth-slow-but-steady-pushed-by-younger-demos/article_65bbb482-5258-11e7-932a-

af06904be1b0.html

• https://www.forbes.com/sites/valleyvoices/2018/06/25/how-instagram-is-eating-the-world/#41df2e203145

• https://www.mediapost.com/publications/article/298743/millennials-and-gen-z-are-the-hispanic-market.html

• https://www.mediapost.com/publications/article/244945/how-hispanic-gen-z-will-change-everything.html

• Geoscape, American Marketscape DataStream, 2016

• https://www.retaildive.com/news/how-generation-z-is-transforming-the-shopping-experience/438194/

• http://adage.com/article/digital/facebook-sees-gen-z-audience-slipping-snapchat/312330/

• https://www.adweek.com/digital/josh-perlstein-response-media-guest-post-generation-z/

• https://www.gmac.com/market-intelligence-and-research/research-library/admissions-and-application-trends/meet-the-

segments.aspx?fromsearch=1

• https://consulting.kantar.com/global-centennials/

• http://www.pewinternet.org/2018/05/31/teens-social-media-technology-2018/

• http://www.pewhispanic.org/2017/09/18/facts-on-u-s-latinos/

• http://www.wcjb.com/content/news/UF-Dorm-Designed-For-Disabled-Students-Getting-An-Expansion-488785101.html

• https://robyn1513.wordpress.com/about/

• https://www.huffingtonpost.com/george-beall/8-key-differences-between_b_12814200.html

• http://studentunion.ologie.com/wp-content/uploads/2017/11/Ologie-Student-Union-The-GenZ-Report_FA.pdf

• http://www.pewinternet.org/2018/07/11/activism-in-the-social-media-age/

• http://www.jongordon.com/positive-tip-buiild-trust.html

• https://www.inc.com/bill-murphy-jr/tom-brady-says-same-4-words-to-every-new-player-on-new-england-patriots-its-pure-genius.html

REFERENCES


