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What changed in 2020? 



What are the key 
challenges for recruiters 
of young talent in 
2021?

Use Chat



What changed in 2020? 

1: Jobseeker Deluge (Manpower)

2: Remote interviews   
(McKinsey, Deloitte et al)

3: Brexit Issues

4: The Value of Values (CBI) 

5: New Skills Gaps (WEF 2020)



What skills do we need in our new hires?

Number Skill Number Skill

1 Analytical thinking & innovation 9 Resilience, stress tolerance & flexibility

2 Active learning & learning strategies 10 Reasoning, problem-solving & ideation

3 Complex problem-solving 11 Emotional intelligence

4 Critical thinking 12 Troubleshooting & User Experience

5 Creativity, originality & initiative 13 Service orientation

6 Leadership and social influence 14 Systems analysis & evaluation

7 Technology use, monitoring & control 15 Negotiation and persuasion

8 Technology design & programming

Source: World Economic Forum Future of Jobs Survey Report 2020



Shift in Skills between now and 2030

Source: McKinsey Future of the Workforce Report 2019

• Decrease in Physical & Manual Skills

• Increase in basic Cognitive Skills

• Increased in higher Cognitive skills

• Increase in Social & Emotional Skills

• Increase in Technological Skills



Where does your young talent fit into generational theory?

Source: Office of National Statistics (UK) and Pew Research Center (USA) 

Generation Types Dates

Silent Generation        1925 to 1945

Baby Boomers               1946 to 1964

Generation X 1965 to 1980

Millennials  (Gen Y)                   1981 to 1996

Generation Z 1997 to 2009



Key points about generational theory



Millennials

Born 1981 to 1996



Generation Z

Born 1997 to 2009



True or FalseChoose 1 answer

Which generation of workers 
is the least loyal of all 
employees in the workforce? 

a) Generation X?

b) Millennials?

c) Generation Z? 



Younger people will have more jobs than older people
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Number of jobs held by Baby Boomers versus those 
likely to be held by Millennials

Baby Boomers Millennials

Source: 
OnePoll & Open Study 
College research 2019



What is the most 
important priority for  
Millennials & Generation Z 
when they apply for a job?
a. Culture?
b. Money?
c. Flexibility?

True or FalseChoose 1 answer



52% 50%63%

Money is the #1 Priority for Millennials (and Gen Z) 
when they are choosing a job

#3 Flexibility (in training, 
career, advancement & 

work: life balance)

#1 Money (Pay) #2 Culture (great place to 
work and right values)

Source: Deloitte Millennials Survey Report



Young talent have seven key work demands

1. Good salary 

2. Right culture – i.e. great place to 
work 

3. Flexibility 

4. Stability & Career progression

5. Learning and development

6. Technology

7. Values alignment



They have an 
external tribe on 

social media

They openly share salary 
and bonus details with 

each other

They refer friends to your     
company and influence      

them to stay or leave

The Internet & Social Media have changed our young talent 



What repels or attracts the youngest talent when 
they are applying for jobs?



Actions that attract or repel young talent

Attract
• Good salary & chance to earn more
• Great culture (social, collaborative etc.)
• Flexible working
• Referrals from friends and family 
• Being found by technologies they use – such 

as Instagram, Twitter, Online job boards etc.
• Mobile enabled websites/application process
• Videos via YouTube/Instagram/Tik Tok
• Human side to recruitment with response & 

feedback during the process
• Smooth, rapid, easy application process

Repel
• Poor salary
• Poor culture
• Lack of learning & development and career
• Lack of stability, security or opportunity
• Lack of flexibility
• Poor reputation
• Lack of technology – so the experience feels 

slow and old-fashioned
• Lack of humanity – i.e. lack of feedback
• Clunky application process



What repels young talent

A poor recruitment experience – which 
takes too much  effort and is too slow - will 
put off Millennials and Generation Z

NB: Millennials and Generation Z share 
salary & bonus details, so match the 
financial of your industry or sector, or or
provide unique benefits to avoid losing them 
to your competition

Source: Software Advice Research 2019



Would you take this job?



Palantir Job Advert 

The Positioning:

“At Palantir, we develop the world’s leading products 
for data analysis and we deploy them against 
problems that truly matter—uncovering human 
trafficking rings, containing the spread of infectious 
diseases, combating fraud, stopping cyber-attacks, 
protecting privacy and civil liberties, prosecuting 
complex financial crimes, providing relief to victims 
of natural disasters, and more.”

The Pay-Off:

“Being a member of the Networks team means you 
will be deeply involved in our mission to continue 
the evolution of Palantir’s network services to 
prepare us for the known and unknown demands 
that are placed upon us. You will have the power to 
make your mark and to make a real difference in the 
lives of your colleagues and the success of the 
business by maintaining and improving our 
services.”

Three steps to a great job advert: The mission, the challenge, and the pay-off



Encouraging young talent to join the British Army



Encouraging young talent to join the British Army



Encouraging young talent to join the British Army



Key Drivers for Attraction & Recruitment of young talent

Technology

Human interaction



What are your best hacks for your hiring process? 
What do you do that works really well?



Key Drivers for Attraction & Recruitment of young talent

Finding Candidates: 

• Referrals with current staff

• Website 

• Social media

• Multiple networks

• Instagram



Key Drivers for Attraction & Recruitment of young talent

Job Application:

• Use crystal English

• Avoid bias

• Confirm value

• Give a good title

• Divide into sections

• Explain how to complete

• Provide a plan (30/60/90-day)

• Add Multi-Media



Key Drivers for Attraction & Recruitment of young talent

The Recruitment Process:

• Brief application

• Say No quickly

• Manage expectations

• Use Telephone & Video Conferencing

• Reimburse travel

• Run assessments

• Stay in touch



Some good interview questions

1. Tell me about your best work; what’s the best work/project/task you’ve ever done?

2. What one skill would you like to improve and what’s your plan for doing so?

3. Tell me about a challenge you’ve had to overcome in your working life and what you did?

4. Is there a time when you had a disagreement with a boss/colleague? What did you do about it?

5. How would you describe your ideal working environment? What works best for you?

6. Pretend I’m a customer/consumer and tell me how you’d deal with me (sales, marketing, service etc)

7. What made you want to apply for this job? What makes it so attractive to you? 

8. What is the first thing you would tackle in this job if we hired you tomorrow?

9. Tell me something about yourself that’s not on your Application/CV/Resume?

10. Do you have any questions for me?



Learning, training 
and career 

development

Buddying, Mentoring, 
Reverse Mentoring, 

Feedback & Coaching

Being part of a community 
and having a voice

Things to talk about in your key interviews with young talent



Maximising Induction & Onboarding – the Top Ten

1. Celebrate people joining (swag bags, photos, cards, lunch…)

2. Provide a buddy to support from day 1 (rotate)

3. Show what good looks like in the organisation

4. Provide career path if possible (lattice, ladder, project)

5. Provide overview of the vision, mission and purpose

6. Encourage mixed teams (ages & experience) and socialisation

7. Confirm how the community is built inside the company and maintained

8. Provide regular feedback

9. Confirm the learning and development pathways

10. Confirm when you will be face to face again



Thank You

Henry Rose Lee 

Please connect with me on social media

© 2021 All copyright in these slides and this presentation belongs to Henry Rose Lee. 
Copying, reproduction, transmission and broadcast without permission is strictly prohibited. All rights are reserved.
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Things we don’t want to hear….



Millennials (aged between 25 and 40) Gen Z (aged between 16 and 24)

• Still relatively brand-oriented and idealistic, 
although feeling dejected about rents and 
mortgages

• Know that they’re  “poorer” than previous 
generations yet still spend most of their 
disposable income

• Want things from companies such as:

o Innovation 

o Increased/enhanced customer experience 
which they will pay for

o Social responsibility in companies – such as 
eco-friendly, carbon neutral and charitable 
activities

• Less brand loyalty, more pragmatism, but still 
Millennials on Steroids!

• Know they’re “poorer” they spend less & save 
more; charity shops, vouchers, coupons, 
offers & freebies are popular – as are “prinks”

• Want things in the workplace such as:

o Innovation 

o Social responsibility in companies – such as 
eco-friendly, carbon neutral and charitable 
activities – global and planet friendly if 
possible

o Authenticity – their own nod to idealism – in 
work and private life

Differences between Millennials & Generation Z



Millennials (aged between 25 and 40) Gen Z (aged between 16 and 24)

• Somewhat entrepreneurial

• Want to run their own business and to gain 
rapid advancement in their career

• Over-optimistic about their work opportunities 
and potential

• Want work;life balance –and may see the day 
job as a stepping stone

• May worry about mental health issues, 
including their own mental health (46%)

• Side hustles are increasing in Millennials (i.e. a 
hobby turned into a small cottage business to 
earn income over and above a  main job role)

• Highly entrepreneurial – but without the skills

• Want job security + career – which argues with 
their entrepreneurialism but plays to insecurities

• Concerned about their work opportunities and 
potential – they have seen their parents struggle

• Want work:life balance – but will work harder 
when they respect their boss 

• More Gen Z worry about mental health issues, 
including their own mental health (65%)

• Both side hustles and “slashies” are increasing in 
Gen Z with main jobs, a side hustle or multiple 
jobs to earn money

Differences between Millennials & Generation Z



35% 27% 28%

Only 28% believe their 
company will 

successfully manage 
business challenges

(Down from 35%)

Only 35% believe leaders 
have clearly led & 

communicated during 
Covid

Only 27% believe that 
their company cares 

about their wellbeing

(Down from 41%)

Source: Gallup UK post Covid Engagement Survey 2020

Workforces generally are not very engaged in the UK - post Covid



Appendix 2:





2019 Army Advert – Confidence that lasts a lifetime



Helen Willets, Director of Internal Communications BT said it’s vital to have clear messages about what your brand stands for – purpose and 
visio n – about what the job is and how to do it and also to clearly share good and bad news – not mollycoddle. that communication from 
business to employee base had to resonate, be trusted and consistent, and deliver the facts well. In practise this meant making sure 
messaging, taglines, brands and mission statements were consistent across verticals and brands, ensuring that they clearly explained what 
the company stood for – increasingly a top priority for employees and a key driver of employee engagement, as highlighted by PwC’s Putting 
Purpose to Work study – and this matched up with day-to-day work. “As every unit usually has their own thing going on and you’re awash with 
words in an organisation and you often don’t know as an employee what your following and how it matches up to what the company is doing," 
Helen continues.
“It doesn’t matter what the words are [that describe what your firm’s purpose is] but they should be in total unity about how the company is 
described. Then you can really easily describe how certain jobs add to the strategy, or purpose. An employee shouldn’t have to look at a piece 
of paper for that, you should be able to look at the top, tight corporate narrative for that and understand how any job applies.”
Of course, the above is pandemic agnostic – ensuring that every employee understands the nature of the work they’re doing and how it 
dovetails with business aims is always going to be important – but what the pandemic re-emphasised to Helen is that employers, leaders, and, 
of course, HR, need to get better at telling the truth. Referencing the year and difficulties that all employees have just traversed, BT’s comms 
honcho explains: “I think there is a tendency to mollycoddle people and wrap things up and make it palatable and cosy it up into an EVP but 
the times of spin and packaging are just gone. If [comms] is done well it can bring a truth telling into the organisation. When I advise my CEO 
it’s always about telling the truth and there’s a way to do it.” She continues: “You can still talk about brilliant things but I think you’ve got to do 
it with an edge and with a realism about what is going on in the world. Your people are adults…and BT have this phrase which is we treat our 
people as adults that we like. If we go parent-child people see that as patronising and people see straight through it but if you treat someone 
as an adult that you like you’ll have a different approach to how you engage with them, and that’s key.” And getting information to people 
quickly will be an incredibly important role that leaders, comms teams and HR will have to play going forward. With uncertainty and change 
the single top CEO concern going forward, the strength of businesses – as well as how well they react to employee sentiments about the 
working experience, how well purpose resonates through the company and who trusted leaders are – will likely fall on how well 
communication works in a company. At some firms, that responsibility will either sit with leadership or comms teams but increasingly, as HR 
often have been turned to throughout the pandemic, it will be people teams that will be asked to translate quickly changing information into 
trusted, consistent and reliable information for the employee base to parse. “That’s an important thing: it’s a communication skill and its 
packaging it in the best sense,” Helen concludes. HR Grapveine Jan 2021



Substantial remote work – but not complete: Whilst 2020 saw many workers complete all of their employment remotely, according to Sir Cary Cooper, 
Professor of Organisational Psychology at Alliance Manchester Business School, this is not what workers want full time. He explained that what people actually 
want is a hybrid or mixed model approach in future. “What people actually want in a variety of developed countries is to work substantially from home but going 
into an office from time to time. By substantial I mean, in effect what they want is what suits their lifestyle. So, what they want is work-life integration, not balance 
[and that’s the direction] where we are moving,” Cooper said, adding that many still saw benefits of team-building in an office environment. Indeed, early 2020 
research from Vodafone found that 40% of office workers missed spending time with their work friends, while 21% missed collaborating with co-workers, 
suggesting that they would like to go back into the office for the social aspects of work.
Cooper continued: “What’s going to happen is, employers are going to encourage people to work substantially from home, but I think they’d make a mistake if they 
forced someone to work 100% remotely because that is not what people want and they do need to get together to team build, to have creative sessions on new 
products and services, to meet one another, to meet their social needs and so on.” The evolution of homeworking
Statistics from the Office for National Statistics (ONS) found that between January and December 2019, 5.1% of the UK population worked substantially from 
home.
Yet, when the coronavirus crisis hit earlier this year, more recent ONS data found that more people were working from home. In fact, in April, 46.6% of people in 
employment carried out some work at home.
Of those who completed some work from home, 86% did so as a result of the coronavirus crisis, highlighting how the pandemic has impacted the way that we work.
How to manage a hybrid workforce?
In future, it is possible that employers and employees will adopt a hybrid model of work, with employees spending a portion of the week in a central office and a 
portion of the week at home.
The big dilemma then centres around how HR and line managers can manage those who spend part of their time in the office and part of their time working 
remotely. To help with this, HR Grapevine has collated three tips to help with this:
Firstly, the biggest risk is that one group starts to feel isolated or become an island. So, making sure that line managers and HR have plans in place regarding how 
they will interact each of their teams is crucial. This could include scheduling regular check-ins and involving all of the team in meetings.
Secondly, setting clear expectations and creating new practices is key. Talking to staff members about how and when communication needs to happen and setting 
guidelines for how this should be done – such as over the phone or via platforms like Slack for example – is also important to ensure that business operations 
continue to run smoothly.
Finally, providing flexibility for workers, not just around where they work, but also around how and when they work too, is another consideration for HR and 
employers.

HR Grapveine Jan 2021



CONTINUED FROM PREVIOUS SLIDE
Managing new normals
While Cooper explained that there will always have to be a central office space, he said that the downside to the hybrid work model is that companies 
don’t always have the right kind of line managers (at all levels in the business) to manage this. “We now need a concentration on people skills on hiring in 
and promoting managers that have parity between their people skills and their technical skills,” he explained. These skills issues – always the most 
pressing concern for CEOs – will likely be the key to unlocking new structures of work in a way that benefits the business. As will technology and 
systems allowing staff to see when it is best to come into the office, something which Fujitsu recently invested in. Whilst this management of new 
normal will look different from organisation to organisation, what is clear is that old normals will never return 100% as they were.

HR Grapveine Jan 2021

https://www.hrgrapevine.com/publications/magazine/december-2020/the-future-of-work-is-in-hrs-hands


NEW GEN Z AND YOUNGEST GEN Y CONSUMERS AND SHOPPERS

Earth First
Millennials and Gen Z have always given priority to slowing our planet’s environmental decline but the Covid lockdown has made them, 
surprisingly, a bit more hopeful about how fast the planet can heal if we change our habits – witness how quickly once-polluted cities had 
breathable air when auto traffic virtually disappeared.
Some key data points:
• About two-thirds of Gen Z and Millennial shoppers want products with a sustainable footprint and are willing to pay more if a product’s 

sustainable (older shoppers not so much).
• Social media-savvy younger shoppers say they would share their positive view of a product or company with genuine benefits, whether 

social or environmental.
• They are more likely to want to work for such a company, not just buy their products. There’s increasing value for sustainability in a 

brand’s image.
• The catch: these younger generations will research whether a company actually follows through on their commitment – they want 

transparency, not greenwashing.
My advice to a company that wants to leverage this trend: mean what you say. Here’s a way to verify what you claim: www.Earthster.org
offers an impartial assessment of your environmental impacts using the state-of-the-art precision of life cycle assessment. This start-up now 
is partnering for pilots – and being a first mover in your sector could be a winning strategy for the future.
Earthster harvests already existing life cycle analytics to let a company compare their product with industry averages for impacts on 
dimensions like climate, water, human health, and ecosystems. of life. 
The big idea: executives can experiment with variations to see how that change might improve a product’s impacts – and once they make the 
change, get an independent (and so credible) verification of benefits.
For a coming generation of shoppers who care more and more about sustainability, this could become a new battleground for market share –
and for doing the right thing.

http://www.earthster.org/


COVID LESSONS FROM CEOS in 2020: January 2021 article in Executive Grapevine Future of work | Leaders share the biggest lessons they learned 
in 2020. 
2020 was a year of inconceivable change both inside and out of the professional sphere. The chaotic and unpredictable consequences of the 
coronavirus pushed leaders to the limits of their abilities and did away with any concept of roadmap for the foreseeable future. It was a year of 
change, and one of deep, concept-of-work-altering learning. Many were confronted with challenges to the status quo that perhaps they’d already 
consciously shunned such as remote working, flexi-time and mass-redundancies. Others found that, with a swift shift in consumer demands, their whole 
business model was either no longer viable in its current form or, in some cases, the demand for their product far outshone their capabilities However, 
all those who made it through the past 12 months did so by learning, being conscious of their situation and being open to change. For this reason, 
FastCompany commissioned a group of CEOs to talk through the key lessons they learned. Below are some of the most poignant. 

Interactions are essential “I am much more of an extrovert than I realised,” noted Dan Springer, CEO of DocuSign. “It has been difficult for me to not see 
my colleagues in the office on a daily basis or to meet in person our new employees. I’ve learned to take more time to recreate my typical interactions 
virtually to make up for this.“. 

Remote working is the future. “I’ve learned how productive remote working can be, and how it has fundamentally changed how Coursera works. We’ll 
never go back. Before the pandemic, I thought in-person collaboration was crucial for innovation and agility. Remote work is a great equaliser, 
minimising the impact of how you look, what you wear, and where you sit,” said Jeff Maggioncalda, CEO of Coursera

Work and personal life are intrinsically blurred . “I learned that adults don’t go to work just to work,” said Julie Bornstein, CEO of The Yes. “We don’t 
send our kids to school just to learn. And people don’t go to restaurants just to eat. Human interaction is essential for our well-being, even if technology 
has advanced to a place where we don’t technically need to go places.”

Teamwork and collaboration is everything.  “Before the pandemic, I thought I knew the power of teamwork. When COVID-19 hit, the team came 
together at warp speed to build and execute an entirely new strategy for every area of our business,” said Enrico Frezza, CEO of Peace Out Skincare.. To 
watch the team develop and implement the new game plan – and then to experience the amazing growth cycle as a result – I realised that what I’d read 
in books was true: The foundation for the success of any company lies in its teamwork,” he added

Contingency plans can make or break a business . “We need to have a backup for the backup! We’ve always been a company that has adapted well to 
change, but this year showed us that circumstances can drastically change overnight, so we need to be more prepared with backup plans to our backup 
plans,” shared Priscilla Tsai, CEO of Cocokind.


