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Setting the Table (2016 – 2026)

Source: Sargent, J.F. (2017). "The US science and engineering workforce: Recent, current, and projected employment, wages, and unemployment." 

Washington, D.C.: Congressional Research Service. Retrieved from: https://fas.org/sgp/crs/misc/R43061.pdf

• There's a potential shortage looming

• There's a skills mismatch between 

employer needs and employee abilities

https://fas.org/sgp/crs/misc/R43061.pdf
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http://vnmanpower.com/upload_images/images/Blog/Multiple-Generations-at-Work-2.png
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Company Statistics*

• 21.1% increase in staff

• 99% retention rate

A Growing Company...

New Hires*

• 50% Millennial

• 25% Gen-X

• 21% Baby Boomer

• 4% Other

*Data from April 2018 – April 2019
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Murraysmith Breakdown

Millennial/Gen-Y

Ages 37 and younger

36%

Baby Boomer

Ages 54-7216%

Gen-X

Ages 38-53

48%
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Corporate Social Responsibility Program

Community Environment Diversity &
Inclusion
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Murraysmith Case Study

Optional survey

• To better understand the 
make-up of our company

Optional brown bag 
presentation

• To present and 
discuss survey results

Optional small group 
breakout sessions

• To debrief, brainstorm, 
and provide feedback



Murraysmith Case Study

Optional Survey

What Motivates You?

What Gives You Value?

Generational Perspectives?

Communication Styles?

Importance of Topic?
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What Motivates Us?

Optional Survey

What Motivates You?

What Gives You Value?

Generational Perspectives?

Communication Styles?

Importance of Topic?
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What Motivates Us?

21%
Flexible

Schedule
MentoringOvertime

Pay

Cool

Project
34% 34%11%

Firm-wide
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What Gives You Value?

Optional Survey

What Motivates You?

What Gives You Value?

Generational Perspectives?

Communication Styles?

Importance of Topic?
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What Gives Us Value?

Baby Boomers
• Less importance on Mentoring, Flexibility, Communication, and 

Feedback (compared with others)

• More importance on Compensation and Perks (nearly twice as 

much as others)

Gen-X and Millennials/Gen-Y
• Trend each for the majority of value added categories

Feedback is consistently noted as an important value-added 

category

“Personal” value is an umbrella category containing…
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What Personally Gives Us Value?

I gain value from mentoring, 
constructive feedback & positive 

reinforcement as I gain skills

Constructive feedback & 
mentoring offer me goals to work 
towards & resources to guide me

Achieving goals develops my skills 
& potential

Developing my skills & potential 
takes stress off the top and 

increases the ability of the team as 
a whole

The acknowledgement of my 
growth motivates me to keep 

pushing forward (positive 
feedback, raises, respect)
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Generational Perspectives: Millennial/Gen-Y

Optional Survey

What Motivates You?

What Gives You Value?

Generational Perspectives?

Communication Styles?

Importance of Topic?
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Perspectives Breakdown (per person)
Millennial perspective of…
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Generational Perspectives: Gen-X

Optional Survey

What Motivates You?

What Gives You Value?

Generational Perspectives?

Communication Styles?

Importance of Topic?
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Perspectives Breakdown (per person)
Gen-X perspective of…
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Generational Perspectives: Baby Boomers

Optional Survey

What Motivates You?

What Gives You Value?

Generational Perspectives?

Communication Styles?

Importance of Topic?
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Perspectives Breakdown (per person)
Baby Boomer perspective of…
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Perspectives Breakdown (per person)
Perspectives of generations by 

gender
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Communication Styles: Preference

Phone

49%

35%

8%

4%

2%

Face-to-Face

Email/Text

Verbal

Visual

“…preferred 

communication, in 

general, depends 

on whether the 

topic is urgent 

(phone), sensitive 

(in-person), 

informational or 

low-priority 

(email).”

Optional Survey

What Motivates You?

What Gives You Value?

Generational Perspectives?

Communication Styles?

Importance of Topic?

Firm-

wide
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Communication Styles: Breakdown
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Importance of Generational Diversity

48% Somewhat Important

42% Very Important

8% Not Important

Optional Survey

What Motivates You?

What Gives You Value?

Generational Perspectives?

Communication Styles?

Importance of Topic?

Firm-

wide
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Topic Importance by Gender & Generation



What are some of the challenges you face working with other 
generations?

How can we leverage generational diversity to be better as a 
firm?

Brown Bag De-Brief

Asked key questions to start the conversation…
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Lessons we are 
continuing to learn…

What worked?

What could be improved?



Questions/Discussion



Thank you!



What could be improved?
• Questions should have been clarified

• Follow-through, be ready for implementation in a 

timely manner

• Transparency

• Don’t over-promise

• Check your expectations – be honest with yourself

What worked? 
• Introduction of a new diversity topic

• Started the conversation

• Gave people a better understanding of their co-

workers and team



Mentoring
Program



Planning for 
Retirees


