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Brian Roth and Nora Phillips of Tommy's Slalom Shop helping
a customer check out with their new wakeskate.
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MOST OUT OF GEN WHY WORKERS

By Evonn Gibbs

operators of water-sports

equipment shops that many
of their employees are young
people who live to be on the
water, and for whom work is just
a necessary evil. But recreational
sports retailers are not alone. In
fact, most of the frontline work-
force today comes from
"Generation Why."”

That's what author and
award-winning keynote speaker
Eric Chester calls the young peo-
ple employers often see as
aliens, and his mission is to de-
mystify “the mindset of this bur-
geoning generation.”

They think differently than
previous generations, he notes.
“We think linear. Work, save,
spend. They think digital, ran-
dom, few rules, pay as you go.
They don't like stagnation, rou-

Its no secret to owners and

tine, boredom. Gen Why
demands change,” he says.

Chester is founder and presi-
dent of Generation Why, Inc., a
training and consulting firm
focused on managing and motivat-
ing 16-to 24-year-olds. If that age
group seems "different,” he says,
it's because they were born into a
different world. In fact, it's a world
created by those who came
before them - adults in the roles of
parents, teachers, employers,
politicians, entertainers, athletes,
even manufacturers, and espe-
cially marketers.

“Kids are getting older
younger. They're influential and
affluent. Marketers in my genera-
tion used to have to go through
mom to get to us,” Chester
recently told a group of retailers at
aconference in Las Vegas.
“Marketers today go straight for

the kid, and they do it by listening.
That gives you the upper hand.”

Being heard is a big deal to
Gen Whyers, he insisted, and
store owners can show they care
what their workers think by putting
a short survey in each paycheck
asking them what they like and
don't like, what they would do if
they were the owners. “Channel
their ideas and enthusiasm.”

One of the advantages of
having young people on the
workforce today is that they do
question everything,” said
Chester, who dubbed 16-to 24-
year-olds “generation why"”
because they always ask
"why?" when told what to do.

“They are constantly won-
dering if there's a better, faster,
or just different way to do some-
thing. Ask yourself,” he chal-
lenged the audience, implying that
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