




HEAD LINES

By Terry R. Head
HHGFAA President

Age and Value: 
Sometimes They’re Really NOT Just a Number

Some things are known to get better and more valuable as they mellow with age — fine wine, some 
cheeses, classic movies, old books, and antique furniture, to name a few. But I sometimes wonder: 

Does that same premise hold true for people? It’s often said that age is only a number, and in some 
respects that’s true. If you’re a Baby-Boomer who needs your 10-year-old neighbor to program your 
DVD player or teach you to use your new computer, welcome to the club. The brains of youngsters to-
day seem to be hardwired with an aptitude for technology that has the power to awe and dazzle those of 
us who find the latest gadgets daunting at best. This means that as the younger generations mature, so, 
too, will the perspectives, talents, and the assets that they bring to their own lives and careers — also 
giving value-added to those of us who hire, manage, and sell to them. The trick is to understand what 
makes them tick, what motivates them, and to channel their formidable skills as effectively as possible 
to everyone’s advantage.
 It was an interesting experience for me doing the research and selecting material for this issue of 
The Portal, which focuses on the younger generations and how our industry might better recruit, train, 
and sell to them. 
 The inspiration for this topic came to me when I attended a recent conference for association 
executives, where one of the breakout sessions was aimed at understanding and — as the program title 
indicated — “Reaching Out to Generations X, Y, and Z.” 
 The speaker for that session was Sarah L. Sladek, president and CEO of Limelight Generations. 
Ms. Sladek, a very knowledgeable and vibrant young professional herself, has conducted extensive 
research and written several books on this subject. We have incorporated in this issue some of her 
company’s material, observations, and findings for your reading pleasure and benefit.
 During the session, Ms. Sladek led a discussion of all types of things: age ranges, differences in 
upbringing, core values, impact of globalization, influence of the Internet, YouTube, MySpace, blogs, 
list-serves, Webinars, communication styles, text-messaging, purchasing power, preferences, and other 
fascinating subjects. We also spent considerable time on what recruitment, retention, and marketing tac-
tics are most beneficial (in this case, for associations); and how to determine the return on investment 
for developing new marketing and communication techniques aimed at the younger generations.
 What really surprised me was how many other larger associations were behind the curve in ad-
dressing the needs of its younger current and future members. It was very enlightening for me, and I 
felt advanced in my thinking as compared to others in the meeting.
 We all should be very proud of the fact that HHGFAA has long since recognized the importance of 
our younger generations and, through our “Young Professionals” (YP-35) group, the Alan F. Wolstetter 
Scholarship Fund, and our new Student Membership constituency, we have for some time been advanc-
ing our efforts to successfully engage our younger members and future leaders and bring them into the 
mainstream of the association, as well as the relocation and moving industry in general. 
 Our association and industry still have a long way to go toward defining, understanding, appreciat-
ing, and utilizing the attributes and skills of the younger generations. However, I hope this issue will 
serve as a catalyst to move the initiative further.
 After reviewing the articles in this issue, I think you might agree with the old saying one of my 
close associates recently reminded me of: “You shouldn’t judge a book by its cover.” I’ll also add my 
own sentiment, which is perhaps even more fitting for our membership:

“The best wine choice for the meal is not necessarily the oldest bottle in the wine cellar.”
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PORTAL FOCUS: GENERATIONS X, Y, & Z

The Next 20 Years: How Customer and Workforce Attitudes Will Evolve

By Neil Howe and William Strauss

Generations are among the most powerful 

forces in history. Tracking their march through 

time lends order—and even a measure of 

predictability—to long-term trends.

During the Middle Ages, travelers reported an unusual custom 
among villagers in central France. Whenever an event of local 

importance occurred, the elders boxed the ears of a young child to 
make sure he remembered that event all his life. Like those medieval 
villagers, each of us carries deeply felt associations with various 
events in our lives. For Americans, Pearl Harbor, the Kennedy and 
King assassinations, the Challenger explosion, and 9/11 are burned 
into our consciousness; it is impossible to forget what we were doing 
at the time. Over time, we realize that such events—and how old we 
were when they occurred—have in many ways made us who we are. 
 This is what constitutes a generation: It is shaped by events or 
circumstances according to which phase of life its members occupy at 
the time. As each generation ages into the next phase—from youth to 
young adulthood to midlife to elderhood—its attitudes and behaviors 
mature, producing new currents in the public mood. In other words, 
people do not “belong” to their age brackets. A woman of 40 today 
has less in common with 40-year-old women across the ages than with 
the rest of her generation, which is united by memories, language, 
habits, beliefs, and life lessons.
 Generations follow observable historical patterns and thus help 
us predict future trends. To anticipate what 40-year-olds will be like 
20 years from now, don’t look at today’s 40-year-olds; look at today’s 
20-year-olds. People of a given age may vary quite dramatically from 
era to era. Recall, for example, Sproul Hall at UC Berkeley in 1964 
and the students wearing computer punch cards that proclaimed “I 
Am a Student! Do Not Fold, Spindle, or Mutilate!” They were mock-
ing the automated treatment the university was supposedly giving 
them. In the years after World War II, Americans had grown used 
to the Silent Generation’s conformist college students. Now a new 
generation was arriving: the Baby Boomers raised in the aftermath 
of the war. By the late 1960s these confrontational, megaphone-tot-
ing students had launched a “consciousness revolution” to demand 
that their war-hero elders live up to higher moral standards. Twenty 

years later US campuses experienced another surprising shift. The 
Wall Street Journal noted in 1990, “It is college presidents, deans, and 
faculties—not students—who are the zealots and chief enforcers of 
Political Correctness.” Thus, Generation X, was born during the con-
sciousness revolution. The children of divorce, latchkeys, and ad hoc 
day care, they showed much less ideological passion than their elders 
and brought a new pragmatism to the nation’s campuses.

 Today graying college leaders on the verge of retirement con-
tinue to carry the ideological torch, crusading for various causes in 
ways that often irritate their younger Gen X colleagues. Meanwhile, 
undergraduates are showing yet another generational personality: 
The members of this rising Millennial Generation tend to be upbeat, 
team-oriented, close to their parents, and confident about their future. 
Unlike Boomers, they do not want to “teach the world to sing.” Un-
like Gen Xers, they don’t “just do it”—they plan ahead.

Neil Howe and William Strauss, the authors of Generations: The 
History of America’s Future, 1584 to 2069 (1991), The Fourth 
Turning: An American Prophecy (1997), and Millennials Rising: The 
Next Great Generation (2000), among other books, are the founding 
partners of LifeCourse Associates, a publishing, speaking, and 
consulting company in Great Falls, Va. Wet site: hbr.org 

SOURCE: Harvard Business Review



The Basics of Selling to 
Generation X

By Karen E. Klein

Yesterday’s young “slackers” are becoming today’s dutiful par-
ents. No business can afford to ignore this demographic shift. 

How can entrepreneurs tweak their marketing and sales campaigns to 
better reach today’s young families? A new survey of 3,020 parents, 
conducted in late 2003 by Boston-based marketing-strategy firm 
Reach Advisors, lays the foundations for a better understanding of the 
social and attitudinal differences between Generation Xers—those 
born from 1965 to 1979—and their Baby Boom parents. What fol-
lows are some of the key points drawn from the survey, Generation X 
Parents: From Grunge to Grown Up, and the lessons savvy busi-
nesses will draw from them: 
• Better educated, downwardly mobile: Gen X parents have 

more schooling than boomers yet are far more pessimistic about 
their financial futures. Gen X parents are more uncomfortable 
with their debt levels, have much lower expectations of 
remaining in their current jobs, and are less likely to expect 
defined-benefit pensions in retirement. The specter of financial 
insecurity haunts them much more than it did their parents at the 
same age. Lesson: Value sells—and permanence, being such a 
rare commodity—sells even better. 

• More family time, less contentment: Gen X moms and dads 
are more likely than upwardly mobile Boomer parents to turn 
their attention from careers to put a greater emphasis on children 
and household responsibilities. Still, the Gen X parents are less 
satisfied with the amount of time they allocate to family -- not 
because they don’t like the trade-off, but because they wish 
they could spend even more time with their kids. Lesson: While 
“quality time” was the much-quoted goal of Boomer parents, 
Gen Xers also want “quantity time” with their kids. Keep that in 
mind if marketing family-related goods and services. 

• It’s all about value: Generation Xers in the top 5% of household 
income—those with annual incomes of $150,000-plus—tend to 
be in industries that have seen layoffs and where income growth 

has stalled. The consequent uncertainty leads to more cautious 
spending across the entire income spectrum. Where wealthy 
boomers might brag about how much they pay for something, 
Gen Xers relish talking about how much they managed to 
save—and that applies even to those in the top income brackets. 
Spreading the word to friends and workmates about great deals 
and where to find them is actually a means for Xers to signal their 
tech savvy. Lesson: If an Xer thinks you’re offering a great deal, 
expect to see his or her friends as word spreads. 

• The “soccer mom” is history: Only 9% of Generation X 
mothers describe themselves that way. Today’s young moms are 
more difficult to classify, given the variety of factors that shape 
their existence: They have high levels of education, and they 
married and had children later than their Boomer counterparts. As 
a consequence, they generated higher percentages of household 
income before confronting decisions about whether to return to 
work after having children. Lesson: Ad and marketing campaigns 
that target young mothers with one-dimensional portrayals are 
likely to be met with a resoundingly cold shoulder. 

• Dads do more at home: Today’s fathers are less likely to draw 
a hard and fast line between work during the week and family 
on the weekend. Dads are proud to be involved in the daily lives 
of their children and are more likely to play a significant role in 
purchases and activities for their kids. Lesson: Put those Ward 
Cleaver stereotypes in the shredder. Fathers have an ever-growing 
say in their kids’ lives and day-to-day upbringing. If you ignore 
this social and cultural change, you do so at the peril of the 
bottom line. 

 The survey’s findings should be taken as indications that, just as 
families are changing, so must marketing tactics. Says Reach’s James 
Chung: “For companies that serve mostly Baby Boom parents with 
older children, much of this change is on the horizon. Companies 
serving Generation X parents with younger children, however, are 
starting to feel this shift earlier than others.” 
 The smart business owner will swim with the tide—or be swept 
away by it. 

Karen E. Klein is a Los Angeles-based writer who covers 
entrepreneurship and small business issues at Business Week.



Generations X, Y, and Z: What Makes Them Tick?

By Boris Populoh, HHGFAA Director of Programs and Services

Understanding the generational difference, and how to recruit, manage, and sell to the 
younger generation is an issue every industry has to address, including the international 

household goods transportation and forwarding industry. 
 Are employees from the younger generations rock stars, techno-geniuses, or unmotivated 
slackers? Everyone seems to have an opinion. One thing is for sure: They’re here and here to 
stay, and they will play a pivotal role in the future of your organization. Whether one is old, 
young or somewhere in between, our perceptions influence how we view others and the deci-
sions we make based on our preferences.
 This survey provides some insight into how the international household goods transporta-
tion and forwarding industry views this complex and intriguing issue.

Survey Results: Questions and Responses

QUESTION #1: 
Which is your generation?
The largest group of responses, 86 of the 
257 received, were submitted by those 
identifying themselves as Gen X. The 
next two groups in terms of responses 
received came from the Boomers and 
Boomers II generation, with 65 and 64 
responses, respectively. Overall, a total of 
215 responses were submitted by those 
born between 1946 and 1976.

QUESTION #2: 
What is your most pressing issue 
with employing young adults?
A solid majority, 144 of 257 responders, 
indicated that the most pressing issue 
with employing young adults is their 
attitude. While this perceived apparent 
lackluster approach to the work environ-
ment is a source of friction between the 
generations, only 5% of responders feel 
that honesty is an issue when it comes to 
employing young adults.

QUESTION #3: 
How would you describe the 
change in work ethic over the past 
25 years?
183 responders, 71.2% of all responses 
collected, indicated that they felt that 
work ethic has either declined signifi-
cantly or slightly, of those 110 felt that 
work ethic has declined significantly over 
the past 25 years. This is noteworthy, 
since this perception is shared across all 
three major groups of responders, the 
Baby Boomers and Boomers II, as well 
as Gen X.
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