
Move Over Millennials,  
Here Comes Generation Z 
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The importance of communicating and engaging across the generations 



What defines a generation?

A generation is “an identifiable group that shares birth years, age, 

location, and significant life events at critical developmental 

stages” (Tolbize, 2008).



X

Members of a generation share  

experiences that influence 

their thoughts, values,  

behaviors, and  

reactions.



There are five generations currently in 

the American workplace.



Born after 1925, now age 73 - 90. 
Defining events: Great Depression, 

Pearl Harbor, and WWII.

SILENT (TRADITIONALISTS) BABY BOOMERS

Born after 1946, now age 52 - 72. 
Defining events: Cold War, Civil Rights Act, 
Vietnam War, and the Assassinations of 

JFK and MLK.



GENERATION X

Born after 1965, now age 38 - 53.  
Defining events: Fall of Berlin Wall, 
Computers, and the International  

Space Station.

MILLENNIALS

Born after 1980, now age 22 - 37.  
Defining events: 9/11, Diversity, and  

the Internet.



Born after 1996, the oldest “Post Millennials” are 
turning 21 this year.  

Defining events:  

•  iPhones 

•  Invention of Facebook 

•  Social Media 

Gen Z



Why do generations matter?

Categorizing ages into a ‘generation’ can provide a road map to 

effective communication and engagement.







Source: DATIS, 2017 State of Workforce Management 

  







Being More Effective Across Generations

Communication methods have less to do with what generation 

you’re in and more to do with the specific situation and 

information you are trying to convey.



X

Older generations want to hear 

from younger generations. 

Generation Z can and  

will impact local and  

national politics. 



Source: Congressional Management Foundation, Communicating with Congress 

  



Source: Congressional Management Foundation, Communicating with Congress 

  

Nearly identical percentages of staffers said 

postal mail (90%) and email (88%) would 

have influence on an undecided  

Member of Congress.  

It’s the Content,  

Not the Delivery



Source: Congressional Management Foundation, Communicating with Congress 

  



Source: Congressional Management Foundation, Communicating with Congress 

  



The Attention Span of a Goldfish

Some research indicates that our attention spans are shrinking, 

from 12 seconds in 2000 to 8 seconds today.



X

“Brevity is not a nice to have,  

it’s a need to have.” 

Joseph McCormack,  

Author of Brief 





1. State Your Purpose

Get to the point as quickly as possible. First, clearly state  

the problem, purpose, or issue to be addressed.



2. Explain Why It Matters

Legislators want to address issues that impact their constituents. 

Use stories, facts, and information to explain the impact your 

issue has on the constituents and/or district.



3. Ask for Action

Be prepared to offer possible solutions and/or action that can be 

taken to solve the problem, issue, or concern.



4. Explain the Impact (Again)

Explain what the outcome will be if the legislators takes the action 

you asked for. Who will be impacted? Why will it matter?  

What will they have helped achieve?



M E S S A G E  # 1  

Why does this matter? 
What’s the impact? Who’s 
affected? And how does it 
affect the legislator…their 
constituents, district, etc. 

S U P P O R T I N G  P O I N T S  

Personal Stories 
Data / Facts / Statistics 

T H E  
M E S S A G E  H O U S E  

Start with an umbrella statement. This is the 
big picture, main point, or key takeaway. 

.

M E S S A G E  # 2  

What can be done to 
resolve this issue? What is 

the action to be made? 

S U P P O R T I N G  P O I N T S  

Know what your 
opposition will say and 
counter with a positive 

message. 

M E S S A G E  # 3  

What will be the outcome 
of the proposed action? 

How will the issue be 
resolved? Who will be 

affected? 

S U P P O R T I N G  P O I N T S  

Personal Stories 
Data / Facts / Statistics 

F O U N D AT I O N :  W h a t ’ s  t h e  a s k ?  W h y  d o e s  t h i s  m a t t e r ?  



The Journalist’s Approach

Know the 5 W’s: Who, What, When, Where, and Why 

Think in headlines and soundbites. Use plain language. 

Start with the lead.



M E S S A G E  # 1  

Why does this matter? 
What’s the impact? Who’s 
affected? And how does it 
affect the legislator…their 
constituents, district, etc. 

S U P P O R T I N G  P O I N T S  

Personal Stories 
Data / Facts / Statistics 

T H E  
M E S S A G E  H O U S E  

Start with an umbrella statement. This is the 
big picture, main point, or key takeaway. 

.

M E S S A G E  # 2  

What can be done to 
resolve this issue? What is 

the action to be made? 

S U P P O R T I N G  P O I N T S  

Know what your 
opposition will say and 
counter with a positive 

message. 

M E S S A G E  # 3  

What will be the outcome 
of the proposed action? 

How will the issue be 
resolved? Who will be 

affected? 

S U P P O R T I N G  P O I N T S  

Personal Stories 
Data / Facts / Statistics 

F O U N D AT I O N :  W h a t ’ s  t h e  a s k ?  W h y  d o e s  t h i s  m a t t e r ?  



M E S S A G E  # 1  

S U P P O R T I N G  P O I N T S  

M A I N  P O I N T:

T H E  M E S S A G E  H O U S E  

M E S S A G E  # 2  

S U P P O R T I N G  P O I N T S  

M E S S A G E  # 3  

S U P P O R T I N G  P O I N T S  

F O U N D AT I O N  “ T H E  A S K ” :


