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GENERATION Y AND HOW TO MANAGE THEM

Abstract. In this article we will talk about the features of managing the generation of "next" or, as they
are also called, "Millennials."

Generation Y (people born in 1981-2000, or millennials) is rapidly changing the landscape of corpo-
rate culture. According to experts, by 2025 approximately 3/4 of the total workforce will belong to this gen-
eration. And now, the leaders of commercial organizations should have an action plan that would simplify
work with millennials.
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Millennials, also known as Generation Y (or simply Gen Y), are the demographic cohort fol-
lowing Generation X and preceding Generation Z. Researchers and popular media typically use the
early 1980s as starting birth years and the mid-1990s as ending birth years, with 1981 to 1996 a
widely accepted defining range for the generation.

Millennials are sometimes referred to as "echo boomers™ due to a major surge in birth rates in
the 1980s and 1990s, and because millennials are often the children of the baby boomers. This gen-
eration is generally marked by their coming of age in the Information Age, and they are comfortable
in their usage of digital technologies and social media. Millennials are often the parents of Genera-
tion Alpha.

The revolution was shaped by the millennials or generation Y. Also known as digital natives,
millennials are those born between 1982 and 1994 and technology is part of their everyday lives: all
their activities are mediated by a screen. The concept of on and off is completely integrated into
their lives. However, they were not born into it; they migrated to the digital world from the ana-
logue one in which they were living.

Unlike previous generations, because of the economic crisis, the world requires them to be
better trained to get a job, as competition is increasing. Unlike their parents, Generation X, digital
natives are not satisfied with the world around them and are ambitious and want to achieve their
goals. However, the millennial generation is labelled as being lazy, narcissistic and spoilt. In fact, in
2014, Time magazine labelled them as the me-me-me generation.

Starting from early life, Generation Y are more likely to stay on in full-time or further educa-
tion than those who went before; the number of graduates more than doubled between 1984 and
2013.0lder generations were more likely to leave school at an earlier age, sometimes with no quali-
fications - something which is now very rare. Jobs market: After education, Generation Y are head-
ing into an unpredictable jobs market. The employment rate is good, but many are in part-time work
or self-employed, and they have faced the largest falls in real average earning in the wake of the
2008 recession. According to the most recent set of labour market statistics, just over 71% of 16 to
34-year-olds are in employment, 5.7% are unemployed and 24.7% are economically inactive - many
of them students or carers.
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For those aged 35 to 64, the same figures are just over 77% employed, 2.9% unemployed, and
20.6% inactive.

Even though Millennials appreciate good advertising, and are more willing to actively seek it
out before making purchase decisions as opposed to generation X, who perceive advertising as dis-
ruptive and actively tune it out either with the help of ad-blockers, skipping the pre-rolls online or
changing channels while watching TV.

Moreover, Millennials are trusting big brands more than other generations, as long as these
companies are displaying honesty and integrity. Additionally, they show a great interest in the cli-
mate change and they are more likely to buy from companies who engage in fair-trade sourcing,
organic growing and other measures that help combat the threat of global warming.

A great Abstract of the whole series that draws conclusions from the different articles and in-
sights. This enables a sound understanding of the most important outcomes from the research of
Generation X, Y and Z.
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Y OybIHBI JK9HE 0J1apAbI 6acKapy

Anparna. byn makanaga 613 «keneci» yprnakTel Hemece osiap «MuwiroHauap» Jen arajia-
THIHIAPBI OaCKaPYAbIH €PEKIIETIKTEePi TypaIbl MOCEIEHI KapacThIpaMbI3.

Y Oywsibr (1981-2000 x.T. Hemece MBIHXBUIABIKTA TYyFaH aJamiap) KOpPIOPaTUBTI
MOACHMETTIH JaHAmadThIH Te3 e3repreai. Capanmbuiapabiy mikipinme, 2025 xpuira Kapai skajmbl
KYMBIC KYIIIHIH IamaMmeH 3/4 Oeiiri ochl ypnakka Tuecuni Oonansl. EHAI KOMMEpPLUSIIBIK
YHBIMIAP/IbIH KETEKIIIEPIHAEe MBIHKbUIIBIKTAPMEH JKYMBICTHI KEHIJIETETIH 1c-11apaap KOCIaphbl
00JTyBI KEpEK.

Kint ce3nep: Y OybiHBI, MIUIeHUanAap, Oackapy, e€HOEK, SKOHOMHKA, €HOEK HapBIFHI,
KYMBICIICH KaMTYy.
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IToxosnenue Y M Kak ynpasJsiTb UM

AHHoTanusi: B 3T0il craThe MBI pacckakeM 00 OCOOEHHOCTSIX YINpPaBJICHHS IMOKOJIEHUEM
«HEKCT» WM KaK U3 ellle Ha3bIBaloT «MUIeHHAIaMu.

[Toxonenue Y (moau, ponusmmecs B 1981-2000 romax, Uiud MHIIEHHATIbI) CTPEMUTEIHBHO
MeHsIeT JaHamadT KOprnopaTuBHON KyabTypbl. 1o mporaosam skcneptoB, k 2025 rogy npumMepHO
3/4 Bceii pabouelt cuibl OyJeT MpUHAJIEKATh K 3TOMY MokosieHuto. 1 yxe ceifuac y pykoBoauTe-
JIe KOMMepYEeCKHX OpraHu3alfii JOKEH OBbITh IUIaH ASWCTBUI, KOTOPBIN OblI ympoian padoTy ¢
MUJUIEHHATaMH.

KiroueBble ciioBa: mokosieHue Y, MUJUIEHHANbl, MEHEIXKMEHT, TPYHA, SKOHOMHKA, PBIHOK
TpyJa, 3aHSATOCTb.

About authors:

Galym B. Omarov, Assistant Professor, Department of Economics and Business, PhD in Eco-
nomics, PhD

Aidana A. Azimova, student, second-year bachelor, Department of Economics and Business,
specialty "Finance in IT"

International Journal of Information and Communication Technologies, Vol.1, Issue 1, March, 2020
202



| OU®POBBIE TEXHOJIOI'X B SKOHOMUKE U MEHE/’KMEHTE [ |

Nazerke T. Mussabaeva, student, second-year bachelor, Department of Economics and Busi-
ness, specialty "Finance in IT"

VK 339.138.001.76

Bekbaeva A.E., Yessengeldy A.N.
International Information Technology University
Almaty, Kazakhstan
Scientific supervisor: Omarov G.B.

TECHNOLOGICAL & MARKETING TRENDS

Abstract: The article discusses technological as well marketing trends that allow to predict the
development in the world. The aim of the work is to analyze progress in IT, how important are Social Media,
to analyze the impact of GENERATION Z for employment. The logical chain of global trends that are
popular in the world, the leadership positions of millenials is investigated. The conclusion is made about the
importance of post-millenials - The younger generation will soon become your main target audience. The
use of trends and targeting should start now.

Keywords: technological trends, marketing trends, generation Z, millenials, IT, marketing.

A trend is a general direction into which something is changing, developing, or veering to-
ward. The verb ‘to trend” means to develop or change in a general direction

1. Facial coding - a technology for recognizing user emotions when viewing content.

It will help make the content more personalized. A study is conducted in which, when watch-
ing a video, peaks of the viewer's attention are read out and a positive or negative reaction is ana-
lyzed.

The data is used in targeting to understand which audience the content is visiting.

2. Lifecycle marketing

An approach in which a digital marketing strategy is built in terms of customer-company in-
teraction. As most companies represent the client’s way now: advertising - click on the site - pur-
chase. Lifecycle marketing studies the client’s path in more detail with all doubts and their reasons,
stop factors and motives to return to the site.

What is the main difference from the usual interaction strategy?

The main difference is that Lifecycle marketing in Central Asia does not see an abstract socio-
demographic group, but each real person individually with his own interests and client experience.
Based on this, communication is built. All messages that a person receives are interconnected and
logically complement each other, correspond to the stage of interaction with the company.

A customer who has already made a purchase will not receive a message with a welcoming
acquaintance or an offer that he has already studied.

3. Gamification and Interactive

Brands are already creating their games, tests and interactive creativity, useful (educational)
advertising content, and hold festivals. In 2019 Instagram blew up AR masks. Brands actively used
this.

AR-fitting rooms. This has already been created by Lamoda together with Wannabe (startup from
Google & Yandex developers). In Wanna Kicks (the so-called application), you can try on sneakers
before buying.
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