Typical Millennials

The students you are recruiting are part of the Millennial generation, those born after 1982.  On the whole, Millennials are much more savvy, better educated, more numerous and more ethnically diverse than any previous generation. 

And they cannot be easily fooled.  Millennials are a smart, practical group with communication and learning styles shaped by the information revolution.  They are techno- and Web-savvy and have a highly developed ability to sort through lots of information—they define the terms multi-tasking and cross-training.  By the time they are college-bound, many have already had a good amount of work experience.

Millennials bore easily; you need to keep them challenged.  They understand the importance of balancing life—hobbies, sports, work, volunteering, etc.  Older generations may think Millennials are too busy, too overloaded too soon.  But Millennials are prime ROTC candidates, since they are used to full, challenging schedules.  They are quite capable of learning several jobs simultaneously and doing them well.  

Predictions forecast Millennials to change careers 10 times in their lifetimes.  This can be a selling point for recruitment.  Stress that ROTC can be the foundation, a steppingstone, and the first leg of their journey; that skills learned here (leadership, communication, organization, etc) will help them throughout life and career/s.  Studies show that Millennials want to pursue “parallel careers,” those that feed into or build onto others.  They enjoy learning new things. Show your prospects that an Army career can mean changing skills, training, locations every three or four years.

Researchers also believe Millennials will reject Generation Xers’ distrust of organization and will judge organizations on their own merit. They will stay with a company or organization if it offers enough of the right combination of challenge, opportunity, and security.  ROTC and the Army provide all three.

This young generation has been raised in a culture of instant results.  They are eager to learn new things, and they tend to question everything.  Be creative—expose them to careers they may never have dreamed of.  Thanks to the Internet, this generation has virtually “visited” all corners of the globe—highlight travel opportunities the Army offers, and tell them they can see those places in person.

.  

You should find your prospects have a respect for authority, rather than an awe of it.  This comes from multi-generational influence.  Millennials seem to have gotten loyalty and faith in institutions from Traditionalists (born 1900-1945); confidence and optimism about their ability to make things happen from their Boomer parents (born 1946-1964); and enough skepticism to be cautious from Generation Xers (1965-1980).  

Reports also show this generation is naturally attracted to institutions whose explicit purpose is to defend their country, community and family.  Use value words like honor, duty, service and ask your Millennial prospects what great things they’d like their generation to do for America.  They have a sense they are collectively vital to the nation.

While concerned about their personal safety, Millennials are experiencing the resurgence in patriotism that has swept the country since 9/11.  The chance to serve one’s country is a prime reason to join the military. Bobby Webber, 19 and a freshman cadet in ROTC at Capital University, in Columbus, Ohio, says, “9/11 has made me even prouder to be in the military.”  (Careers & Colleges, March 2002 v22 i4 p8(1))  [link]  As more young men and women want to do something special, want to give back to society, the numbers of Peace Corps and Teach for America volunteers is rising. 

Millennials are realistic and appreciate diversity. They like to collaborate, be involved in major decisions affecting them and feel empowered to take positive action when things go wrong, which they get from their Boomer parents’ optimistic parenting style. 

They are high-achieving, confident and expect to succeed in life, so portray ROTC and the Army as a positive catalyst to any life dream. Millennials are team-oriented, have been raised in a collaborative learning environment and display positive peer pressure.  Visit prospects in groups, highlighting camaraderie and chance to work in one of the best organizations in the world.

Decision influencers include parents, relatives in the military (be sure to ask if they have any), teachers and peers.  Parents of Millennials tend to wonder if the military is special and safe enough for their children.

On the whole, Millennials have been pushed hard to study and excel while growing up, and they feel pressured to excel.  In their busy lives, they have placed an emphasis on planning.  They have incorporated technology into their lives to keep them organized and help them achieve their goals.  Many youth believe that success in life is the reward for effort plus planning.  Highlight a life balance in Army ROTC and clearly detail how ROTC can get any recruit to where he or she wants to go.  

Recognizing what motivates this young generation is imperative to your successful marketing-recruiting-retaining process.  (See: ”Recruiting Millennials Handbook” from your Recruiting Command)  
The key to successful recruiting is to understand your prospect’s needs, desires, and expectations and match them with ROTC features and benefits.  Frequent campus gathering spots—student centers, lounges, cafes, etc.—talk to students and post recruiting materials. Visit the college placement office, develop contacts with staff and distribute and post materials there. 
