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New projects continue to 

pop up despite ongoing 

pandemic struggles 

within the industry.
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WHERE THE BUSINESS COMMUNITY MEETS

See Gen Z page 12

By Jeanne Davant

M
ove over, Millennials. Your 
younger brothers and sis-
ters are becoming a force 
to be reckoned with in 

their workplaces and their communities.

Generation Z, which includes people 

born between 1995 and 2012 or so, is 

nearly as large as the Millennial cohort 

and starting to differentiate itself. In 

2018, 42 percent of Gen Zers ages 17-

23 were already in the workforce.

“We are going to be relying on them 

more and more,” said Cecilia Harry, 

chief economic development officer at 

the Colorado Springs Chamber & EDC. 

“Employers absolutely had to adapt 

their organizations and their talent 

and hiring strategies in order to attract 

Millennials,” Harry said, “and it’s going 
to be the exact same thing with Gen Z. 

“It’s up to employers to understand 
how they need to adapt,” she said. “If 
companies are not reviewing how they 
organize, hire and retain, and develop 
talent in light of Gen Z and their behavior 
patterns and decision-making patterns, 
they’re already behind the eight ball.”

WHO ARE THEY?
Generation Zers share some charac-

teristics with Millennials but are veering 
off in their own directions, said gener-
ational researcher Scott VanNess, in-
structor of operations management at 
the UCCS College of Business. 

VanNess cautions that it’s easy to over-
characterize any generation, but some 
Gen Z trends are emerging.

Like Millennials, Gen Zers want to 

be engaged in meaningful activity, but 

they also are more concerned with fi-

nancial security.

“We’re finding that they’re more 

thrifty with their money than the 

previous generation,” VanNess said. 

“There is an emphasis on saving and 

bargain-hunting.”

Members of Gen Z are questioning 

the value of an expensive college edu-

cation and are more likely to go to a trade 

school versus a four-year college than 

Millennials were.

“They are looking at the debt that 

they’re going to carry when they come 

out of school,” VanNess said. Many 

prefer quicker pathways into the 

workplace or are looking to start their 

own businesses.

Colleges and universities are begin-

ning to see the effects of that, he said. 

At UCCS and many other learning in-

stitutions, enrollment is down.

Generation Z is the first digital native 

group — they have been connected 

their whole lives. Perhaps the defining 

factor is that their smartphones are 

like appendages.

They spend a fraction of the time on 

computers compared with previous gen-

erations but far more time on mobile 

devices — an average of five or more 

hours per day, according to the Center 

for Generational Kinetics.

They are emotionally connected to 

their phones and often more comfortable 

with on-screen interactions through 

GEN Z:
New kids on 
the block
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