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GEN-Y CHARACTERISTICS 

Is Gen-Y specific to Anglophone countries only? 

How do you view Gen Y - Rebellious or Rude 

SEVEN CORE TRAITS1 TRENDS2 

� Special � Underage Drinking 

� Sheltered � Childhood Obesity 

� Confident � Higher costs for education 

� Team-Oriented � Helicopter Parents 

� Conventional � Demanding & Impatient 

� Pressured  

� Achieving  

TECHNOLOGY3 

In a survey of 7,705 college students in the US 

� 97% own a computer 

� 94% own a cell phone 

� 76% use IM 

� 75% have a Facebook account 4 

� 60% own portable music &/or video device such as an iPod 

� 49% download music via peer-to-peer file sharing 

� 34% use websites as their primary source of news 

� 28% own a blog and 44% read blogs 

� 15% of IM users are logged in 24/7 

SNIPPET FROM ARTICLE IN CHRISTIAN POST REPORT5 

� Gen-Y is a passionate, optimistic, global thinking generation of youths 
capable of transforming the world. 

� Current mission leaders must understand the culture of this generation 
in order to harness their passion to change the world for Christ.
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HOW TO COMMUNICATE WITH GEN Y 

E P I C 

EXPERIENTIAL The generation prefers communication via experiences. They 
much rather have communication thru videos than simply a lecture. 

PARTICIPATORY They want to participate in the outcome. That is why reality 
TV is so popular. Millennials get to vote and decide who stays on the 
show. 

IMAGE RICH A recent survey found that Millennials watch 35 movies for 
every one book they read. 

CONNECTIVE This generation connects relationally and technologically. 
They like to do things in a community and stay connected online. 

The reason they think they can change the world is because they are 
already talking to the world. So it’s not out of the realm of believability for 
them because they already talk to people in China and Indonesia. 

Connecting this generation is important because the Millennials make up 
about half the world’s population. If we are serious about the Great 
Commission we have to be serious about this generation.  

S U C C E S S 

SIMPLE Reduce messages to a simple phrase but one big idea. 

UNIQUE The element of surprise will cause the listener to better remember 
the message. 

CONCRETE Ideas in terms of concrete actions and tangible outcomes are 
most effective 

CREDIBLE The Millennial must perceive the person delivering the message 
as credible. 

EMOTIONAL Messages need to elicit emotions to gain involvement. 

STORY There must be a picture to get the message across. 

SATISFYING The message should address the questions How does it answer 
the Great Commission? And How does it answer to the deep human 
need? 
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MANAGING MILLENNIALS – ASIATAX BLOG 

� Give them a mentor 

� Challenge them 

� Encourage collaboration 

� Make work fun 

� Show respect and appreciation 

CHINA’S GEN-Y6 

� There are approximately 367 million people under the age of 18 in 
China; that is much greater than the entire population of the USA. 

� China’s Gen-Y is itself composed of approximately 200 million 
individuals between the ages of 15 and 25 

� China’s Gen-Y is by far more connected to the Internet and by mobile 
phones than any older generation in China. 

INDIA’S GEN-Y7 

� Under pressure to succeed from parents 

� No different to Gen-Y in the West 

� It is expected that by the year 2012 Gen-Y will be responsible for about 
50% of the workforce.8  

GEN-X VS GEN-Y MILLENNIALS9 

Gen-Y represents a sharp break from the attitudes & behaviors of Gen X: 

GEN-X GEN-Y 

� Free Agents � Teamwork 

� Apathy � Political Action 

� T-Shirts w/Corporate swooshes � T-Shirts w/School colors 

� Technology elevates the individual � Technology elevates the 
community 
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THE INFORMATION MINDSET10 

� Computers aren’t technology � Multi-tasking is a way of life 
� The Internet is better than TV � Staying connected is essential 
� Doing rather than knowing � Typing is preferred to handwriting 
� Nintendo over logic � Zero tolerance for delays 

FURTHER OBSERVATIONS ON MILLENNIALS 
Although both of these articles are written from a north American 
perspective we have observed many of these same traits in our encounters 
with students in the UK and so one can safely assume that all across 
Europe similar trends can be found. If recruitment into WEC from our 
European SB’s is to grow then we need to take note of this research. 

DECKER’S OBSERVATIONS OF WHAT STUDENTS VALUE 
1. Smaller, in-depth relational mission efforts are preferred. 

Students are not attracted to large, programmatic mission campaigns. 
Large organizations need to break their structure down into smaller 
‘cohort’ groups; otherwise, students may see their size as a liability. 

2. Relationship is foundation to everything else. 
Students have an expectation of intimacy and depth from their 
prospective leaders. “Will you make time to spend with me?” is the 
unasked question. Organizations that cannot demonstrate how they 
will meet these softer relational expectations will be less effective in 
drawing attention than those that speak this language. Both of these 
first two values highlight the need for mentoring skills of those involved 
in PR and recruitment.  

3. Identity in community (as above) 
4. Commitment to family wholeness; 

Family wholeness is valued above loyalty to agency policy or mission 
directive. 

5. Ongoing engagement of parents; 
This generation of students has ‘helicopter parents’ who hover over 
them. Emotional separation and financial emancipation appear to be 
postponed later for many Millennials. 
Parents expect to be involved in decisions and want information even 
though the student may be an adult legally. 
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WHAT HAS INFLUENCED THIS GENERATION? 

1. Worship-centered motivation for Mission 
25 years ago the motivation for missions preached at most conferences 
was need-based. (If you don’t go, their blood is on your hands.) Now 
students echo Piper’s focus on God’s passion for His glory as the larger 
theme of history. We need to take this into account in marketing. The 
recent initiative focused on ethnomusicology (and the MVOS CD) 
could be used profitably in this realm. 

2. Honest and Messy Spirituality 
Millennials identify with the theology of brokenness. They are drawn to 
messy and honest portrayals of life. We need to take note of this in our 
story-telling. 

3. Self-awareness and spiritual formation 
Most mission agencies say that they value honest self-awareness in 
their candidates, but many mission leaders (especially those on the 
field) are uncomfortable with all this honesty…and with the adoption 
of spiritual practices that were not common in the church where they 
grew up. 

4. Post-modernity and secularism 
Today’s college students show evidence of the evangelical backlash to 
post-modernity. They intuitively understand a post-Christian worldview 
and generally are not threatened by secularism. But they do not have 
the same worldview as Boomers. They are asking basic questions such 
as ‘Are the lost really lost?’ 
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PROFILE OF STUDENTS TODAY – MARVIN NEWELL11 
What are students like today and how do we help them consider full-time 
careers in missions? 

1. Expressions of spirituality 
They would value emotion in worship as much as cognitive 
engagement. Emphasis is placed on life as a journey, on the going 
rather than the arriving at one’s spiritual destination. 

2. High sense of community 
They prefer to do things in groups rather than individually. 

3. Internet Savvy; for us it was email, for them it is blogging. 
4. Most students are affluent today and they know it. 

Many struggle personally, as they vacillate between condemning and 
condoning the world economic state of affairs. 

5. Making major decisions later in life – extended adolescence 
Many adolescent young people today are four to six years behind the 
previous generation in sociological and psychological development. 
This means a 24-year old may be exhibiting the traits of a 17 or 18-year 
old of a generation ago. This causes the making of important choices 
difficult and delayed. The effect of this on recruiting for missions is 
obvious. Candidates are now older and more tech savvy; but this does 
not mean they are more mature as they enter the mission ranks. 

6. Short-term missions 
The fact remains that the overwhelming majority of short-term 
missionaries never go into long-term missions. Agencies need to be 
careful not to trumpet their short-term programs as major recruitment 
grounds for their long-term missions. Nevertheless, they dare not omit 
short-term mission programs for lack of gaining the new potential 
recruits that may come their way. 

7. Crisis of faith – many students struggle in three areas: 
a. Raising support (hence popularity of tent making) 
b. Location of Ministry – most would never think of committing to 

years of service in a place they had never seen or visited. 
c. Family welfare (education, health, etc) 

8. Choices are many, change is easy; students today have a hard time 
committing themselves to one agency, ministry or ministry location. 
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9. Debt – for the average student today, academic debt is unavoidable. 
We need to look at how we can help students deal with this issue so 
that we do not lose potential recruits. 

HOW DO THEY SEE MISSIONS? 

1. Millennials have a can-do spirit; not content to sit, watch and wait; Less 
apathetic than previous generation. 

2. Globalized – Millennials are more willing to submit to the leadership 
and vision of non-Western leaders than ever before. YWAM and OM 
are popular with this generation for this reason. 

3. Not defined by time limits – the long-term vs short-term dichotomy 
appears lost on this generation. Mission is mission regardless of the 
time frame in which it takes place. Long-term is a commitment of the 
heart, not a time period.  

4. Influenced by short-term mission trips, both positively and negatively. 
Positively: relationships with workers on the field are key. 
Negatively: danger of being inoculated by short trips. 

HOW SHOULD RECRUITERS RESPOND? 

1. Keep it personal – the emerging generation will do anything if you do it 
with them. Adopt a relational approach – go to dinner/coffee and 
create space where more intimate conversations can take place. 

2. Connect one on one. Students do not discount the heritage of a mission 
agency, but recruitment will take far more than better marketing and 
references to a proud legacy. Where students feel individualized and 
cared for, they tell their friends. Heritage and marketing will always fall 
to lower priority than relationship.  

3. Commitment and sacrifice are nurtured, not demanded. This 
generation, raised by doting and affluent parents, generally tunes out of 
any discussion of ‘counting the cost’ and submitting to authority. 
Mission leaders need to find a way to reinforce small commitments so 
they grow into larger, long-term commitments. Mentoring and 
modeling are the most effective means of nurturing commitment and 
sacrifice. Loyalty is reserved for relationships nto for mission agencies.
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