Bridging the Generation Gap

By Eric Laurens & Dennis Budinich

ne of the hottest concerns

expressed by many banks

today is “How do we bridge
the generation gap?” —which is really
another way of saying “Get the younger
folks to think more like us.” Discussions
with numerous bank senior managers
reveal that they are highly frustrated in
trying to recruit, motivate and retain a
winning, multigenerational team. The
conversation always turns to the ongoing
argument of older people complaining
about younger people, and younger
people complaining about older people,
which originated when there were first
parents and children.

Enough already — honestly, who

cares? There is a more pressing
battle that banks are losing every
day because they are caught up in
this futile argument and it’s costing
them millions. The real battle lies in
developing leaders who are adept at
understanding each individual they
are leading, helping them discover
their strengths and applying them in a
manner that contributes to the bottom
line. Most bank leaders find they don*t
have the unique expertise necessary to
handle this challenge in an increasingly

diverse workplace. The focus needs to
be shifted to implementing methods to
develop people in leadership positions
who can build a team of individuals who
are hard-working, innovative, customer
service-oriented, consistently beat the
competition and grow the bottom line.
Anything else is just a distraction.

Distracted

Generation talk is primarily that—a
distraction. In fact, generations are not
even defined by a formal process, but
rather by demographers, the media,
popular culture, market researchers
and by members of the generation
themselves. There are numerous articles
and books about the Baby Boomers,
Generation Xers and Generation
Yers, which describe in great detail the
tendencies of people in each generation
and why they have these tendencies. In
short, those authors try to unravel who
people are, what they think and how
they act, based on the generation they
are part of.

‘While generational tendencies may
offer some insight into a person’ values,
it isn’t feasible to think that we can use
this information to create a successful
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one-size-fits-all model that can be used
to lead, coach and develop 46 million

to 85 million people in a generation.

Yet most bank leaders use generational
tendencies to stereotype people they

are leading and end up alienating those
in the workforce who don’t conform to
their one-size-fits-all approach. The one
fundamental principle that should be
applied when coaching anyone (whether
they are 20 or 60 years of age) is to
understand their individual motives,
values and goals, while not enforcing our
own on them.

Dysfunctional

People in leadership roles in banks
(regional managers, branch managers
and teller supervisors) have the biggest
impact on developing employees.

They are responsible for inspiring top
performance; generating enthusiasm;
uniting people of several generations and
cultures; and driving employees to reach
the bank’ goals. Most bank executives
view these leadership responsibilities as
tasks which everyone is expected to do,
and do well. The reality is that authentic
leadership is exceedingly complicated
and difficult for most people, and few are
actually equipped to develop engaged
and productive employees in a diverse
multigeneratonal and multicultural
workplace.

One indication of poor leadership can
be found in the ever-increasing turnover
rates, which have been growing for years
and continue to grow. According to the
U.S. Department of Labor, one out of
four people are working for a company
with whom they have been employed
less than one year, and one out of two
are working for a company with whom
they have been employed less than five
years. These statistics get most people
to start finger-pointing to all of the
external reasons to explain why this
phenomenon exists. The bottom line is
that most research indicates that people
join a company and quit their boss.
These statistics strongly indicate that



FTC Methods Inc. Eric Laurens (201) 247-1642
121 Hawkins Place #137 Director eric@ftcmethods.com
Boonton, NJ 07005 ftcmethods.com

The FTC Methods programs are designed to teach Bangloyees how to grow existing customer relatigpsshk both Personal an
Commercial — and develop a neverdeng chain of new ones. Our highly effective paogs are the culmination of over 25 years
research in the fields of retail bank sales, hurbahavior, positive psychology, and emotional ifldelice. We offer an incomparal
inside vision, field preen techniques, and a complete understanding of teomaster the capabilities demanded in today'syk
banking environment to be more profitable.

FTC Methods Inc. has been increasing sales in Qmposits, Commercial Deposits, and Investment Salleanks throughout the Ne
York — New Jersey — Pennsylvani€@ennecticut region. Through our proven profesalatevelopment programs, sales rallies, keyi
speeches, and seminars we have developed hundredyptoyees into self-directed sales leadekdl. of our programs incorporate tt
newest, proven, personal success principles thatvatal to some of the most profitable Fortune %@Mpanies in America such
Cisco Systems, UPS, and Pfizer. Every progradesigned to mentally and emotiongtisepare sales people for the challenges 1
will face in achieving overall success, as wellpsvide the tools, techniques, skills, and plansathieve results. Our dynan
presentations deliver cutting edge information imexciting, motivational manner that is easily ursieod and gets lasting results.




