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CHALLENGES FOR THE NEW
MILLENNIUM

Experience is not what happens to you; it
is what you do with what happens to you.

—Aldous Huxley

A s our society advances into the 21st
century, questions are arising regarding
the suitable organizational forms and pro-
cesses to meet the challenges of this new
era. Yet these concerns may be inappropriate,
or at least premature, until the central issues
driving change surface and their implications
are explored. The list of possibilities is almost
endless, especially as the boundaries of time
and space are expanded to include the next 97
years and global opportunities and threats.
Nonetheless, four that may dominate the ear-
liest epoch among firms operating in the Uni-
ted States and many other Western
democracies are: understanding and interact-
ing with the new consumer, understanding
and managing succeeding generations, self-
management and the multiplicity of selves,
and technology as friend and foe. Each is
described in detail below.

The New Consumer

Demographic shifts will bring a tidal wave of
changes to traditional market definitions and

DEBRA LYNN STEPHENS

the resulting segmentation and targeting
strategies. One important trend is that the
“typical” consumer will be both older and
younger. As members of the Baby-Boom
Generation move from their current stage
of midlife into the early stages of old age,
they will become the largest generation in
history to do so. During the first part of this
century, they will replace Tom Brokaw’s
“greatest generation ever’”” and elbow their
way past the much smaller Lost Generation,
born during the Great Depression or the
Second World War. At the same time, their
progeny—given the moniker Generation Y,
since they follow the pragmatic and skeptical
Generation X—will ascend the throne of the
youthful consumer. Their numbers alone, 71
million, are unrivaled except for the original
78 million Boomers, assuring that Generation
Y will continue to be an important focus of
marketers’ attention. Extreme sports, cellular
phones that allow for instant messaging,
Internet access, video transmission, and the
return of sports styling to low-end automo-
biles attest to their economic power.

A second trend on the horizon is the
expansion of the ““majority minority”’ and
the diminution of the cultural icon. As execu-
tives who operate in California have already
discovered, sub-populations of citizens and
non-citizens of African, Hispanic, and Asian
ancestry dominate the consumer landscape.

Acknowledgments: The authors would like to thank the many executives and students who
commented on the ideas contained in this paper, as well as Fred Luthans and the anonymous
reviewers for their supportive comments.

331



When taken in combination, they account for
the greater part of the state’s population and
represent the fastest growing market seg-
ments. What makes them unique is that,
unlike their earlier European counterparts,
they are less likely to integrate rapidly into
the mainstream consumer culture. Instead,
they tend to work and live in more contained
communities where they can maintain their
traditional languages, customs, and buyer
behaviors. These communities are no longer
confined to “immigrant gateway” cities, but
are springing up in Southeastern and Wes-
tern states not traditionally home to such
diversity. Marketers who wish to serve these
diverse groups are learning that they must
meet them on their own terms rather than
through the use of a single dominant cultural
ideal. Models with more “‘exotic’”” features,
the use of multiple languages in promotions
and by service employees, and advertise-
ments embedded in local communities and
media are just the beginning.

A third trend is the growing disparity
between the “haves’” and the ““have-nots”
within and across nations. For example, dif-
ferences in income between the top 20 per-
cent and the bottom 20 percent of U.S.
consumers reached a 75-year high before
the close of the previous century. Globaliza-
tion may be one of the culprits, as thousands
of unionized manufacturing jobs moved
overseas in search of lower costs. As a result,
a whole layer of well-paying opportunities
for less skilled and less educated workers
disappeared and was replaced by low-level
service jobs at minimum wage and without
benefits. Additionally, the information age
that ushered in great wealth and employ-
ment for the educated elite reduced the need
for a host of clerical and support positions
that previously represented entry into white-
collar employment. Clerical workers of yes-
terday have been supplanted by administra-
tive assistants with greater technical and
managerial skills. Receptionists who now
do little more than answer the phone and
copy material for distribution occupy the
lower rungs. This bifurcation is epitomized
by the Japanese response to the automobile
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market, with car models like Honda and
Acura, Toyota and Lexus, and Nissan and
Infiniti.

A fourth trend involves the impact of
computer technology on the relationships
between consumers and marketers. People
of all ages are increasingly comfortable using
Internet access to facilitate the exchange pro-
cess, whether it involves paying bills, brows-
ing bookstores, purchasing airline tickets, or
shopping for a car. Virtual communities of
consumers have blossomed that defy bound-
aries of geography and time. Groups have
been established around favored brands
(e.g., Macintosh users, Volkswagen drivers),
life challenges (e.g., mothers of twins, people
who have lost a beloved pet, survivors of
trauma), or special interests (e.g., horticultur-
ists, extreme sports devotees, day traders).
As technology improves on-line access to
goods and services, an increasing number
of purchase decisions are negotiated without
face-to-face interactions of any kind. None-
theless, many consumers find the replace-
ment of “high touch” with “high tech”
unacceptable or unavailable. One possibility
is that those at the higher end of the socio-
economic spectrum will be able to afford the
luxury of personal service when desired,
while those at the bottom end will lack access
to the necessary technology for computer-
aided transactions, eventually making auto-
mated exchange a “‘necessary evil” of the
lower-class marketplace.

Generation Differences

Each generational cohort that passes through
history has its own defining experiences that
shape its overall character. Baby-Boomers’
psychological and emotional distance from
their parents’ generation was epitomized by
the intergenerational conflict over the Viet-
nam War. Generation X members came of
age during the AIDS crisis, and found them-
selves competing with the much larger
Boomer cohort for economic resources, jobs,
and promotions. Members of Generation Y
will continue to mature and complete their
entrance into the workforce during the early



part of the new millennium. They are defined,
in part, by their relationships with their (pre-
dominantly) Boomer parents, who have cre-
ated an environment for their children that is
distinct from their own upbringing. Boomers’
unprecedented educational achievements
helped drive an ideological wedge between
them and their less-educated parents; this
““generation gap’’ has narrowed considerably
as many members of Generation Y take for
granted scholastic achievement and the
opportunities that accompany it.

A mantra of Generation Y members is
“Entertain me!”” as they seek an expanding
repertoire of experiences designed to satisfy
a growing need for sensory stimulation.
Spawned by Baby Boomers who achieved a
measure of financial security before having
children, many in this generation have been
given greater opportunity to travel, to engage
in curricular and extracurricular activities,
and to enjoy more ““quality time”” with their
parents than previous generations. Equally
important, this is the first generation born
and raised on the computer technology that
has transformed major sources of stimulation
from movies to television to music, enhan-
cing their sensual quality and entertainment
value. The rich and varied MTV style of
sensory stimulation, together with the inter-
activity afforded by the Internet and video
games, has shaped Generation Y’s definition
of entertainment, and (some speculate) may
have changed the way they learn. As teachers
at all levels can attest, current students
become bored quickly by traditional lectures;
they want to be heard as well as to listen, and
thrive in a learning environment that
demands their interaction and participation
in a multiplicity of activities. As these young
people enter the workforce, their ways of
acquiring and sharing knowledge will likely
revolutionize employee-training programs.
For example, one enterprising employer
attempting to train young recruits turned
finally to a video game format, after he found
traditional training manuals and lectures
ineffective.

Another possible mantra for this gene-
ration is “Everything is excellent!”” Their

Boomer parents, who faced enormous com-
petitive pressures with sports, college admis-
sions, and jobs, were determined to provide
their progeny with a kinder and gentler
world. Gone are the days of Little League
programs where only the best athletes play,
while others warm the bench or are cut from
the team. Instead, Generation Y has been
introduced to athletic events by way of
“noncompetitive” sports that emphasize
more equitable participation and self-esteem
development over winning and competition.
School systems have adopted similar
methods that focus attention on personal
improvement rather than between-student
comparisons. While there are clear benefits
to this path, the drawbacks are subtler and
often go wunnoticed. For instance, this
approach may result in praise-for-anything
kinds of feedback that fail to teach youth how
to critically evaluate their own performances
in a developmental way. Thus, many mem-
bers of this generation have gone through life
mistaking input (what they do) for output
(how they perform), creating difficulties for
themselves and their managers as they enter
the workplace.

A complicating factor in any genera-
tional profile is the level of diversity among
the focal cohort, and Generation Y is mark-
edly more diverse—and more accepting of
diversity—than preceding generations, in
ethnicity, family composition, and sexual
orientation. As noted previously, the growth
of ethnic diversity in the U.S. and parts
of Western Europe will have a profound
impact upon the demographic landscape.
The greatest effect of this shift is on the
younger generations, since these sub-popu-
lations typically have higher fertility rates
than the traditional majority. Overlaying
the profile contained in this article with the
cultural and sub-cultural dynamics of these
ethnicities is a necessary task for fully under-
standing the managerial implications of lead-
ing Generation Y. Another complicating
factor is the dominant socioeconomic status
of these sub-populations, which varies from
group to group and significantly influences
their access to many defining entitlements.
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Multiplicity of Selves

As we mature and move through the stages
of our individual lives, most of us continu-
ously add personal and professional
“selves” to a growing list of identities with
implicit and explicit role responsibilities.
Consider the example of a newborn child.
S/he typically is a daughter/son to a mother
and a father, a grandchild to two sets of
grandparents, a niece/nephew to aunts
and uncles, and, potentially, a sibling and
a cousin to other young girls and boys. From
infancy to adolescence to adulthood, new
selves with identifiable requirements are
added, including friend, lover, spouse,
mother/father, and adult child of an aged
parent. Our professional lives often follow a
similar path. We may begin with part-time
work that becomes increasingly time-con-
suming as we finish school and progress
throughout our careers. With each advancing
level of our vocations come new and broader
responsibilities that often encompass what
we did previously and the leadership of a
growing number of people. Over time, our
professional lives are progressively more
complex and multifaceted, placing escalating
demands on our limited resources.

While this rising number of personal and
professional selves happens to all, few
among us plan for their growth in a strategic
way. For example, what is the likelihood that
we fall in love, get offered a promotion, enter
graduate school, or care for a sick parent at
just the right time? Two additional issues
further complicate the situation. First, while
we usually are comfortable adding to our
portfolio of selves, we are considerably less
comfortable paring them down. How prob-
able is it that once we become parents, we
relinquish the job of daughter or son? How
about seeking a new position that reduces
our role responsibilities or leadership
requirements? Second, the issue of connec-
tivity among our expanding selves is rarely
considered, especially the overlapping nat-
ure of the demands between our personal
and professional roles. Difficulties such as
divorce or the serious illness of a loved one
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may profoundly impact the capacity to be
fully present and function professionally.
Conversely, overwhelming demands at work
may diminish the ability to meet family
needs. What is less obvious is that profes-
sional and family roles may also be experi-
enced as mutually enriching.

People throughout modern times have
faced the challenges and opportunities
afforded by multiple selves, but certain ten-
dencies of the generations that will dominate
the early part of this century make it parti-
cularly vexing. For example, Baby Boomers
are adept at holding onto previous selves as
they add new ones, especially if they are
associated with their (former) youthful vigor.
On the one hand, they vowed to be different/
better than their own parents, increasing the
role and time demands of parenting. On the
other hand, they have reached or soon will
reach their highest career levels, acquiring all
the benefits and burdens associated with
rising to the top. The possibility of meeting
both sets of role requirements to the perfec-
tionist standards of Boomers is quite remote.
As a result, they are more likely to suffer the
anguish of role stress, decreasing their pro-
ductivity as well as quality of life when they
fail to live up to these self-imposed expecta-
tions. Aging is especially stressful for Boom-
ers, in part because it inevitably brings with it
increasing limitations in meeting role
demands. How will this generation respond
to death? Satirist Joe Queenan comments:

Baby Boomers are going to be
shocked by death because there’s
nothing in their life that prepares
them for it, because death is not a
consumer experience. Death is just
boom, you're done, out of here, fin-
ished. I think Baby Boomers, with
their filofaxes and their mania for
organization, are just going to say,
“Can’t die this afternoon because
Caitlin has ballet lessons.”

Not surprisingly, Baby Boomers have
been poor role models to succeeding gene-
rations. Generation X has observed their



performances at work and how they hurry
through their lives, rushing from event to
event as they seek an elusive balance
between their personal and professional
selves. Generation Y has watched their har-
ried existence from the home front, as they
themselves are pushed from school to sports
to music lessons with the intent of creating a
“well-rounded” individual who is more
likely to lead a successful adult life. An
interesting outcome is that from one genera-
tion to the next, the idea of mixing personal
and professional roles together throughout
the day, rather than assigning them to dis-
crete blocks of time, has become increasingly
acceptable. This way of life may become
standard, as more and more individuals
““cyber-commute” to work from their homes
on a regular basis, further blurring the lines
between selves.

Technological Innovation

The rapid growth of technology and its appli-
cations toward the end of the 20th century is
nothing short of phenomenal. As we enter
the new millennium, most young people take
for granted the microwave ovens, personal
computers, cable televisions, Internet access,
and cellular telephones that were unavail-
able to their parents during childhood and
adolescence. High-tech products and ser-
vices permeate all aspects of our lives, and,
as noted previously, they have radically
changed our conceptions of time, place,
and interpersonal relationships. For exam-
ple, while the teenagers of yesterday spent
hours on the phone talking to friends after
school, the teens of today enter chat rooms or
use AOL Instant Messenger to communicate
with their peers at all hours and around the
world. Their parents can now carry their
““offices” with them wherever they go, using
notebook and laptop computers that meet
their every need for information and connec-
tivity to their colleagues or workplaces.
Such technological innovations will con-
tinue to flourish and play an ever-expanding
role in our society. As they do so, the lines
of demarcation among them may become

increasingly blurred, as organizations blend
technologies to better meet the needs of their
consumers and workforces. The merging of
media giants such as Time Warner with
Internet providers such as AOL is only the
tip of the iceberg. This century will spawn
entrepreneurial ways of combining technol-
ogies that are integrated so seamlessly across
organizational boundaries that users may fail
to recognize distinctions among them. One
potential outcome of this strategy is the fully
computerized home or office of the future
that is controlled by a central processing unit.
Using this command center, the homeowner
or employee will be able to access and oper-
ate a wide range of appliances or office
equipment from any location, allowing them
to perform a large variety of tasks simulta-
neously that once required on-site and undi-
vided attention.

The impact upon our professional lives
of these new and expanding technologies
will be equally dramatic. Our physical pre-
sence at a particular place will no longer be as
important as it once was, since we will have
the full range of options of work or home
regardless of our location. As a result, the
psychological and geographic boundaries
between work and family/office and home
increasingly will fade in the 21st century. At
the same time, these technology combina-
tions will continue to increase the speed of
ordinary work and household tasks, short-
ening deadlines and creating an urgency to
accomplish more within the same period.
While one outcome will be the continued
advancement of productivity, it also is likely
that the accessibility, convenience, and
expectations of work will result in an escala-
tion of time demands from professional ver-
sus personal selves, further exacerbating role
conflict and interpersonal stress.

An additional concern involves the con-
tent and style of communications using tech-
nology that removes the source from the
receiver of an instantaneous message. With
the courage of separation that face-to-face
interactions disallow, consumers, employ-
ees, children, and students say and ask things
via e-mail and the Internet that would never
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have crossed their minds during in-person
conversations. Further, this false bravado
also permits them to copy messages to a large
number of other individuals at little or no
cost in time or transmission. Another concern
entails technology’s role in the development
of virtual reality. From the marketplace to the
workplace, individuals can participate in
activities while in the sanctuary of their
own private spaces—with no face-to-face
interaction with other humans. The main
benefit for both sides of this exchange is
greater convenience, but the bonds of such
affiliations are likely to be weaker than tradi-
tional relationships. Therefore, our previous
loyalty to brands, organizations, or employ-
ers may give way to a growing focus on price,
value, and external compensation. The dra-
matic sales growth of firms such as Amazon.-
com, Travelocity, and Monster.com attests to
these changes.

ADAPTIVE STRATEGIES FOR
THE NEW MILLENNIUM

These challenges may be met by a variety of
adaptive strategies that exploit identifiable
opportunities and modify or neutralize
recognizable threats. The discussion that fol-
lows describes a set of four interrelated adap-
tations that operate across these challenges:
strategic thinking in the 2Ist century,
mentoring as cross-generational leadership,
encouraging selves management throughout
one’s career, and creating a compassionate
organization. As with the challenges them-
selves, they represent just a few among many
possibilities for the future. Nonetheless,
organizational achievement in the new mil-
lennium may be dependent upon their suc-
cessful implementation.

Strategic Thinking

The strategic planning process that domi-
nated the latter half of the 20th century pro-
vided the impetus for managers to focus at
least some of their attention away from short-
term problems and issues to long-term
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opportunities and threats. The starting point
of this process typically involved represen-
tatives from within and outside the corporate
headquarters gathering together to examine
organizational performance under previous
strategic directions. If performance indica-
tors met or exceeded expectations, the ten-
dency was to “stay the course” and project
the same or highly similar goals and objec-
tives onto the planning horizon. However,
under conditions of real or perceived failure,
the analysis turned to a consideration of
external (e.g., competitive) and internal
(e.g., operational) factors and causes.
Depending upon the conclusions reached,
changes may have been made to the strate-
gies pursued by the firm, to the details of
their execution, or to both.

While the strategic planning process
helped to professionalize management the-
ory and practice, it suffers from several lim-
itations and constraints as we progress into
the 21st century. First, its focus on the status
quo may be inappropriate in a technological
age with a diverse consumer base that brings
rapid and unforeseen changes from a variety
of sources. Second, its top-down style of
leadership, where the chosen few divine
appropriate paths for the remainder of the
organization, may not be appropriate for
future generations who wish to control their
own destinies and feel that their beliefs, opi-
nions, and expectations should be expressed
and heeded. Third, such planning may lead
to an emphasis on narrowly defined job
responsibilities that are less likely to meet
the needs of a dynamic business environ-
ment or the ambitions of young professionals
entering the workforce seeking flexible and
vibrant career paths.

An alternative paradigm involves aug-
menting and modifying the formal planning
process to include the infusion of strategic
thinking throughout the organization. In
order to accomplish this change, firms must
facilitate the development of a corporate ethic
and culture based upon a long-term vision of
a successful future that is shared widely by a
variety of internal and external constituen-
cies. This leadership practice eschews a focus



on the extension of the status quo in favor of
the recreation or renewal of the firm continu-
ously over time by organizational members.
Such an approach also precludes a top-down
philosophy or style of management, requir-
ing widespread collaboration within and
across organizational functions and hierar-
chies. Such a participative, democratic envir-
onment is more compatible with the
expectations of Generation Y members enter-
ing the workforce. Parents, schools, and
other forces in society have taught them that
they are valued, and that their contributions
are important; hence they are entering the
workplace seeking to be heard and recog-
nized. Finally, highly detailed job specifica-
tions that limit the ability of workers to
respond to existing and future opportunities
and concerns must give way to a sense of
empowerment. Such enhanced responsibil-
ity and flexibility will allow employees to
make the decisions and perform the tasks
necessary to accomplish superordinate goals
tied to their shared vision. Again, young
workers are increasingly demanding this
kind of environment, one in which they
can make contributions and continue to grow
and learn. Flatter organizational forms that
spawned successful firms such as Microsoft
Corp. and a host of now-defunct dot.com
organizations are consistent with these gen-
erational needs.

Mentorship

Most organizations have informal or formal
programs designed to orient new employees
to the products, markets, coworkers, or cul-
ture of the firm. The time horizons for such
orientations range from a few hours to many
months, with the goal of ensuring that orga-
nizational members have the appropriate
backgrounds to perform their designated
job functions. On occasion, the term “men-
torship” is used to suggest that the focus is on
creating relationships among employees that
allow new members to learn from more
experienced members who have attained
high status within the firm. Unfortunately,
the few mentoring programs that exist tend

to be short-term in nature, emphasizing
friendship and interpersonal support rather
than long-term organizational effectiveness
and productivity. Given the idiosyncrasies of
the generations that will dominate the early
part of this century and the dynamic nature
of technological change, formal mentoring
programs that fully integrate workers into
organizational life may become increasingly
essential.

One of the most important steps in the
mentorship process is the selection of capable
mentors. The tendency may be to choose the
wise older sage who has extensive experi-
ence with the firm, or the younger rising star
who has exceeded all expectations of job
performance. While both are appropriate
for certain members, a one-size-fits-all men-
tality may be inadequate for successful cross-
generational management. Instead, a formal
pairing of mentors and the mentored should
be based on potential professional and per-
sonal synergies between them that will help
both parties benefit during particular stages
of their careers. Developing a successful pro-
gram requires wide boundaries for accepta-
ble activities and the necessary resources and
time flexibility for regular and productive
interactions. From brainstorming sessions
on new product ideas to the role-playing of
difficult conversations with customers or
employees, such activities allow mentor
and mentored to establish mutually satisfy-
ing relationships that lead to organizational
success.

Over time the mentorship requirements
of employees evolve, as mentors and men-
tored mature, change positions, or leave the
firm altogether. Occasionally a change may
occur when the relationship has run its
natural course and one or both parties feel
that additional gains are unlikely. The
restructuring of the firm or the reengineer-
ing of the organization’s strategic focus
across products and markets also may
necessitate adjustments within or across
mentorship relationships. As a result, the
formal mentorship program should work to
match and rematch organizational members
on both sides of this exchange relationship
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throughout their work lives. These connec-
tions among mentors and mentored need to
be as fluid as possible, allowing for starts and
finishes of pairings as they complete their
useful life cycles. In the end, the overriding
goal is to improve organizational commit-
ment across generations and advance indi-
vidual and firm goals in an ever-changing
world.

Intel Corp. provides one example of an
innovative and successful mentoring pro-
gram. Rather than assigning mentors by geo-
graphic location, department or job title, the
company’s matchmaking process makes
assignments based on the set of skills to be
acquired. This means that an administrative
assistant who is expert at navigating infor-
mal internal networks may be selected to
mentor an upper-level manager, or that a
youthful technology-savvy employee may
be chosen to share his knowledge with an
older, more senior employee. The Intel pro-
gram connects individuals via intranet and e-
mail, facilitating the rapid diffusion of
knowledge and cultural values and practices
throughout the ranks of its geographically
dispersed employees. In addition, written
contracts and tight deadlines are used to
ensure that mentoring goals are accom-
plished quickly. Finally, and perhaps most
important, any Intel employee, from factory
worker to top management, may participate
in the voluntary program.

Selves Management

As discussed previously, the absolute num-
ber and self-imposed demands of the various
“selves” accumulated over time by Baby
Boomers have created significant role stress
for them during much of their adult lives.
Their daily routines typically involve moving
quickly from one task to the next in order to
meet the role responsibilities associated with
their personal and professional selves. Con-
flicts within and among selves are common-
place, especially for many female workers
who face a lose-lose situation. They often
must choose between feeling like “good par-
ents’”” who ignore important aspects of their
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jobs or meeting the demands of work while
disregarding their children’s needs. Given
the anxiety of failing one or the other, this
generation is in a perpetual hurry to get one
thing done so that they can move on to the
next. At best they succeed with most tasks,
but fail to derive the pleasure that comes with
living fully in the moment. At worst, they
perform below their own inflated expecta-
tions on a regular basis and provide poor role
models for subsequent generations.

This self-management approach will
become increasingly untenable as we pro-
gress into the 21st century and Generations
X and Y expand their own personal and
professional selves. The almost complete
integration of computer-based technology
into our daily existences will exacerbate the
situation, further blurring the lines between
our work and home lives. The traditional
demarcations between our self-definitions
associated with what we do for a living
and who we are in our private worlds may
fade away, leaving a truly “blended” self in
time and space. Therefore, a primary chal-
lenge for managers requires looking beyond
the typical boundaries of the work environ-
ment as they seek to help employees develop
appropriate synergies among selves.

The natural inclination may be to extend
the principles of time management to this
dilemma in the belief that one can deal with
conflicts across selves by increasing the effi-
ciency of task performance. However, such a
strategy is likely to meet serious limitations
as the roles of Generations X and Y continue
to grow, and timelines for work responsibil-
ities continue to contract in the face of tech-
nological advances. In truth, time can be
managed to improve productivity—but
additional allotments cannot be manufac-
tured. Thus, it may be in the best interests
of managers in the 21st century to help work-
ers develop selves-management strategies
that maximize performance as well as fulfill-
ment across various personal and profes-
sional selves. Part of this assignment may
require greater organizational flexibility con-
cerning when, where, and how employees
perform job-related tasks, so that they may



attend to essential non-work responsibilities
as well. For example, on-site daycare and
eldercare facilities will become increasingly
essential for employees whose jobs require
their physical presence. Equally important,
though often overlooked, are organizational
practices and activities that foster a sense of
community and mutual respect, liking, and
caring among employees. This is especially
critical as technology continues to make it
easier to avoid the face-to-face interaction
and personal attention that are at the heart
of meaningful human relationships.

Nike Inc. has organized its global head-
quarters consistent with this perspective.
Nike has developed a campus environment
at its Beaverton, Oregon facility that provides
a variety of services to meet professional and
personal needs. Exercise facilities allow
employees to engage in virtually any sport
or physical activity throughout the day.
There are a number of restaurants, from a
sports bar to a fine dining establishment,
where employees gather to chat informally
or just unwind. Shopping for clothing or gifts
often occurs at the Nike store, and workers
receive steep discounts off retail prices. Par-
ents can participate in a number of family
events sponsored by the company, and their
young children are given daycare services in
a nearby building.

Compassionate Organizations

The previous three recommendations com-
bine to create the compassionate organiza-
tion in the 2Ist century. Such a firm
recognizes and appreciates the needs and
desires of major internal and external con-
stituencies, and it operates to find synergies
between the goals of these sub-groups and
the larger institution. This vigilance goes
beyond the traditional market-driven
approach that was popularized during the
latter part of the previous century, to include
a fuller understanding of and dedication to
meeting the many and varied requirements
of human existence. While this attentiveness
embraces constituencies beyond that of con-
sumers and workers, the remainder of this

sub-section will concentrate on these two in
order to be consistent with earlier discus-
sions.

To elicit and maintain the interest and
allegiance of the younger generations that
will come of age in the 21st century, the
compassionate organization must become
an exciting, fulfilling place to work. This
excitement will result naturally from the
dynamic nature of the larger environment,
including the changing technological land-
scape and the absolute number of new and
revolutionary ideas, products, and work pro-
cesses. The compassionate organization must
recognize their benefits and drawbacks for
meeting the full range of needs of customers
and employees, helping both to become and
to remain productive and satisfied with their
personal and professional lives. One aspect
of this concept that is often overlooked—
especially within a work context—is the eli-
citation of sheer enjoyment or fun in activ-
ities. As the generations advance and future
generations appear, their blended selves may
fail to distinguish between work and play,
and their search for meaningful experiences
may cause them to gravitate towards activ-
ities that are stimulating emotionally as well
as intellectually. Ideo, the product design
firm based in Palo Alto, provides an out-
standing example of this kind of open envir-
onment in which work and play are not
oppositional, but instead complementary
and creativity-enhancing.

Successful firms will acknowledge the
past without holding on to its tenets as if
they define the future. One possible strategy
is the creation of a fluid organizational struc-
ture that is member-friendly, embracing the
complete person of existing as well as new
consumers and workers. Needs and desires
are understood and embraced in all their
diversity, allowing for significant revisions
to strategic thinking and practice. Addition-
ally, the compassionate organization is
future-oriented, constantly monitoring, in
tune with, and changing for important con-
stituencies so that these groups can visualize
participation with the firm for the long run.
In the end, a new organizational form may
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emerge that defies traditional constraints of
time, place, and the status quo.

CONCLUDING COMMENTS

As the opening quote suggests, organizations
in the 21st century must prepare themselves
for the challenges ahead. A significant chal-
lenge will be the rise of the new consumer
due to demographic, cultural, and socio-
economic shifts, along with the transforma-
tion of marketplace-exchange relationships
through the persistent application of the
Internet. Another challenge involves market-
ing to and managing succeeding generations,
especially the members of Generation Y, who
have experienced and continue to experi-
ence major differences in upbringing from
their parents’ cohort. As the boundaries
between our personal and professional
selves increasingly are blurred, conflicts will
continue to arise, but opportunities for reci-
procal enrichment should be embraced as
well. Technological advances overlay all
of these challenges, as innovations become
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progressively more ubiquitous and merge or
blend together.

In order to adapt to these challenges, 21st
century firms must alter customary ways of
operating. One possibility is the augmentation
of the traditional planning process with stra-
tegic thinking that emphasizes organizational
renewal and employee empowerment.
Another adaptation involves the creation of
a formal mentorship program that operates
throughout workers’ careers, enhancing their
performance and commitment to the firm.
Consistent with this recommendation is the
support of selves management that recognizes
the increasingly blended nature of our various
roles and the need for satisfaction across them.
These adaptations come together within the
compassionate organization of the 21st cen-
tury, which must create an exciting and
dynamic environment that is open to new
ideas, is member-friendly, and is focused on
personal and organizational success.

ﬁ To order reprints of this article, please call
I\~ N +1(212)633-3813 or e-mail reprints@elsevier.com
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