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“Generation Z,” “iGen,” “Those darn
kids” – whatever you call them, the
youngest generation is changing the
rules, challenging our boundaries and
recreating a generationally cohesive
workforce.

My first job in high school was working
at a grim bagel shop called the Bagel
Baker. This was pre-Starbucks, which gave
being a barista an element of caché. It
was before premium baked goods and
sleek surroundings to sip your gourmet
coffee while streaming the next YouTube
sensation. The place I worked was dirty (it
was later closed by the health depart-
ment), the chairs were not comfortable
and the tables were cracked.

My manager did not believe in build-
ing employees’ esteem. Her manage-
ment style was intimidation, and her
idea of words of encouragement was
insults directed at my appearance or my
lack of ability to mop properly. As an
adult, I would often compare poor work
environments or management styles to
the Bagel Baker. I nicknamed it Bagel
Baker management style. I was 15 – the
same age the newest generation enter-
ing the workforce is now.

Generation Z, also referred to as iGen
or Post-Millennial, is the youngest gen-
eration in the generational timeline, just
now dipping their toes into the work-
force. (My co-author and I called this
newest generation the Linkster
Generation in our book, Generations Inc.,
but for simplicity’s sake, I will refer to
them as Generation Z or Gen Z through-
out this article.)

Who Are They?
Gen Z are people born after 1996.

The oldest Gen Zs are in their early 20s;
the majority of this generation is still in
their teens. The bulk of Gen Z are part-
time employees and interns. Accor-
ding to Monster.com’s survey of Gen Z,
over 75% are still in school. Currently,

Gen Z is 65 million people strong –
and in four years, they will be 40% of
U.S. consumers.

The majority of the Millennial
Generation has Baby Boomers for par-
ents. Generation Z marks the transition
from the Baby Boomer parent to Gen
Xer and older Millennial parents. Similar
to Millennials, however, Gen Z looks to
parents for career guidance. Generation
Z reports their parents have the biggest
influence when it comes to job and
career decisions, and more than 80% are
striving to become leaders.

What does this mean to you as an
employer?
You should invite parents in to meet

you and get an opportunity to see
where their kids work.

Northwestern Mutual, a financial secu-
rity firm, hosts an Open House for all
their summer interns – and their par-
ents. Each parent is paired with a repre-
sentative and given a tour of the head-
quarters. Parents are shown a Power
Point presentation explaining the com-
pany’s history, and are introduced to the
financial advisers with whom their kids
will be interning. The advisers explain to
the parents what the interns will do dur-
ing the internship and how each intern
will be mentored. Parents learn about
the specific goals set for interns and the
perks when the intern meets the goals.
One of the perks is an invitation to the
company’s headquarters in Milwaukee.

This may sound a bit like
parent/teacher night when your kids
were in school, but remember, Gen Z is
often relying on a ride from parents to
their place of internship or employment,
and you want Gen Z’s parents in your
corner when their kids are contemplat-
ing calling in sick because of a late night.

Gen Z’s Gen Signposts Are
Different
“Generational Signposts” are events

that define and influence a generation.
A Millennial Signpost was a high level of
parental environment. The term “heli-
copter parent” was coined to describe
the extreme involvement Baby Boomer
parents had with their Millennial chil-
dren. Millennials were also called (some-

Meagan Johnson

MakeWay: The New Generation
Is Here!
Meagan Johnson

JAN-FEB 18
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cast and execute designs. Concentrating
on the upper mid-tier market,
Consolidated’s design team shops
around the world to find the latest infor-
mation on styles, materials, ornamenta-
tion, and so on, to make sure they have
the right product at the right time. They
also accomplish this by building person-
al relationships with their primary distri-
bution channels of independent retail-
ers, department stores and e-commerce
outlets.

Best Sellers
“Currently our biggest sellers are

booties with some nice play around the
combat boot look,” says Valentine. “Our
classic platform wedge, the Bushnell,
continues to be strong, as do the deriva-
tives of that platform wedge construc-
tion. Our athleisure looks are gaining
traction, as our customers are looking
for something new and different that
combines sport and fashion.”

Future plans include the introduction
of several fashion comfort lines and a
new boot with a reversible cleat that is
starting to pick up in the colder climates.
“Look for some new and surprising tech-
nical features coming out this spring!”
Valentine promises.

Services for Retailers
Consolidated offers a variety of co-op

plans for their retailers, “but we are also
looking for creative and fun out-of-the
box ways to help them engage with end
consumers in store and online,” says
Valentine. “We recently held a design
contest and that was a lot of fun.
Whatever we do, it needs to be smart
and fresh.”

The company operates a state-of-the-
art Oracle Technology System, which
went through a major upgrade in 2017.
This enables Consolidated to offer
dynamic services to retailers including
advanced global shipping capabilities,
order tracking, inventory management
services, replenishment programs, drop

continued on page 32

NSRA.org

Personal Glimpses
SRT:What’s a good book you’ve
read?
Cheryl Valentine: I am a little late
to the party on this one but I read
The Girl on the Train a few weeks ago.
The suspense and writing are so
good that I would steal a few
moments for myself just to read a
chapter or two. I also enjoyed read-
ing AWrinkle in Time with my son.
There is a lot of deep meaning in
that book!

SRT: A recent movie you’ve seen?
Valentine: “Despicable Me 3” for my daughter’s birthday.

SRT: If you could pick one person in the footwear industry to have din-
ner with, who would it be?Why?
Valentine: I would enjoy a nice meal with our head of product development,
Todd Partridge, our designer Maurizio Celin and my boss Billy Carrington. We
don’t get to spend enough time together as a group, and when I am with
each of them I learn something new and augment my perspective. After din-
ner drinks would be with Blake Mycoskie and Tony Hsieh.

SRT:Do you have a ”personal hero” in history?
Valentine: Harriet Tubman and Abraham Lincoln.

SRT:What’s one thing about you that would surprise most people?
Valentine: I studied Japanese for seven years and lived in Japan for one year.
These experiences gave me the confidence to go anywhere and to do any-
thing that I [truly] want.
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times unfairly) “the trophy generation,”
stemming from the expectation that
everyone on the team gets a trophy just
for showing up.

Gen Z is different. Generation Z grew
up post 9/11. Global terrorism, identity
theft and mass shootings, though terri-
ble, were not atypical. During Gen Z’s
formative years, they experienced the
Great Recession and OccupyWall Street.
They saw their older Millennial siblings
move back home after receiving college
degrees – and they also witnessed their
families' homes being foreclosed on.

The fallout is that Generation Z is more
pragmatic than their Millennial prede-
cessors. A study by the Intelligence
Group reported that over 55% of Gen Z
would choose saving money over
spending it. Seventy-five percent of Gen
Z expect to begin their careers at the
bottom and work their way up. More
than 75% of Gen Z feel propelling their
career is their own responsibility and
70% name salary as a high motivator.

Does this mean employers can go
back to the Bagel Baker style of manage-
ment? Not if they want to be successful
with Gen Z. Gen Z may be more utilitar-
ian than the previous generation, but
they also are connected with each other
and the world through social media,
and not willing to accept a one-way
relationship with an employer.

Technology’s Path
Baby Boomers (think Bill Gates & Steve

Jobs) invented much of the technology
that impacts the way we live today. The
Millennial generation brought technolo-
gy and connectivity into the cultural
forefront and pushed us to integrate the
new technology into our day-to-day

lives. We shop and educate ourselves
differently because of 24/7 access to
information and social media.

Generation Z came of age in a world

where non-stop connectivity and digital
information were boilerplate. Previous
generations grew up with a land-line
telephone (some Baby Boomers may
remember party lines), physical phone
books, cable TV, learning cursive in
school, holding a textbook and waiting
for a dial-up connection to access the
internet.

Gen Z is the first generation where
there is a colossal probability there was
no land-line in the house, high speed
internet was available non-stop, they
did not learn cursive writing in school,
they never held a textbook and cable TV
is a quaint and archaic way to watch
your favorite shows.

Getting Gen Z’s Attention
An evolution springing from this

intense connectivity is the eight-second
attention span. Gen Z’s attention span
has shortened to eight seconds. If your
goal is to motivate Gen Z to click on
your link, watch your video or investi-
gate your content, you have eight sec-
onds to achieve it. The number of
screens Gen Z utilizes has increased, too.
Millennials bounce between an average
of three screens; Gen Z uses five: laptop,
iPod/tablets, smartphone, TV and
desktop.

What does this mean to you as an
employer?

First, your online presence has to be
up to date.

The words on the company website
may claim you are a state-of-the-art
employer, but if the site is older than ten

years, Gen Z will sense a disconnect.
Your company’s presence should be
found on multiple social media plat-
forms. Facebook remains the dominant
player in the lives of Gen Z; however,
Gen Z will check Instagram with greater
frequency than YouTube, Snapchat and
Twitter.

To develop its new clothing line called
Art Class, Target turned to a test group of
Gen Zs that included bloggers, athletes,
writers and musicians. The Art Class line
includes accessories and home apparel
items targeted to Generation Z. The goal
of Target’s development campaign was
to create a line that was a true represen-
tation of Gen Z.

Employers can take a lesson from
Target: Give Gen Z the information they
are looking for regarding an employer
by showing them the company’s “Gen Z
employment” style: Ask your Gen Z
employees to post videos, images and
information about what your company
is like as an employer.

Second, if you have not already, ask
your current Gen Z employees to help
with the content your organization is
posting online. Gen Z values sharing
information.

The bottom line is that Gen Z is com-
ing – and will have a significant impact
on everything you do. Learn what you
can about them, give the guidance they
need, share information with them, and
ask for their help. If you don’t, they’ll take
their precious youth, energy and inquis-
itiveness elsewhere. ■

Meagan Johnson tackles generational
challenges head-on. Through her own in-
depth research, she demonstrates that all
generations have differences and
strengths that go beyond mere age and
appearance. She has been quoted in publi-
cations including the Chicago Tribune
and U.S. News & World Report, and been
broadcast on CNNMoney.com, ABC Talk
Live, and National Public Radio. Condé
Nast’s Portfolio.comprofiled her as the “go-
to expert” for all things generational. She
can be reached at 1-800-759-4933 or
www.MeaganJohnson.com.

Generation Z, also referred to as iGen or Post-Millennial, is
the youngest generation in the generational timeline, just
now dipping their toes into the workforce.
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A company with years of experience in
sourcing and distributing high quality
footwear is in a perfect position to add
to that expertise by creating their own
designs. Based in Lynchburg, Virginia,
Consolidated Shoe was founded by
Richard Alexander Carrington and John
Witt in 1898 as an East Coast shoe sup-
plier under the name Lynchburg Shoe
Company, Inc. In 1936 the company
expanded its distribution to include
most of the United States, obtaining
most of the footwear from domestic fac-
tories located in the Northeast.
Consolidated’s primary focus was cus-
tom orders until the 1980s when Nicole,
their first branded line of footwear, was
introduced. Today, the company sources
footwear that they design in factories located in Italy, Spain, Brazil, and Asia. Third generation Billy Carrington

serves as CEO with Consolidated, now
offering 10 brands including Axxiom,
OTBT, Poetic Licence, Madeline,
Madeline Girl, Naked Feet, Bacio 61,
Irregular Choice, Nicole, and Dimmi.

“We are always at the forefront of
design,” says director of sales and mar-
keting Cheryl Valentine. “We have an
innate ability to create unique designs
by melding forward-looking trends with
sumptuous materials. I never cease to
be amazed each season. Just when you
think that everything has been done,
our product team creates something
extremely fresh and new. It is a pre-
science comprised of art, science, and
emotion.”

Much research goes into following cur-
rent design trends in Europe and the hub
spots in the U.S., in order to precisely fore-

VENDOR
PROFILE

Unique Designs Bring 120 Years of Success
Suzanne Driscoll

Consolidated Shoe Company:

JAN-FEB 18

The business, founded in 1898 in Lynchburg, Virginia as Lynchburg Shoe Company, is now
Consolidated Shoe Company.

Consolidated Shoe’s product team collaborates in comfortable quarters to create
fresh new looks.
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