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PREFACE 

1992. The evening news was on TV. I heard the anchor say something 

about scientists and researchers predicting that the world may end by the 
year 2000 – the next millennium. I had never heard that word “millennium” 
before. I knew I would be graduating from high school in the year 2000. I 
kept envisioning how the arena would explode into flames during my 
graduation ceremony (if the world was truly going to end at that time). No 
traditional pomp and circumstance. No cap and gown donning. No tassel 
turned to the right. No grip-and-grin photo with my high school principal. I 
kept thinking what life would be like after 2000 because certainly no one 
really knew when the world would come to a complete and absolute end, 
right? I thought maybe life would be like The Jetsons cartoon. I just couldn’t 
imagine writing the date without ’19’ in front of the year. I wondered what the 
future held. I didn’t know what would come of my generation. I thought 
people of my generation had to be something special if we would be the 
generation to become adults at the turn of a new century. But I was just 9 
years old. I was confused. I was hopeful. I was aware. I was a millennial.  

Fast forward to 1997. I had become fascinated with anything girly. I had also 
become interested in how businesses work. I would accompany my mom to 
the hair and nail salons as she visited for her regular appointments each 
month. The women who owned the salons were also the service providers in 
charge of beautifying their patrons. This amazed me. Not only did they have 
the skills to doll up anyone who stepped foot in their shop, they also had the 
business savvy to run a successful and thriving operation. I would watch them 
work then go home and mimic their style. I soon taught myself to give 
manicures and pedicures that were professional salon quality. l set up shop in 
my kitchen and would take clients on the weekends, after school and during 
the summer. Some months I would make nearly $500 giving manicures and 
pedicures to friends, family, church members and even people I didn’t know 
who were referred to me. Although I was too young to be licensed I had 
officially launched my first entrepreneurial venture. I was 14.  
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Each week my mom would take me to Golden Beauty Supply to stock up on 
supplies. The store, like many of the beauty supply stores popping up around 
that time in predominately black neighborhoods, had every possible ethnic 
beauty and hair care product any woman of color could want. Aside from the 
variety of products, there was one thing that remained the same at each 
beauty supply store. They were all owned and operated by Koreans.  

I couldn’t understand why the owners of stores who sold products for mainly 
black women who looked like me didn’t have hair texture or skin tone like 
mine. How well could they sell a product they never used? How well could 
they possibly know their customers or the issues in communities where their 
stores were located? At that age I understood that all people no matter their 
ethnicity should have the right and access to own their businesses in any 
community they choose and to generate wealth for their families. But I 
couldn’t help ask why? Why is this so, why is this the norm and why don’t 
these businesses help to improve the wellbeing of the communities where 
they conduct business? I was curious. I was engaged. I was enterprising. I was 
on to something. I was 14 years old going on 15. I was a millennial. 

It All Started With A Cultural Shift 

In the mid 1960s, black women typically bought their hair care products from 
Walgreens, Woolworth or the neighborhood drugstore. But when black 
homeowners began to integrate with predominantly white neighborhoods, 
white families fled in mass, which sparked a cultural shift sociologists call 
“white flight.” Oddly enough, during that same time, the Korean government 
banned the export of raw hair, making it impossible for U.S. business owners 
to manufacture wigs. Not long afterward, the U.S. government banned the 
import of any wig that contained hair from China. As a result, Korean business 
owners were able to dominate supply and distribution of weaves, wigs, 
extensions and ethnic hair care products. The shops abandoned by whites 
left an opportunity for immigrant entrepreneurs, such as Koreans, to start 
businesses like beauty supply stores that catered to the neighborhoods’ new 
black population. 
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Let’s go back to 1997. In 1997, African Americans had a total purchasing 
power of $469.4 billion. Today, African Americans spend approximately $500 
billion on beauty and hair care. Forty-six percent of black households shop at 
beauty supply stores and spend on average $94 on products and supplies. 
And while this cultural shift shows the tremendous spending power of African 
Americans, hardly any of that cash makes it back to the black community. 
 
Let’s look deeper. Money circulates an unlimited amount of times among 
Caucasians, 9 times among Asians and 6 times among Latinos. Money 
circulates zero to one time within the Black community. Let’s go even further. 
A dollar circulates in Asian communities for a month, Jewish communities 
approximately 20 days, Caucasian communities 17 days. A dollar circulates 
only six hours in the black community, according to Nielsen. 
 
These statistics, as well as data related to crime, police brutality, race 
relations, education housing or employment, are the kinds of cultural changes 
that should always make us ask why? 
 
Imagine a world in which everyone’s ideas are valued and business risks are 
made to support high-potential, dynamic leaders as they realize their dreams 
and solve problems within their communities. Shifting the norm has been 
integral to cultural movements. It’s how change occurs. Culture is a way of 
life. Culture is organic. Culture emerges. But it can also shift. It can change. It 
can make us thoughtful, purposeful and responsible around the behaviors, 
values, attitudes, beliefs and assumptions that we have in common. 
  
For instance, if we look at the ways the civil rights movement of the 1960s 
functioned—the era that ushered a shift that made U.S. neighborhoods 
multicultural—it’s undeniable that culture was at the center of those world-
changing efforts. The results of the movement brought about change in the 
racial and ethnic makeup of our communities, the schools we attended and 
the businesses we had access to. And now, the globalization of education, 
politics, music, technology and even the latest civil rights movement of 
#BlackLivesMatter that emerged from social media have changed the way we 
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live and as a result our patterns of competence, communication and 
consumption have shifted dramatically. 
 
Much like those elements of culture, we are experiencing a shift within 
generational phases. We are seeing a shift among baby boomers (born 1946-
1964) and members of Generation X (born 1965-1979) as the leading voices 
in business and the greater community. The so-called legends and power 
brokers from those generations aren’t the only ones responsible for creating 
the most exciting things impacting our culture these days. Increasingly, 
millennials (born 1980-1995) are having the biggest impact on business 
culture.  
 
This special breed of individuals, debunking myths and assumptions, will lead 
a cultural shift to represent fully 75 percent of the U.S. workforce by the year 
2025, thus changing the face of business leadership. It’s not surprising that 
the originality of millennials has created an era of leaders and entrepreneurs 
who measure success in social value rather than profits. They see citizens as 
sources for solutions rather than as problems. They are risk-takers sharing a 
common thread of ensuring continuous improvement by discovering new 
ways of thinking and acting. And the hub of this entrepreneurial spirit lives 
within the heart of millennials. 

 
But why is that change so hard for some to believe? Why is change, 
specifically generational change, so difficult to accept? Because change is 
complex. There’s frustration from tensions between older and younger 
generations. There’s resistance derived from hostile interactions and 
environments. There’s anxiety from underutilization or lack of resources. 
There’s confusion from misinformed stereotypes and perceptions.  
 
Therein lies a relationship between cultural change and social 
entrepreneurship. Cultural change exposes problems by disrupting a system. 
This is a result of generations asking why. Social entrepreneurship solves 
problems by disrupting a system. This is a result of generations asking, why 
not? Millennials are doing more than running their businesses and giving 
back here and there. Instead, they make changing the hearts and minds of a 
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community part of their business model. Millennials are doing more than 
clocking into a humdrum job and then clocking out to crash on their couches 
and watch TV for the rest of the night. Instead, they are burning the midnight 
oil working on their own ventures and contributing time to causes that impact 
the masses.  
 
They are the millennials who are more ambitious to fuel cultural change than 
gain personal wealth and advancement. They have a distinctly original quality 
that debunks the labels of “slacker” or “narcissist” that are constantly 
slapped on millennials. 
  
They are creative, innovative, enterprising, influential, bold, unapologetic and 
ready to solve the world’s problems. They are called the original millennials. 
 
The millennial generation is bigger and more diverse than any other 
generation. Most original millennials who were born in the early 1980s went 
through college only to find ourselves dissatisfied with our jobs, hopping 
from gig to another more frequently than our parents, grandparents and even 
older siblings. We took jobs in fields unrelated to our area of study. We 
became more likely to start our own businesses or entrepreneurial ventures 
and less likely to stay in an unfulfilling work environment than previous 
generations. We became invigorated by the ways that business can go well 
and do good at the same time. If we were unsatisfied with our jobs or 
communities, we became relentless in finding a better situation even if we 
had to create it ourselves.  
 
Contrary to what is said or perceived, the original millennial is not lazy and 
selfish lacking motivation and creativity. The original millennial is a servant, 
innovator, go-getter—a leader.  As the fastest growing generation, we’ve 
become leaders of the social entrepreneurship sector that emerged around 
2007, when most of us graduated college or started our careers. Many 
millennials have been inspired by a cultural change to create organizations 
and movements that are neither businesses nor charities, but rather hybrid 
entities that generate revenue in pursuit of social goals.  
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Now there are tens of thousands of social ventures and many are being led 
by original millennials. To be sure, there are segments of original millennials 
shifting the organizational culture within the corporations they serve. The 
original millennial believes that solutions of the past won’t work to solve 
problems in the future, and we will be the generation leading the shift and 
bringing real change. 
 

Many headlines seem to focus on the idea that millennials are not poised to 
lead. We are incompetent, shiftless and noncommittal. We show up late. We 
act entitled. We demand more than we earn. These generalizations don’t 
change that fact that millions of original millennials are employed and show 
up to work every single day ready to achieve. These assumptions don’t 
diminish the thousands of problems being solved by original millennials who 
are revolutionizing the way business is done.  
 

You probably know an original millennial. You may even feel you are one. In 
this book you will discover how original millennials are influencing key areas 
of culture. You will meet original millennials who are dispelling the myths and 
stereotypes of the so-called “Narcissistic" generation. You will find folks like 
me who knew early in life that they were destined to lead, as I did in 1997. 
You will discover that original millennials are valuable, loyal, high-performing 
leaders. You learn lessons of leadership for your life and career. Perhaps most 
important, you will take away inspiration and hope that the future is in good 
hands with an original millennial at the helm. 
 

* * * 
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“Original” Millennials Defined 
 
 
A Millennial? Is That What I’m Called? 
The debut of CDs and DVDs, the rise of the Internet, the O.J. Simpson trial, 
the death of Princess Diana, the Columbine shootings, Y2K, the boy band 
craze, the creation of Napster, terrorism. They all happened when millennials 
started to emerge. Each event marked a shift in culture that shaped the 
personality of the millennial generation. If generations had a personality, we 
could say that the baby boomer generation was shaped by JFK, RFK, MLK, 
the Vietnam War, rock & roll and Woodstock. We could say that Watergate, 
the cassette tape, marijuana, HIV, the personal computer, grunge and hip-
hop shaped Generation X.  
 
Countless studies have shown how different millennials are than previous 
generations. With consistent psychographic analysis of our behaviors and our 
shortcomings, it’s understandable how stereotypes about millennials have 
taken root in society. It’s easy to be critical of someone who is perceived to 
have a different set of ethics and values as you. However, many millennials 
question how we earned this reputation.  
 
 
Averaging a reasonable 15-to-16 year timespan, for the purposes of this book 
we will use the following ranges for each generation: 

• Silent Generation (b. 1928-1945) 
• Baby Boomer Generation (b. 1946-1964) 
• Generation X (b. 1965-1979)  
• Generation Y/Millennials (b. 1980-1995) 
• Generation Z/Digital Natives (b. 1996 - 2012) 

 
The term millennial applies to individuals who reached adulthood around or 
after the turn of the 21st century. However, other sources peg different dates 
to categorize millennials. Neil Howe and William Strauss, authors of the 1991 
book, Generations: The History of America's Future, 1584 to 2069, who are 
credited with coining the term, define the millennial cohort as consisting of 
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individuals born between 1982 and 2004. A major component in their 
research is showing millennials to be the most affluent and well-educated 
generation in history.  
 
Some folks will dismiss the name “millennial” altogether because of the 
labels associated with the generation. Yet there are some millennial 
personality traits worth considering such as optimistic, patriotic, impatient, 
entrepreneurial, individualistic yet group oriented, achievement-oriented, 
financially savvy and wanting instant gratification. Howe and Strauss describe 
millennials as an ethnically diverse generation of team players that is 
optimistic, confident, trusting of authority, rule-followers, achievers in school, 
and generally achievement-oriented in everything they undertake.  
 
Who Are Millennials?  
Millennials are known as Generation Y, the demographic cohort that directly 
follows Generation X. Millennials are the last generation born in the 20th 
century. Today, there are 1.7 billion millennials comprising one-third of the 
global population. About 80 million millennials live in the United States, 
surpassing baby boomers as the largest generation in American history. The 
millennial has become more ethnically and racially diverse than the previous 
generation and is also more culturally and racially tolerant than older 
generations, according to Pew Research. 
 
Millennials comprise the generation that grew up learning technology.  
We thrive on the connectivity we get from computers, cell phones and the 
internet because we were introduced to them during our childhood and early 
teen years. We were somewhat sheltered coddled and slightly coddled by 
our parents, constantly receiving positive feedback and nurturing in order to 
build our self-esteem and learn to explore the world for ourselves.  
 
Our interpersonal approach is laid-back, informal and relational. We respect 
privacy and self-efficacy but will freely share our lives with others. We 
acknowledge and admire some authorities, but don’t mind breaking the rules 
if it’s worth the risk. We’d much rather work to live than live to work because 
we place a high premium on personal fulfillment. We are often busy, have 
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short attention spans and can adapt well to change. We are free-spirited and 
open to ideas. We are the generation that gets the most marketing attention 
from brands but we're the most skeptical of ‘in your face’ product peddling, 
and instead place more value on having an authentic experience. We make 
less money than previous generations, but have the most discretionary 
income. We’ve figured out how to use technology to do more and spend 
less. We love discounts, deals and freebies. We have smaller incomes and 
bigger debt because we're often underemployed and underpaid. We’ve put 
off commitments like marriage and home ownership not because they don’t 
hold value to us but because we want to be stable enough to fully enjoy 
those experiences without major financial woes. We like money and 
appreciate the finer things, but live for a bargain. We are patriotic but won’t 
always agree politically. We retreat to music, reality TV or the Starbucks a few 
blocks away. 
 
Millennial Mania  
An obsession with millennials has gripped what seems like the entire culture. 
Millennials are likely the most studied generation to date. Brands and 
organizations have formed a fascination with how to relate and connect to 
millennials. Media and scholars have developed a 21st-century style of 
urgency to understand this demographic. Not since baby boomers has a 
generation been such a cultural fixation.  
 
According to U.S. Census Bureau statistics, there are plenty of us to study: 80 
million plus. Millennials are the largest generation in the U.S. representing 
one-third of the total U.S. population. We will make up an estimated 50% of 
the workforce by 2020, ultimately changing the face of organizational 
leadership.  
 
Not only are millennials the largest generation to date, we are the most 
traditionally diverse generation in history. A culture shift in the population 
shows that, among the 80 million millennials and counting, 60% classify as 
non-Hispanic white, in comparison to 70% of the previous generation. That 
percentage is projected to continue a decline as ethnic minorities (blacks and 
hispanics) will account for 60% of the population by 2045. 
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Among millennials in the U.S., 59% are white and 27% have immigrant 
backgrounds. The ethnic profile of the millennial is far more blended that 
than of previous generations, including Hispanic (19%), black (14%), Asian 
(4%) and mixed race (3%). In addition, there are millennials who come from a 
growing number of single-parent homes, blended families and families with 
same sex parents (Broido, 2004.) 
 
This diversity makes millennials the masters of self-expression. Sharing a selfie 
on a social networking site; posting a live video online; sleeping with a cell 
phone next to one's bed; donning one or more tattoos or piercings in some 
place other than an earlobe. They're all part of the millennial way of life. That 
freedom of expression may drive other generations crazy as decision makers 
decide how best to market their brands to millennials and organizational 
leaders express frustration in how to manage us.  
 
For millennials, walking into a room and seeing all types of people is a norm. 
Diversity of race and gender is a given and in some cases paramount. 
Millennials are much more concerned about the diversity of thoughts, ideas 
and philosophies as we look to understand differences and encourage 
collaboration.  
 
 
Your Mother’s Generation  
My mom was child of the 60s, born at the end of the Baby Boom. She 
witnessed black and white television change to color, both literally and 
figuratively. She watched the death of MLK. She adored The Beatles and The 
Jackson 5. To her, Michael Jackson wasn’t the king of pop. He was a cute kid 
with a high-pitched voice and an Afro. My mom became a teen of the 70s 
and adult of the 80s.  
 
Before millennials came along, baby boomers were the largest generation (76 
million people worldwide). Born during a spike in childbirths after World War 
II, boomers currently make up 28% of the U.S population and are the single 
largest economic group. They grew up during the Civil Rights Movement and 
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the Cold War. The generation that created the term “workaholic,” boomers 
run local, state, and national governments and can be less optimistic, cynical 
and distrusting of authority figures. 
 
Much like millennials, baby boomers believe rules should be obeyed unless 
they are contrary to what they want—then it's OK to break them. In their 
youth, boomers were seen as free-spirited, cause-oriented, experimental and 
individualistic. They measured their work ethic in hours worked, placing less 
importance on productivity. A respect for loyalty, rank and relationships is an 
inherent value for boomers. They are more likely to have married young and 
had children in the traditional sense of starting a family. Boomers are known 
to be overprotective of their children, shielding them from life’s dangers 
while giving them just enough freedom and confidence to experience the 
world on their own. But more and more boomers are “empty nesters” 
because they’ve arrived at the age where their children have left home.   
 
The millennial generation’s parents are baby boomers and some early born 
Generation Xers. Most of Generation X's children were born in the mid-to-
late 1990s, including millennials and the following generation born in the 
2000s. At 50 million people worldwide, Gen X had less of an impact on 
popular culture until the late 1980s and early 1990s. The “X” described the 
lack of identity that members of the generation experienced, uncertain of 
where they belonged in society.  
 
They were first defined as “slackers” before millennials came along and the 
first generation to develop comfort with technology and to carry a “carpe 
diem” attitude. Gen X had to learn to fend for themselves as the first latchkey 
kids since both parents work long hours and has experienced more divorces 
as children and as spouses than any other generation.  
 
As commonly seen in generational shifts, Gen X is cynical toward things that 
the previous generation held dear. They are generally proud to not to be the 
offspring of the baby boom generation and actively rebel against the 
idealism of the baby boomers with a suspicion of traditional boomer values.  
While they may reject the idealism of the 1960s, Gen X-ers benefitted from 
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the incubation boomers provided as a safety protecting them from societal 
problems facing their generation and the millennials as well such as war, 
protests, violence and discrimination. 
 
Unlike workaholic boomers, Gen X-ers figured out how to work smarter and 
not harder. They respect open communication regardless of position, title, or 
tenure. They often have mistrust in institutions and reject the rules, while 
sometimes still playing it safe to avoid any trouble. They often leap into 
entrepreneurship later in life as a desire for reinvention and financial 
flexibility. They value control of their time, seek emotional security and 
appreciate independent thinking.   
 
We can now understand why there is a great deal of variation from one 
individual millennial to another, more than within any other generational 
cohort, when we understand who our parents are. The differences between 
baby boomer and Gen X-er parents are the most critical reason millennials 
are so diversely defined yet grossly misunderstood.  
 
As millennials take the lead, all generations must attempt to forge strong 
intergenerational relationships that deepen their understanding of each 
other’s backgrounds, motivations and perspectives.  
 
 
What Makes a Millennial Original 
While millennials have a series of subgroups divided by the factors of age 
and socioeconomic background, we will not refer to those demographics as 
descriptors for original millennials. It’s true that the entrepreneurial members 
of the older-millennial subset are altogether reinventing the planet and the 
younger subset is revitalizing organizations with an intrapraneurial excitement 
that is reinventing the workforce.  
 
A 33-year old millennial remembers using dial-up internet access to log on to 
the first version of Facebook, while a 23-year old millennial has likely never 
used Facebook without a high speed mobile or Wi-Fi connection. Those are 
major moments in the social development of millennials that are not to be 
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ignored. However, the term “original” in this book will not be used to 
separate millennials by younger and older subsets.  
 
The millennial generation continues to have a major influence on almost 
every aspect of our lives, including how we communicate and use 
technology. Millennials have affected changes in parenting practices, 
educational and career choices and sparked shifts in homeownership and 
family life. These developments have inspired much speculation about how 
this generation will fare later in life, and whether these trends are temporary 
or permanent (TCEA, 2014).  
 
The driving force behind the potential greatness within the millennial 
generation is originality. We got here with so much originality that we were 
ready to take on a world that wasn’t making room for us.  
 
We get distracted because we switch devices 27 times an hour. It may look 
like we don’t know where we’re going with our eyes glued to the screen and 
our fingers scrolling down the side. But we keep original ideas flowing from 
the sources found in the platforms we surf.  
We thrive on original experiences and relationships. We are cautious and 
loyal. We often think the media are biased and can quickly perceive fakeness 
in human interaction.  
 
We must have original conversations that happen in a meaningful, sincere 
way. We back brands. It gives us a sense of ownership and makes us feel like 
we contribute to the growth and prominence of those businesses.  
 
We may look up to Mark Zuckerberg, Jay-Z and Steve Jobs for their 
originality, but our favorite mentors and models for inspiration are our fellow 
millennials.  
 
Why is this? Because originality can sometimes be at odds with the source. 
The best parts of original millennials are found in the choice to change and 
evolve. The original qualities of past generations use commonly understood 
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behavior patterns, which make them far easier to define, whereas original 
millennials have the ability to defy category. 
 
For the millennial generation, originality is the most important trait because it 
positions how we think, feel, work and lead. The power of originality 
becomes most valuable when used in the pursuit of solutions. Millennials 
always look for ways to make things greater, bigger, better, stronger and 
more practical. 
 
The purpose of this book is not about pointing out our differences. It's about 
uplifting a generation by harnessing the original qualities we possess. The 
distinction of original is applied to the approach millennials bring to life; how 
we marry vision and values; how we merge creativity with cause and how we 
make real challenges look remarkably cool. Originality is the prime 
possession that makes the difference. 

 
* * * 
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