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Formal mentorship programs have been
and will continue to be an important contribu-
tor to the ongoing success of the financial ser-
vices industry. Proof that this is true can be
found in the fact that 75 percent of today’s top
financial services executives cite mentoring as
pivotal to their career success. However, less
than 30 percent of those same executives said
they had formal mentoring programs in their
own firms. This suggests there is work to be
done for those companies intent on uninter-
rupted success when it comes to best practices.1

When structuring mentorship programs, it
is important to consider, not so much the age
between mentor and protégé, but each indi-
vidual’s style and openness to learning and
improving the current systems at work. The
benefits can go two ways. Benefits to the pro-
tégé may be more apparent when it comes to
learning company policies and products, net-
working and sales skills, and client services.

Benefits to the mentor are usually in the
way of returning to his/her roots to revisit the
good practices that made him/her successful in
the first place. Less apparent but still nonethe-
less important benefits for mentors can also be
found in generational differences, for instance
when one considers the impact technology has
had on younger generations and the time that
can be saved when these skills are learned by
more senior individuals. (Keep in mind, how-
ever, that mentors do not necessarily have to
be far advanced in age or skill sets to still be
effective partners.)

The proclivity for technology, especially in
younger professionals, is obvious compared to
the technical aptitude of many of their seniors
in the workplace. But this potential gap is fur-

ther complicated by a certain cynicism and
sense of entitlement that some mentors and
managers may have noticed in their day-to-day
interactions with many younger professionals.

The former may be due in part to the fact
that many of our X and Y generation col-
leagues, and certainly the latest group, “Mil-
lenials” (potential customers and employees
who are now aged 14-28), have witnessed the
downsizing of the American career—and, with
that, the increasing swirl of pink slips among
their family and friends—for the better part of
their professional lives. This could make them
leery that mentors and employers really have
their best interests at heart because they have
seen the changing values of companies that no
longer display the kind of loyalty to their
employees that a mentorship relationship is
designed to foster. 

When you think about it from a protégé’s
point of view, on some levels it is a mixed mes-
sage from everything else they have heard and
seen about the workplace. The latter issue—that
is, some protégés who display a sense of entitle-
ment—has been blamed on the lavish praise and
early doses of independence that many busy
baby boomers and early Gen Xers have show-
ered upon their children in keeping up with the
parenting norms of the day. With these chal-
lenges confronting us, how do the important
lessons that can be gained from mentorship and
the need to develop younger recruits comple-
ment and conflict with each other?

One case in point for closer study is the
critical act of recruiting itself. This is an area
where most seasoned recruiting mentors can
play some role, but perhaps only a partial role,
in light of the incredible technological
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advancements—particularly in the area of net-
working—of the past few years. Many of us
have been reared on the first rule of recruiting,
“personal observation.” That is a fine rule as
long as the Internet, instant messaging (IM)
connections and social networking sites do not
overtake face-to-face human interaction com-
pletely. But the fact is they are taking over
enough of these interactions to be dangerous.
Over 160 million users log on regularly to
Facebook and MySpace 2 and, in a recent study
of the “Millennial” generation, 77 percent stat-
ed they use social networking sites on a daily
basis.3 [Even the MI6—the Secret Service
Intelligence agency sworn to protect the Unit-
ed Kingdom—is into social networking. They
have already posted three ads on Facebook in an
attempt to recruit better spies!] 4

When it comes to recruiting and mentor-
ing younger professionals today, it is worth
mentioning that Millenials have an expectation
that they will be fully equipped with the latest
in technology when they start with an employ-
er. They have never known a world without
access to the latest in innovation and therefore
76 percent surveyed expect that they will be
equipped with company-provided PCs and
nearly 50 percent expect smart phones and
internal company instant messaging. 

What may be even more of an alarming
ring tone, according to the Microsoft-spon-
sored survey on Millenials and Insurance,5 is
the fact that 48 percent said they would “fre-
quently” or “occasionally” blog in chat rooms
and other online venues if they encountered a
poor customer experience with their carrier.
This is an expectation of entitlement that
most baby-boomer-aged mentors are not gen-
erally equipped to handle. What’s more, Mil-

lenials not only expect more, but many will
share their perceptions with an unlimited
number of friends and strangers if their
expectations are not met. The Project 100 or
even 200 has nothing on the power of this
unimagined network.

In addition to where we now find our
recruits—beyond the tried and true personal
observation—another area where we may be
spending too much energy and time on
marginally effective systems is with old paper
trail recruiting tracking systems when there
are many companies that specialize in collect-
ing thousands of resumés and applying tested
algorithms that allow them to parse and
match characteristics with our desired profiles
in seconds flat. 

Moreover, if your firm is spending time or
money on newspaper advertisements, that
money would be better applied to banner
advertising on a dedicated career Web site
where you can easily track the number of hits.
And, in many cases, you can get deeper pro-
files of the inquirers while still providing a
potentially limitless amount of additional
information about the uniqueness of your firm
through a simple link to your firm’s Web site
that is embedded in the banner.

It remains to be seen whether the new
electronic forms of networking and recruiting
improve or even equal the more traditional
face-to-face methods when it comes to pro-
ducing highly qualified candidates. Or, if these
high-tech candidates, whom we are consider-
ing for employment as the future face of our
companies, have even honed the face-to-face
skills necessary to build the kinds of relation-
ships that will allow us to sell more to our
clients. But, it is important that adequate

6Society of FSP www.financialpro.org

LEADERSHIP & MANAGEMENT

NOVEMBER 2008

When Recruiting to Mentors
continued from page 5



research be conducted in this area to validate
whether these advanced systems are more
advantageous and then adjust our practices. It
is also important to understand these benefits
so they can augment any formal mentorship
programs we set up to truly capitalize on the
generational opportunities that exist for both
our junior and more senior employees.

Career coach Maggie Mistal said in a
recent Boston Globe article, whether it is instant
messaging, social networking sites or targeted
résumé databases, these are all tools and “…like
any tool (they have) potential for both good
and evil.”6

The main objective is to have a clear strate-
gy and to ensure that all programs and tools—
from the use of effective mentors to digital net-
works and technology—are all in line with
your ultimate strategy. When it comes to defin-
ing the strategy, to truly be on the path to suc-
cess and progress, we should look for input not
only from our mentors but also from our pro-
tégés. It is these employees, if cultivated cor-
rectly, who will likely be holding tomorrow’s
leadership roles. ●
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