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GENERATIONS IN THE WILD: UNDERSTANDING 
WHAT DRIVES ENVIRONMENTAL VALUES ACROSS 

AGE GROUPS

For Science Sake

TEXAS MASTER NATURALIST TUESDAY WEBINAR SERIES

WHY 

GENERATIONAL-IQ?

5 Generations in 
the Workplace 
(and on the ranch) 
for the first time

Significant 
differences in values

How they view 
their role in 
enviroment differs 
(ethos)For Science Sake
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Question: What most shaped your connection to nature?

Answer choices: (type in chat as many as are meaningful)
Family
School
Work
Media
Lived experience
Other – please list

Please take a moment to answer the following in 
the CHAT

BIAS AND STEROTYPES
The difference between bias and stereotype is that a bias is a personal preference, like or dislike, especially when the tendency 

interferes with the ability to be impartial, unprejudiced, or objective. On the other hand, a stereotype is a preconceived idea that 
attributes certain characteristics (in general) to all the members of class or set

BOOMER GENX MILLENIAL

3

4



3/10/2026

3

For Science Sake

For Science Sake

5

6



3/10/2026

4

For Science Sake

For Science Sake

7

8



3/10/2026

5

A generation is a cohort of people born within a similar time span who are shaped by shared 
formative conditions, especially during childhood through early adulthood (often framed as 
roughly birth to the mid-20s). Those shared conditions can include major events, economic 
cycles, technologies, cultural norms, and institutional experiences that influence common 
“default” tendencies in how people:

• build or withhold trust
• assess risk and uncertainty
• relate to authority and 

institutions
• communicate and make 

decisions
• interpret responsibility, 

stewardship, and time horizon

For Science Sake

LENS NOT TYPE
In generational intelligence work, it is 
important to treat a generation as a 
context lens (a pattern of shared 
influences), not a personality type or 
a set of fixed traits. 

Individuals vary widely within any 
generation due to geography, culture, 
class, profession, and family systems.

For Science Sake
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GENERATIONS SHARE 
COMMON INFLUENCES 
THAT IMPACT HOW THEY 
APPROACH COMMUNITY 
AND PROBLEM SOLVING

A new generation starts 
when a significant tragedy 
shifts how a community 
operates, technology 
shifts, and economics 
change

For Science Sake

For Science Sake

https://greatresultsteambuilding.net/how-leaders-can-understand-and-work-more-effectively-with-four-generations-in-the-workplace/
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CONSERVATION 
ETHOS

DO GENERATIONS 
APPROACH THEIR ROLE IN 
THE ENVIRONMENT THE 
SAME WAY?

For Science Sake

These are common ‘doorways’ 
people use to relate to 
environmental issues. Your job is 
to test which doorway is active, 
not assume it

For Science Sake
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BABY BOOMERS 
(1946–1964):

PRACTICAL TIPS

View their role as stewards of 
tradition and legacy. They 
prioritize hard work, loyalty, and 
face-to-face relationships.

VIEWS

Emphasize respect for their 
experience and incorporate 
historical perspectives when 

proposing changes. Highlight how 
new practices honor past 

traditions while promoting 
progress.

OUTREACH STRATEGY

For Science 
Sake
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GENERATION X 
(1965–1980):

PRACTICAL TIPS

Independent, pragmatic, and 
focused on balancing work and 

personal life. They value efficiency 
and self-reliance.

VIEWS

Offer solutions that provide 
flexibility and practical 

benefits. Present data-driven 
insights and tools that improve 

efficiency without adding 
complexity.

OUTREACH STRATEGY

For Science Sake
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MILLENNIALS 
(1981–1996):

PRACTICAL TIPS

Seek meaningful, purpose-driven 
work and are open to 

collaboration. They value 
sustainability and innovative 

practices.

VIEWS
Frame discussions around the 

long-term environmental 
impact and sustainability. Use 

collaborative methods like 
workshops to engage them in 

co-creating solutions and 
incorporating digital tools.

OUTREACH STRATEGY

For Science 
Sake
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Gen Z

GENERATION Z 
(1997–2012):

PRACTICAL TIPS

Technologically adept and socially 
conscious, they view their role as 

part of a global movement toward 
regenerative practices.

VIEWS Integrate the latest technology 
and social media strategies in 

advisory practices. Use 
platforms that resonate with 
their digital-first mindset and 

connect them with mentorship 
opportunities for hands-on 

learning.

OUTREACH STRATEGY

For Science Sake
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Question: (type in the chat)

What is one strength your 
generation brings to helping 
people connect with nature??

Question: (type in the chat)

What is one strength your 
generation brings to helping 
people connect with nature??
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ENVIRONMENTAL SELF-VIEW BY GENERATION
Primary environmental framing“How I see myself in the environment”Generation

Duty, continuity, caretaking, respect for 
land/community norms“I’m a steward in a chain of responsibility.”Silent / Traditionalist

Heritage, place attachment, stewardship pride, 
community standing“The land is part of my legacy and identity.”Baby Boomer

Pragmatism, tradeoffs, autonomy, risk 
management

“Nature is real, but decisions must be 
practical.”Gen X

Values + outcomes, systems thinking, 
interdependence, long-term impacts

“The environment is a system we’re 
accountable to.”Millennial

Urgency + authenticity, fairness, participation, 
integrity (“say/do” alignment)

“The environment is my future; I need 
clarity and agency.”Gen Z
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MOTIVATIONS

What can turn 
them off

What tends to feel 
motivatingGeneration

Ambiguity, perceived 
disrespect, rapid change 
without rationale

Responsibility, stability, 
proven local leadership, clear 
standards

Silent / 
Traditionalist

Dismissiveness, accusatory 
tone, polarization

Peer stories, legacy, 
community benefit, 
recognition of stewardship

Baby Boomer

Vague promises, 
bureaucracy, “marketing 
fluff,” hidden strings

Clear options and tradeoffs, 
transparency, competence, 
efficiency

Gen X

Greenwashing, opacity, 
performative messaging, 
exclusion from voice

Authentic values alignment, 
measurable impact, 
transparency, fairness

Millennial

Jargon, hypocrisy (“say/do 
gap”), gatekeeping, 
slow/unclear process

Clear pathways to act, visible 
results, authenticity, 
inclusion, fairness

Gen Z

Strengths in Generations

• Coalition-building through relationships: strong interpersonal 
networks and convening power.

• Commitment to legacy: motivation to protect place, heritage, and 
community identity.

• Resource mobilization: fundraising, board leadership, and public 
influence.

• Persistence: willingness to stay with long, complex efforts (policy, 
easements, negotiations).

BOOMERS

• Pragmatic problem solving: clear-eyed tradeoff thinking; focus on 
what works.

• Skeptical due diligence: improves programs by stress-testing 
assumptions and reducing risk.

• Operational competence: translating vision into execution; 
efficiency and process improvement.

• Bridge capacity: comfort operating across institutions and 
cultures (ag, conservation, business).

GEN X

• Systems thinking: connecting land, water, climate, equity, and 
economics into integrated solutions.

• Values-driven innovation: pushing for alignment between mission 
and measurable outcomes

• Collaboration and learning culture: openness to partnership, 
feedback loops, and iterative improvement.

• Storytelling for purpose: translating technical work into meaning 
that activates broader support.

MILLENIALS

• Urgency + action orientation: moving from awareness to rapid 
experimentation and implementation.

• Digital fluency: modern communication, mobilization, and 
transparency tools.

• Equity and fairness lens: identifying who benefits, who bears costs, 
and how to build legitimacy.

• Authenticity radar: pressure-testing integrity (“say/do alignment”) 
that strengthens trust long-term.

GEN Z
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LET'S CONNECT

Amy E. Hays

For Science 
Sake

4sciencesake.com

ahays@4sciencesake.com

www.linkedin.com/in/amyehays
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