Talent
Forecast
By Stacey Stratton, CSP

T REND 1: The Twin Cities Talent Storm
T REND 2: Shifting Priorities
T REND 3: Millennial Myths Debunked
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I M PA CT: The Affordable Care Act and the Industry
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TABLE II: Pay Rates

This is a market-making time
for the creative, marketing and
interactive industry here
in the Twin Cities.
Here’s what we expect to see in 2014.
Everyone’s situation is so unique.
Want to talk about how these trends
will affect you or your organization?
Let’s get coffee!

–Stacey Stratton
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The Twin Cities Talent Storm
Even though job opportunites continue
to increase, we are still seeing a drastic
shortage in talent and skills that match
current openings. And when they do
match, finding a cultural fit is often still
a challenge.
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THE TWIN CITIES TALENT STORM

Snapshot

+19.9%

42,316

Seven-County
Minneapolis-St. Paul
Job Vacancies

Projected Creative
Industry Growth in the
Twin Cities 2010–2020

–from the Minnesota Department of Employment and Economic Development (MN DEED)

–U.S. Bureau of Labor Statistics

2013 Job Vacancy Survey
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THE TWIN CITIES TALENT STORM

Overview

IS THIS THE PERFECT STORM?

AN IMPERFECT MIX

Overall, Twin Cities unemployment is down, and job openings are up. Eighteen percent of
Minnesota employers reported plans to increase employment—up 6.6 percent from last
year (MN DEED). This is true for multiple industries, particularly health care, retail and
construction, and it’s absolutely true in the creative industry.

There is a shortage of skills and talent that is a match for the positions and roles that
are most needed. According to a poll of 1,400 U.S. executives in a 2013 survey, a third
reported that a major factor leading to a failed hire is a poor skills match.

A recovering economy has led to a thriving creative scene. Agencies across the nation
are getting more work than ever, and this is evident with the influx of national work Twin
Cities groups are producing. Internal marketing departments are also growing.
In short, we at True Talent Group have never seen the Twin Cities creative industry this
hot—there’s talent, and there are opportunities. Perfect, right? Not necessarily, because
talent, skills and opportunity don’t always align.
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This situation is real, but it’s not hopeless. The most recent ManpowerGroup Talent
Shortage Survey revealed 39 percent of employers are having difficulty finding the right
skills—that number is high, but it’s down a whopping 10 percent from last year. So the
Twin Cities scene will likely be tumultuous in 2014.

To be a market maker, you need to recognize the competitve
talent landscape.
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THE TWIN CITIES TALENT STORM

Supply vs. Demand
MATCH!
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Digital Talent Is a Must

The Mobile Market Is Here to Stay

Curating the Whole Package

The demand for web and user-experience
(UX) designers and front-end web
developers continues.

Consumers have the world at their fingertips,
and content must adapt to this new generation
of communication. User-interface (UI) and
responsive design are more important than ever.

Experienced marketing professionals are needed
to manage client relationships and measure the
effectiveness of campaigns, particularly in the social
media arena.
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THE TWIN CITIES TALENT STORM

The Hot List: Part One
Account Executive

Interactive Marketing Manager

SEO/SEM Specialist

Digital Project Manager

Marketing Manager

Social Media Community Manager

Editor/Proofreader

Mobile Designer

User-Experience (UX) Designer

Front-End Web Developer

Production Artist

Web-Content Writer
Web Designer

HO T J O B S
– Based on local and national demand
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THE TWIN CITIES TALENT STORM

The Hot List: Part Two
MA R KETING

CR E AT IV E

I N T E RAC T I V E

Om n it u re

Ad o b e C re a tiv e Suite

H T ML

Go o gle An aly t ics

X H T ML

Po werPo in t

PH P

Key n o t e

P R O JE CT M A NA GE M E NT

CSS
J a va s c r i p t
jQuer y

Ax ure R P
Asa na

Wo r d p r e s s
Dr u p a l
Joomla
F i n a l C u t Pr o

HO T SKILLS
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THE TWIN CITIES TALENT STORM

The Next Step
The Minneapolis/St.Paul
Business Journal honored
top Twin Cities employers for
its 15th year in a row, and
nearly a quarter of the top
companies are in the creative
industry—and almost all of
them are hiring at present.

The trend is clear:
• There is exciting new work to be done.
• There are great places to do it.
But you need the best match of talent, skills and culture
for success!

9

The best talent is hard to find. And they are in demand, which
means they have the privilege to be demanding. How do you get
them on your team?
To navigate this market, you’ll need strong recruitment and
retention practices. Let’s take a look at the second trend.
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Shifting Priorities
The priorities of the workforce
are changing. You may be
surprised what it takes to
attract talent today.

OL D S TANDA R DS

$
10

612.860.0307 | info@truetalentgroup.com

T R E ND

2

SHIFTING PRIORITIES

New Expectations

+
Authenticity

Flexibility

Leadership

Development

Collaboration

Recognition

“Sixty-nine percent of Americans would not
take a job with a company that had a bad
reputation—even if they were unemployed.”
–Annual Corporate Reputation Survey conducted by Corporate Responsibility Magazine and Allegis Group

11

612.860.0307 | info@truetalentgroup.com

Perks

T R E ND

2

SHIFTING PRIORITIES

The New Standards

WHE N T H ERE IS N’T ENOUGH TA L E NT T O GO A R O U ND,
HOW DOES YOUR OR GA NIZ AT IO N GE T IT O N YO U R T E A M ?

Authenticity

Leadership

Talent really cares about what they’re doing: they want to make a difference; they want
to be engaged; they want their work to be fun, rewarding and interesting. They a lso care
about their reputation—and their employer’s.

It doesn’t matter what year they were born, today’s worker is happy to recognize
authority—in exchange for, well, respect. “At the core, Millennials, Generation Xers and
Baby Boomers want leaders to demonstrate consideration of others,” says Center for
Creative Leadership Senior Research Scientist Jennifer Deal.

Is your organization creating work that makes a difference? Do you invite your talent to
be engaged in what makes them tick?

Flexibility
Workers care about work-life balance like never before. They want flexibility in how
they work, when they work and where they work. A recent Millennial Branding report
discovered that 45 percent of Millennials—soon to be the largest generation in the U.S.
workforce—rate workplace flexibility as more important than pay.
Are you offering an environment that fosters creativity—where your talent thrives?

Development
Most employees leave their companies because of lack of career development
opportunities, according to Accounting Principals’ latest survey. The best talent isn’t
content with inertia; they are driven by new-skill acquisition. If you’re not offering the
opportunity to learn and grow, they’ll move on.
What initiatives do you have in place to help your experts continually improve?

Talent expects the same level of honesty, accountability and authenticity that they strive
for in themselves. What sort of example is your leadership setting?

Collaboration
Collaboration between leadership and employees, between peers, between clients and
talent—this industry thrives on the energy of these relationships. A recent PGi study
found that 71 percent of Millennials want their coworkers to feel like a second family.
What are you doing to invite engagement and collaboration—to build your business
bigger than a business and make it feel like home?

Recognition
Meaningful recognition has been linked to improved retention and productivity. Studies
show that workers who receive recognition, especially on-the-spot recognition (as
opposed to formal performance evaluation or reviews), are more likely to repeat their
stellar performance and reach out for more growth and innovation.
So, do you give credit where credit is due?
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SHIFTING PRIORITIES

Unique Work Perks of Note

NAT IONA L

$

Colle+McVoy:

Evernote:

Haberman:

Mother New York:

The Nerdery:

Full-time chef

Rooftop employee
parties

$1000 vacay
pocket money

Employee veggie
garden

Waffle Wednesday

Onsite dog
grooming

LO CA L

Asana:

This is not your grandparents’ benefits package. Paid vacation and competetive financial benefits may be a given, but your additional unique perks can really set you apart.
What can you offer that makes a statement about your organization and team—that makes talent say, “Hey, I want to be part of that”?
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SHIFTING PRIORITIES

Accept It: Priorities Are Shifting

$

$
$

$

Think about this: According to a survey conducted by Net Impact in 2012, 72 percent of students and 53
percent of workers said it was more important that they be in a position where they could make a difference
than that they have children, prestige or wealth.
Here’s the deal: Things are changing. Are you keeping pace? Is your organization in touch with shifting priorities?
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Millennial Myths Debunked
Call them what you want—
Millennials, Gen Y, Echo Boomers—
but by 2020, Millennials will make
up nearly half of the U.S. workforce,
and by 2030, they will make up
75 percent of the entire global
workforce (Meister).
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MILLENNIAL MYTHS DEBUNKED

Here’s What They’re Saying
N E E DY

Tec h-o bs es se d

SELF-CENT
ENTITLED

L AZY

priv

ileg

Spo

iled

ed

A

TIC
PA T H E

ERED

Unrealistic

Is it True?
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MILLENNIAL MYTHS DEBUNKED

The Most Popular Myths

Myth #1: They Are Lazy
Truth: The overwhelming majority of Millennials aspire to great accomplishments and
are willing to work hard to get there. But it is notable that their priorities are different than
older generations—many of which we touched on in Trend 2. In addition, their desire
for a flexible work culture is more accurately attributed to their entrepreneurial drive for
innovation—not mere convenience (Schwabel).

Myth #2: They Have No Respect
Truth: According to the Center for Creative Leadership’s World Leadership Survey,
Millennials are more likely than Generation Xers and Baby Boomers to do what they’re
told by managers. In addition, they care about leadership. A recent PGi study discovered
that 75 percent of Millennials think having mentors is crucial to their personal success.

Myth #3: They Don’t Care About Anything
Truth: They care…a lot. This generation, while still motivated by monetary incentives,
cares deeply about making the world a better place and about learning as much as
possible. They are eager to embrace and overcome exciting challenges that they find
fulfilling, and they seek to work for companies that care about their wellbeing. In short,
when employers care, they care.

“This new crop of
employees is far more
motivated by their
mission than by the
money they make.
They want to transform
a broken industry, save
the planet, feed the
starving, etc.”
–Brian Halligan, CEO and co-founder of HubSpot
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MILLENNIAL MYTHS DEBUNKED

The Rest of the Workforce

3

wo rk- ce ntr ic

DEPENDA

BLE

acc

G O A L- O R IE

Inv

omp

lish

NTED

o

PRAGMA

Dri

ed

LOYAL

C

ENTREPRE

Ind ep en de nt

d
lve

TITIV
OMPE

TIC

E

mul

tita

ske

ven

BALAN

CED

rs
F l e xibl e

BABY B OOMER

18

N E U R IA L

G E N E RAT I O N X

612.860.0307 | info@truetalentgroup.com

TR E ND

MILLENNIAL MYTHS DEBUNKED

Who Are They Exactly?

3

The Three Largest Generations Comprise 95% of the Workforce*

B A BY BO OMER

38%

2010

2020

GEN ERATION X

-21%

17%

While Baby Boomers are clearly defined as the generation born between 1946 and 1964,
the parameters of Generation X and Millennials (Generation Y) are less clear. The experts
almost agree: Generation X comes directly after the Boomers; the cutoff, depending on
which expert you’re referencing, is a birth year between 1977 and 1980.
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32%

32%

MILLE NNI AL

25%

+ 21%

46%

Millennials follow them, and for now we’re hearing the generation born after Millennials in
the mid-1990s and later called Generation Z.
*U.S. Bureau of Labor Statistics and U.S. Census Bureau
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MILLENNIAL MYTHS DEBUNKED

Maximize Opportunities

Millennials have gotten a bad rap and some catchy
nicknames, but the real truth is this generation of workers
is tech savvy and globally minded, and, more importantly,
they’re going to be producing the work and products that
keep top companies innovative and profitable. In a few
years, they’re going to be running those companies.

True Talent Group thrives because of its consultative
approach: we are knowledgeable about the industry, the
talent and our clients. How will these trends affect your
organization? Let’s talk!

Innovative companies must adapt to keep pace with the
changing workforce, but this is an industry that has never
had the luxury of remaining stagnant—it’s driven by the
next and newest big thing. Is your organization adapting
and maximizing its opportunities with this generation
of workers?

Stacey@truetalentgroup.com
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The Affordable Care Act
and the Industry

The goal of the Affordable Care Act (ACA), also known as Obamacare, is to improve
the availability, affordability and quality of healthcare to individuals. That sounds simple
enough, but with constant changes to the various mandates, many employers and
hiring managers—as well as individuals—are left befuddled as to what is actually
required of them.
Notable Facts, Stripped Down:
• Organizations with 50 or more full-time employees must offer health insurance to
full-time employees and their eligible dependents.
• Smaller firms with no more than 25 full-time employees who choose to offer health
insurance to their employees may receive a tax credit.
• Individuals, for the most part, will be required to obtain their own health insurance if
their employer does not provide it.

HOW MI GHT THIS A FFECT THE INDU S T R Y ?
Healthcare coverage has long been a motivating factor for talent when pursuing
employment. When benefits like health coverage are uncoupled from employment,
one trend we may see is workers deciding to move on if they’re not satisfied with their
organization: they’ll seek out companies who offer coverage; otherwise, if they have
their own affordable care, they’ll seek employment with additional unique perks.
In addition, companies may be more likely to use contract and freelance workers,
as opposed to hiring full-time employees. When this is the case, it will be especially
important that hiring managers are familiar with the legal issues involved with
using contractors.
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“Here’s your
holiday bonus.”

“Join us—we’re headed
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8 a.m. every day.”

the risks associated
creative and interactive industry to
great work.
to alert hiring managers in the marketing,
avoid these risks while still accomplishing
True Talent Group developed this guide
contractors. The goal is to help you
with a common practice: hiring independent
or stacey@truetalentgroup.com.
Questions? Contact us at 612-860-0307

AB STRACT

FOR MORE INFORMATION, REQUEST THE TRUE TALENT
GROUP PAPER, “WORKING WITH CREATIVE CONTRACTORS
LEGALLY” BY EMAILING INFO@TRUETALENTGROUP.COM.
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Current and Future Job Demand
Snapshot in Minnesota
Job Title

Current Demand

Last Year

Estimated Growth Rate

Advertising Manager

★

(N/A)

Below National Average

Art Directors

★★

(N/A)

Above National Average

★ = 0–49

Creative Directors

★

(N/A) 		

Average

★ ★ = 50–99

Editors

★★

★ 			

Well Below Average

Graphic Designers

★★★★★

★ ★		

Average

Marketing Managers

★★★★★

★★★★★

Average

Public Relations Specialists

★★★

★★★★

Average

Technical Writers

★

★★★★

  Below Average

Writers

★★★

(N/A) 		

Average

★ ★ ★ = 100–149

  

★ ★ ★ ★ = 150–199
★ ★ ★ ★ ★ = 200+

Information curated from MN DEED, iSeek and U.S. Department of Labor.
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SAL ARY

$55,000
$60,000

Account manager

2013

AIGA

Salary
Survey

This survey represents responses from more
than 8,000 individuals in the U.S. The survey
is conducted annually and has been for more
than a decade.
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CH ANGE FROM 2 0 1 2

+ 9.09%

Creative or design director

$100,000
$100,000

=

Designer, print and web/interactive

$45,500
$48,000

+ 5.21%

Junior designer, print and web/interactive

$40,000
$38,500

+ 3.75%

Marketing or new business manager/director

$73,500
$73,000

=

Owner, partner, principal

$100,000
$100,000

=

Project manager, print and web/interactive

$65,000
$65,000

-8.33%

Senior designer, print and web/interactive

$61,000
$61,000

+ 5.43%

Social media or online community manager

$50,000
$50,000

-14.94%

Solo designer

$60,000
$60,000

=

User experience designer

$85,000
$85,000

=

Web developer (front-end/interface design)

$60,000
$60,000

+ 7.69%

Web programmer/developer (back-end systems)

$68,700
$68,700

-5.69%

Writer/copywriter

$60,000
$60,000
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