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Human resources management in cultural institutions  
in the context of Generation Y  a chance or a threat 

Summary 

The aim of the paper is to discuss generations of employees operating in the labour market in 
the context of human resources management in cultural institutions. Special attention is given to 
Generation Y and its significance in improving the efficiency of the functioning of cultural insti-
tutions. 

Recent years witnessed considerable changes in the functioning of the cultural sector, which 
was forced to face new free market reality, including, among others, globalization, internal com-
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petition, the entertainment sphere, new technologies, and systemic approach to human resources 
management. Investing in well-prepared employees and normalizing a given employment struc-
ture allows for gaining an advantage over competitors. Cultural institutions, like other institutions 
operating in the market, should base their functioning on the premise that a competent employee 
is their greatest asset. 

From the demographic perspective, there are four different generations in the labour market at 
present: Baby Boomers Generation (born between 1949 1963), Generation X (born between 
1964 1979), Generation Y (born between 1980 1994), and Generation Z (born after 1995 or even 
after 2000). However, it is not the only possible division; according to a behavioural criterion, we 
can distinguish Generation C and Generation L. In spite of certain similarities, all of them have 
different needs, which is reflected in their attitudes towards work and employers. Additionally, 
their time frames are often arbitrary, and there is no consensus between researchers regarding one 
correct version of this division, although differences between suggested sections are not huge and 
revolve around 5 years. 

Undoubtedly, a great challenge faced by managers in organizations is the problem of reconcil-
iation of various generations of employees working alongside. However, on the other hand, it is 
symptomatic, as it is linked with changes in the contemporary world, in which economy based on 
knowledge is gaining a dominating position, thus employees with their knowledge and compe-
tence become one of the strongest elements contributing to gaining an advantage over competi-
tors. It is worth remembering that the advancement of information and communication technolo-
gies has led to the situation in which, on the one hand, access to information is virtually unlim-
ited, but, on the other hand, only the ability to select and interpret data allows for the creation of 
useful knowledge. 

Keywords: human resources management, culture institutions, generation Y, labor market, 
generations, management. 

 


