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How long will this last?
70% thought it would take 5 months or less for COVID to pass….back in April

2-3 weeks 4-5 weeks 6-8 weeks 2-3 months 4-5 months 6 or more 
months

3%
7%

13%

29%

19%

30%



WHAT, IF ANYTHING, WILL THE 
PANDEMIC CHANGE?

WHAT DOES IT MEAN FOR 
ASSOCIATIONS?



WHEN YOU ASK FOLKS…

BELIEVE THE PANDEMIC REQUIRES US 
TO RETHINK HOW WE WORK AND RUN 
THE ECONOMY.

83%
SOURCE: ABACUS DATA SURVEY, SEPTEMBER 2020
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RESET MINDSET





PREPARING FOR WHAT’S NEXT
ASSOCIAT ION MANAGEMENT IN A SHORTAGE ECONOMY

RESEARCH AND ANALYSIS FROM CANADA’S LEADING PUBLIC AFFAIRS AND 
MARKET RESEARCH EXPERTS

DOING MORE WITH LESS SHIFTING TO DIGITAL EVERYTHING MAKING SENSE OF GENERATIONAL 
CHANGE



1. THE SHORTAGE ECONOMY IS REAL AND CHANGING THE 
CONSUMER & EMPLOYEE MINDSET, PUTTING NEW 
CHALLENGES ON EMPLOYERS, ORGANIZATIONS, AND 
GOVERNMENTS.

2. THE PANDEMIC ACCELERATED MANY SHIFTS HAPPENING 
BEFORE IT BEGAN – ESPECIALLY THE SHIFT TO E-COMMERCE.

3. BEING MINDFUL OF GENERATIONAL DIFFERENCES HAS NEVER 
BEEN MORE IMPORTANT.

KEY TAKEAWAYS





RISING PRICES

WHAT IS THE SHORTAGE ECONOMY?

LABOUR SHORTAGES

SUPPLY CHAIN DISTRUPTIONS

BURNOUT



DOING MORE WITH LESS

WHAT ARE THE IMPLICATIONS?

RETHINKING MEMBER SERVICE

INFLATIONARY POLITICS

EMPOWERED EMPLOYEES





ALMOST 12 MILLION JOB 
VACANCIES IN THE US



ALMOST 1 MILLION JOB 
VACANCIES IN CANADA



QUIT A JOB EVEN 
WHEN THEY DIDN’T 
HAVE ANOTHER ONE 
LINED UP

9%

SOURCE: ABACUS DATA SURVEY, JANUARY 2022

16% 
UNDER 30

10% 
30 TO 44

4% 
45+



67%
OF ALL WORKERS BELIEVE 

BURNOUT HAS WORSENED 
DURING THE PANDEMIC.



ARE YOU CURRENTLY 
FEELING BURNED OUT?

44% 
UNDER 45

26% 
45 AND OVER



THERE ARE DAYS WHEN I FEEL TIRED 
BEFORE I ARRIVE AT WORK

77% 
UNDER 45

61% 
45 AND OVER







DOING MORE WITH LESS LEADS 
TO INNOVATION





THE DIGITAL ACCELERATION, 
NOT TRANSFORMATION.





IN THE US, CONSUMERS SPENT 

$871 BILLION 
IN 2021 ONLINE.

14% INCREASE FROM 2020

64% INCREASE FROM 2019



IN THE CANADA, CONSUMERS WILL SPEND

$80 BILLION ONLINE

26% INCREASE FROM 2021

100% INCREASE FROM 2019



1 in 2
EMPLOYED AMERICANS WORKED 

REMOTELY DURING THE PANDEMIC



20% 
OF WORKERS WILL WORK REMOTELY 

GOING FORWARD.

3X THE PRE-PANDEMIC RATE











WHEN YOU ASK CANADIANS…

BELIEVE THE PANDEMIC REQUIRES 
US TO RETHINK HOW WE WORK AND 
RUN THE ECONOMY.

83%GENERATION USA CANADA

SILENT
(Before 1946) 7% 7%

BABY BOOMERS
(1946-1964) 22% 23%

GENERATION X
(1965-1980) 20% 22%

MILLENNIALS
(1980-1996) 22% 23%

GENERATION Z
(After 1996) 20% 25%

THE GENERATIONS



DO MILLENNIALS 
HAVE THE WORST 

BRAND OF ANY 
GENERATION?



UPBRINGING







85%
Growing up, many people 

told me that I could achieve 
anything I wanted.





Referrals / Reviews

Declining Deference

Instant Reaction

Amplification

Sharing 
Economy



BOOMERS
GEN X

MILLENNIALS

MILLENNIALS
GEN Z

GEN Z



The 

SHIFT
Lens
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elf-educators and image driven

opeful but increasingly anxious

mpact and passion

eedback, personal and custom

ransparency and control.



BABY BOOMER DREAMS 
BECAME

GEN X HOPES 
BECAME 

MILLENNIAL PREFERENCES 
HAVE BECOME 

GEN Z EXPECTATIONS



GLOBALIZATION
&

PANDEMIC

DO YOU HAVE A RESET MINDSET?



SO WHAT?



WHAT CAN YOU DO TO MAKE YOUR 
ASSOCIATON “RESET” READY?



#1
SCARCITY MEANS VALUE 

MATTERS EVEN MORE.



#2
ARE YOU SUPPORTING 

MEMBERS AS THEY ASSESS 
THEIR CAREER OPTIONS?



#3
IS ADVOCACY AT THE 

CORE OF YOUR AGENDA?



#4
ARE YOU A DIGITAL 

FIRST ORGANIZATION?



#5
KNOW, DON’T ASSUME.

DO YOU ASK FOR 
FEEDBACK REGULARLY?



BUILDING A RESET READY ASSOCIATION

02

03

04

0105

CAREER
Is your association providing career 
support for your members and their 
staff? Labour shortages, job switches, 
and career planning are benefits you can 
deliver.

SEAMLESS
Have you shifted to an almost or 
entirely digital and seamless member 
experience? Generational gaps have 
closed on technology use. It’s never 
been easier to on-board new tech for 
efficiency and improved member 
service.

ADVOCACY
Is advocacy at the core of your agenda? 
Governments are going to be doing 
more with less as well. Advocacy efforts 
need to be strong and effective.

VALUE MATTERS

Scarcity, and affordability are top of 
mind. Are you delivering value to 
members?

FEEDBACK
Don’t assume you know your members. 
Engage them in both quantitative and 
qualitative research – pulse surveys, 
needs-analysis, and satisfaction studies 
can keep you in the loop.

01

03

05

02
04



ARE YOU READY?

DAVID COLETTO
ABACUS DATA
www.abacusdata.ca
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