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The connection between lifelong learning and the labor market based on generational differences, analyzed through the example of Carmeuse Hungária Kft.
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In the XXI. century’s developing world the significance of learning and lifelong learning increasingly comes in the view. In order to find a recognized and well-paid job on the labor market, it’s crucial to continuously improve our knowledge and develop our skills. Obviously besides these the pressure to perform towards the employer is not negligible, so the accurate, precise work every day. As we are students in higher education, we are interested in the question, that with our qualification and degree what chances we have on the labor market, so we wanted to examine this topic deeper. In our research we examined the connection between labor market and lifelong learning based on generational differences, both with the use of primary and secondary research methods.
Nowadays, researchers and practitionals give more and more attention to the continuous examination of different generations. The main reason, why the generational marketing comes in the view is that the changing market demands and consumer expectations make the sale of companies’ products and services more difficult, so the generational differences can be a base of segmentation. However, knowing the attitudes of generations not just helps to create an efficient marketingcommunicational toolbar that can contribute to the profitable and long term business relationships, but also provides advantages to the company on the employer side.
The knowledge of the generations’ characteristics can help the employer to effectively solve the conflicts during work, and provides cooperation between the various age groups. Besides these, in awareness of the generational differences the employers and employees have a chance to create an efficient wage and cafeteria system, and last but not least increase the motivation of employees with appropriate means.
In our study first we examined the relevant literature, and then in our primary research we explored the attitudes of a company’s employees - that has more than 150 years of experience – about learning and lifelong learning. From these results we could draw conclusions about our chosen three generations – Y generation, X generation and baby boom generation – about their attitudes of learning. From the information of the questionnaires we realized also that how the different generations agree in the importance of learning and lifelong learning, and how they see the significance of education in the promotion on the labour market.



