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Median salary is $39,700©
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Over half of millennials said they would
30/ rather GIVE UP THEIR SENSE OF SMELL
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MILLENNIALS WANT?
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consider “positive culture”
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“The Millennial Generation has learned to be two things during the recession:

resilient and nomadic. As the job market improves, the level of confidence will

improve along with it and cause many in this age group to re-evaluate their current
~———— situation, possibly seeing value in seeking greener pastures.”

RICH MILGRAM

Founder & CEQ, Beyond.com—Thea Career Network

ABOUT BADGEVILLE

Badgeville, The Behavier Platform, is the world's leading cloud-based gamification technology. Badgeville enables companies to increase
customer and employee engagement by building personalized and rewarding user experiences on top of their existing web, mobile, and
enterprise applications. Hundreds of global customers, including industry leaders and innovators American Express, Oracle, Samsung, Bell
Media, Kendall-Jackson, and Philips Electronics, rely on Badgeville to power their sophisticated gamification programs. Founded in 2010,
Badgeville is based in Redwood City, Calif.,, and has offices in Hew York and Europe.

To learn more follow @Badgeville or visit www.badgeville.com

Gamification Platform
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