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Methodology and global key messages

Deloitte’s Global Gen Z and Millennial Survey, now in its 14th year, examines the factors shaping the
worldviews of 23,482 Gen Z and millennial respondents across 44 countries. The results reveal a cohort of
young professionals who are rejecting traditional rules and antiquated structures in their pursuit of career
satisfaction—and ultimately, happiness.

Gen Zs and millennials are ambitious. But for them, success is not necessarily about climbing the corporate
ladder. Learning and development is a priority, and they expect their employers to provide these
opportunities. Some have foregone higher education to pursue the practical skills that trade or vocational
training provides. And as technology transforms the world of work, Gen Zs and millennials are enhancing their
knowledge and embracing new tools, such as GenAl.

Among this year’s key findings:

Learning and development is a top priority, but
many feel their managers are missing the mark

Soft skills are vital as GenAl transforms work
These generations are seeking more than just a job. Making money is important but so is finding meaningful

work and well-being. They are looking for careers with the right balance of these factors, a “trifecta” that can
be hard to find.

the foundation for happiness at work

Supporting employee well-being should start with

They have high expectations for their employers, and they often job hop to meet their career ambitions in a .
y gn exp f PlOyers, y J P addressing the root causes of workplace stress

world where the social contract between employers and employees has eroded. Many feel their managers
are not meeting their needs. Some believe that companies are not doing enough to address workplace stress.

Money, meaning, and well-being intersect to form

) . Environmental concerns continue to influence Gen
And most are feeling the pressures of the cost of living. . . .
Z and millennial behavior
The findings demonstrate the need for organizations, senior leaders, and managers to create environments
where workers can not only attain the trifecta of meaningful work, financial security, and well-being, but The following deck examines how Austria’s Gen Zs and millennials
also achieve the professional growth they are looking for. By supporting these pillars consistently, stand out from their global counterparts on these key themes.

organizations can uphold the social contract and create a cycle of satisfaction, engagement, and success.

The 2025 Gen Z and millennial Survey solicited the views of 14,751 Gen Zs and 8,731 millennials (23,482 respondents in total), from 44 countries across North America, Latin America,
Western Europe, Eastern Europe, the Middle East, Africa, and Asia-Pacific. Fieldwork was completed between 25 October and 24 December 2024.

Our methodology

As defined in the study, Gen Z respondents were born between January 1995 and December 2006, and millennial respondents were born between January 1983 and December 1994.
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Country profile: Austria

508 total respondents in Austria: 305 Gen Zs and 203 millennials

Gender

Parents

) T

Education

Pursuing/gained trade qualification
m Pursuing high school degree
® Gained university degree

Employment

a%
11% ?

3%

19%
61%

= Working full-time

= Working part-time

= Temporary or freelance

= Full-time education
Not working/unpaid

GEN Z PROFILE

1%

60%

m |dentify as male m |dentify as female Non-binary

74%

mYes ®ENo

Job seniority

8% 16%
12% \
/ 4
25%
30%

= Trainee/apprentice/intern

= Junior executive

= Midlevel executive

= Senior executive

= Head of department
Senior management/board
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® Pursuing university degree
Gained high school degree

Organization size

2%
17%

,l
|

16%

46%

19%

= Under 100

= 100-249

= 250-999

= 1,000+

= Don't know/Not sure

Gender

MILLENNIAL PROFILE

s T

Education

m Pursuing/gained trade qualification
® Gained high school degree

Employment

1%10%

2%
-

16%

69%

m Working full-time

= Working part-time

= Temporary or freelance
= Full-time education

= Not working/unpaid

» |dentify as male

Job seniority

8% 2% 13'y

19%

17% 41%

= Trainee/apprentice/intern
= Junior executive

= Midlevel executive

= Senior executive

= Head of department

= Senior management/board

m |dentify as female

Parents
4

mYes ®No

v T

m Pursuing university degree
m Gained university degree

Organization size
2%

29%

v N

13%

38%

= Under 100

= 100-249

= 250-999

= 1,000+

= Don't know/Not sure



DELOITTE GLOBAL 2025 GEN Z AND MILLENNIAL SURVEY

Career growth and skills needed to succeed in the workforce

69% of Gen Zs and 50% of millennials in Austria say they are developing skills to advance their careers once a week or more

Most helpful tools for career growth according to Gen Zs and millennials (those saying they find these very/somewhat helpful)

On-the-job learning and practical Professional networks/communities Mentorship and guidance from Formal training programs Online courses and self-directed
experience experienced colleagues learning

M Global Gen Zs B Global millennials M Austria Gen Zs M Austria millennials

Most required skills for career advancement according to Gen Zs and millennials (percentage of respondents selecting highly/somewhat required):

Industry-specific knowledge and Soft skills (e.g., communication, Time management skills Technical skills related to my field of Creativity and innovation skills
expertise leadership, empathy, networking, etc.) work (e.g., coding, data analysis, etc)

M Global Gen Zs M Global millennials M Austria Gen Zs M Austria millennials
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Learning and development and the leadership gap

The gap between what respondents believe their managers should do, versus what they actually do (in Austria)

47%
38%

28%
22% 22% 22%

Closely oversee Provide guidance Inspire and
day-to-day tasks and support to motivate the
team members team

M Austria Gen Zs beliefs

43%

25%

Set boundaries Teach and mentor

and ensure work-
life balance

35%
25%

employees

Austria Gen Zs actual experience

19%

Closely oversee Provide guidance
day-to-day tasks

53%

(V)
45% 41%

35%

25%
16% 17%

Inspire and
and support to motivate the

team members team life balance

B Austria millennials beliefs

Top ways in which employers can support Gen Z and millennial learning needs (from top 2 selected)

0,
2% 2% %

33%

29% 31%

27%

28% 31%

24% 26%

... .... = .

Offer financial compensation for external learning Create dedicated in-house learning programs and
allot time to conduct learning without interfering

opportunities

M Global Gen Zs
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Provide access to learning platforms and
subscriptions

with workload/responsibilities

M Global millennials

M Austria Gen Zs

W Austria millennials

40%

24%

Set boundaries Teach and mentor
and ensure work-

employees

Austria millennials actual experience
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Examining the value of higher education

54% of Gen Zs and 62% of millennials in Austria say they decided
not to pursue higher education compared to 31% of Gen Zs and

32% of millennials globally

Reasons influencing their decision not to pursue higher education (in Austria)

42%

33% 32%  34% 32% 32%
27%
= I I I l I

Desire for flexibility Financial constraints Seeking career paths  Family/Personal
and learning on own that do not require circumstances
terms higher education

M Austria Gen Zs m Austria millennials
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21% 22%

Lack of interest in
traditional education

Concerns about the higher education system

Quality of education
0%
Relevance of curriculum
to job market |
25%
Length of time required
to complete a degree 27N
3%
Lack of flexibility in
learning options 25N
20%
High cost of tuition
6%

B Global Gen Zs m Global millennials ™ Austria Gen Zs ® Austria millennials
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The promise of GenAl

59% of Gen Zs and 33% of millennials in Austria are already using GenAl in their day-to-day work.

Current use cases for GenAl tools

Project management

Content creation

Data analysis

Design and creativity

Software development

Training

Strategy

Customer support

M Austria Gen Zs M Austria millennials
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18% of Gen Zs and 10% of millennials in Austria say they have already completed
GenAl training. And 35% of Gen Zs and 31% of millennials in Austria say they plan
to complete training within the next 12 months.

Mixed views on GenAl (percentage of Gen Al users who strongly agree/agree
with the following statements about GenAl in the workplace)

78%

61%

63%  62% 61% 65%  cco

.. . . .

Frees up their time and Has improved what they Will cause elimination of Will make them look for

improves their work/life produce at work jobs job opportunities that are
balance less vulnerable to
automation

®m Austria GenZs  m Austria millennials
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Career ambitions and reasons for leaving an employer

15% of Gen Zs and 30% of millennials in Austria are no longer working in the industry or career path they originally intended.
Top reasons for changing industry/field/career path Top career goals
Bester work/lfe balance Achieving financial independence
9% 3%
Better career growth Maintaining a good work/life balance
9% 0%
More flexible hours Achieving job stability and security
7% 1%
Job market conditions and availability Achieving a leadership position
3% %
.,
Greater sense of purpose Continuous learning and development
3% %
B Global Gen Zs H Global millennials ® Austria Gen Zs ® Austria millennials B Global Gen Zs H Global millennials ® Austria Gen Zs ® Austria millennials
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Happiness and the intersection of money, meaning, and well-being

Money

How financial security correlates with happiness (Global)

of financially secure Gen Zs
who say they are happy

vs. 28% of

financially insecure Gen Zs
who say they are happy

60% 68%

Their organization’s efforts to foster better mental health

53%

32%

B Ssatisfied Gen Zs who are happy
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of financially secure
millennials who say they are

happy

vs. 31% of

financially insecure
millennials who say they are

happy

52%

Well-being

How satisfaction levels across certain job aspects correlate with happiness (Global)

Having opportunities to grow at work

52%

31%

Dissatisfied Gen Zs who are happy

Meaning

How alignment with their organization’s values correlates with happiness (Global)

of Gen Zs whose values are
aligned with their
organization who say they
are happy

vs. 31% of

Gen Zs whose values are
NOT aligned with their
organization who say they
are happy

of millennials whose values
are aligned with their
organization who say they
are happy

vs. 34% of

millennials whose values are
NOT aligned with their
organization who say they
are happy

59%

Current work/life balance

M satisfied millennials who are happy

[ Dissatisfied millennials who are happy
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Financial concerns: Cost of living continues to take a toll

Top concerns

Mental health of Education, skills,
Cost of living my generation Human rights and training
Austria Gen Zs 27% 27% 22% 19%
Political
instability/ wars/ Immigration/
conflicts between Education, skills, displaced
Cost of living countries and training populations
Austria millennials 44% 22% 21% 18%
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Health care/
disease
prevention

17%

Mental health of
my generation

17%

Percentage who agree with the following
statements about financial security

52%

52%

46% 44%

| live paycheck-to-paycheck

37%

35%

27% 32%

| struggle to pay all my living expenses each month

41%

B Global Gen Zs
W Austria Gen Zs

44%

59%

= .

I worry that | won’t be able to retire with financial comfort

B Global millennials
m Austria millennials
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Prioritizing purpose: How younger generations are seeking meaning at work

Most important factors to their sense of identity

62%
63%

Friends and family

32%

29%
Hobbies -

20%

. 18%
Playing sports

41%

46%
Work (my primary job) -

36%

—_ 36%
Cultural activities

B Global GenZs MW Global millennials  ® Austria GenZs  m Austria millennials
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Percentage of respondents who rejected a potential employer
based on their personal ethics/beliefs (those saying yes)

of Gen Zs in Austria

43% J) vs.41% of 37%

Gen Zs globally

of millennials in Austria

vs. 40% of

millennials globally

Percentage of respondents who left a job because it lacked
purpose (those saying yes)

of millennials in Austria

vs. 45% of

millennials globally

of Gen Zs in Austria

44% ) v.44% ot 47%

Gen Zs globally

82% of Gen Zs and 93% of millennials in Austria

consider a sense of purpose to be very or somewhat important
for their job satisfaction and well-being.
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Enhancing mental well-being by confronting workplace stress

@ 38% of Gen Zs and 28% f’f millennials in Austr fa say 419% of Gen Zs and 41% of millennials in Austria said that their job is a
they feel stressed or anxious all or most of the time. factor contributing a lot to their feelings of anxiety or stress. These are

the top three factors driving stress at work:
Top five factors contributing a lot to their feelings of anxiety

or stress: *asked only of those who feel anxious or stressed 48% A47% 53% 38% 48% 47% 51% 49% 1% 41% 45%
29%
.
The health/welfare of my family ]
Not being recognized/rewarded Long working hours Not feeling supported by my
adequately for the work | do leader
Family/personal relationships % B Global GenZs M Global millennials M Austria GenZs  m Austria millennials
40%
My physical health Percentage of respondents who say their employer is taking the mental
__ health of employees seriously (those saying strongly agree/agree)
My personal safety of Gen Zs in Austria of millennials in Austria
2% o o
% 54% )} v.62% ot | 60% | v.61% of
Gen Zs globally millennials globally
o
My longer-term financial future
50%

B Global GenZs M Global millennials ™ Austria GenZs ™ Austria millennials
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Anxiety and action: How environmental concerns shape Gen Z and millennial behavior

55% of Gen Zs and 47% of millennials in Austria, compared to 65% of Gen Zs and 63% of millennials globally

say that they have felt worried or anxious about environmental impact in the last month.

33% 32% 30% 0% 31%

Improve their home to make it more
sustainable

19% 16% .

Purchase an electric vehicle

M Austria Gen Zs - already do/have done M Austria Gen Zs - plan to in the future

Percentage of respondents who say they are
willing to pay more to purchase
environmentally sustainable products or
services (those saying strongly agree/ agree)

of Gen Zs in of millennials in
55% Austria 47% Austria
vs. 65% of vs. 63% of

Gen Zs globally millennials globally
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Environmental impact actions taken or planned

48%
33% 34%
% 38% 25%

Adopt water conserving habits

Percentage of respondents who consider a
company’s environmental credentials or policies
when evaluating a potential employer (those
saying be very/somewhat important)

of Gen Zs in of millennials in
56% Austria 59% Austria
vs. 70% of vs. 70% of

Gen Zs globally millennials globally

28% 32%

Conduct research on companies’
environmental impact/policies before
buying products or services from them

24% 29% 22% 25%

Change job and/or industry due to
concerns about its environmental
impact

15% 20%

Austria millennials - already do/have done M Austria millennials - plan to in the future

Percentage of respondents who say that they and
their colleagues have put pressure on their
employers to take action on protecting the
environment (those saying strongly agree/ agree)

of Gen Zs in of millennials in
47% Austria 32% Austria
vs. 48% of vs. 47% of

Gen Zs globally millennials globally
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