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INTRODUCTION

A generation consists of people who were born 
in a period that is marked by historical and social 
aspects and takes into consideration their year of 
birth. Considering this, each generation shares sim-
ilar beliefs, behaviors, and characteristics that allow 
them to be distinguished (Barhate & Dirani, 2022). 
The focal point is Generation Z (Gen Z). This gen-
eration, currently consisting of young people, has 
received increased interest as a research topic as it 
is the latest generation that entered the workforce 
around 2017.

Gen Z, as one of the newer generations, has re-
ceived different names in research because of its 
characteristics. While in German literature, the term 
Gen Z is used chiefly (Schlotter & Hubert, 2020), in 
Brazilian research, different labels such as Geração 
Digital, Geração Internet, or Geração Next can be 
found (Colet & Mozzato, 2019). The period of this 
generation also differs depending on the research-
er, but a standard classification is from 1995 to 2010 
(Bieleń & Kubiczek, 2020; Seemiller & Grace, 2017).

In general, however, it can be noticed that Gen Z 
shows shared characteristics globally with people in 
the same cohort in different countries (Seemilleret al., 
2019). Nonetheless, even by being a global genera-
tion (Scholz & Rennig, 2019) and sharing a common 
context that influences their worldview, people from 
Gen Z do not share the same values and experiences 
(Aylmer & Dias, 2018; Seemiller & Grace, 2017).

Extreme events, positive or negative, are often 
stated to shape the way of thinking of a generation. 
The generation is often presented as a global one 
where people are more connected with technolo-
gy. An element nudged for the research topic of this 
paper is a comparison of this generation in specific 
countries, Brazil and Germany. Topics that are affect-
ing Gen Z are technology as well as their values in the 
working environment. Differences in specific coun-
tries might be less visible regarding values, beliefs, 
and attitudes. However, variations might be detected 
because of aspects such as the labor market situation 
(Rocha-de-Oliveira et al., 2012).

The research problem is based on the perspective 
that generations share a common behavior. Howev-
er, this behavior can be shaped by cultural differenc-
es that make the generation’s perspective not glob-

ally homogeneous. While other generations have 
already existed in the labor markets globally, Gen 
Z is still considerably new and has particular inter-
ests that reinforce the importance of understanding 
their behavior related to work (Aggarwalet al., 2022; 
Barhate & Dirani, 2022). This is combined with many 
companies facing problems filling vacant positions 
and pointing out a shortage of talented workers. To 
tackle the shortage of skilled workers, employers can, 
therefore, target Gen Z workers and attract them to 
their organization. Cultural differences between na-
tionalities are a relevant variable for understanding 
generational changes (Beugelsdijk & Welzel, 2018). 
Previews of literature regarding Gen Z work values 
are mainly monocultural studies that focus on glob-
al values and digital immersive aspects of Gen Z (De 
Boer & Bordoloi, 2022). Therefore, research on cul-
tural differences in Gen Z values and attitudes can 
contribute to the development of the literature on 
the Gen Z workforce. In this sense, it is relevant to 
investigate how Gen Z considers work possibilities 
and how attitudes toward technology influence this 
generation from a cross-country perspective.

This research aims to analyze the differences re-
lated to work values and attitudes toward the tech-
nology of Gen Z in Brazil and Germany. The study was 
conducted using a quantitative approach, applying 
a survey with 122 participants from Brazilian and 
German Gen Z and comparing the results between 
the countries.

This paper contributes to discussing attitudes 
that shape Gen Z in the process of entering the 
workforce. In addition, this research points out a 
different approach to this generation that is mainly 
presented as a global one with similarities. By com-
paring the nationalities of two distinctive continents 
and levels of development, it provides an insight 
into their differences regarding work values and at-
titudes, which can be valuable for businesses. Re-
garding the skill shortage both countries face, pro-
viding businesses with a deeper understanding of 
Brazilians and Germans of Gen Z can help them set 
up or improve their strategies. The research contrib-
utes by presenting cultural differences between Bra-
zilian and German Gen Z participants and discussing 
factors related to work and technology that are in-
creasingly interrelated concepts due to changes in 
current work boundaries.
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1. THEORETICAL BACKGROUND  
AND HYPOTHESES

1.1. Generation Z characteristics

Although influenced by events and experiences, 
giving the term generation a fluid dynamic, research-
ers try to group people in cohorts of about 20 years. 
Traits and behaviors are identified and distinguished 
from those of other generational cohorts (Shiju, 
2022). Ryder (1965, p.845) defines a cohort as “the 
aggregate of individuals (within some population 
definition) who experienced the same event within 
the same time interval.” Compared to generations, 
cohorts are identified by the length of their defining 
external event (Schewe & Meredith, 2004).

Gen Z grew up during a time shaped by uncertain 
economic times, political turbulence, terrorism, and 
violence in different countries (Seemiller & Grace, 
2017), as can be highlighted by the September 11, 
2001 attacks in the United States, the global financial 
crisis in 2008, the Arab Spring, and the refugees cri-
sis. Recently, this cohort experienced the coronavirus 
disease 2019 (COVID-19) pandemic during their for-
mative years (Aman-Ullah et al., 2023; Klaffke, 2021). 
Regarding demographical aspects, they generally 
live in smaller families with fewer siblings and older 
mothers (Pavan & Vishwanath, 2017). Researchers 
expect Gen Z to be the most educated generation in 
the world until now (Çora, 2019; McCrindle, 2018). 
As the most diverse generation (Pichler et al., 2021), 
Gen Z values women’s rights, transgender rights, reli-
gious freedom, and human rights (Seemiller & Grace, 
2017). Gen Z, as a global generation, cares less about 
geographical frontiers (Barros et al., 2021). For Gen 
Z, smartphones and social media have become a 
consistent part of their lives. They are internationally 
connected through technology, globalization, global 
brands, online entertainment, social trends, and com-
munication platforms (McCrindle, 2018). As this gen-
eration was raised with technology in their everyday 
lives, they tend to be quick and efficient while switch-
ing between activities and expecting everything to 
happen fast and instantly with rapid reactions (Chil-
lakuri & Mahanandia, 2018).

In general, this cohort is less social and more in-
dividualistic, which can be noticed in group work at 
school or teamwork and in their struggles to commu-

nicate personally and meet with others (Pichler et al., 
2021). They also prefer to be recognized individually 
and intensely tend to be independent. However, Bra-
zil’s level of individualism is lower as Brazilian people 
from this cohort tend to be more collaborative (Mar-
tins et al., 2013; Seemiller et al., 2019). Furthermore, 
Gen Z is open-minded (Seemiller et al., 2019) and 
enjoys freedom by having less sense of commitment 
(Bencsik et al., 2016).

Interaction with others often occurs in a virtual con-
text, and Bencsik et al. (2016) additionally argue that a 
level of superficiality is visible in interpersonal relation-
ships. Their interest in higher education comes from 
valuing innovation and entrepreneurship, resulting in 
many Gen Z students willing to work for themselves af-
ter finishing college (Seemiller & Grace, 2017). Further-
more, this generation likes challenges, flexibility, and 
autonomy and is used for multitasking and doing sev-
eral activities simultaneously (Colet & Mozzato, 2019). 

1.2. Work values

Work values can differ between times, considering 
the modern work challenges and configurations. So, 
work values are different across generations (Hansen 
& Leuty, 2012). Gen Z can be described as confident 
and entrepreneurial (Barhate & Dirani, 2022). When 
working on tasks, Gen Z gets bored of doing repetitive 
or standard tasks. Instead, they prefer meaningful, 
entertaining work that challenges them because they 
aspire to be innovative and entrepreneurial, giving 
them a chance to prove themselves. That is why they 
also like opportunities to work individually and inde-
pendently, offering this generation much autonomy 
to complete tasks (Chillakuri & Mahanandia, 2018; 
Çora, 2019). Compared to other generations, people 
from Gen Z are more likely to aspire to hold a leader-
ship position in a company that involves responsibility 
(Randstad, 2021).

Since speed is a characteristic that marks this gen-
eration, they also expect their careers to progress rap-
idly (Colet & Mozzato, 2019). Progress in their career 
should happen vertically and horizontally, and they 
prefer to base their performance on the quality of 
their work instead of working hours (Çora, 2019). In 
this sense, Gen Z is motivated by freedom, non-com-
mitment, and receiving these rewards immediately 
(Bencsik et al., 2016).
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They aspire to have a good working relationship 
with their coworkers. However, Gen Z does not neces-
sarily prefer to work in a team but rather depends on 
themselves to accomplish tasks as they are self-reli-
ant. Furthermore, this generation wants to feel valued 
at work and to have their personal and organizational 
values lined up (Barhate & Dirani, 2022). According to 
Weitzel et al. (2020), they value a carefree and safe 
work environment, satisfaction, and recognition.

Growing up during uncertain economic times and 
instability, Gen Z thinks employers must offer job se-
curity, as Randstad (2021) stated. Since Gen Z gener-
ally does not feel very secure financially, they desire 
an appropriate salary, performance-related pay, and 
benefits (Aggarwal et al., 2022; Egerová et al., 2021; 
Klein, 2019). This includes immediate remuneration 
as a motivational factor (Bencsik et al., 2016) and sta-
bility factors such as health plans, paid family leave, 
or retirement funds (Barhate & Dirani, 2022). Never-
theless, people from this generation are not very loyal 
to their employers and quit their jobs easier if they 
are unhappy (Ozkan & Solmaz, 2015).

An attractive organizational culture is essential for 
employers to attract and retain talent from Gen Z. For 
this generation, activity-based engagement, a diverse 
working environment without discrimination, and the 
opportunity to build personal relationships are signif-
icant (Barhate & Dirani, 2022). Furthermore, this gen-
erational cohort values coworkers’ and supervisors’ 
support (Barhate & Dirani, 2022; Pichler et al., 2021).

Gen Z values flexibility at work. For them, flexibility 
can be seen as working on “flexitime,” which means 
working at a time they prefer instead of determined 
hours or working from home (Chillakuri & Mahanan-
dia, 2018). In addition, Gen Z seeks open and con-
stant communication at work and prefers communi-
cation or discussions in person in order for them to 
improve (Chillakuri & Mahanandia, 2018). That is why 
they like to receive feedback, especially from people 
in the company that delegate tasks to them (Dolot, 
2018; Schroth, 2019). Differences regarding work val-
ues can be visible across generations. However, many 
similarities exist as well. Leslie et al. (2021) claim that 
analyzing Gen Z as a group is too general, and they, 
therefore, propose dividing the cohort into three sub-
groups.

When choosing to work for a company, Gen Z pays 
attention to whether the organization is involved in 

social initiatives and cares about corporate social re-
sponsibility (Bieleń & Kubiczek, 2020; Nguyen Ngoc 
et al., 2022). In a study conducted by Arora et al. 
(2020), it was found that for Gen Z students in India, 
cognitive and instrumental work values were seen as 
more important than social and prestige work values. 
Their priorities resulted in continuous learning and 
career advancement, job security, a work-life balance, 
and a fun working environment. 

Besides the many characteristics that define Gen 
Z and work values, it is recognized that work values 
differ according to contextual national culture (Par-
ry & Urwin, 2011). Weber and Urick (2023) found 
that differences regarding personal values are more 
substantial by individuals’ country of origin than by 
generations. For this study, the differences between 
Brazilian and German Gen Z are evaluated regarding 
the following hypothesis:

H1: The Brazilian and German people of Gen Z 
present differences regarding their work values. 

1.3. Attitude toward technology

Technology and the Internet have been part of Gen 
Z since they were born, and they do not know a world 
without having access to computers, chats, or phones 
(Colet & Mozzato, 2019). According to Pichler et al. 
(2021), 95% of teenagers had access to a smartphone 
in 2018, and almost half of them were constantly on-
line. Being “digitally savvy” (Seemiller & Grace, 2017, 
p.22) has led to researchers labeling this generation 
as “digital natives” (Kleinjohann & Reinecke, 2020, 
p.5). Rosen et al. (2013) also state that young people 
tend to use a lot of technology and that a preference 
for switching tasks comes from this technology us-
age. This generation is constantly connected to the 
Internet and the virtual world (Çora, 2019). Through 
technology and Internet access, they can quickly find 
all the information they are looking for online, and 
much of their knowledge comes from these sources 
(Seemiller & Grace, 2017). They are used to connec-
tivity in their private and personal lives. Gen Z is ac-
tively using social networking sites, where they usu-
ally share information about their private lives. Since 
they spend much time online, they expect fast replies 
and generally demand speed in activities, processes, 
or their careers (Colet & Mozzato, 2019). Moreover, 
it is common for them to “like” posts or comment on 
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them. Therefore, giving feedback is normal for them, 
and they expect it from others in return (Dolot, 2018). 

For Gen Z, it is common to communicate through 
technology and keep in touch with people through 
frequent Internet use. Therefore, relationships are 
often less interpersonal (Barros et al., 2021). Çora 
(2019) also states that the attention span of this gen-
eration is shorter and, therefore, their communica-
tion includes many symbols, emojis, and emoticons. 

However, Gen Z understands the negative effects it 
can have on them, such as addiction or distraction. It 
can also be the feeling of anxiety or the fear of miss-
ing something when unable to access technology and 
check it constantly, making them more dependent on 
their technological devices (Janssen & Carradini, 2021). 
Weitzel et al. (2020) found that more than a third of 
Gen Z candidates in their study feel exhausted and less 
capable when using digital technologies at work. 

Their consumer behavior shows that they respond 
less to traditional advertisements but to recommen-
dations from friends or influencers (Kleinjohann & 
Reinecke, 2020). Since Gen Z is used to taking advan-
tage of technology and incorporating it into their dai-
ly lives, technological advancement makes them feel 
hopeful for the future (Broadbent et al., 2017). Nev-
ertheless, Weitzel et al. (2020) discovered that this 
generation also regarded digital transformation with 
a sense of worry based on evidence that one in three 
respondents fears being replaced by artificial intel-
ligence; looking 20 years into the future, more than 
half of Gen Z shares this fear. The debate about arti-
ficial intelligence and work replacement is a concern 
nowadays and can influence the attitudes of Gen Z. It 
also indicates that job skills of innovation, creativity, 
judgment, and empathy have to be developed by the 
workers that will find a workplace with intensive use 
of technology (Verma & Singh, 2022). Considering the 
global impact of technology across countries in the 
last few years, the following hypothesis is proposed:

H2: The Brazilian and German people of Gen Z present 
similarities regarding their attitudes toward technology.

2. METHODOLOGY

The hypotheses proposed were tested in a survey 
applied to Brazilian and German individuals in Gen Z. 
The relevance of the cross-country study, the question-
naire, the sample, and the data analysis are presented.

2.1. Cross-country study

The literature about generations has studies com-
paring generational cohorts, but studies about coun-
try differences remain a research opportunity. It was 
selected from two countries on different continents 
with different cultures and contexts. The countries 
are presented, describing their job markets.

Brazil, the largest economy in South America, has 
about 213 million inhabitants, and 70% of its popula-
tion is of working age. Its young population, less than 
15 years old, has been shrinking steadily and makes 
up around 20% of the total population, while the el-
derly population, over 65 years old, is growing to 10% 
in 2020 (Organisation for Economic Co-operation and 
Development, 2022a). One of the Brazilian econo-
my’s challenges is labor productivity, which has been 
low over the past decade, resulting in lower compet-
itiveness (Silva et al., 2015). Moreover, issues Brazil 
has to handle are high youth unemployment and un-
deremployment, high informality in the job market, 
social inequalities, low education quality (Bandura 
et al., 2018), and the displacement of jobs caused by 
automation (Calicchio et al., 2018). 

Germany, as the EU’s largest economy, has a pop-
ulation of 83.1 million in 2021 after a low of about 
80 million in 2011, with around two-thirds of its in-
habitants of working age between 15 and 64 years. 
The population under 15 years makes up 13.9%, 
while the elderly population reaches 22.09% of 
the inhabitants (Organisation for Economic Co-op-
eration and Development, 2022b). Demographic 
changes and a shift of the population from a young-
er to an elderly population considerably influence 
the number of people in the workforce. Korn Fer-
ry (2018) further claims that in 2020, Germany and 
Brazil were already experiencing a deficit in terms of 
labor shortages. They predict that in 2030, Brazil will 
even face an acute deficit of 12–18 million workers 
in the labor market.

Comparing both countries is relevant because Bra-
zil and Germany have historically developed econom-
ic and commercial collaboration (Bastos et al., 2014). 
Germany is one of the most traditional investors in 
Brazilian territory and has Brazil as its main part-
ner in South America (Louise, 2023). In this sense, 
cross-country studies can provide relevant insights 
into the country’s relationship. 
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2.2. Survey questionnaire

The following two constructs were measured: work 
value and attitude toward technology. It used two dif-
ferent validated scales. Work values were measured 
based on the research of Arora et al. (2020), which 
was conducted with Gen Z students in five postgradu-
ate and undergraduate colleges in India. The authors 
used a 25-item scale developed by Lyons et al. (2009) 
in order to measure four dimensions regarding work 
values, namely, instrumental values (nine items), cog-
nitive values (eight items), social/altruistic values (four 
items), and prestige values (four items). The measure-
ment for each item based on Lyons et al. (2009) was 
on a 5-point Likert scale regarding its level of impor-
tance, including “not at all important,” “somewhat 
important,” “important,” “very important,” and “ab-
solutely essential.” Participants were asked to indicate 
how important each statement would be in deciding 
whether to accept a potential job or stay in a job.

The sample group’s attitude toward technology was 
measured using the “Media and Technology Usage and 
Attitudes Scale” provided by Rosen et al. (2013). As 
the authors suggest this method for various research 
fields, a subscale of the 60-item scale was extracted 
for this paper. Four dimensions were included in this 
work: positive attitude (six items), anxiety and depen-
dence (three items), negative attitude (three items), 
and preference for task switching (four items). The 
items were measured on a 5-point Likert scale ranging 
from “strongly agree” to “agree,” “neither agree nor 
disagree,” “disagree,” and “strongly disagree.” Partici-
pants were asked to what extent they agreed with the 
statements when thinking about technology in their 
daily lives. For the Brazilian population, the questions 
were translated from English to Portuguese using the 
professional method of translating scales. A translation 
to German was not found to be necessary. All questions 
were then transferred to the online portal, Lime Survey.

2.3. Sample

A non-probability sampling method was chosen 
with the assistance of convenience and volunteers, 
including the snowball technique. In total, 146 re-
sponses were counted as valid for the analysis. Cron-
bach’s alpha was evaluated with 122 valid cases, 
while 24 were excluded. For the first variable, birth 

year, the results show that most participants stated 
their birth year between 1997 and 2000 [f(1997)=19; 
f(1998)=21; f(1999)=15; f(2000)=25]. For nationality, 
there are 60 Brazilians and 62 Germans. The study 
presents a balanced sample in terms of nationality, 
which contributes to the cross-country analysis. How-
ever, it is not a generalizable sample given the choice 
of the non-probabilistic sample technique.

In the next step, the links were forwarded to Bra-
zilians and Germans among acquaintances of the re-
searcher. Furthermore, they were asked to distribute 
the link to friends that matched the inclusion criteria. 
Platforms used for distribution were WhatsApp and In-
stagram. Geographically, answers were mostly collect-
ed in the regions of Bavaria (Germany) and Fortaleza 
(Brazil) because of the snowball technique using social 
connections among participants. Both regions are rec-
ognized as less cosmopolitan than, for example, Berlin 
and Sao Paulo. The survey was online from January to 
February 2023. The current global scenario is charac-
terized by exponential growth in technology, triggering 
profound transformations in ways of working. The con-
vergence of innovations such as artificial intelligence, 
automation, and cloud computing is redefining tradi-
tional employment structures and driving a digital in-
dustrial revolution. The rise of remote work, facilitated 
by digital connectivity, is challenging conventional no-
tions of workspace, enabling unprecedented flexibili-
ty. Furthermore, the need for specialized skills in the 
digital era is shaping the dynamics of the job market, 
demanding constant adaptation from professionals.

2.4. Data analysis

Frequency tables were created for socio-demo-
graphic variables to get an overview of the number 
of respondents for each category. A descriptive anal-
ysis was performed for each dimension, including the 
mean and standard deviation. As a next step, Cron-
bach’s alpha was calculated for the two scales’ atti-
tudes toward technology and work values to check 
for the reliability of the items. 

To evaluate differences between Brazilian and 
German Gen Z, a t-test was conducted for these two 
groups. They come from two different populations in 
their respective countries. Logistic regression models 
use a binary variable as the dependent variable (na-
tionality 1=Brazilian; 0=German) and as independent 
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variables work values and attitudes toward technolo-
gy dimensions. Therefore, an independent t-test was 
performed. It used the software Stata 13.0 for the 
data analysis.

3. RESULTS

The results show the analysis of work values in 
four dimensions: instrumental, cognitive, social/altru-
istic, and prestige. The attitudes toward technology 
are also analyzed in four dimensions.

3.1. Work values

Cronbach’s alpha was calculated with 122 valid 
cases and 24 excluded out of the total of 146. With a 
total number of 25 items, Cronbach’s alpha resulted 
in a reliability of α>0.891, which is considered to be a 
good reliability of the scale. When items were delet-
ed, Cronbach’s alpha showed almost no differences, 
and it remained at α>0.80. 

Analyzing the work values for Brazilian Gen Z re-
sulted in having the opportunity for advancement in 
their career, cognitively, [M(B)=4.88, SD=0.324] as 
“being almost absolutely essential.” This is followed 
by an instrumental value: “working in an environment 
that allows you to balance your work-life with your 
private life and family responsibilities.” [M(B)=4.70, 
SD=0.462]. The least important factor for Brazilian 
Gen Z was to have authority in terms of organizing and 
directing the work of others [M(B)=3.08, SD=1.124]. 

For German representatives of Gen Z, the least im-
portant aspects were all found in the prestige dimen-
sion, with the result that they were just somewhat 
important. This included, as for Brazilians, the aspect 
of authority [M(G)=2.24, SD=0.935], although com-
paratively lower. On the other hand, the ability to bal-

ance work and private lives [M(G)=4.42, SD=0.666], 
was most important to German Gen Z. 

The mean for each nationality regarding the four 
dimensions indicated a difference between Brazilian 
and German Gen Z work values, and Brazil scored 
higher on each dimension, i.e., instrumental work 
values: M(B)=4.48; M(G)=3.88; cognitive work values: 
M(B)=4.29; M(G)=3.70; social/altruistic work values: 
M(B)=4.09; M(G)=3.55; and prestige work values: 
M(B)=3.65; M(G)=2.60). To measure significant dif-
ferences between both nationalities, the t-test was 
applied. For all of the dimensions of work values, sig-
nificant differences were found (p<0.000). Figure 1 il-
lustrates the mean differences related to work values.

Considering the logistic regression, the variables 
that explain the difference between Brazilians and 
German participants are instrumental work values 
and prestige work values. Table 1 presents the result 
of logistic regression and the mean differences.

Table 1. Work value regression model results.
Coefficient SE Z p-values 95% Confidence interval Interval

Instrumental 0.337802 0.0896252 3.77 0.000 0.1621398 0.5134641

Cognitive 0.0442986 0.1038052 0.43 0.670 -0.1591559 0.2477531

Social/altruistic -0.0150969 0.1246683 -0.12 0.904 -0.2594422 0.2292485

Prestige 0.5308553 0.1508614 3.52 0.000 0.2351725 0.8265382

Constant -2.045.679 3.859.683 -5.30 0.000 -2.802.162 -1.289.195

Statistically significant values are denoted in bold.
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Figure 1. Work values.
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For work values, it can be stated that the four di-
mensions, i.e., instrumental, cognitive, social/altruistic, 
and prestige presented significant differences, while 
the dimensions social/altruistic and cognitive did not 
present significant coefficients in the regression logistic. 
Combining the results, the hypothesis H1: The Brazilian 
and German people of Generation Z present differences 
regarding their work values is supported by the sample. 

3.2. Attitude toward technology

Cronbach’s alpha was evaluated with 122 valid cases, 
while 24 were excluded. With 16 items on the scale, the 
result showed a reliability of α>0.659. Although this can 
be seen as uncertain regarding reliability, it was decided 
to keep the scale as it has been used in previous studies. 

Brazilians of Generation Z agreed the most with 
the statement, “Technology will provide solutions to 
many of our problems.” [M(B)=4.48, SD=0.624], while 
for German representatives it was the statement “I 
feel it is important to be able to access the Internet 
any time I want.” [M(G)=4.23, SD=0.857]. However, 
German Gen Z disagreed mostly with the statement, 
“I get anxious when I don’t have the Internet available 
to me.” [M(G)=2.68, SD=1.170] and Brazilian Gen Z 
with “New technology makes life more complicated.” 
[M(B)=2.02, SD=1.017]. 

When calculating the mean for Brazilian and Ger-
man Gen Z regarding each dimension, it became vis-
ible that Brazilians had a more positive [M(B)=4.05; 
M(G)=3.68] and less negative attitude [M(B)=2.66; 
M(G)=3.37] than Germans toward technology. For 
-t-test, both dimensions are statistically different. 
Regarding anxiety and dependence on technolo-
gy, Brazilians scored slightly higher than Germans 
[M(B)=3.47; M(G)=3.21]. For both nationalities, the 
scores in the dimension of preference for task switch-

ing were low [M(B)=2.50; M(G)=2.81]. For the last 
two dimensions, the means are equal. Figure 2 illus-
trates the mean differences related to work values.

Considering the logistic regression, the variables 
that explain the difference between Brazilian and Ger-
man participants are positive and negative attitudes. 
Table 2 presents the result of logistic regression and 
the mean differences.

For attitudes toward technology, it can be stated 
that two dimensions presented significant differenc-
es. Considering that differences were found, hypoth-
esis H2: The Brazilian and German people of Gener-
ation Z present differences regarding their attitude 
toward technology is supported by the sample. 

4. DISCUSSION

This study compares Gen Z in Brazilian and Ger-
man contexts. It is important to highlight that these 

Table 2. Technology regression model results.
Coefficient SE Z p-values 95% Confidence interval Interval

Positive 0.1818708 0.0774044 2.35 0.019 0.030161 0.3335807

Anxiety/Dependence 0.0333881 0.0792251 0.42 0.673 -0.1218902 0.1886665

Negative -0.2514758 0.0860552 -2.92 0.003 -0.420141 -0.0828106

Task switching -0.0773865 0.0561225 -1.38 0.168 -0.1873845 0.0326116

Constant -146.747 1.926.536 -0.76 0.446 -5.243.412 2.308.472

Statistically significant values are denoted in bold.
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countries have cultural differences. Using Hofstede, 
Hofstede, and Minkov’s (2010) model, a largely used 
perspective to understand differences among nation-
al cultures, Martins et al. (2013) emphasize that Brazil 
and Germany present differences in the dimensions 
of the model. Germany presents higher scores for 
individualism and masculinity, and Brazil presents 
higher scores for power distance and long-term ori-
entation, but the tolerance for unexpected events is 
similar in both countries (Martins et al., 2013). Smith 
et al. (2022) compare cultural differences between 
Brazil and Germany in the complex problem-solving 
process. Brazilians may tend to have more emotional 
expressiveness and are not restricted to formal com-
munication, while Germans may be more focused on 
orderliness and planning (Smith et al., 2022). These 
cultural differences can also be perceived in work val-
ues and attitudes toward technology, as discussed in 
this study. 

4.1. Work values

The results for work values suggest that Brazilian 
and German Gen Z differ in many aspects regarding 
their attitude at work. While for all the dimensions, 
the results show a high mean average, for Brazilians, 
the score is higher. An explanation for the difference 
could be their distinctive experiences in the labor 
market. The circumstances in which this generation 
grew up in each country are different, and, therefore, 
their geographical location might also impact their at-
titude, as Ryder (1965) commented. 

For Brazilian Gen Z, the most important work val-
ue is the opportunity for career advancement, fol-
lowed by balancing private and work lives. Career 
advancement was identified as being less important 
for German respondents. Colet and Mozzato (2019) 
see a relationship between online usage and aiming 
for fast career development. The findings can confirm 
this statement, as German participants have a more 
negative attitude toward technology and are less in-
terested in career advancement.

Further instrumental items that show a difference 
between Brazilians and Germans are salary and job 
security, which can also be traced back to the labor 
market situation that is more stable in Germany with 
a higher employment rate and higher wages (Organi-
sation for Economic Co-operation and Development, 

2022b). The importance of recognition and feedback, 
as indicated by Weitzel et al. (2020), could be con-
firmed in the findings with a higher score for Brazil-
ians. Having a supportive supervisor is important to 
both nationalities and coincides with Pichler et al. 
(2021). On the other hand, the fact that Gen Z likes 
to work autonomously and independently coincides 
with Chillakuri and Mahanandia (2018). 

Regarding social/altruistic aspects, Barhate and 
Dirani’s (2022) findings confirm that Gen Z prefers 
to work in a fun and lively working environment and 
have coworkers with whom they can form friend-
ships. The difference could be detected in doing work 
that allows for helping people. This difference can be 
explained by the level of individualism in each coun-
try, as stated by Seemiller et al. (2019). While for Bra-
zilians, it is almost absolutely essential, for Germans, 
it is somewhat important.

Gen Z in both countries places less importance on 
doing work that is highly regarded by others. Rand-
stad (2021) indicates that this generation is likely to 
hold leadership positions, which the findings could 
not confirm. In both groups, the least value was 
placed on organizing and directing the work of oth-
ers. Offering a good work-life balance for employees 
is highly regarded by respondents from both coun-
tries, which should allow them to choose hours more 
freely and the opportunity to work remotely or work 
a four-day week, as indicated by Chillakuri and Mah-
anandia (2018). In addition, the findings show the im-
portance of recognizing good performance, providing 
constructive and frequent feedback, and creating a 
lively working environment. On the other hand, social 
interaction at work is less important for Gen Z.

As Brazilians place importance on helping people 
with their work, employers should find a way to ei-
ther first implement this aspect in their strategy or 
employer branding or, in the next step, communicate 
it openly and visibly. Another aspect is to pay Gen Z 
workers an adequate salary and provide job security, 
which will be attractive for this generation. In Germa-
ny, social and prestige work values are less important 
to this generation. Putting them in leadership posi-
tions or assigning them tasks or projects where social 
interaction is necessary can be less attractive to them. 

Nevertheless, fostering a fun organizational cul-
ture that allows for forming friendships with cowork-
ers can be a plus. Interesting and exciting work is also 
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valued by Gen Z. Therefore, businesses should find 
out individually in feedback conversations what ac-
tivities are most interesting for the employee. In ad-
dition, rotating jobs can be an opportunity to get to 
know other areas and improve or develop skills, as 
Chillakuri and Mahanandia (2018) suggested.

4.2. Attitude toward technology

Gen Z is often presented as a global generation 
that shares common beliefs, behaviors, and attitudes 
because they experience the same historical events 
and are connected through technology. Evaluating 
the responses of the Brazilian and German partici-
pants in Gen Z shows that their attitudes are relative-
ly neutral toward technology; for Brazilians, however, 
they are moving more in the positive direction. 

Brazilian Gen Z has a more positive attitude, stat-
ing that technology will provide solutions to prob-
lems, which coincides with the research of Broadbent 
et al. (2017), which indicates that Gen Z feels hopeful 
about technological advancements. As indicated by 
Colet and Mozzato (2019), Gen Z places much impor-
tance on having access to technology. The results also 
show this generation’s importance in accessing the 
Internet and finding information online anytime. Ger-
mans show a more negative attitude toward technol-
ogy because it isolates people and wastes too much 
time. This aligns with the findings that German Gen 
Z seems more dependent on their technology than 
Brazilians. 

For businesses, the findings suggest that different 
strategies for Brazilians and Germans should be im-
plemented when using technology in the workplace. 
The fact that Gen Z desires to use technology at work, 
as stated by Barhate and Dirani (2022), cannot be 
entirely backed up by the results. When dealing with 
Gen Z in Brazil, using technology in the workplace 
might not result in an issue as their attitude is posi-
tive. Nevertheless, it seems helpful to offer training 
opportunities that show the negative effects technol-
ogy can have. That could help people from this gen-
eration in Brazil deal with their anxiety when they are 
unable to access the Internet. 

In Germany, Gen Z should not get overwhelmed at 
work by using technology constantly, as their attitude is 
more negative, which could also lead to worse results 
in their tasks at work. Weitzel et al. (2020) also con-

cluded that Gen Zs feel exhausted when using technol-
ogy at work. Therefore, offering tasks that can be con-
cluded offline or having meetings and communication 
with coworkers and supervisors in an offline environ-
ment seems useful. In this sense, creating training op-
portunities that allow employees to establish a more 
positive relationship with technology is beneficial. 

5. CONCLUSION

Based on the study, it can be concluded that differ-
ences are found regarding the work values of Brazilian 
and German Gen Z. Brazilians’ work values, whether 
instrumental or extrinsic, are stronger. Although both 
nationalities are interested in having a good relation-
ship with their coworkers and less in social interac-
tion, they differ in terms of doing work where they 
can help other people. Prestige work values, espe-
cially having the authority to direct others, are more 
important for Brazilians than German Gen Z. Their 
attitude toward technology presents differences be-
tween Gen Z in both countries. While Brazilians have 
a more positive and less negative attitude regarding 
technology, Germans are neutral toward it and its 
negative side effects and express restraint in terms of 
the usage and development of technology.

Differences that exist between nationalities 
should be explored more. While the sample size lim-
its the generalizability of the findings, the approach 
provides insights on two areas that currently impact 
Gen Z, states their way of thinking, and contributes 
to presenting an understanding of the generation in 
both countries. Brazilian participants place high im-
portance on most of the evaluated work values. The 
highest are instrumental or extrinsic work values, in-
cluding salary, job security, feedback, having access to 
information, and work-life balance. The last two are 
also important factors for Germans, followed by in-
trinsic work values such as interesting work, freedom 
of choosing how and when to work, and the opportu-
nity to learn continuously. Brazilian Gen Z puts higher 
value on their career advancement and the possibility 
to apply knowledge they have developed during ed-
ucation. Regarding technology, Brazilians experience 
higher levels of anxiety in relation to the usage of the 
Internet and phones. Also, both nationalities are less 
in favor of multitasking and switching between tasks 
or activities intermittently. These research evidences 
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have practical implications for policies and strategies 
to attract and maintain workers from Gen Z and also 
have implications for multinationals or partnerships 
between countries in terms of adequate work condi-
tions and feedback, as well as expectations of align-
ment in multicultural teams.

Further research is needed as businesses imple-
ment strategies based on these findings targeting 
Gen Z in Brazil and Germany. Their effectiveness can 
be evaluated in terms of the attraction and retention 
of talents. Practitioners should consider conducting 
qualitative and quantitative analysis with Gen Z rep-
resentatives in Brazil and Germany and investigating 
further into specific employment sectors to provide 
more discussion about the effect of cultural differenc-
es in multicultural teams and remote work migration. 

As a contribution, the findings support that Gen 
Z presents differences according to nationalities rel-
evant to shaping their relationship with the work. 
Their relationship with technology differs, influencing 
how or if they prefer to use it in the workplace. Re-
garding work values, the importance of instrumental, 
cognitive, social/altruistic, and prestige values varies 
significantly between Brazilian and German Gen Z. 
The analysis of both constructs is interesting nowa-
days because of their interrelationship and the cur-
rent changes in global work boundaries. This implies 
proper talent management and adapting attraction 
and retention strategies to tackle the talent shortage.
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