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Overview
CHAPTER 01



Description: As of December 2022, Generation X was the most represented group among the generations in Germany at almost 16.7 million people. The second largest group, Generation Y, comprised around 16.3 million people. Read more
Note(s): Germany; December 31, 2022
Source(s): Statistisches Bundesamt 
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Number of residents in Germany in 2022, by generation (in millions)
Number of residents in Germany 2022, by generation

http://www.statista.com/statistics/1309594/residents-by-generation-germany


Description: 40-59-year-olds make up the largest age group in Germany, at 23 million people. The most recent figures from 2022 confirm that the next-largest age group was 65 years and older, at 18.66 million. Read more
Note(s): Germany; December 31, 2022
Source(s): Statistisches Bundesamt 
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Population of Germany as of December 31, 2022, by age group (in 
millions)
Population of Germany 2022, by age group

http://www.statista.com/statistics/454349/population-by-age-group-germany


Description: As of December 2022, approximately 27.6 percent of men and 26.9 percent of women in Germany were aged between 40 and 59 years. Read more
Note(s): Germany; December 31, 2022
Source(s): Statistisches Bundesamt 
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Population distribution in Germany as of December 31, 2022, by age 
group and gender
Gender distribution in Germany 2022, by age group

http://www.statista.com/statistics/1310052/population-by-age-group-gender-germany


Description: In 2022, around 29 percent of Generation Z in the world were caused the most worry by living costs. More of Gen Z in Germany, 39 percent, were worried the most by climate change, compared to the rest of the world, where 24 percent of people were 
worried by it. Read more
Note(s): Worldwide, Germany; November 24, 2021 to January 4, 2022; Worldwide: 14,808 Germany: 500; 18-26 years; Top 5
Source(s): Deloitte 
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Which societal challenges cause you the most worry?
Societal challenges facing Generation Z worldwide and in Germany in 2022

http://www.statista.com/statistics/1375620/societal-challenges-generation-z-worldwide-germany


Description: In 2022, the highest number of abortions was recorded in the age group of 30-35 years. The timeline shows the number of abortions in Germany from 2012 to 2022, broken down by age group. Read more
Note(s): Germany; 2012 to 2022
Source(s): Statistisches Bundesamt 
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Number of abortions in Germany from 2012 to 2022, by age group
Number of abortions in Germany 2012-2022, by age group

http://www.statista.com/statistics/1310088/abortions-number-age-group-germany


Description: In 2022, the majority of crimes suspects in Germany were adults aged 21 years and older. In total, there were 1,650,540 crime suspects that year. There were just over 93,000 suspects under the age of 14. Read more
Note(s): Germany; 2022
Source(s): Bundeskriminalamt 
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Number of crime suspects in Germany in 2022, by age group
Number of crime suspects in Germany 2022, by age group

http://www.statista.com/statistics/1310131/crime-suspects-age-group-number-germany


Description: In 2023, around 20 percent of Gen Y or millennial respondents in Germany supported the Bündnis 90/Die Grüne party. 23 percent of those in Generation X supported the CDU/CSU. The figures are based on a survey conducted in Germany regarding 
respondents' values and attitude to life. Read more
Note(s): Germany; 2023; 14 years and older; German-speaking population
Source(s): IfD Allensbach 
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Most likeable political parties in Germany in 2023, by generation
Most likeable political parties Germany 2023, by generation

http://www.statista.com/statistics/1372999/political-parties-affiliations-generations-germany


Description: In 2023, almost 91 percent of Gen Z respondents in Germany stated that having good friends and close relationships with other people was especially important to them. Nearly 87 percent of Millennials and 85 percent of Generation X respondents shared 
this view. The figures are based on a survey conducted in Germany regarding respondents' values and attitude to life. Read more
Note(s): Germany; 2023; 14 years and older; German-speaking population
Source(s): IfD Allensbach 

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Having good friends, close relationships with other people
Having lots of fun, enjoying life

Being there for family, stand up for family
Independence, being largely able to make life decisions for oneself

Having intense experiences, adventures, thrills
Professional success

A happy romantic relationship
A life with variety, keep having new experiences

Continuously learning new things
Social justice

Experiencing the world, other countries and cultures
High income, material prosperity

Help people who are in need
Social advancement

84.6%

65.3%

82.6%

70.7%

33.6%

55.9%

77.5%

45.6%

48.2%

62.4%

42.1%

39%

54.7%

33.4%

86.6%

71.3%

79.3%

69.9%

43.8%

61.5%

79.4%

50.8%

52.2%

58.6%

44.5%

43.4%

50.7%

38.5%

90.5%

80.9%

71.3%

68.7%

62.2%

60.2%

60%

57.4%

55.3%

52.9%

52.8%

48.7%

48.2%

36.4%

Generation X (41-56 years) Generation Y (26-41 years) Generation Z (14-26 years)

Share of respondents

11

Share of respondents that agreed that the following values and attitudes 
towards life are important and desirable in Germany in 2023, by generation
Values and attitude to life in Germany 2023, by generation

http://www.statista.com/statistics/1310146/generations-values-attitudes-life-germany


Finances and career
CHAPTER 02



Description: In 2021, more than half of Gen Z respondents in Germany had a savings account, while almost 20 percent had a building loan contract. Among Millennials (Gen Y), 25.9 percent had a building loan contract, while the same was true for 26.4 percent of those 
aged between 41 and 55 years (Gen X). The figures are based on a survey conducted in Germany. Read more
Note(s): Germany; 2021; 14 years and older; German-speaking population; * Riester financial products are referred to as such since they were developed during Walter Riester's term as Minister of Labour and Social Affairs. The Riester pension [...] Read more
Source(s): VuMA 
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Generations in Germany in 2021, by household ownership of financial 
investments
Generations in Germany 2021, by household ownership of financial investments

http://www.statista.com/statistics/1311198/generations-financial-investments-germany
http://www.statista.com/statistics/1311198/generations-financial-investments-germany


Description: In 2022, around 25 percent of Generation Z in Germany had acquired sustainable investments. 41 percent of people in both Generations Y and Z were interested in making sustainable investments. Read more
Note(s): Germany; May to June 2022; 4,054 respondents; 18 years and older
Source(s): Swiss Life 
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Acquisition and interest in sustainable investments among Generations Y 
and Z in Germany in 2022
Acquisition and interest in investments by Generations Y and Z Germany 2022

http://www.statista.com/statistics/1377663/acquisition-interest-investments-generations-y-z-germany


Description: In 2022, around 43 percent of millennials in Germany used family and friends as a source of financial information. The second most popular source was consultations, which were used by 38 percent of people surveyed. Read more
Note(s): Germany; May to June 2022; 4,054 respondents; 18 years and older
Source(s): Swiss Life 
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Leading information sources for Generation Y on the topic of finance in 
Germany in 2022
Leading financial information sources for Generation Y in Germany 2022

http://www.statista.com/statistics/1377685/leading-financial-information-sources-generation-y-germany


Description: In 2022, around 70 percent of millennials were working full-time. 40 percent of GenZ were in full-time education. Only one percent of both GenY and GenZ were in temporary employment or freelancers. Read more
Note(s): Germany; November 24, 2021 to January 4, 2022; 300 Millennials, 500 GenZ; 18-38 years
Source(s): Deloitte 
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Employment status of GenZ and Millennials in Germany in 2022
GenZ and Millennials: employment status in Germany in 2022

http://www.statista.com/statistics/1373011/employment-status-genz-millennial-germany


Description: In 2022, the most important aspect of a workplace for both GenZ and millennials was to have a good work-life balance. Similarly, almost 30 percent of both GenZ and millenials also chose their workplace due to learning and development opportunities. 
Read more
Note(s): Germany; November 24, 2021 to January 4, 2022; 300 Millennials, 500 GenZ; 18-38 years
Source(s): Deloitte 
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Important workplace qualities for GenZ and millennials in Germany in 
2022
Reasons GenZ and millennials chose their workplace Germany 2022

http://www.statista.com/statistics/1373143/choosing-employers-genz-millennial-germany


Free time and media usage
CHAPTER 03



Description: In 2023, almost 86 percent of Gen Z respondents went to eat out often or occasionally in their free time, while over 68 percent went to discos or clubs. This share was lower among Gen Y and Gen X with just over half of Millennials and a less than a quarter 
of Gen X respondents going out to discos or clubs either frequently or at least occasionally. The figures are based on a survey conducted in Germany in 2023. Read more
Note(s): Germany; 2023; 14 years and older; German-speaking population
Source(s): IfD Allensbach 
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Generations in Germany in 2023, by leisure activities pursued frequently 
or occasionally
Generations in Germany in 2023, by leisure activities pursued often or occasionally

http://www.statista.com/statistics/1310736/popular-leisure-activities-by-generation-germany


Description: In 2021, almost 22 percent of young people in Germany aged between 14 and 19 years went to discos and clubs several times a month. Among 20 to 25-year-olds, 29 percent did the same. The figures are based on a survey conducted in Germany in 2021. 
Read more
Note(s): Germany; 14 years and older; German-speaking population
Source(s): VuMA 
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Share of young people going to discos and clubs in Germany in 2021, by 
frequency
Young people going to discos and clubs in Germany 2021, by frequency

http://www.statista.com/statistics/1310759/young-people-discos-clubs-frequency-germany


Description: In 2021, 27 percent of young people in Germany aged between 14 and 19 years exercised several times a month. Among 20 to 25-year-olds, 25.5 percent did the same. The figures are based on a survey conducted in Germany in 2021. Read more
Note(s): Germany; 14 years and older; German-speaking population
Source(s): VuMA 
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Share of young people exercising in Germany in 2021, by frequency
Young people exercising in Germany 2021, by frequency

http://www.statista.com/statistics/1310796/young-people-exercising-frequency-germany


Description: This statistic shows the results of a survey on the regular reading habits of teenagers in Germany from 2002 to 2022. In 2022, 32 percent of German teens stated that they read books daily or several times a week. Read more
Note(s): Germany; 2002 to 2022; 1,000 to 1,200; 12-19 years; Only printed books
Source(s): mpfs 
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Share of teenagers who read books daily or several times a week in 
Germany from 2002 to 2022
Regular book consumption of teenagers in Germany 2002-2022

http://www.statista.com/statistics/455226/teens-regular-reading-habits-germany


Description: In 2022, around 14 percent of German teenagers stated that they read a daily newspaper either daily or several times a week, compared to 32 percent who read books with the same frequency. This statistic shows data on the print media usage of 
teenagers in Germany from 2004 to 2022. Read more
Note(s): Germany; 2004 to 2022; between 1,000 and 1,208 teens; 12-19 years
Source(s): mpfs 
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Share of teenagers who used the following types of media daily or several 
times a week in Germany from 2004 to 2022
Print media usage of teenagers in Germany 2004-2022

http://www.statista.com/statistics/381260/teenagers-usage-of-print-media-germany
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