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Germans are demanding
a more flexible
approach to work.
Brands can promote
workplace wellbeing
and hybrid working
through, for example,
remote work travel
programs.

Working Life – Germany – 2022

This report looks at the following areas:

• German workers' perceptions of at-home vs
out-of-home working
• Length and activities of breaks at work
• Work/life balance behaviours
• How likely workers are to look for a new job in
the next 12 months, and why they are likely to do
so
• Interest in various employee benefits and
initiatives
• Workers’ behaviours towards employers’ social,
ethical and environmental policies

Overview

27% of German workers are likely to look for a new job in the next 12 months, peaking at 40%
among those aged 16-34. While money is the main motivator for an expected career change
due to rising living costs, German employees also strive for a better work/life balance and
career progression.

For many German workers, the pandemic upended working routines, as working hours and
locations have become a lot more flexible. As a result, German workers' demand for more
flexible working patterns is a COVID-19 legacy that is here to stay, and many German
businesses have already adopted a hybrid working approach.
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This has a significant impact on consumer lifestyles. For example, workers eat their lunch
more often at home and appreciate wellbeing benefits to overcome potential challenges of
work/life blending.

Brands need to adjust and find opportunities in catering to these changing habits, even
with the help of cross-category corporations (eg in the form of super apps like Careem,
which provides a host of daily services that people need to move around, order food, shop
and transfer money).

Beyond this, the strong job market holds great potential for brands to support employers who
strive to be successful in retaining and attracting employees. As only 58% of German workers
are happy with their work/life balance, products and services that support stress relief and
wellbeing will appeal to overworked Germans in particular.
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Report Content

EXECUTIVE SUMMARY

Key issues covered in this Report

• Overview

Market context

• The German labour market faces significant labour shortages

- Graph 1: job vacancies, Q1 2020-Q1 2022

• Gen Z and Younger Millennials show ambitious career change plans

- Graph 2: likelihood of looking for a new job in the next 12 months (net), by generation, 2022

• Rising consumer prices eat up wage growth

- Graph 3: development of real and nominal earnings and consumer prices, Q1 2020-Q1 2022

• Dissatisfaction with work/life balance is a breeding ground for mental illnesses

- Graph 4: work/life balance behaviours, 2022

Opportunities

• Focus on flexible working models

• Invest in outstanding initiatives that delight less-loyal employees

• Prioritise mental and physical wellbeing

• Offer benefits that contribute to financial support

• Quick download resources

MARKET DRIVERS

German economy

• Strong post-COVID-19 bounceback, followed by a period of slower growth

- Graph 5: key economic data, in real terms, 2019-23

• Inflation is the key concern in 2022 for consumers, brands and the economy...

• ...impacting financial wellbeing and consumer expenditure

• The impact of the economy on working life

• High inflation puts pressure on household budgets

- Graph 6: financial confidence over the next year, by employment status, 2022

• High inflation puts pressure on household budgets

- Graph 7: household and lifestyle issues faced in the last two months, 2022

Labour market

• Short-time work as an effective measure against unemployment
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• Unemployment rates continue to fall

- Graph 8: unemployment rate, original value, 2021-22

• Labour shortages are prevalent

Working lifestyles

• COVID-19 acted as a catalyst for flexible working patterns

• New Work revolutionises the working life

• Women are more likely to work part-time

- Graph 9: part-time rates, 2022

• The German gender pay gap is consistently in decline, but still amounted to 18% in 2021

- Graph 10: percentage difference in average gross hourly earnings between men and women, 2015-21

Mental health

• Mental illnesses are on the rise

WHAT CONSUMERS WANT AND WHY

Perceptions of at-home vs out-of-home working

• Flexibility is the core benefit of working from home

- Graph 11: workers' perceptions of at-home vs out-of-home working, 2022

• Combine the best of both worlds...

- Graph 12: selected workers' perceptions of working from home, by work location, 2022

- Graph 13: selected workers' perceptions of working out of the home, by work location, 2022

• ...and appreciate the benefits of flexible working to stand out from the competition

• Get inspired by citizenM to create third spaces

• Cater to digital nomads with greater flexibility in terms of remote work

• Remote Year offers a wide range of remote work travel programs

• TUI attracts remote workers with special work &amp; vacation offers

• Rethink office space to attract young talent

• Learn from Accenture's Metaverse to impress younger workers

Work breaks: what consumers do

• Support employees in making the most of their work break

• Over half of German workers prepare their lunch themselves

- Graph 14: activities during lunch/main break, 2022

• A chance for healthy lunch options

• Promote digital detox during work breaks

• Create the foundations for nap breaks
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Wellbeing at work

• Almost half of German workers often work longer than their contracted hours

- Graph 15: behaviours regarding wellbeing at work, 2022

• Focus on workers who are not satisfied with their work/life balance...

- Graph 16: select behaviours regarding wellbeing at work, % agree, by satisfaction with work/life balance, 2022

• ...as a healthy work/life balance is key for retention

• Connect workers with nature to relieve stress

• Support women in managing everyday obligations

• Promote wellbeing benefits to younger workers who feel under pressure

- Graph 17: selected behaviours regarding wellbeing at work, by age, 2022

• A sweet spot for wellbeing apps to foster the mental health of young workers

- Graph 18: whether health/wellbeing apps would be used for advice on each of the following, by age, 2021

• Modern Health is the one-stop-shop for employee mental health benefits

• Take a holistic approach to mental and physical wellbeing

• Healing Holidays offers long-stay wellness retreats

• Make social events at work healthier

• Encourage older colleagues to socialise

Career changes: what consumers consider and why

• Almost a third of German employees expect a career change

• Retention of Gen Z and Younger Millennials will be a challenge

- Graph 19: likeliness of looking for a new job in the next 12 months (Net), by generation, 2022

• Appreciate workers of higher age and with valuable work experience

• Money is the main motivator for an expected career change

- Graph 20: reasons for an expected career change, 2022

• Offer benefits that contribute to financial support

• FlexxPay offers new financial flexibility for employees

• German workers strive for a healthy work/life balance

• Promote women with ambitious career plans

• Take inspiration from Unilever to appeal to career-oriented employees

Expectations towards employers

• Flexibility at work is a core demand

- Graph 21: interest in employee initiatives/benefits, 2022

• Interest in wellbeing benefits highest among exhausted, younger women

• Younger workers value benefits that save them money

- Graph 22: interest in selected initiatives/benefits, by age, 2022

• A chance for 'mobility as a service' solutions
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• Get inspired by MUNCH:ON to create win-win situations for restaurants and hungry workers

• Pay transparency needs to be pushed in the workplace

- Graph 23: behaviours towards employers' social, ethical and environmental initiatives, 2022

• Outstanding performance is needed to satisfy less-loyal employees

- Graph 24: behaviours towards employers' social, ethical and environmental initiatives, by expected career change

(NET), 2022

• Implement volunteer programs to improve hiring and retention

LAUNCH ACTIVITY AND INNOVATION

Recruitment activities

• SAP proves creativity to promote job vacancies

• Klarna bets on success stories

• Google Deutschland provides exclusive employee insights

APPENDIX

Appendix – products covered, abbreviations, consumer research methodology and language usage

• Products covered in this Report

• Abbreviations

• Consumer research methodology

• CHAID analysis – methodology

• CHAID analysis

• A note on language
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About Mintel Reports: Germany

Access our reports now and get the most
accurate, credible and powerful data, insights
and analysis. Mintel Reports Germany gives you
everything you need to know about what German
consumers want and why.

In each report, we're analysing the market, new
product innovations and the competitive
landscape, as well as consumer behaviours
across Germany. Our local analysts, supported by
our team of global experts then translate it into
what it means for you.

What makes us unique?

A 360-degree view of German
markets

Experienced analysts based in
Germany

Expert-led support from global
category experts

How Mintel Reports Germany will help your business grow:

Identify future
opportunities by
understanding what
German consumers want
and why

Make better decisions
faster by keeping
informed on what's
happening across your
market

See the trends and innovations
impacting Germany both on a
local and global level
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Disclaimer
This is marketing intelligence published by Mintel.
The consumer research exclusively commissioned
by Mintel was conducted by a German licensed
market survey agent (See Research Methodology
for more information).

Terms and Conditions of use
Any use and/or copying of this document is subject
to Mintel‘s standard terms and conditions, which are
available at http://www.mintel.com/terms

If you have any questions regarding usage of this
document please contact your account manager or
call your local helpdesk.

Published by Mintel Group Ltd
www.mintel.com

Help desk
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