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WE’RE UNITED  
BY ONE THING
We’re here to make a positive impact on the lives 
of young people. Whether they’re looking for higher 
education, apprenticeship or graduate opportunities, 
we’re here to support them and help them make the 
best decisions for the future. 

But we can’t give them the right advice without the right 
information. So, we take it upon ourselves to keep on 
top of understanding our audience. What drives them? 
What motivates them? What are they worried about? 
How do they make decisions? And ultimately, what 
makes them choose the careers they do.

If this year has taught us anything, it’s the importance of 
working together to do something positive.

So, we’re delighted to come together and share what 
we believe is an incredibly insightful report with you.
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WELCOME

I’m absolutely delighted to be able 
the share the findings of our first ever 
collaborative research project with 
you. It’s certainly been a turbulent 
and challenging year for all of us, and 
especially for young people. They’ve 
already had to navigate and overcome 
significant change, but as we head into 
the new academic year, their futures 
have never looked so uncertain.

One thing that is certain however, is 
the fact that the futures of our young 
people matter. And what’s important to 
them matters too. 

In order to effectively support them in 
making decisions about their future — 
whether that’s continuing onto higher 
education or choosing which employer 
to join as an apprentice or graduate, 
we need to recognise what they care 
about, what drives them and what 
they want from their lives, careers and 
futures.

By building a deeper understanding 
of our audience, we can ensure that 
our interventions are targeted, timely 
and will ultimately help to break down 
barriers, raise aspirations and help 
young people achieve their ambitions.

From day one of this project, our 
plan has been to provide actionable 
insight that would help apprentice 
and graduate employers connect with 
young people better. And we believe 
we’ve accomplished this. We hope 
you find our insights interesting and we 
really appreciate you taking the time to  
read them. 

Thank you.

Jackie Grisdale 
Youth Marketing Strategist, SMRS

Firstly, I’d like to thank you for taking 
the time to read this research report. 
The insights have been eye-opening, 
and we are confident that student 
employers, in particular, will find  
these useful.

It’s no surprise that the Coronavirus 
pandemic has had a significant impact 
on the UK society and the world at 
large. The overall student experience 
this year has been particularly unique 
with unexpected school closures, 
cancelled summer work experience 
programmes, and of course the 
confusion over the grades. 

While the overarching implications  
of these on their future remain 
somewhat unclear, it is admirable to 
note that young people across the 
country are quite clear on what they 
value and prioritise.

We urge student employers and 
recruiters to take note of the changing 
views of these young people and 
recognise the dramatic changes that 
they’ve experienced in their education, 
employment and routines. But above 
all, understand the reasons behind their 
motivations and what drives them. 

We believe that this is the key to 
building a diverse talent pool who  
will be future torchbearers for  
your organisation. 

Conor Cotton 
Head of Employer Strategy, 
Springpod
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IT’S THE BIG STUFF  
THAT REALLY MATTERS 

Longer term societal and 
global issues are the top 

concern for young people.

DRIVEN TO MAKE  
A DIFFERENCE

A career with meaning 
and purpose is the most 

compelling when it  
comes to career choice.

THINKING ABOUT  
TOMORROW 

Young people are increasingly 
future focussed when it 

comes to careers.

A CLOSER LOOK  
AT SHARING  

Personal networks are highly 
important and influential.

We set out to find as much as we could about our audience  
— uncovering an incredible amount of insight. 

Pages and pages of statistics, graphs, diagrams and quotes have been analysed and we  
have identified five key themes, which we believe could shape future strategies.

FROM CHOOSING BRANDS 
TO CHOOSING EMPLOYERS 

There’s more similarity in 
brand choice and employer 
choice than you may think.

FIVE KEY THEMES FOR YOU TO EXPLORE
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IT’S THE BIG STUFF
THAT REALLY MATTERS

THEME 1:
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LONGER TERM SOCIETAL AND GLOBAL ISSUES ARE THE TOP CONCERN FOR YOUNG PEOPLE

This generation of young people has grown up 
through challenging times. And more challenges 
lie ahead. With the global pandemic, the death of 
George Floyd (and the resulting Black Lives Matter 
movement) and the imposing figure of Brexit looming 
large over the horizon, we wanted to find out what 
issues are really concerning these young people.

RACISM TOPS THE AGENDA

Given recent events, it’s no surprise to see this come 
out on top. 48% of respondents selected racism as 
a top issue. Understandably, this concern is higher in 
those identifying as female or BAME — with 87% 
of Black respondents ranking racism in the top three 
areas of concern.

When you look at this in the context of the workplace, 
it’s clear to see that they have a right to be concerned. 
Black people make up about 3.3% of the population 
of England and Wales, yet in 2019 this group held 
only 1.5% of the 3.7m leadership positions across the 
UK’s wider public and private sectors (according to 
Business in the Community1). 

THE IMPORTANCE OF MENTAL HEALTH 

Mental health and wellbeing have steadily been 
gaining more recognition in recent years, which is 
reflected in its ranking as the second highest area of 
concern in our survey.

When we look more closely at the groups who are 
most concerned with mental health, we can see that 
higher proportions of those identifying as White, or 
‘first generation to go to university’ highlight this as a 
top concern. 

Lack of control, anxiety around their future, economic 
pressures and the chaos surrounding exam results are 
all impacting negatively on the mental health of young 
people. So, we expect this to remain a top concern for 
the foreseeable future.

THE CORONAVIRUS CONCERN

Interestingly, this is a lot lower than you might expect. 
Coronavirus appears as a concern for less than 
20% of respondents, despite lockdown measures 
having only just been eased at the time of the 
survey. Unsurprisingly though, those who identify 
as Asian or aged 19-21 were the most concerned 
about Coronavirus — these concerns likely fueled by 
associated health statistics dominating the news.

1https://www.theguardian.com/money/2020/aug/17/headhunting-firms-
charged-with-diversifying-uk-boardrooms-still-mainly-white

https://www.theguardian.com/money/2020/aug/17/headhunting-firms-charged-with-diversifying-uk-boardrooms-still-mainly-white
https://www.theguardian.com/money/2020/aug/17/headhunting-firms-charged-with-diversifying-uk-boardrooms-still-mainly-white
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HOW DO THESE CONCERNS AFFECT  
CAREER CHOICES?

It’s very interesting to see how deeply these areas of 
concern run and how closely they link to the attributes 
that they look for in employers. For example, having 
an equality, diversity and inclusion policy was 
unanimously highlighted as top priority when this 
group choose an employer, which correlates to 
racism being the top concern for this audience.

Content of work, quality of training and development, 
and work life balance also rank highly, but their 
importance shifts from person to person; reflecting 
the issues that are of greatest concern. This is shown 
in how those who are concerned with mental health 
prioritise work life balance over content of the role  
and quality of training and development. Whereas 
those who are concerned about the environment  
are much more interested in an employer’s 
environmental credentials than the overall reputation 
of the organisation.

WHAT DOES THIS MEAN FOR YOU?

• Think about the prominence of equality, 
diversity and inclusion on your careers 
site. It might seem a heavy topic but it’s 
clearly important to the future talent you’re 
looking to attract.

•  It might seem obvious, but, consider 
how you showcase the diversity of your 
workforce to future talent. Showing 
diversity at all levels helps to evidence an 
inclusive environment.

•  Consider how you can show your 
supportive culture (if you have one) and 
your concern for mental health across your 
marketing and social media channels.
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FROM CHOOSING BRANDS 
TO CHOOSING EMPLOYERS

THEME 2:
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THERE’S MORE SIMILARITY IN BRAND CHOICE  
AND EMPLOYER CHOICE THAN YOU MAY THINK

The brands we align ourselves with help to inspire, 
entertain and define who we are. We wanted to see to 
what extent the attributes that draw young people to 
consumer brands apply to the drivers of choice when they 
make decisions about their employers.

QUALITY IS KING

When it comes to consumer brands, it’s clear that quality 
is the most important attribute, with 89% of respondents 
listing it in their top three. Trust (56%) and happiness (49%) 
are the attributes that make up second and third place, 
but you can’t ignore that nearly 30% fewer respondents 
placed these attributes in their top three. 

THEY LIKE BRANDS THAT STAND FOR SOMETHING

Young people are engaging with the brands they feel best 
reflect their values and beliefs. Nike, Apple and Adidas 
were amongst the top stated brands — we can’t help but 
feel that the way they’ve ingrained themselves in youth 
culture and their fearlessness in taking a stand enables 
them to predict future trends and act on them faster than 
their competition. 

THE POWER TO CHOOSE

We’ve found that young people are increasingly choosing, 
switching or boycotting brands based on their stand 
on a societal issue. Young people are more informed 
and empowered than ever before. They control the 
relationship they have with brands — deciding how and 
what advertising reaches them, and often seeking out 
information across channels to determine how authentic a 
brand is. 
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HOW DOES THIS REFLECT THEIR CAREER 
CHOICES?

Young people look for similar values and beliefs when 
they look at employers. When thinking about potential 
employers, quality, trust and happiness were, once 
again, amongst the top considerations when choosing 
where to apply. 

THEY CARE ABOUT YOUR APPROACH TO 
EQUALITY, DIVERSITY AND INCLUSION 

As discussed earlier, having an equality, diversity and 
inclusion policy was the top stated consideration. This 
shows a keen interest amongst students in ensuring 
the employers they apply to offer a fair and un-biased 
process and working environment. Significantly 
more females (67%), Black students (78%) and 
Asian students (68%) prioritised this issue. This is 
compelling evidence that shows how employers 
need to ensure that (like the brands discussed) they’re 
clearly articulating their position and being clear about 
their policies on their careers sites and other relevant 
channels and communications.

QUALITY MATTERS HERE TOO 

The standard of training and development programmes 
was another top consideration when choosing 
between employers, with 46% of all students rating 
this as extremely important. Females were more 
concerned about this than males, highlighting that 
for employers seeking to attract female talent, it’s 
vital to ensure they emphasise these aspects of their 
apprentice and graduate programmes.

HOW CAN YOU MAKE THEM HAPPY?

Work life balance was another high scorer. As 
students continue in the pursuit of happiness, they’re 
constantly searching for an equilibrium between the 
workplace and their social lives. Interestingly, those 
who chose consumer brands based on it making 
them happy, prioritised work life balance more than 
those who prioritised attributes like quality and trust.

OTHER INTERESTING PRIORITIES

We also spotted some other interesting nuances in 
the data that we’d like to mention. 26% of males 
felt having access to the latest technology was a 
significantly more important consideration, yet only 
15% of females rated this as extremely important. 

While top priorities are similar for BAME students, 
48% of Black students consider starting salary and 
the organisation’s culture more than the average 
across other ethnicities (39%).
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WHAT DOES THIS MEAN FOR YOU?

• Think carefully about stance you take 
on key societal issues and how you 
communicate this across your content  
and communications. Making the wrong 
move can significantly impact your  
brand’s appeal.

• When it comes to your employer brand 
values and attributes, make sure they are 
tailored for the youth market. 

• Always be authentic, they’ll see through 
you if you’re not.

• Don’t forget to emphasise your 
organisations values and purpose.

• Most of all, don’t treat young people as a 
Gen Z collective. Consider what employer 
brand values and attributes are important 
to the type of talent you’re looking to 
attract. Then clearly articulate an authentic 
value proposition that appeals to them.
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A CLOSER LOOK 
AT SHARING

THEME 3:
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Young people are all over social media. That’s a given. 
But we wanted to delve beneath the superficial stats 
to understand how they really want to receive and 
share information. 

EVERYBODY’S TALKING

Given the generational stereotype, we were a little 
surprised to see that word of mouth still dominates 
amongst this generation. A whopping 64% of 
participants stated that if they like something (brand, 
product or TV show), talking to friends directly about it 
was their primary way of sharing.

However, it’s important to point out that ‘talking to 
friends’ may well mean via messenger apps, as well 
as face to face conversations (especially in light of 
the restrictions of 2020). This personal approach was 
way ahead of sharing on social media, with only 17% 
of respondents preferring to share this way — equal 
to the number of respondents that would share a 
weblink.

WHAT CHANNELS WOULD THEY CHOOSE?

Rather than guessing what channels to put our 
messages on, we thought we’d just ask how they 
wanted to receive important and career related 
information. Their answers were very revealing,  
email is by far the preferred route, with respondents 
seeming to prefer to receive important information 
(82%) and career related information (76%) this way. 

Text messages, social media and apps like WhatsApp 
and Messenger were much further behind. Across 
the board, career related information being received 
through these channels scored much lower on 
preference, evidencing the importance of selecting 
the right channels for your messages.

However, there is an early indication that consumption 
preferences may be changing. When we analyse 
specific age segments we can see there is a much 
higher preference amongst under 16s for information 
to be shared through apps and video.

THE SOCIAL MEDIA BIT

We couldn’t get through a section about sharing 
without a further comment on social media. It is 
after all, a fundamental part of the lives of today’s 
young people. This involved exploring the frequency 
and preferences of a wide range of social platforms, 
we found that overall Instagram topped the leader 
board, with an overall average of 84% of respondents 
using it daily. This was followed by Snapchat (69%), 
YouTube (69%) and WhatsApp (46%). 

But when we examined specific segments, we 
started to see some strong preferences forming for 
each group. For example, Instagram is much more 
popular with those aged 19-21, 91% of this group use 
it daily, and this drops to just 64% with those under 
16. We see a similar pattern emerge for Snapchat, 
with 58% of under 16s using it daily compared to 
73% of those 16-18.  

PERSONAL NETWORKS ARE HIGHLY  
IMPORTANT AND INFLUENTIAL
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VIDEO CONTINUES TO RISE

Video content has been growing in popularity for 
years and the data shows this trend is set to continue. 
YouTube and TikTok are the channels of choice when 
it comes to engaging with the younger audience, with 
73% of under 16s using YouTube daily compared to 
65% on average across all age groups. 45% of under 
16s are using TikTok compared to the overall average 
of 37%. 

We can also see trends emerging in terms of gender 
too – with 77% of males using YouTube daily and 
47% of females using TikTok. 

THE POWER OF INFLUENCE

Networks and influencers go hand in hand. According 
to many other studies, including the recent Springpod 
and Hype research, parents and teachers are seen as 
the top sources of careers information. Our survey 
supported this, with 73% and 78% of respondents 
seeking information from these sources respectively. 
However, it’s interesting to see how this changes 
across different demographics — with parents being 
leveraged more as a source by those from higher 
socio-economic backgrounds, and teachers being 
relied on for advice by more 16-18 year olds (82%) 
than those under 16 (62%).

However, when we asked about the sources of 
information they find most helpful, careers sites (like 
Springpod), video stories on YouTube and Employers 
own websites were seen as more helpful sources of 
information when it came to making career related 
decisions. And, despite being used by a much smaller 
proportion, these channels were also seen as the 
most popular amongst female and Asian students. 
Careers sites appeared much more prominently 
amongst Asian respondents (46%), than White 
students (36%) while videos on YouTube were used 
by a much higher proportion of Black students (43%) 
compared to White students (27%).

WHAT DOES THIS MEAN FOR YOU?

• The personal touch is key, so ensure 
communications are personalised and 
relevant to ensure higher engagement.

• There are clear preferences around how 
students want to receive information from 
you, so don’t be where they don’t expect 
you to be.

•  Sharing video content (particularly people 
stories) should be central to your strategy. 

•  Don’t forget to align your channel selection 
to your different audience segments — 
they aren’t all in the same place.
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THINKING ABOUT 
TOMORROW

THEME 4:
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YOUNG PEOPLE ARE INCREASINGLY FUTURE FOCUSED  
WHEN IT COMES TO CAREERS

There’s a tendency to take it for granted that young 
people value experiences and focus on the here and 
now, but we wanted to see how they approach career 
planning and hear their thoughts and feelings about 
the future. 

ARE CAREERS BEING CHOSEN EARLIER  
THAN EVER?

When it comes to considering what job/career 
they want, over 75% of respondents start thinking 
about this by the time they get to year 11. This early 
formation of career aspirations and ideas is a concern 
highlighted by a recent report form the OECD — they 
found that by the age of just seven years old, young 
people are already facing limitations on their career 
aspirations because of ingrained stereotyping about 
social background, gender and race and a narrow view 
of careers and potential jobs2.

A significant 16% of the young people we surveyed 
started considering their future career in primary 
school and 23% in years 7-9. Interestingly, for those 
responding to our survey that are currently aged 
under 16, 25% stated they started thinking about their 
career in primary school and 39% in years 7-9. This is 
compared to just 16% of 19-21 year old respondents, 
who stated that they began considering their career 
options this early, suggesting an increasing trend 
towards earlier careers exploration. 

Black students also indicated they had an earlier focus 
on careers with 22% stating they started thinking 
about careers in primary school, while for Asian 
students 41% stated they began considering their 
career in years 10 and 11. It appears males are leaving 
it a little later, with 23% of males leaving it as late as 
sixth form to think about careers, compared to 17%  
of females. 

THEY’RE THINKING ABOUT CAREERS IN  
THEIR SPARE TIME

It’s a common misconception that most career 
consideration takes place during school and college 
hours, but our survey shows this isn’t the case.  
77% of students told us that they actively think about 
their careers in their free time. This is heightened 
amongst the 19-21 age group (84%), who are likely  
to be more actively exploring their options. 56% of  
16-18 year olds do spend time in school/college 
thinking about their career compared to the overall 
average of 50%. And in terms of frequency, females 
and Black respondents are more frequently thinking 
about their future career than those under 16,  
White respondents or males.
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THERE’S ANXIETY ABOUT THE FUTURE

As you might expect, given the events of this year, 
over 50% of respondents were feeling anxious 
and nervous about their future. Sadly, this is higher 
amongst females, with 64% stating they were 
anxious, 57% stating they were nervous and 24% 
stating they were scared about their future. Much 
higher than males; 48%, 44% and 13% respectively. 
These feelings have a huge impact on confidence 
with just 27% of females feeling confident about their 
future compared to 38% of males. 

The Prince’s Trust has seen a similar pattern, in their 
recent survey about the Covid impact, one in four 
respondents claimed their future career prospects 
have been damaged by the virus and nearly half  
think it will be harder than ever to get a job3.  
This nervousness and uncertainty is likely to impact 
negatively on mental health, something we discussed 
earlier in the report.

WHERE TO AFTER SCHOOL/COLLEGE? 

It may come as no surprise that, overall, university 
continues to be the most favoured destination after 
school/college. It was also the most highly rated 
amongst females and those of Asian ethnicity. 
Progression onto further education colleges came  
as the second most likely destination, followed  
by apprenticeships, taking a year out or pursuing 
another qualification. 

While apprenticeships lag behind, it’s interesting to 
see that it’s an option more highly rated by those 
under 16 and those of Black heritage, something not 
reflected in the apprentice start data — potentially 
indicating a shift in perceptions.
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SO, WHAT DO YOUNG PEOPLE WANT TO DO?

The most popular career choices across all 
audiences were Medical and STEM careers. There 
are some clear gender stereotypes, Technology 
(35%), Engineering (28%) and Computers/IT (23%) 
were top career choices amongst males, while 
careers in Medicine (44%) the Sciences (27%) and 
Psychology (17%) were selected as the top career 
choices for females. 

This gender split carries through into other career 
choices with Banking, Gaming and Transport ranking 
much higher for males when compared to the 
average. For females Teaching, working for a Charity 
and becoming a Vet ranked higher when compared to 
the average. 

We could also see trends when we analysed the 
ethnicity of our respondents. Again, Medicine, 
Sciences and Technology were strong across all 
groups, but Medicine was seen as a top career choice 
for 42% of Black students, 50% of Asian students 
and 27% of Mixed Race students. Business was the 
second favoured career choice for Black candidates 
(24%), whereas Asian students saw a much higher 
preference for Accountancy and Banking than the 
average. For White students, careers in Policing, the 
Armed Forces and Media featured more highly than 
the average. 

ASPIRATION VS REALITY

According to a recent report by the charity  
Education and Employers, there’s a disconnect 
between the career aspirations of young people and 
the types of roles available. It suggests that five times 
as many 17/18-year-olds in the UK want to work in  
Art, Culture, Entertainment and Sport as there are  
jobs available4. 

Our survey painted a little more realistic picture of 
aspirations, where the under 16s still have a higher 
desire to become a top Sportsperson, but by the 
time they reach 19-21, careers such as Banking 
and Consultancy feature alongside Technology and 
Sciences. However, there’s a clear lack of interest 
in some important sectors including Transport and 
Logistics, Retail, and roles in the Armed Forces  
and Policing.

WHAT DOES THIS MEAN FOR YOU?

• Consider your early engagement strategy 
and how soon you begin to engage with 
young people to influence their career 
decisions.

• Align your CSR outreach with future talent 
recruitment and workforce strategies to 
take a coordinated approach to addressing 
skills gaps.

• Ensure your schools outreach activity 
breaks down stereotypes.

•  Don’t just focus on in-school engagement, 
consider how you can cut through outside 
of school hours.

• Provide direction and reassurance in these 
difficult times by being open, honest and 
informative about future career opportunities.

2https://www.bbc.co.uk/news/education-50042459

3https://www.princes-trust.org.uk/about-the-trust/news-views/young-
people-in-lockdown

4https://www.bbc.co.uk/news/education-51192450

https://www.bbc.co.uk/news/education-50042459
https://www.princes-trust.org.uk/about-the-trust/news-views/young-people-in-lockdown
https://www.princes-trust.org.uk/about-the-trust/news-views/young-people-in-lockdown
https://www.bbc.co.uk/news/education-51192450
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DRIVEN TO MAKE 
A DIFFERENCE

THEME 5:
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A CAREER WITH MEANING AND PURPOSE IS THE MOST  
COMPELLING WHEN IT COMES TO CAREER CHOICE

Our findings showed that the majority of our 
respondents placed a high level of importance on 
pursuing a career that allows them to do something 
that really matters.

WHAT ARE THEIR KEY CONSIDERATIONS?

It may come as no surprise after reading some of 
our previous findings, but 70% of participants stated 
having a job that means they make a difference 
was in their top five career considerations, and for 
those who stated they wanted to pursue a career in 
medicine, this rose to 82%. 

This desire to make a difference was followed by a 
desire to be challenged on a daily basis (67%). Then 
we see another purpose-driven reason in having a 
job that allows you to give back to society (60%). 
Happiness is still an important factor for many, with 
nearly two thirds (57%) wanting a career that gives 
them a good work life balance. 

Interestingly, less than a third placed importance on 
gaining further professional qualifications, although 
the desire for further qualifications featured more 
highly amongst Asian students. This does seem to be 
a less important priority for young people however, 
with only 19% stating that a structured training and 
development programme was in their top five things 
to look for in a career. 

HOW IS GENDER REFLECTED IN  
THEIR DECISIONS?

When we segment the data by gender, we can  
see how different groups have different drivers.  
For example, making a difference and being able to 
give something back is more important to females 
with a 9 and 15 percentage point difference in the 
proportion selecting these considerations amongst 
their top five. For males, being challenged and 
stretched and having a good social life appear to rank 
much more highly, with a 4 and 14 percentage point 
difference respectively. 



SMRS & SPRINGPOD 
WORKING TOGETHER FOR FUTURE TALENT

21 

HOW DO THEIR DRIVERS CONNECT TO  
THE TOP CAREER CHOICES?

We examined the correlation between the careers 
students were interested in and what they identified 
as the top drivers of career choice. We found that 
students selecting Technology as a career of choice 
stated that being stretched and challenged on a 
day to day basis, having a job that allows you to 
make a difference and a good social life were their 
most important factors. This group also had much 
more interest in the opportunities for promotion and 
working with senior execs than the average. On the 
other hand, this group had less interest in a career  
that lets them give something back when compared 
to the average. 

For those interested in Sciences and Teaching, there 
was a higher preference for having a job that makes 
a difference, and a higher than average desire to use 
the subjects they studied at school. 

For those choosing a career in Business, Accountancy 
or Banking, students were much less interested in 
a career that allows them to give back to society 
and make a difference than the average. They were 
however, much more interested in opportunities for 
promotion and the opportunity to work with senior 
managers and executives. 

We also thought it was interesting that for those with 
a desire to pursue a career as a YouTube Vlogger, 
their top career driver was to have a job to make a 
difference. So, perhaps it isn’t all about the fame  
after all. 

WHAT DO THEY WANT FROM EMPLOYERS? 

We shone a light on the aspects of the employer 
value proposition that were considered extremely 
important amongst students. Aligned to some of 
the findings earlier in the report, having an equality, 
diversity and inclusion policy was the top ranked 
factor, with 59% stating it was extremely important. 
Perhaps unsurprisingly, it’s significantly more 
important to female (67%), Black (78%) and Asian 
students (68%). 

While structured training and development wasn’t 
a top motivating factor for career choice, having a 
quality training and development programme was 
extremely important for 46% of respondents.  
There is also a clear gender split on the importance 
of this driver, with 51% of females ranking it as 
extremely important compared to 41% males. 

Students place great importance on the content of 
work with 46% saying this is extremely important in 
employer choice, but this is closely followed by work 
life balance, ranked as extremely important by 42%. 
Known for their short termism, it’s interesting that 
36% found the potential for having a long-term  
career with the employer very important, perhaps  
a result of the current economic challenges.  
This finding was reflected in Deloitte’s recent Global 
Millennial study where job loyalty has risen for the 
first time since 2016. 
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33% of respondents stated the starting salary was 
an extremely important factor, this is higher amongst 
Black students, 48% of whom stated starting salary  
was extremely important — perhaps indicating a 
concern around equal pay. Culture has also shown 
to be very important for Black students, with 39% 
selecting this as extremely important, compared 
to 25% on average. We also see that amongst 
Asian students there is a higher importance placed 
on a sense of community (26%), the business 
performance of the company they are joining (21%) 
and being able to take part in job rotations (22%).

It’s clear to see how the top drivers of career choice 
aligned with what students look for in potential 
employers. Females who prioritised being stretched 
and challenged, placed a good work life balance 
lower down in the rankings of what they look for in 
an employer than males. In stark contrast, of those 
females with a strong desire for a career that enables 
them to give something back, 70% prioritised the 
equality, diversity and inclusion of employers in their 
decision-making process, compared to 53% of males. 

A SIDE-NOTE ON SIDE-HUSTLES

There’s also been a lot of talk about passion projects 
and the emergence of young entrepreneurs, so we 
wanted to find out how much they would like to work 
for themselves. Seemingly, not as much as they 
would like to work for you, with working for a large 
company scoring an average of 3.9 out of 5, SMEs 
scoring 3.4 out of 5 and working for themselves 
scoring just 3.1 out of 5 on average. 

However, our survey shows that males and those 
of Black heritage have a slightly stronger sense of 
entrepreneurial flair than the average.

WHAT DOES THIS MEAN FOR YOU?

• Make sure you emphasise the purpose 
and impact of the careers on offer within 
your business.

• You should tailor your value proposition 
to align with the relevant career drivers 
for the future talent you are looking to 
attract — recognising the difference in 
importance segments of your audience.

• Ensure you’re highlighting elements of 
your employer brand and the career 
opportunities on offer which align to the 
career drivers of those you are looking  
to attract.

•  Think about your messaging and how you 
are talking about key societal issues that 
are important to your audience across your 
key channels.
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BEHIND THE RESEARCH

GENDER

  Female - 58%

  Male - 39%

  Prefer not to say - 3%

EDUCATION

  Parents didn’t go to uni - 35% 

  Parents went to uni - 59%

  Don’t know - 6%

ETHNICITY 

  White - 57%

  Any Black - 8%

  Any Asian - 23%

  Mixed - 5%

  Other - 6%

AGE

  Under 16 - 12%

  16-18 - 71%

  18-21 - 9%

  Prefer not to say - 8%

In order to support the robustness of our findings, we’d like to share a little bit more about our 
methodology, our expertise and the number of people who took part. 

SMRS worked together with Springpod to create, develop and distribute a survey to Springpod’s 
national database of young people. The expert research team at SMRS analysed the results collected 

though their brand metrics tool, collating the detailed findings to feed into this research. 

Here’s a little more on the people who took part in the survey:



WE CHANGE FUTURES FOR THE BETTER.

Youth Marketing. Future Talent. Early Careers. Emerging Talent. 
Whatever you call it, we help organisations find talent, and help 
young people find their way. As specialists in both employer and 
youth marketing, our understanding of what clients need and what 
our audience is looking for enables us to uncover new ways to 
connect people and businesses. 

We use our insight and expertise to help clients attract talent, 
champion diversity, nurture potential and promote social mobility. 
From market leading attraction marketing and strategic consultancy, 
to creative, branding, storytelling and content generation, we offer 
a variety of services that can help you find the answers to some of 
the world’s toughest attraction and recruitment challenges. 

If you’d like to know what we can do for you, please get in touch 
for a chat. 

jackie.grisdale@smrs.co.uk 
www.smrs.co.uk

TAKE CONTROL OF YOUR FUTURE.

We’re an online student recruitment platform that enables 
employers & education providers to target, inform and engage 
students, as they start planning their future.

We work with leading organisations and institutions to deliver a 
host of bespoke virtual events and solutions including Remote 
Work Experience, Industry Insight Days and Online Open Days. 

Our core mobile and web solutions currently engage over 50,000 
students in over 3,000 academic institutions across the whole 
of the UK through interactive careers content. 

If you’d like to know more about how we can connect you with 
thousands of students, please get in touch:

Conor@springpod.co.uk 
www.springpod.co.uk


