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Abstract 

Purpose – In the human quest for meaning, work occupies a central position. Most 

adults spend the majority of their waking hours at work, which often serves as a primary source 

of purpose and meaning. As the firm’s workforce constitutes an important source of its success, 

both scholars and practitioners are paying increasing attention to the recent field of meaning 

and purpose at work. In the field of the study of Organizational Behaviour, this dissertation 

focuses on examining the work orientation of Millennials (money, status or purpose). 

Moreover, it also explores how the four potential drivers (Sense of belongingness, Sense of 

unity with others, Personal growth and Sense of impact) affect Meaningful work within the 

generation of Millennials.  

Design/methodology/approach –158 full-time employed Millennials are studied. The 

data is collected via an online survey. 

Findings – The analysis finds (1) Millennials are in the pursuit of purpose at work (2) 

Millennials value purpose over status and money (3) only sense of belongingness, personal 

growth and sense of impact affect meaningful work (4) sense of unity with others did not impact 

meaningful work of Millennials. Finally, (5) Sense of impact is the most influential driver. 

Research limitations – Due to the lack of mature measurements of sense of purpose and 

meaning at work, future research, need to develop better-designed and conceptually stronger 

measures of meaningful work. Millennials in developing countries should also be studied as it 

could improve the theoretical and practical implications derived from the research. Moreover, 

there are aspects, which remain to be answered, for example, how this model works for different 

contexts, such as industries, organisational cultures, and how it evolves through different life 

moments. 

Practical implications – The findings emphasise the importance of understanding the work 

orientation of Millennials as well as the drivers that increase the meaning and purpose at work. 

It will help managers to develop greater purpose at work by changing the way business practices 

are approached with a win-win situation. Employees will bring their full set of values and 

strengths to work and, in turn, the organisation will support the employee in using those values 

and strengths in service of its mission. 

Originality – Up to now, no study has focused on studying the drivers of Meaningful work 

among the Millennials generation. On top of that, some people see work in their lives as solely 

a source of income or status. Others are oriented to see work as primarily about purpose – 

personal fulfilment and helping other people. The relatively sparse empirical research published 

on the Millennials characteristics is confusing and contradictory, and thus, there has been an 

inconclusive debate about their work orientation. 
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Resumo 
 

Objetivo – Na procura humana pelo significado, o trabalho ocupa uma posição central. A 

maioria dos adultos passa a maior parte das suas horas acordados no seu trabalho, o que deveria 

tornar o trabalho como uma fonte primária de propósito e significado. No campo do estudo do 

Comportamento Organizacional, esta dissertação enfoca o exame da orientação do trabalho dos 

Millennials (dinheiro, status ou propósito). Além disso, também explora como os quatro 

impulsores potenciais (Senso de pertencer, Sentido de unidade com os outros, Crescimento 

pessoal e Senso de impacto) afetam o trabalho significativo dentro da geração de Millennials. 

Metodologia – 158 millennials empregados em período integral foram estudados. Os dados 

foram recolhidos através de um questionário online. 

Resultados – A análise concluí que (1) os Millennials procuram um propósito e um sentido 

no trabalho (2) Millennials sobrevalorizam o propósito e o sentido do trabalho sobre o status e 

dinheiro (3) apenas o sentimento de pertença, crescimento pessoal e o sentimento de diferença 

e impacto afetam o trabalho significativamente (4) o sentimento de unidade para com terceiros 

parece não impactar o trabalho significativo dos Millennials. Finalmente, (5) o sentimento de 

diferença e impacto (gerar uma diferença no trabalho) é a motivação mais influente no trabalho. 

Limitações – Devido à falta de medidas sólidas em relação ao sentimento de propósito e 

significado no trabalho, uma futura pesquisa poderá ser desenvolvida de forma a criar medidas 

que projetam melhor o trabalho significativo de forma mais estruturada. Seria também 

interessante estudar a geração dos Millennials nos países em desenvolvimento, pois poderá 

complementar as resoluções e implicações teóricas e práticas da análise. Por fim, existem 

aspetos que ainda procuram resposta, por exemplo, o funcionamento do modelo em contextos 

diversificados, como indústrias, culturas organizacionais, bem como a análise da evolução do 

conceito ao longo do tempo. 

Aplicabilidade do trabalho – Os resultados revelam a importância de entender melhor a 

orientação para o trabalho desta nova geração - Millennials - bem como os fatores que 

aumentam o seu significado e o seu propósito no trabalho. Adicionalmente, esta dissertação 

servirá como complemento e uma ajuda adicional para os gerentes das empresas atingirem um 

propósito maior no trabalho para os seus colaboradores, mudando a forma como as práticas de 

negócios são abordadas, de modo a gerar uma situação beneficial para ambas as partes. Por 

outras palavras, os funcionários veram reunidos um conjunto completo de valores e motivações 

para trabalhar, onde por sua vez, a organização servirá como apoio na melhor aplicação desses 

valores e motivações, de modo a atingir os objetivos e ambições das duas partes. 

Originalidade – No entanto, até ao momento, nenhum estudo se focou em analisar as forças 

por detrás do trabalho significativo da geração dos Millennials. Dado isto, é importante 

mencionar que algumas pessoas veem o trabalho como um meio de sustento ou um mero status. 

Outros são levados a identificar o trabalho como um propósito primordial - realização pessoal 

e ajuda a terceiros. A pesquisa empírica existente é relativamente escassa em relação aos 

Millennials e às suas características, sendo que muitas vezes é confusa e contraditória. 

Consequentemente, esta discórdia gera um debate inconclusivo sobre o tópico do trabalho. 

PALAVRAS-CHAVE: Millennials | Geraçao | Propósito | Trabalho significativo | Orientação 

para o trabalho | Senso de pertinência | Senso de unidade com os outros | Crescimento pessoal | 

Senso de impacto. 

CATEGORIA: Tese do Maestrado 



VI 

 

 
 

Acknowledgements 

This dissertation thesis is a crucial element to close this academic chapter of my life. It 

would be hard to thank all of the people I met during these years that made me grow as a 

professional and as a person.  

Firstly, I would like to thank you my family who always support me in every decision I 

made. Especially to my parents who understood me and let me fly wherever I wanted to go and 

whomever I wanted to be. I also want to thank you my brother for being the way he is and for 

having inspired me with his many thoughts about the meaning of life. 

Secondly, I want to express my gratitude to Professor Carmen Pires Migueles that provided 

the guidance, motivation and help throughout my whole dissertation.  

Furthermore, I want to thank all my friends who help me and support me during this 

adventure. In addition, my experience in Lisbon would not have been the same without the 

“Friday Group”. Thank everyone and every fascinating experience we have lived together. 

I also want to thank you all the people who dedicate time to this project by giving me 

feedback and answering my informal interviews. Special mention to Rafa, Frederick, Fabien, 

Jan, Mariu, José, Cristiani, Javi, Nico, Gap Year Portugal, Professor Andrew Hafenbrack and 

Professor Bianca Mendoca. 

Finally, I want to thank every interesting and inspiring people I met during my travels in 

South America. Especially to a little part of heaven on earth called Largarto na Banana Hostel 

and his owners Ophir and Rafa. 

I specifically choose this topic to understand if this is what I want to do in my professional 

career. After being so deep into the theme, I eventually understood that this is what I want to 

follow; help people to have a sense of purpose and meaning at work. 

Muito obrigada. 

  



VII 

 

 
 

I. Table of Content 

II. List of Figures ............................................................................................................................................ 8 

III. List of Tables ............................................................................................................................................ 9 

IV. List of Abbreviations .............................................................................................................................. 10 

1. Introduction ............................................................................................................................................. 1 

1.1 Background ........................................................................................................................................... 1 

1.2 Purpose of Research .............................................................................................................................. 3 

1.3 Academic and Managerial Relevance ................................................................................................... 4 

1.4 Dissertation Structure............................................................................................................................ 5 

2. Literature Review.................................................................................................................................... 5 

2.1 The Importance of understanding Generational Differences ................................................................ 6 

2.2 Work Orientation ................................................................................................................................ 10 

2.2.1 Millennials work orientation ........................................................................................................ 12 

2.3 Meaning and Purpose .......................................................................................................................... 14 

2.4 The Purpose-Driven Organisations – Leading with Purpose .............................................................. 21 

2.5 The Pursuit of Purpose– Starting with “Why” .................................................................................... 24 

2.6 Proposed conceptual model: The purpose Ecosystem ........................................................................ 25 

3. Methodology and Data Collection ........................................................................................................ 27 

3.1 Research Method ................................................................................................................................ 28 

3.2 Data Collection ................................................................................................................................... 28 

3.3 Research measures and questionnaire ................................................................................................. 30 

3.4 Procedures ........................................................................................................................................... 33 

3.5 Sample characterization ...................................................................................................................... 34 

3.6 Reliability analysis .............................................................................................................................. 36 

4. Analysis of the Results and Hypothesis Testing ................................................................................... 37 

4.1 Level one analysis: Work Orientation of Millennials ......................................................................... 37 

4.2 Level two analysis: What makes work meaningful? ........................................................................... 40 

5. Overview of the Main Results .............................................................................................................. 46 

6. Discussion and Conclusions ................................................................................................................. 49 

7. Implications .......................................................................................................................................... 53 

7.1 Theoretical Implications ..................................................................................................................... 53 

7.2 Practical Implications.......................................................................................................................... 54 

8. Limitations of the Study and Further Research ..................................................................................... 58 

V. Appendix ........................................................................................................................................... 60 

VI. Bibliography ..................................................................................................................................... 85 

 

  



VIII 

 

 
 

II. List of Figures 

Figure 1: Two views of a Calling (Douglas D. Hall and Dawn E. Chandler, 2005). ............... 11 

Figure 2: Example determinations of work orientation. LinkedIn Global Report 2016 (LinkedIn 

& Impulse, 2016). ..................................................................................................................... 11 

Figure 3: Percentage of Generation group who are Purpose-oriented. LinkedIn Global Report 

2016 (LinkedIn & Impulse, 2016). ........................................................................................... 13 

Figure 4: The three-level model of Meaningful work (Steger, Dik, & Duffy, 2012)............... 19 

Figure 5: The “Big Six” functional changes from Gallup 2016 ............................................... 22 

Figure 6: The Purpose Match. Created by the Author .............................................................. 23 

Figure 7: The Golden Circle (Simon Sinek, 2009). .................................................................. 25 

Figure 8: An Overview of Creating Meaningfulness in Working and at Work (Michael Pratt 

and Blake Ashforth, 2003)........................................................................................................ 26 

Figure 9: The proposed conceptual model based on Steger, Dik, & Duffy (2012), Hurst (2015) 

and Lips-Wiersma & Wright (2012), created by the author. .................................................... 27 

  



IX 

 

 
 

III. List of Tables 

Table 1: Research Questions and Hypotheses. ......................................................................... 28 

Table 2: Table of Variables ...................................................................................................... 33 

Table 3: Frequency table "year of birth". ................................................................................. 34 

Table 4: Frequency table "work status". ................................................................................... 35 

Table 5: Reliability assessment. ............................................................................................... 37 

Table 6: Descriptive Statistics work orientation....................................................................... 38 

Table 7: Frequency table "work orientation". .......................................................................... 39 

Table 8: Descriptive Statistics "Value purpose over money and status". ................................. 40 

Table 9: Descriptive Statistics of the five variables. ................................................................ 41 

Table 10: Correlations table ..................................................................................................... 44 

Table 11: Model Summary. ...................................................................................................... 44 

Table 12: Significant value of the model.................................................................................. 45 

Table 13: Effect of sense of belongingness, sense of unity with others, sense of impact and 

personal growth on meaningful work. ...................................................................................... 45 

  



X 

 

 
 

IV. List of Abbreviations 

 

Abbreviation Abbreviated word or term 

DV Dependent variable 

e.g.  Exempli gratia / for example  

HR Human resource 

MW Meaningful work 

PG Personal growth 

SB Sense of belongingness 

SI Sense of impact 

SU Sense of unity 

IV Independent variable  

 

 



1 

 

 
 

1. Introduction 

This chapter presents the topic discussed in this dissertation with context overview and 

explanation of its relevance. It starts by delivering background information about meaningful 

work and Millennials, followed by the identification of the problems along with the purpose of 

this research. This chapter ends with the structure followed in this dissertation.  

 

1.1 Background 

“Do what you love, and love what you do” - Dr A. R. Elangovan 

Since a large part of our adult life is spent working, it is critical that we take the time to discover 

what type of occupation will bring true meaning, purpose and happiness. The importance of 

purpose is not a new concept and in fact has been around since the Mark Twain opened up the 

floodgates of conceptual thinking by announcing–“The two most important days in your life 

are the day you are born and the day you find out why” (Wells, 2016).  

When something is meaningful, it helps to answer the question, “Why am I here?” (Pratt & 

Ashforth, 2003). Meaningfulness is defined as “the value of a work goal or purpose, judged by 

the individual’s ideas or standards” (May, Gilson, & Harter, 2004). Within career literature, it 

is defined as “the sense made of, and significance felt regarding, the nature of one’s being and 

existence (Steger & Frazier, 2006). Meaningless work is often associated with existential 

burnout, apathy, and detachment from one’s work (May et al., 2004). Thus, when someone 

experiences his or her work as meaningful, this is an individual subjective experience of the 

existential significance or purpose of work (Lips‐Wiersma & Wright, 2012). 

Research on the meaning of work charts an extensive terrain across many disciplines. It has 

focused on questions of where employees find meaningfulness in their work, how different 

meanings are made of similar jobs, how work meanings have changed over time and across 

cultures, and the personal and organisational implications of holding different beliefs about the 

meaning of work. Organizational scholars’ interest in this topic has been fueled by the breadth 

of personal and organisational consequences associated with perceptions of meaning and 

meaningfulness in work (Rosso, Dekas, & Wrzesniewski, 2010).  

Indeed, the meaning of work has been shown to influence some of the most critical outcomes 

in organizational studies, such as work motivation (Hackman & Oldham, 1980; Roberson, 

http://philosiblog.com/2013/11/15/the-two-most-important-days-in-your-life-are-the-day-you-are-born-and-the-day-you-find-out-why/
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1990), absenteeism (Wrzesniewski,McCauley, Rozin,&Schwartz, 1997), work behavior (Berg, 

Wrzesniewski,&Dutton, 2010; Bunderson & Thompson, 2009; Wrzesniewski & Dutton, 2001), 

engagement (May, Gilson, & Harter, 2004), job satisfaction (Wrzesniewski et al., 1997), 

empowerment (Spreitzer, 1996), stress (Elangovan, Pinder, & McLean, 2010; Locke & Taylor, 

1990), organizational identification (Pratt, Rockmann, & Kaufmann, 2006), career 

development (Dik & Duffy, 2009; Dobrow, 2006b), individual performance (Hackman & 

Oldham, 1980; Wrzesniewski, 2003), and personal fulfilment (Kahn, 2007).  

As much as we have learned about the meaning of work and its consequences, the literature 

remains splintered into a diverse array of theoretical perspectives and methodological 

approaches. It appears that the meaning of work literature is still experiencing its adolescence, 

having undergone considerable growth and development in many academic disciplines over 

some years, but without establishing a coherent identity yet. Firstly, although this development 

has contributed knowledge in a diverse set of research areas, it has also led to confusion about 

what is known about the meaning of work (Rosso et al., 2010) accompanied by an equally 

disparate collection of ways of assessing MW (Steger, Dik & Shim, 2012). 

Secondly, little research has explored where and how people find their work meaningful and 

the role that leaders can play in this process (Bailey & Madden, 2016).Meaningful work drivers 

have been indefinite. The most comprehensive accounting of mechanisms to create meaningful 

work organised the literature into seven pathways: authenticity, self-efficacy, self‐esteem, 

purpose, belongingness, transcendence, and cultural and interpersonal sense-making (Rosso et 

al., 2010). The author Hurst pointed that sense of meaning or purpose is driven by three specific 

and connected needs. Meaning comes from making an impact on our work, facing challenges 

and growing as individuals, and having healthy relationships with those around us (Hurst, 

2015). Lips-Wiersma and Wright stated that there are four dimensions of meaningful work: 

These are developing the inner self, unity with others, service to others, and expressing full 

potential (Lips‐Wiersma & Wright, 2012). 

Thirdly, the concepts of meaning and purpose are not interpreted the same way across people; 

particularly across generations. There has been evidence that the era where we are living affects 

the way we perceive meaning in life and at work. Previously, people worked as farmers in an 

agrarian economy to meet their most basic needs. Because of technology, the human race 

evolved to an industrial economy and then to today’s information-based economy. Consistent 

with Maslow’s hierarchy of needs, the basic biological and physiological needs have been met 
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for many humans. People are thus seeking to meet the higher-level cognitive need and fulfil a 

need for self-actualisation by finding purpose in their lives, particularly in their work (Hurst, 

2015). 

The conflict between generations in organisational environments has been the focus of since 

the first sociologists Karl Mannheim developed the generation theory. Nevertheless, meaning 

and purpose at work remain a topic to be explored inside this scope. Understanding this process 

is especially necessary nowadays. With the retirement of many Baby Boomers (born 1946–

1964), the workplace is changing. Organizations are experiencing an influx of younger workers, 

many born after 1980 (and called, variously, GenY, Millennials, nGen, or GenMe). 

This young generation was born in a context of prosperity in Western societies generally having 

the basic need covered. The increase affluence level on contemporary society, together with 

other demographic changes (reduction of fertility and so forth), might indeed have produced 

the preconditions for the growth of a generation with significantly different demand about work. 

There has been a strong disparity regarding who Millennials are, what they think and value, and 

how they will behave as they grow older and gain more experience in the workforce. The 

relatively disperse empirical research published on Millennials is confusing at best and 

contradictory at worst (Deal, Altman, & Rogelberg, 2010). 

There has been an inconclusive and unsolid literature debate about the work orientation and the 

drivers that give Millennials experiment a sense of purpose at work. Some researchers refer to 

Millennials as the purpose oriented generation since they want to have a positive impact in the 

society (Deloitte, 2015, Hurst, 2015; Gallup, 2016, Poswolsky, 2016, Main, 2017, Oden-Hall, 

2017). Others supported that they are the least purpose-oriented generation (LinkedIn &Impulse, 

2016)1 by even being the “narcissistic generation” (Lipovetsky, 1987, Twenge, 2006). 

A quantitative methodology was applied to help better understanding these questions. 

 

1.2 Purpose of Research  

The problem statement inherent to this dissertation project is to understand the concept of 

purpose at work within the Millennials generation. 

Therefore, this research aims to:  

                                                                    
1 The 2016 Purpose at Work Global Report by LinkedIn &Impulse 
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(1) Find out if looking for purpose is a global trend among Millennials 

1.1 Corroborate that Millennials are a purpose-oriented generation 

1.2 Corroborate that Millennials value purpose over status and money 

(2) Understand the relationship between the sense of belongingness, sense of unity with 

others, personal growth, sense of impact and meaningful work. 

 

Consequently, throughout this dissertation, three research questions should be 

answered: 

KRQ1: Is Purpose a Global Trend among Millennials? 

KRQ1.1: Are Millennials a purpose oriented generation? 

KRQ 1.2: Do Millennials value purpose over status and money in the 

workplace? 

KRQ2: What makes work meaningful? 

KRQ2.1: Do Millennials who have a sense of belongingness will experiment a 

sense of purpose at work/meaningful work? 

KRQ2.2: Do Millennials who have a sense of unity with others will experiment 

a sense of purpose at work/meaningful work? 

KRQ2.3: Do Millennials who have a sense of personal growth will experiment 

a sense of purpose at work/meaningful work? 

KRQ2.4: Do Millennials who have a sense of impact will experiment a sense of 

purpose at work/meaningful work? 

KRQ3: Is sense of impact the most influential driver for meaningful work? 

 

1.3 Academic and Managerial Relevance 

At an academic level, this dissertation intends to bring clarity to the work orientation of 

Millennials. Also, it aims at exploring further which drivers have a significant impact on 

meaningful work, dealing with the Millennials reality. Little research has focused on studying 

the primary drivers of sense of purpose and meaningful work of Millennials, who by 2025 will 

comprise three-quarters of the global workforce (Catalyst, 2017). 

At a managerial level, this research tries to understand the main drivers (sense of belongingness, 

personal growth and sense of impact) of meaningful work within the Millennials generation. 

Meaningful work is vital for employers who wish to take the full potential of their employees. 
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By understanding the work status and the drivers of individuals, organisations can help 

employees connect what they are doing to the impact they are having in a way that helps them 

see how they are changing the organisation, the community and the world. This way, employers 

can create meaningful workplaces where every employee becomes part of creating success, 

cohesiveness, and culture at work (Steger, 2016). Companies that understand the increasing 

emphasis of purpose in today’s professional landscape improve their ability to attract such 

employees and their ability to retain them for more extended periods. Also, recruiters can better 

analyse the work status to see the candidate matches with organisational values.  With this piece 

of information, alongside with other recruitment techniques, they could better decide whether 

an individual is sufficiently fulfilled with a particular job or function. 

 

1.4 Dissertation Structure 

The present thesis is organised as follows to analyse the previously stated research questions. 

After the introduction, the literature review covers the theoretical lessons raised by the research 

questions. Subsequently, methodology and the collection of the necessary data is explained, 

followed by the significant results and findings. Lastly, there is a conclusion with 

recommendations for future research and limitations of the study. 

 

2. Literature Review 

This literature review introduces the relevant theory to answer the introduced research 

questions. The chapter is divided into six sections: Firstly, generational theories are introduced. 

Additionally, Millennials characteristic and their respectively work orientation are illustrated. 

Thirdly, meaning and purpose concepts are described to elaborate a comprehensive model, 

which represent the framework of the later proposed conceptual model. The concepts of 

purpose-driven organization and pursuit of purpose are described in the fourth and fifth section 

consecutively. Finally, the proposed conceptual model is presented. 
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2.1 The Importance of understanding Generational Differences 

Generational Theory 

Names have power. They can provide a title, definition, theme, or identity in an accurate and 

definitive way. Conversely, they can be misleading, misrepresentative, or misguided if framed 

in a way that differs from their true meaning. In that way, generations have been titled, defined 

and portrayed in ways that influence our understanding of history (Troksa, 2016).  

It is possible, in general, to draw a distinction between generations as mere collective facts on 

the one hand, and particular social groups on the other. Organizations for specific purposes, the 

family, tribe, and sect are all examples of such concrete groups. Their common characteristics 

are that the individuals of which they are composed do actually in concrete form a group, 

whether the entity is based on vital, existential ties of “proximity” or on the conscious 

application of the rational will (Mannheim, 1927). The generational theory explains that the era 

in which a person was born affects the development of their view of the world our value systems 

in the first decade of our lives (Codrington, 2008). 

Facing similar issues, impacted by the same events and sharing similar experiences, people of 

the same age are likely to have similar underlying value systems, regardless of their country or 

community of birth. These “value systems” are the drivers of behaviour and attitudes, and are 

good predictors of behaviour and expectations (Codrington, 2008). 

The late nineteenth and early twentieth century was the era of international generations, united 

through print media, and the mid-twentieth century saw the emergence of transnational 

generations, facilitated by new broadcast communications. However, the latter part of the 

twentieth century is the period of global generations, defined by electronic communications 

technology, which is characterised, uniquely by increasing interactivity (Edmunds & Turner, 

2005). Two other predominant theories exist surrounding the nature of generations and their 

classifications as cyclical or linear (Craft, 2011). They both agree that generations are different 

and have generational norms that are distinct from their era. One theory, proposed by Howe 

and Strauss (2000), is that generations are cyclical and repeat every 80 years based on social 

occurrences. This repeating of the generational structure was classified into four basic 

categories: prophets, nomads, heroes, and artists. The second generational theory posits that 

generations are linear and build off the ideas and actions of those it follows. Even though one 

theory contradicts the other relative to the linear or cyclical nature of generations, both agree 
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differences exist between generations and how generational cohorts react to each other based 

on events that have occurred and shape the lives of the individuals affected (Craft, 2011). 

According to Howe & Strauss (2007), there are currently six generations coexisting: the GI 

Generation, those born between 1901 and 1924; the Silent Generation, born between 1925 and 

1942; the Boom Generation (commonly referred to as “Boomers”), born between 1943 and 

1960; the Generation X, who were born between 1961 and 1981, the Millennials generation, or 

the Millennials (often also referred to as Generation Y), born between 1982 and 2000, and the 

most recent generation, which the authors named the Homeland Generation but others designate 

Generation Z (Montana & Petit, 2008; Tulgan B., 2013), born between 2001 and 2025. While 

most authors agree on how many generations there are as well as their labels, some disparities 

can be found regarding the age intervals (Williams & Page, 2011; Oblinger, Oblinger & 

Lippincott, 2005; Reeves & Oh, 2008; Howe & Strauss, 2007).  

Dating as far back as Plato’s time to present-day, scholars of all fields have used generations to 

study large trends that emerge over time in specific groups of people (Troksa, 2016). The 

experiences that Plato writes about, that a newer generation is seen as having “bad manners” 

and are “tyrants,” emphasises that there is an apparent generational gap between older and 

younger generations. Young generations are imperfectly socialised because of a gap between 

the ideals they have learned from older generations and the realities they experienced 

(Codrington, 2008). Mannheim referred to “fresh contact”, explaining that as young people 

grow up, experience, and process their surroundings for themselves, rather than merely through 

their parent’s eyes, they adopt the value systems they have received for the realities they 

experience. Fresh contacts play an important part in the life of the individual when he is forced 

by events to leave his social group and enter a new one (Mannheim, 1927). Mannheim 

explained how a person develops meaning based on personal experiences within a social 

context, “which is necessarily different from other generations.” (Codrington, 2008). 

 

The Millennials and the Generational Gap 

Strauss and Howe first introduced the Millennial Generation in 2000, calling it “the next great 

generation” (Strauss and Howe, 2000). Defining an age interval for this (and other) generation 

from literature is a difficult task, as different authors consider different intervals: 1977 to 1994 

(Williams & Page, 2011 ), 1981 to 1995 (Oblinger, Oblinger, & Lippincott, 2005), 1981 to 2000 
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(Reeves & Oh, 2008) or 1982 to 2000 (Howe & Strauss, 2007). For the purpose of this study, 

Millennials will be categorised as those born between 1980 and 2000, as this is the interval 

considered by most recent studies and reports (Goldman Sachs, s.d.; Accenture, s.d.; Elite Daily, 

2015). 

Contemporary studies show that we might have been experiencing the most significant 

generational gap in history as a result of a blend of many factors concerning the young 

generation, such as demographic changes, the multiplicity of communication devices, socio-

cultural context differences, and the more considerable amount of parental nurturing they 

received. 

Firstly, the expansion of longevity has placed for the first time the challenge of having four 

generations co-existing in organisations. Baby boomers, Generation X, Generation Y and 

Generation Z reaching the working age (Zanini, Migueles, Melo & Filardi, 2018). It this mixed, 

multi-generational environment is a new diversity challenge for HR organisations everywhere 

(Shah, 2015). Employers need to adapt regarding managing the needs and expectations of the 

different generations coexisting in the same place of work. Managers must be prepared to lead 

effectively and motivate individuals across all generations to increase and sustain high-level 

workplace performance. As the current four-generational workforce becomes a more youthful 

three-generational workforce, holding a controlled-collaboration, hierarchal focus as dominate 

will most likely lead to organisational strife. Instead, organisations need inclusive, innovative 

and dynamic workplace possibilities (Andert , 2011). 

Secondly, empirical studies show that each one of these generations presents different general 

features, which derive from the experiences and the development of historical and sociocultural 

contexts (Johnson & Mislin, 2011; Li & Fung, 2012; Dixon, Mercado, & Knowles, 2013; Lyons 

& Kuron, 2014; Yi, Ribbens, Fu, & Cheng, 2015). Y Generation, it is marked by relevant events, 

such as the outspread access to the internet and the terrorist attacks (such as September 11th), 

which were very remarkable for their understanding about the world. Dixon et al. (2013) point 

out the prevailing features of this group: broaden knowledge and access to technology; 

valorisation of trust, honesty and optimism, as well as of sociability, to find a balance between 

work and private life (Zanini, Migueles, Melo & Filardi, 2018). 

On the same line, Gilles Lipovetsky (1987), in his writings, analyse how the massive 

transformations influenced the socio-psychological formation of the newest generations, born 
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and raised after the invention of the birth control and women empowerment, with a significant 

impact on the transformation of families. According to him, the reduction of the number of 

children in families and women empowerment produced a change from the previous 

subjectivity, where we observe the dawn of the sense of duty, the “painless ethics”, and 

narcissism. 

Millennials focus more on the self, making them the “narcissistic generation”. Lipovetsky 

(1987) has called to this issue the “new-narcissistic age” in which “the other” has become 

merely “a means of being oneself”. Lipovetsky suggests the idea that we are entering in a New 

Age characterised by narcissistic individualism can only be understood if one considers the 

historical evolution of the last two centuries during which democratic modernity has taken roots 

in western societies. Neo-narcissism is the ultimate moment of socialization that has been able 

to extricate the individual citizens from the servitude of preordained rites and traditions that 

confined each to coercive rules and places within and collective ensemble. Arguing with 

Lipovetsky, Twenge (2006) has sought to advance the thesis that today’s emerging adults are 

exceptionally selfish, even ‘‘narcissistic’’ (Twenge, 2006). Consequently, they reached 

emerging adulthood with their self-esteem inflated to the point of narcissism, with disastrous 

consequences for themselves and their society. 

In addition, Lipovetsky suggest that we have entered the epoch of l´aprés-devoir, a post-deontic 

epoch, where our conduct has been freed from the last vestiges of oppressive “infinite duties”, 

“commandments” and “absolute obligations”. The idea of self-sacrifice has been delegitimised; 

people are not goaded or willing to stretch themselves to attain moral ideals and guard moral 

values. Now is the era of unadulterated individualism and the search for the good life, limited 

solely by the demand for tolerance (when coupled to self-celebratory and scruple-free 

individualism, tolerance may only express itself as indifference). Lipovetsky explores ethics in 

the new individualised era. A shift in consciousness has occurred. “The collective or social 

good”, as well as “the induvial duties” to state family and work”, were prioritised far above” 

individuals pleasure”, “satisfaction” or “experience”.  

Lipovetsky examines, in particular, two traditional conservative values: family and work. 

Under modernism, both were “duties”. The person was expected to sacrifice him/herself to raise 

a family and to be productive. Paradoxically, family and work have been readopted as 

postmodern values. Individualized society has left the family as virtually the only place where 

joy, pleasure and success can be shared. Having a family is seen not as an obligation but as 
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fulfilment; it has become an affirmation of individuality. Likewise, work in no more extended 

thought of a mindless.  

On the other side, economic theory in a certain way, explain this shift, for the increase 

satisfaction with specific items will tend to direct demand in other direction. People are more 

atomised and more materialists, and the relationship to “things (brand names, luxury, and 

tangible goods) has strengthened, and the relationship to “others” (social causes, political 

idealism, artistic/intellectual movements) has weakened. In addition, this generation might have 

born in an era of prosperity and instant self-gratification.  

Finally, Millennials have been raised in an environment in which information, entertainment, 

and social interactions are unlimited and at their fingertips (Main, 2017). Millennials are first-

generation digital natives who feel at home on the internet. Technology, particular gadgets like 

smartphones, but also tablets and laptops has revolutionised the way they connect and interact 

with one another and with the rest of the world (Gallup, 2016) 

In this sense, the increase affluence level on contemporary society, together with other 

demographic changes and the context might indeed have produced the preconditions for the 

growth of a generation with significantly different demand about work. 

 

2.2 Work Orientation 

Work constitutes more than one-third of waking life for most human adults, and there is 

substantial psychological literature devoted to the study of work (Wrzesniewski et al., 1997). 

Imperative defines work orientation as a psychological predisposition to the role of work in life. 

A stable mindset throughout one’s career that transcends a specific job or employer (LinkedIn 

& Impulse, 2015). 

Contemporary studies suggest there are many reasons why people work. Amy Wrzesniewski et 

al., (1997), describes three different types of work orientations that first was developed by 

Bellah, Madsen, Sullivan, Swidler, and Tipton (1985). People with a job orientation focus on 

work as an avenue toward financial or material compensation with little to no concern for 

whether work is meaningful or significant. People with a career orientation focus on work as 

an avenue for gaining a sense of achievement, mastery, status, or advancement within an 

organisation, again with no particular interest in meaning. In contrast, however, people with a 

calling orientation focus on the fulfilment, prosocial benefits, and sense of purpose that work 
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provides, particularly regarding making the world a better place. The calling orientation is 

relevant to theories of meaningful work because of how scholars have relied upon it. For 

example, Wrzesniewski and colleagues (Wrzesniewski et al., 1997) their research regarding 

calling. 

The word ‘‘calling’’ was originally used in a religious context, as people were understood to be 

‘‘called’’ by God to do morally and socially significant work (Weber, 1963). While the modern 

sense of ‘‘calling’’ may have lost its religious connection (see figure 1), work that people feel 

called to do is usually seen as socially valuable—an end in itself—involving activities that may,  

but need not be, pleasurable (Wrzesniewski et al., 1997). 

 

Figure 1: Two views of a Calling (Douglas D. Hall and Dawn E. Chandler, 2005). 

 

Likewise, the CEO of Imperative Aaron Hurst argued that there are two reasons why people 

choose to work. Work for financial gain or personal status (Not “purposeful”) and work to help 

others, contribute, or for personal fulfilment (“Purposeful”). A purpose-oriented professional 

prioritises work that matters to them, their company, and the world — over money or 

advancement (see figure 2) (LinkedIn & Impulse, 2016). 

 

Figure 2: Example determinations of work orientation. LinkedIn Global Report 2016 (LinkedIn & Impulse, 2016). 
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2.2.1 Millennials work orientation 

Since Abraham Maslow´s classic work, part of motivation theory point to a hierarchy of needs 

to understand the work orientation of this young generation. Maslow's hierarchy of needs 

defined motivation as a set of five hierarchal internal needs. Hierarchy in this sense means that 

only after one lower need is fulfilled the person is ready to proceed to the next level. 

Nevertheless, according to the hierarchy of needs theory, every person is capable and possesses 

the need to move to the next level of the hierarchy up to the self-actualisation that is the highest 

level (Montana & Petit, 2008). At the base of the pyramid, fundamental psychological and 

safety needs are, relatively and historically speaking, primarily fulfilled in developed countries. 

 

Millennials as the purposeful-oriented generation in the workplace 

Millennials are seeking to meet higher-levels of cognitive needs and fulfil the need for self-

actualisation by finding purpose in their lives, particularly in their work (Hurst, 2015). 

Millennials are demanding self-development opportunities, social practices to companies (Main, 

2017) and meaning to feel fulfilled in their jobs.  

In addition to the importance of self-actualisation, Millennials place an incredible amount of 

focus on belonging, autonomy and personal growth. Self Determination theory is rooted in the 

belief that each human being possesses a need to develop and materialise his/her potential. This 

theory is based on three fundamental needs: (1) autonomy that suggests that the human being 

needs to feel that the behaviour was not imposed on him or her; (2) competence represents a 

human need that he or she is capable of achieving goals even difficult ones; (3) relatedness is 

the need to love and be loved or being part of the community (Yadin, 2015).  

Young people are not motivated by climbing the career ladder or their stock options (Poswolsky, 

2016). They want to work for organisations with a mission and purpose. For Millennials, 

compensation is necessary and must be fair, but it is no longer the driver. The emphasis for this 

generation has switched from paycheck to purpose (Gallup, 2016). 

The preceding discussion implies that as Millennials increasingly take on leadership roles and 

become the majority of the workforce, CEOs see the power of holiday bonuses and other 

extrinsic motivations declining and the demand for meaningful work overgrowing—across all 

sectors and industries (Hurst, 2015). Millennials, who will continue to make up a growing 

https://www.psychologytoday.com/us/basics/leadership
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percentage of the workforce, are uniquely driven by their pursuit of personal development and 

purpose (Oden-Hall, 2017).  

The majority of Millennials have already changed careers. Young people are not waiting for 

retirement. They are asking what their purpose is now, and they are determined to find the 

opportunities, organisations, and companies that share their purpose (Poswolsky, 2016). This 

group has also witnessed their parents lose their jobs after years of loyal service and are now, 

as a result, more potentially apt to leave their organisations after two to three years as compared 

to three to five years with Generation X. (Canberra Times, 2006).  

 

Millennials as the least-purposeful generation in the workplace 

Nevertheless, not everyone appears to validate such a view. There is some research suggesting 

that Millennials are the least purpose-driven generation. 

In addition, results from the “Purpose at Work Global Report, 2016” developed together by 

LinkedIn and Impulse, showed that the percentages of purpose-orientation increased across 

generation groups, with baby boomers leading the way. Millennials have the lowest proportion 

of members who are purpose-oriented (see figure 3). 

 

Figure 3: Percentage of Generation group who are Purpose-oriented. LinkedIn Global Report 2016 (LinkedIn & 

Impulse, 2016). 

 

The underlying argument could potentially be connected to broader developmental psychology 

theories. Erik Erikson, a German psychoanalyst, identified an eight-stage theory of 

development and identity. A shift in identity changes between the ages of 18-35 and 35-65. 

Erickson theorised that young adults (Millennials) are focused on building relationships. When 

they reach middle age, there is a shift to associate an identity with what one is contributing to 

https://www.paycom.com/resources/whitepapers/lms/?utm_campaign=Forbes+Article+Employees+Stay+for+Meaningful+Work&utm_source=Forbes&utm_medium=ppc&utm_content=LMS+White+Paper&advertise=yes
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society (LinkedIn & Impulse, 2016). However, achieving a low score does not necessarily mean 

that Millennials do not want purpose. 

Due to this argument disparity, it is relevant to understand Millennials work orientation since 

this younger generation is already taking over and soon will dominate leadership roles in many 

corporate offices (Smith, 2017). 

 

2.3 Meaning and Purpose 

There has been a shift regarding the concept of meaning. By definition, human beings pursue 

meaning and purpose in life and at work. However, the way individuals interpret meaning is 

what has distinguished the different generations. Back in the old days, mission and purpose of 

baby boomers were 100% their families and communities. They valued relationships and 

stability. However, Millennials want meaning in the way they can fight poverty and change the 

planet.  

The human search for meaning and purpose in life is not a new concept. The search for purpose 

has transcended human civilisations since the beginning of time and seems to be foundational 

to what it means to be human. In fact, many researchers would say it is the defining 

characteristic of human beings (Mercurio, 2017). Viktor Frankl, simultaneously a prisoner in a 

Nazi concentration camp and a psychiatrist theorised that “striving to find meaning in one’s life 

is the primary motivational force of man” (Frankl, 1946). Frankl, through reported observations 

of the longevity and resilience of fellow concentration camp prisoners, invoked Nietzsche and 

posited that “he who has a ‘why’ to live can bear almost any ‘how’”. Frankl found that those 

prisoners who had a purpose in life that lied outside of the camp itself were more likely to 

survive (Mercurio, 2017). The same is true for modern people and organisations. When we have 

a reason for existing that is more important than ourselves, research finds we live longer and 

are more successful (Mercurio, 2017).  

In 1955, sociologists Nancy Morse and Robert Weiss embarked on a landmark study to 

determine why people work. They found that a critical error had been made in people’s thinking 

about work: Morse and Weiss pioneered the “lottery question” that asked: “If you won the 

lottery, would you continue to work?” They discovered that even if they had enough money to 

support themselves, they would still want to work. Working gives them a feeling of being tied 
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into the larger society, of having something to do, of having a purpose in life (Morse & Weiss, 

1955) 

The motivation theorists and humanistic psychologists (Alderfer, 1972; Herzberg, Mausner, & 

Snyderman, 1959; Maslow, 1943; McClelland, 1965; McGregor, 1960; Rogers, 1961) support 

the notion that individuals have an inherent need for meaningful work. The most influential 

studies on purpose, to date, are those that define and measure meaningfulness and spirituality. 

Both words are used interchangeably with “purpose” in the literature (Steger et al., 2012; 

Glavas, 2012; Chalofsky, 2003; Rego & e Cunha, 2008). We can have purpose in life, purpose 

at work or both. For the aim of this research, we are just focusing on the idea of sense of purpose 

at work - “The work I do has a sense of purpose”. 

 

Meaningful work 

Research in this area has attracted diverse ideas about meaningful work, accompanied by an 

equally disparate collection of ways of assessing it (Steger et al., 2012). 

Meaningful work is any paid, or unpaid work or occupational role people fulfil that is judged 

by them to possess meaning, purpose, or significance (Steger M. , 2016). Meaningful work 

speaks to people’s subjective experience that their jobs, work, or careers are purposeful and 

significant, that their work is harmoniously and energetically synergistic with the meaning and 

purpose in their broader lives, and that they are enabled and empowered to benefit the greater 

good through their work (Steger M. , 2016). Meaningful work is viewed as a way to bring 

harmony, if not balance, to the busy lives of workers, providing workers with well‐being at the 

office and providing organisations with enhanced productivity, performance, and dedication 

(Steger, 2016). Research has shown that meaningfulness applies across employees’ full lives, 

and is driven by finding a connection to the rest of the world through their work (Williams, 

2017). 

One´s work is believed to provide one with many things: economic gain, social status, a sense 

of belongingness, and even a sense of purpose or meaning. Work as a source of meaning has 

been of particular interest to organizational scholars and practitioners for some time, as it is 

commonly believed that finding meaning within one´s place of work is expected and that 

“meaningful work” is as important as pay and security-and perhaps more so (O’Brien, 1992). 
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Meaningful work transcends simple job execution when workers perceive that their work is 

meaningful and has a point or purpose within the organisation (Steger M. , 2016). In Steger and 

Dik’s (2010) model of meaningful work, meaningful work is brought to life when people can 

develop a comprehensive and accurate cognitive understanding of themselves as a component 

of their working environment, as well as when they can discern a purpose or purposes in their 

lives that provides the fundamental motivation for their work efforts. Although not all aspects 

of this model were fully fleshed out, research and practice since the publication of that model 

have helped identify critical aspects of how to help achieve meaningful work (Steger, 2016). 

More recently, researchers have shown meaningfulness to be more important to employees than 

any other aspect of work, including pay and rewards, opportunities for promotion, or working 

conditions (Bailey & Madden, 2016). 

Meaningful work represents an opportunity to transition from organizational practices that seek 

merely to maximize effort and output – such as policies focused on incentives, engagement, 

and commitment – to practices that augment effort and output with improved welfare for a wide 

range of organizational stakeholders ranging from shareholders to employees to host 

communities (Steger, 2016).  

One aspect of the subjective meanings of work is the extent to which it contributes to a sense 

of purpose or meaningfulness. Purpose is defined as “a stable and generalised intention to 

accomplish something that is at once meaningful to the self and of consequence to the world 

beyond the self” (Damon, Menon, & Bronk, 2003). Meaningfulness is conceptualised as “the 

sense made of, and significance felt regarding, the nature of one’s being and existence” (Steger 

M. , Frazier, Oishi, & Kaler, 2006). 

The interest in meaningful work has significantly increased over the last two decades. Much of 

the associated managerial research has focused on researching ways to ‘provide and manage 

meaning’ through leadership or organisational culture (Lips-Wiersma & Morris, 2009). Within 

the humanities, it is usually agreed that the quest for meaning is a universal human motive, and 

they view the loss of meaning as psychological deprivation or even disorder (Klinger, 1998). 

They acknowledge that meaningfulness might not always be a pre-eminent concern for 

everyone in every day of one’s life, but also agree that the majority of people will, when they 

find themselves spending inordinate amounts of times on activities that they do not value or for 

which they see no evident purpose, purpose, raise the question: ‘what for’? (Klinger, 1998). 
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In addition, there is evidence in almost every industry and culture that we are going into a shift 

of Era. The Information Economy, which has driven innovation and economic growth for 

approximately the past fifty years, is only the most recent evolutionary leap in the history of the 

global economy (Hurst, 2015). We are now in the process of making the next big leap – The 

Purpose Era. 

After moving from the Agricultural and the Industrial Age, the Stanford economist Dr Marc 

Porat coined the term “Information Economy” in the late 1970s. Through his research, he 

showed how information and technology were supplanting manufacturing as the core of 

innovation and economic growth. In 2014, Aaron Hurst introduced the concept of The Purpose 

Economy suggesting that purpose will be the organising principle for the fourth economy in 

history (Hurst, 2015). The definition of Purpose is still developing, but it encompasses a more 

localised economy and moving away from consumption to creation and experiences (Hurst, 

2015). 

Data released by PwC at the World Economic Forum shows that CEOs are predicting a new 

economic era will reach a tipping point in 2020. By the end of the decade, CEOs expect 

significant changes in consumer and labour markets that will cause a tectonic shift in the 

economy just as technology did at the end of the last century (Hurst, 2015).  

Driven by an intuitive appeal and a growing body of research, meaningful work holds the 

promise of being the “next big thing” among organisations seeking a lever for improving 

organisational performance (Dik, Byrne, & Steger, 2013). Mostly, it may be time to move 

beyond engagement and commitment and strive for meaningful work (Steger, 2016) 

 

Meaningful work Theories 

Theories of meaningful work could be said to draw their inspiration from Durkheim’s (1897) 

sociological analysis of suicide (Steger, 2016). Furthermore, in 1975 Hackman & Oldham 

constructed the original version of the Job Characteristics Theory (JCT).  

Meaningful work results when workers engage in jobs that provide them with the necessity of 

using a variety of skills, talents, and activities; the opportunity to work on a job that results in 

a completed task such that they see a job progress from beginning to end; and the ability to 

work on a job that substantially impacts the lives or work of their co‐workers or others outside 

of the organization (Hackman & Oldham, 1975). The JCM identifies elements that help people 

https://www.psychologytoday.com/us/basics/creativity
https://www.psychologytoday.com/us/basics/consumer-behavior
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develop self‐efficacy, self-esteem, belongingness, and cultural and interpersonal sense making. 

Bellah and colleagues (Bellah, Sullivan, Madsen, Swidler, & Tipton, 1985) were the first ones 

to present a dimensional orientation model toward work that afterwards Amy Wrzesniewski et 

al., (1997) adapted to develop the three different types of work orientations: calling, career and 

job. This model is directly compatible with meaningful work theories. In Steger and Dik’s 

(2010) model of meaningful work, meaningful work is brought to life when people can develop 

a comprehensive and accurate cognitive understanding of themselves as a component of their 

working environment, as well as when they can discern a purpose or purposes in their lives that 

provides the fundamental motivation for their work efforts.  

In the same line, Rosso and colleagues (2010), in their review and integration of literature on 

meaning of work, make out four areas from which sources of meaning can come. They are the 

self, other persons, the work context, and spiritual life. Additionally, they identify, as 

mechanisms of meaning, authenticity, self-efficacy, self-esteem, purpose, belongingness, 

transcendence, and cultural and interpersonal sense making2.  

More recently, Steger, Dik, and Duffy (2012) have proposed a three‐level multidimensional 

model of meaningful work. Each level represents a degree of transcendence from the worker’s 

specific job. Meaningful work includes: (1) Workers’ perceptions of meaning or purpose in job 

or career activities (in the centre circle); (2) The capacity for work to be in harmony with and 

to help nurture meaning in the worker’s broader life, which is one level of transcendence higher 

than the job itself (in the second circle); and(3) the opportunity to positively impact or benefit 

the greater good of stakeholders in the worker’s community, society, or even planet, which is 

another level of transcendence higher (in the outer circle) (Steger et al., 2012) (see figure 4).  

 

                                                                    
2 The origins of some of these pathways lie in the Job Characteristics Model. 
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Figure 4: The three-level model of Meaningful work (Steger, Dik, & Duffy, 2012) 

 

It has been theorised and shown that as people transcend their own immediate and self-centered 

concerns to embrace the concerns of those beyond themselves they experience more significant 

meaning in their lives. Meaningful work transcends simple job execution when workers 

perceive that their work is meaningful and has a point or purpose within the organisation (Steger 

et al., 2016). 

 

Meaningful work Measurements 

Although “meaning” is an abstract concept, it is one that social scientists have made progress 

understanding and measuring in recent years (Aaker, 2017).  

There are two types of scales when assessing Meaningful work. The old approach of 

unidimensional scales that merely focused on assessing the degree to which people report work 

as being meaningful or as being a calling. Meaningful work was first measured as a simple, 

unidimensional construct in the JCM (Hackman & Oldham, 1975), and prominent early efforts 

to research calling relied on people to choose which of three paragraphs best described them, 

with one of the paragraphs standing as a definition of calling (Wrzesniewski, et al., 1997). The 

theory-driven unidimensional measurement of meaningful work thus seems to yield 

psychometrically robust scales, but may not do enough to differentiate meaningful work (and 

calling) from similar constructs. 

The new approach emerged with the so-called Multidimensional scales. The first is the Calling 

and Vocation Questionnaire –CVQ (Dik, Eldridge, Steger, & Duffy, 2012) which was 

developed to assess Dik and Duffy’s (2009) theory of calling. The Work and Meaning Inventory 
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(WAMI) – (Steger et al., 2012) was developed to asses Steger and Dik 2012. A third effort, the 

Multidimensional Calling Measure (Hagmaier & Abele, August 2012) was developed 

psychometrically to have three subscales, each measured by three items. Finally, a fourth 

multidimensional measure was developed based on qualitative research. The Comprehensive 

Meaningful work Scale has six subscales focused on assessing ways in which people view their 

work to help develop the self, promote unity with others, service to others, and developing 

potential (Lips‐Wiersma & Wright, 2012).  

Undoubtedly, further advances and refinements to the assessment of meaningful work will be 

forthcoming, but already there are a few theory‐driven, psychometrically robust tools available, 

including unidimensional  (Dobrow & Tosti‐Kharas, 2011) and multidimensional (Dik et al., 

2012) scales. 

 

Benefits and Correlates of Meaningful work 

Organizational scholars have conducted a steady inquiry into the potential benefits of 

meaningful work. People who say their work is meaningful and or serves some more 

magnificent social or communal good report better psychological adjustment, and 

simultaneously possess qualities that are desirable to organisations (Steger et al., 2012). Having 

a “meaning mindset” affects performance, productivity and health — decreasing stress and 

increasing feelings of well-being (Aaker, 2017). 

They report greater well-being (Arnold, Turner, Barling, Kelloway, & McKee, 2007) view their 

work as more central and important (Harpaz & Fu, 2002) place higher value on work (Nord, 

Brief, Atieh, & Doherty, 1990) and report higher job satisfaction (Kamdron, 2005). People who 

feel their work serves a higher purpose also report higher job satisfaction and work unit 

cohesion (Sparks & Schenk, 2001)  

People who have meaningful work feel strongly positive about their careers and organizations, 

being more committed than others, having greater intrinsic motivation, and being less likely to 

have intentions to quit working for their organization (Duffy, Dik, & Steger, 2011; Fairlee, 

2011; Lobene & Meade, 2013; Steger et al., 2012). One of the most evident benefits of 

meaningful work is reduced absenteeism (Soane et al., 2013). 

Aside from the benefits to workers, however, there is some evidence that meaningful work 

provides a solid foundation for a better life. For instance, people engaged in meaningful work 
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also report lower levels of anxiety and depression (Steger et al., 2012). Therefore, meaningful 

work provides benefits to employees both at work and in their broader lives. They are more 

committed, persistent, engaged, satisfied at work, and enjoy greater well‐being in life as a whole.  

To the degree that having happy and committed workers expending substantial effort in an 

organisation is appealing to leaders and managers, then meaningful work warrants inclusion on 

the shortlist of any organisation’s programming.  

Surprisingly little research has explored where and how people find their work meaningful and 

the role that leaders can play in this process (Bailey & Madden, 2016). 

 

2.4 The Purpose-Driven Organisations – Leading with Purpose 

The available evidence seems to suggest that not only individuals are pursuing purpose, but 

also organisations are turning to be purpose-driven and therefore looking for purpose-oriented 

employees.  

Human relations in organisations trace their origins to the popular Hawthorne studies back in 

1930, which involved studying the productivity and motivation of employees in response to 

their environment. Elton Mayo, one of the researchers in the study, popularised the notion that 

employees should be viewed as human beings and not as mechanical cogs, as was thought in 

Taylorism, the common set of principles active to enhance work efficiency back then. Since 

then, many have built upon the works of Elton Mayo by stressing the importance of psychology 

in the workplace and its impact on raising worker productivity (Bailey, 2017). In the same line 

of thinking, in 1998 the president of the American Psychological Association, Martin Seligman, 

initiated a new emphasis in the field of psychology, referred to as positive psychology 

(Cameron, Dutton, & Quinn, 2003).  

The movement is already happening. People are increasingly looking for jobs that give them 

personal fulfilment, and companies are seeing that purpose-oriented employees are more 

productive and successful (LinkedIn & Impulse, 2016). Purpose-oriented workers are not just 

teachers or social workers; they work and thrive in every industry and role from the accountants 

at professional services firms to the farmers growing our food to the designers at creative 

agencies (LinkedIn & Impulse, 2015). As the economy evolves, purpose and recruiting 

purpose-oriented talent will be a competitive differentiator. Companies of all sizes and 
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industries are realising the power of inspiring employees with an active social mission, and 

creating an environment that fosters purpose (LinkedIn & Impulse, 2016). 

With the wave of start-up entrepreneurs and the move towards more social-driven organisations 

in recent years, purpose has moved to the forefront of employees’ minds. Apart from the non-

profit (mainly NGOs) or for-profit orientation, the concept of profit-with-purpose organisation 

is taking the lead (Chua, 2017).  

The management consulting company Gallup is recommending changing organisational 

cultures from old will to new will. There are six functional changes that they called the “Big 

Six” (see figure 5). 

 

Figure 5: The “Big Six” functional changes from Gallup 2016 

 

“Profit-with-purpose” report by Mission Alignment Working group suggests “a growing 

number of for-profit companies are going more social, to focus on creating a positive impact, 

and reporting on their progress in achieving it. We now see a further evolution as entrepreneurs 

create a new style of business: fully profit distributing, and with a long-term commitment to 

prioritise, deliver and report on their social impact”. 

When employees are connected to a company’s purpose and have meaning in their work, they 

perform better. Positive-psychology theorists suggest that a sense of purpose is a critical 

indicator in understanding why some people thrive and others do not. This sense of purpose 

connects them more easily to others in the workplace, a significant contributor to employee 

happiness (Jeffery, 2017). Leaders can adopt a different mental map, one where organisations 

are networks of fluid, evolving relationships and where people are motivated by a desire to 

grow, learn, and serve a larger goal (Quinn, 2015).  

https://www2.deloitte.com/content/dam/Deloitte/us/Documents/about-deloitte/us-leadership-2014-core-beliefs-culture-survey-040414.pdf
https://webforms.ey.com/Publication/vwLUAssets/ey-the-business-case-for-purpose/$FILE/ey-the-business-case-for-purpose.pdf
https://webforms.ey.com/Publication/vwLUAssets/ey-the-business-case-for-purpose/$FILE/ey-the-business-case-for-purpose.pdf
https://www.huffingtonpost.com/michael-friedman-phd/engage-employees-by-helpi_b_8647370.html
https://www.theguardian.com/sustainable-business/mindfulness-satisfaction-productivity-google-boa
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Purpose-driven organizations serve their employees and customers. Profits are primarily 

reinvested and serve the purpose of the company. Responsibility lies with the people and inside 

the organisation. They work for purpose maximisation rather than shareholder-value 

maximisation. 

 

The Purpose matching 

Purpose is finding work that matters to each person, and connecting those people to companies 

where they can drive meaningful impact (LinkedIn & Impulse, 2016). 

On these grounds, we can argue that there might be a “match” between those individuals 

seeking for purpose-oriented organisations and those purpose-oriented organisations seeking 

for purpose-oriented employees (see figure 6). Companies that understand the increasing 

emphasis of purpose in today’s professional landscape improve their ability to attract such 

employees and their ability to retain them for longer periods of time (Hoffman, 2015). 

  

Figure 6: The Purpose Match. Created by the Author 

 

Therefore, a purpose-oriented professional prioritises work that matters to them, their company, 

and the world — over money or advancement. In the same way, purpose-oriented organisations 

have a stated and measured reason for being (understanding the “Why?”), a mission that all 

employees know. They have a culture and jobs that deliver employees the three core elements 

of experiencing purpose: Positive impact on others, personal development and delivery of work 

through strong relationships.  
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2.5 The Pursuit of Purpose– Starting with “Why” 

While more and more individuals seek purpose from their work, few individuals are finding 

purpose from it (Hurst, 2015). Living and working with purpose is a process of self-discovery, 

and one most of us never let ourselves undergo. We usually live from the outside in, not the 

inside out (Prevost, 2013). Believing in a “Why” is difficult in our modern society. We have 

structured our lives and organisations to be what obsessed and results-focused which is directly 

in conflict with our wiring as people. We are wired to be emotionally compelled, not merely 

pushed by the drive for money, status, and things. In fact, research shows that our limbic brain, 

where emotion is processed, is where most decision-making activity takes place (Mercurio, 

2017). 

On top of that, people are taught from a very young age to look to others for guidance. Social 

norming is an integral part of childhood. We figure out how to act in relation to everyone else-

but the problem begins when we extend that process to include something as personal as our 

life purpose (Wrzesniewski & Dutton, 2001).  

Where the sense of purpose comes from? Does the organisation have to provide? Does the 

individual has to pursue? Research suggests it has to come from both sides. To enable and 

deliver purpose in an organisation, HR must promote an environment that fosters the elements 

that provide a sense of purpose and meaningful work (Hurst, 2015) which are:  

Relationships: Employees should be encouraged to build personal networks that will help them 

get the job done. Personal growth: Some organisations stifle personal expression and 

communication. They should not be afraid of what employees will do or say if given the 

freedom. It is only through this personal growth that the organisation will grow. Employees 

must be allowed to be human beings at work. Impact: Employees must be shown that what they 

are doing has meaning and impact on the success of the entire organisation. In other words, 

although it may not be apparent to them, they are doing something greater than themselves. 

Likewise, employees need also to have an open mind, they need to find ways to contribute, and 

they need to figure out why they are working for the organisation in the first place. The literature 

shows clear consensus that the first step to finding the sense of purpose is the process of self-

exploration, which means that both individuals and organisations need to understand “Why”.  

Simon Sinek (2009) argued that every organisation—and every person’s career—operates on 

three levels (see figure 7): What we do, how we do it, and why we do it. We all know what we 
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do, some of us know how we do it. However, very few of us can clearly articulate why we do 

what we do (Sinek, 2009). 

“Why” goes much deeper to understand what motivates and inspires us. It is the purpose, cause 

or belief that drives every organisation and every person’s career (Sinek, 2009). 

 

Figure 7: The Golden Circle (Simon Sinek, 2009). 

 

Therefore, it is essential first to understand these simple questions: What am I doing?, Where 

do I belong?, Who am I?; and the most important one which is: Why am I here?  

Further, looking beyond managerial careers to careers in general, Arthur et al. (1995) focus on 

the competencies of “knowing why” (knowing why the work is important), “knowing how” 

(how to do the work) and “knowing whom” (having a vibrant network of contacts). 

Therefore, the first step to experiment purpose at work is the process of “self-reflection”. Both 

the individuals and the organisations have to start this journey with “Why” to understand their 

identity, their mission and values to find the perfect match. 

 

2.6 Proposed conceptual model: The purpose Ecosystem 

Literature has usually combined the concepts of sense of belongingness to an organization and 

sense of unity with others under the same construct. Some authors have even considered one 

concept to be inside the other one and vice versa. Guevara and Ord (1996), based on identity 

theories, tied belongingness and relation to others under “group membership”. (Pratt & 

Ashforth, 2003) suggest that an individual’s sense of meaningfulness or purpose in work could 

come from different sources: meaning “in working” – a sense that the job contributes to the 
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greater good. Attributes of the job, meaning “at work” — a sense that one is enabling others to 

contribute and achieve satisfaction. A relationship among roles (what am I doing?), membership 

(where do I belong?), identity (who am I?) and meaningfulness (why am I here?) are 

summarized in figure 8. 

 

Figure 8: An Overview of Creating Meaningfulness in Working and at Work (Michael Pratt and Blake Ashforth, 

2003). 

 

In addition, Rosso et al., (2010) identified the concept “unification” as providing belongingness 

and harmony with other beings and principles. Research suggests that membership in, 

identification with, and feelings of connection to social groups through work may provide 

individuals with meaningfulness by helping them experience a positive sense of shared common 

identity, fate, or humanity with others (Homans, 1958; White, 1959). 

Rosso et al., (2010) suggest a second belongingness mechanism, which is the more affective 

experience of interpersonal connectedness. For example, individuals who have close 

interpersonal relationships at work, or are a part of a close-knit group or organization that feels 

like a family, are likely to experience a stronger sense of mutual support and belongingness that 

contribute meaningfulness to the work experience or context (Pratt & Ashforth, 2003). This 

perspective adds an affectively and socially oriented mechanism to the meaning of work 

literature that is, at present, primarily defined by cognitive and self-oriented explanations. 

 

Therefore, for me the aim of this study, we will separate these two concepts for a better 

understanding of which of the two will bring greater meaning and purpose at work. We will 

refer to sense of belongingness as the organizational identification that will make individuals 

feel connected, identified and attached to the values and purpose of the organization; and we 
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will refer to sense of unity with others as the interpersonal connectedness based on Rosso et al., 

(2010) and Lips-Wiersma & Wright (2012). Moreover, the concept “personal growth” is based 

on the research of Hurst (2015) who defined purpose as a job that fosters relationships, doing 

something greater than yourself and personal growth and challenge. Sense of impact of the 

proposed model is an adaptation of the concept “work that provides the opportunity to benefit 

others or some greater good” by Steger, Dik, & Duffy (2012). Finally, as explained in previous 

sections, we will consider that if individuals feel the work they do has a sense of purpose, they 

will feel they have meaningful work.  

Based on the literature review and the different theoretical approaches, the proposed conceptual 

model and the corresponding research questions are shown in figure 9. 

 

Figure 9: The proposed conceptual model based on Steger, Dik, & Duffy (2012), Hurst (2015) and Lips-Wiersma 

& Wright (2012), created by the author. 

 

3. Methodology and Data Collection 

The following chapter elaborates on the methodological approach used to answer the research 

questions. Firstly, the applied method is discussed while secondly, the questionnaire and its 

measures are introduced. Thirdly, insights from the data collection process are presented.  
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3.1 Research Method 

To examine the primary and moderation effects, this study relies on a self-administrated online-

survey. This method was chosen mainly because of its way to target the global population of 

employed Millennials since it could be easily contacted as well as at a time- and money-efficient 

way. Moreover, the quantitative approach in exploratory research was used to confirm the 

observation that Millennials are purpose-oriented and that the social cause (sense of impact) is 

an important factor to increase their sense of purpose at work. An observation that the literature 

research somehow confirms this (Hurst, 2015; Gallup, 2016, Poswolsky, 2016, Main, 2017, 

Oden-Hall, 2017). The goal is to establish evidence with the results in a given and fixed 

environment.  

The research questions and hypotheses are summarized below in table 1. 

 

Table 1: Research Questions and Hypotheses. 

Research Questions Hypothesis 

KRQ1: Is purpose a global trend among 

Millennials? 

KRQ1.1: Are Millennials a purpose oriented 

generation? 

KRQ 1.2: Do Millennials value purpose over 

status and money in the workplace? 

H1: Purpose is a global trend among Millennials. 

H1a: Millennials have purpose orientation at 

work 

H1b: Millennials value purpose over status and 

money in the workplace 

KRQ2: What makes work meaningful? 

KRQ2.1: Do Millennials who have a sense of 

belongingness will experiment a sense of 

purpose at work/meaningful work? 

KRQ2.2: Do Millennials who have a sense of 

unity with others will experiment a sense of 

purpose at work/meaningful work? 

KRQ2.3: Do Millennials who have a sense of 

personal growth will experiment a sense of 

purpose at work/meaningful work? 

KRQ2.4: Do Millennials who have a sense of 

impact will experiment a sense of purpose at 

work/meaningful work? 

H2: Sense of belongingness, sense of unity with 

others, personal growth and sense of impact are 

drivers of meaningful work. 

H2a: High levels of sense of belongingness have 

a positive impact on meaningful work. 

H2b:  High levels of  sense of unity with others 

have a positive impact on meaningful work 

H2c:  High levels of personal growth have a 

positive impact on meaningful work. 

H2d:  High levels of  sense of impact have a 

positive impact on meaningful work 

KRQ3: Is sense of impact the strongest driver for 

meaningful work? 

H3: Sense of impact will have the strongest effect 

on meaningful work 

 

3.2 Data Collection  

With regard to work-related values, empirical research suggests generations are more similar 

than different, and the differences that do exist are inconsistent and tend to contradict 
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generational stereotype. Despite offering an intuitively appealing mechanism for social change, 

the problem of generations in research has been lamented for decades (Mannheim 1952).  

For Millennials, a “sense of purpose” is part of the reason they chose to work for their current 

employers. Deloitte’s fourth global Millennial survey stated that Millennials believe businesses 

have a positive impact on wider society and that “sense of purpose” is part of the reason they 

chose to work for their current employers (Deloitte, 2015). Other researchers support this view 

by calling them “the purpose oriented generation” (Hurst, 2015; Gallup, 2016, Poswolsky, 2016, 

Main, 2017, Oden-Hall, 2017). Nevertheless, other researchers support the often-made 

assertion that the Millennial generation, are more narcissistic than previous generations 

(Lipovetsky, 1987 & Twenge, 2006). This is in line with the recent study developed by 

LinkedIn and Imperative (2016) stating that Millennials are the least purpose-driven generation.  

Given this disparity in the literature regarding Millennials characteristics and that previous 

research do not cover precisely the same relation we were trying to establish; we developed a 

preliminary questionnaire to verify if our hypothesis can be validated. 

Prior to the actual generation of data, several pre-tests 3  were distributed to test whether 

participants might have difficulties in answering the questions.  

To do so, a survey is designed using the online survey software Qualtrics. The main advantage 

is that the software allows full randomization between respondents and offering the option to 

export the dataset to various statistical software. To maximize the likelihood of responses the 

online survey was kept small – 5/6 minutes in order to reduce possible disadvantages of 

answering under time pressure. 

Survey respondents were solicited using social and professional networks with the only 

qualifiers being the year of birth (1980-2000) and full-time employment within an organization. 

Since the survey conducted targeted only full-time employed Millennials, in the Data Collection 

subsection there is a description of how we ensured to fulfil the criteria. Some companies were 

contacted in order to distribute the survey to their young employees. Within two weeks 

dedicated to data collection, 290 responses were generated. 

As mentioned, for the sake of validity we choose those Millennials who were full-time 

employed to fill out the survey, since an intern, part-time position or student of an organization 

                                                                    
3 Pretest sample: Seven full-time employed Millennials from Spain (3), Italy (1), Germany (2) and Portugal (1), 
and one expert in the field of Human  Resources. 
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most likely will not have the insights necessary to answer the survey. Therefore, the survey was 

only distributed to those Millennials, which had a full-time position in an organization. 

Advantages of this sampling technique included few expenses, the accessibility of the sampling 

units, and the fact that the technique is less time-consuming. On the other hand, limitations 

included a potential selection bias and the non-representativeness of the sample (Malhotra and 

Birks 2007). 

 

3.3 Research measures and questionnaire 

A structured questionnaire was distributed to collect the necessary data for this study. In the 

following section, the survey structure and the used measurements are described. The 

questionnaire comprises of three main sections and 24 questions (see Appendix I for the 

questionnaire and Appendix II for the list of variables and items). 

Section 1: Introductory text, screening questions and Thank-you-Text 

In the beginning, participants are presented with the study objective and are asked to complete 

two screening questions (year of birth and work status). Both are used to sift out those 

participants who do not fit into the target population of full-time employed Millennials. Skip-

logic is employed, which then lead to the end of the survey if anything other than 1980-2000 or 

full-time employed is chosen. In the end, a thank-you-text closes the questionnaire courteously.  

Section 2: Work orientation 

Section two ask questions to understand on the one hand the work orientation of Millennials 

and on the other hand if they value purpose over money and status at work.  

To investigate the first question, the three work orientations (job, career, or calling) score of 

Bellah, Madsen, Sullivan, Swidler, and Tipton (1986)4. 

In addition to the three existing categories, we added a new category after the feedback of the 

participants involved on the pre-tests of the questionnaire. They said they were not feeling 

identified with any of work status. They felt they were still in the pursuit of their sense of 

purpose at work. Therefore, we added the “purpose seeker” orientation to the study. 

                                                                    
4 This score has been explained in the Theoretical Framework section. 
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To identify purpose orientation or purpose-seekers in the sample, we asked respondents to rate 

how similar they were to four paragraphs describing people with different work orientations: 

money, status, purpose or pursuit of purpose with the scale Not at all like me (1), Very little 

like me (2), Somewhat like me (3) and Very much like me (4).  

The second question examines if Millennials value purpose over status and money at work. 

Respondents have to answer on a five-point Likert scale from 1 (Strongly disagree) 5 (Strongly 

Agree) to a set of questions regarding this issue. 

Thus, with hypothesis 1, we examine if purpose is a global trend among Millennials by 

investigating if they have purpose or purpose seeking orientation and if they value purpose over 

status and money. 

Section 3: Examining the five variables 

With hypothesis two, we examine in the fourth block if there is a positive or negative effect of 

the four variables (sense of belongingness, sense of unity with others, sense of personal growth, 

sense of impact) on sense of purpose at work/ meaningful work). Survey questions used a five-

point Likert scale from 1 (Strongly disagree) to 5 (Strongly Agree) to identify the agreement 

level. It is organized into five variables:  

Sense of belongingness 

Sense of belongingness is measured by eight items which refers to the organizational 

identification that will make individuals feel connected, identified and attached to the values 

and purpose of the organization. Examples are “I feel a strong personal connection to my 

organization and the reverse-scored “I do not feel like ‘part of the family’ at my organization”. 

Measured with an adaptation of PSOM - Psychological Sense of Organisational Membership 

(Cockshaw & Sochet’s, 2010)5. 

Sense of unity with others 

Sense of unity is measured with five items which refers to the interpersonal connectedness 

based on the research of Rosso et al., (2010) and Lips-Wiersma & Wright (2012). Examples 

are “On my organization, we support each other” and “I enjoy working with my team”. 

Measured with an adaptation of the term “unity with others” from the Comprehensive 

Meaningful work Scale (CMWS) by Lips-Wiersma & Wright (2012). 

                                                                    
5 It is an adaptation of Psychological Sense of School Membership by Goodenow (1993). 
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Sense of personal growth  

Three items measure sense of personal growth. It is an adaptation of the dimension “expressing 

full potential” of CMWS and the concept of “personal growth and challenge” of Hurst (2015). 

Examples are “I experience a sense of achievement” and “I view my work as contributing to 

my personal growth”. 

Sense of impact 

Sense of impact is an adaptation from the variables “service to others” from Comprehensive 

Meaningful work Scale (CMWS) by Lips-Wiersma & Wright (2012) and from “work that 

provides the opportunity to benefit others or some greater good” by Steger, Dik, & Duffy (2012) 

in the Work and Meaning Inventory (WAMI). Examples are “My work really makes no 

difference to the world” (reversed scale) and “I know my work makes a positive difference in 

the world”. 

Work Meaningfulness | Sense of Purpose at work 6 

Meaningfulness is defined as “the value of a work goal or purpose, judged to the individual’s 

own ideals or standards” (May et al., 2004, p. 11). When someone experiences his or her work 

as meaningful, this is an individual subjective experience of the existential significance or 

purpose of work. This dimension is measured by five items and is based on the work of Spreitzer, 

1995; Wrzesniewski et al., 1997; Pratt & Ashforth, 2003. Examples are “I see that my work has 

a sense of purpose” and “I understand where the efforts of my work go.”  

 

Section 4: Employee characteristics 

The last section possesses six questions asking for gender, nationality, highest educational level, 

years of the organization, hierarchical position and area of work.  

All six questions use a multiple-choice format, except the ones regarding nationality and area 

of work. Although there was not a discriminatory purpose or any specific analysis that required 

the use of demographics, these questions were highly relevant to characterize the participants 

and to put the conclusions of the study under the correct demographic target, giving a context 

to it. 

                                                                    
6 If individuals feel the work they do has a sense of purpose, they will feel they have meaningful work. 
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Table 2 summarizes all variables conducted through the survey distinguished by dependent 

variables and control variables. The order of items asked matches the survey. 

Table 2: Table of Variables 

Variable Item asked 

Control variable Year of birth 

Control variable Work orientation 

Control variable Value purpose over status or money 

Control variable Sense of belongingness 

Control Variable Sense of unity with others 

Control variable Personal growth 

Control variable Sense of impact 

Dependent Variable Effect on work meaningfulness - sense of 

purpose at work 

Control variable Gender 

Control variable Nationality 

Control variable Level of education 

Control variable Years on the organization 

Control variable Hierarchical position 

Control variable Area of work 

 

3.4 Procedures 

A pre-test of the questionnaire was sent to five people to check the clarity of the questions. The 

data was gathered through the online platform Qualtrics, where the survey was first designed 

and then distributed. Afterwards, the data collected was imported to SPSS to perform the 

statistical analysis. The items were labelled consistently, reversed when required, and some 

variables were aggregated. 

Firstly, frequencies and descriptive statistics were used to contextualize the demographic and 

the study variables. Subsequently, the reliability analysis was performed with the Cronbach 

alpha. Next, in an attempt to test the hypotheses, the study was divided into two levels. On a 

first level, which focuses on hypothesis 1 (H1a and H1b), the work orientation and value 

purpose over money or status will be analysed separately. For this purpose, frequencies and 

descriptive statistics were used in order to indicate if purpose is a global trend among 

Millennials. The whole sample is considered. 

On the second level,  the relationship of the four variables (sense of belongingness, sense of 

unity with others, personal growth and sense of impact) on overall meaningful work are 
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analysed using multiple linear regression as well as descriptive statistics. Hypothesis 2 (H2a, 

H2b, H2c, H2d, H2e ) and 3 (H3) are tested. 

 

3.5 Sample characterization 

Over the course of two weeks, 290 participants answered the questionnaire. Given that this 

questionnaire was made online, all fields were marked as mandatory, leaving no space for 

missing data. The ensuing dataset was cleaned to provide accurate data for the later in-depth 

analysis. Firstly, 79 cases were eliminated because the participants did not finish the 

questionnaire. Therefore, the number of participants was of 211.  

Lastly, all participants who did not fit the target population were excluded. Regarding the work 

status of those who answered “students”, “part-time employed” or “unemployed”. In addition, 

we did not have any answer who did not belong to the Millennials target group (1980-200) 

since nobody answered “other” on this question. Consequently, 159 cases were used for further 

analysis (see table 3 and table 4). 

Table 3: Frequency table "year of birth". 

Year of birth Frequency Percentage 

1984 2 0.9% 

1985 3 1.4% 

1986 2 0.9% 

1987 2 0.9% 

1988 6 2.8% 

1989 9 4.3% 

1990 9 4.3% 

1991 17 8.1% 

1992 33 15.6% 

1993 68 32.2% 

1994 32 15.2% 

1995 20 9.5% 

1996 6 2.8% 

1997 0 0% 

1998 1 0.5% 

1999 1 0.5% 

2000 0 0% 

Total 211 100% 
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Table 4: Frequency table "work status". 

 

 

 

 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Student 
30 14,2 14,2 14,2 

Full-time employed 159 75,4 75,4 89,6 

Part-time employed 16 7,6 7,6 97,2 

Unemployed 6 2,8 2,8 100,0 

Total 211 100,0 100,0  

 

Consecutive to the first cleaning, outlier analysis was conducted to identify cases with 

uncommonly large scores or an unusual sequence of two or more variables:  

Firstly, the dataset was tested for univariate outliers that exceeded a standardized score of ±3.29 

(p<.001, two-tailed), and therefore deviated from the other data entries. After standardizing the 

scores, an associated test was performed which classified seven answers in total. Two answers 

concerning sense of unity (question 35, item 1), four outliers for personal growth (question 36, 

item 3) and one outlier concerning meaningful work (question 37, item 3) to be above the 

threshold of +3.29. Although the classified data points represented outliers, they were kept 

inside the sample since they stood for strong disagreement (lowest response category) with the 

presented question statements. 

Secondly, the dataset was assessed for multivariate outliers, which are a combination of unusual 

scores in a line of two or more variables. The associated test was based on the Mahalanobis 

distance, which is the distance of each data point from the centroid of the other cases. This point 

was calculated as the intersection of the means of all variables under study. With the degrees 

of freedom equal to the number of variables being assessed (34), one outlier could be identified 

using p<.001 and the corresponding value (Tabachnick and Fidell 2013). The outlier was 

deleted. 

After the cleaning, the sample consisted of 158 entries. We had a great variety of nationalities 

in our sample. Spanish is the leading one counting 39.2%, followed by Portuguese with 12.7%, 

Italian 8.9% and French 6.3%. In addition, the sample was grouped into Europeans (82.3%) 

and non-Europeans (17.7%). 
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The full sample represented more predominantly younger participants. The majority of the 

sample were born in 1993 (34.2%) followed by 1992 (17.7%) and 1994 (13.9%) of both genders, 

almost equally (50.6%: male, 49.4%: female). Moreover, many participants held an academic 

degree (38%: Bachelor’s; 57%: Master’s degree; 0.6%: PhD), while 4.4% stated a high school 

diploma as the highest educational attainment. 

Due to the convenience sample technique and the younger age of the author, 60.8% of the 

participants were in entry-level positions, 29.7% middle management and 9.5% upper 

management and relatively new with the company (m=1.50; median=1; 54.4%: less than 1 year; 

41.1%: between 1–3 years, 4.4% 4 or more years).  

Finally, participants area of work is very broad, ranging from Consulting (9.5%), Marketing 

(7%), Health (6.3%), Sales (5.7%), IT (5.7%), Management (4.4%), Education (3.8%) and 

Finance (3.8%) by being the leading ones. The remaining 53.8% were spread among 50 other 

industries (see Appendix III for more information about the sample characterization). 

 

3.6 Reliability analysis  

Before going deeply into the analysis, it is important to check if the results are reliable, meaning, 

to check for internal consistency. One of the widely accepted reliability measures is the 

Cronbach Alpha. When using Likert-type scales, it is crucial to calculate and report 25 

Cronbach’s Alpha coefficient for internal consistency of any scales or subscales that are being 

used (Gliem and Gliem, 2003). This coefficient falls between 0 and 1, and it is broadly accepted 

by researchers that, to be considered reliable, a scale should present an alpha above 0.7 (Pallant, 

2005). The Cronbach Alpha was analysed for all the scales of this study, summarized in Table 

5 (see Appendix IV for more information about the reliability analysis).  

Bearing in mind the 0.7 cut-offs, all the variables were internally consistent, and consequently, 

they could be used to perform statistical analysis and derive conclusions. Nevertheless, it is 

worthy to mention that the variables work orientation and value purpose over status and money 

did not have to be included into the reliability analysis since the items of the variables are not 

assessing the same construct. However, as stated in the literature review, research has supported 

the concurrent validity of these variables (Wrzesniewski et al., 1997).  
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Table 5: Reliability assessment. 

Characteristics Items Cronbach Alpha 

Sense of belongingness Q33_1, Q33_2, Q33_3, Q33_4, 

Q33_5R, Q33_6R, Q33_7, 

Q33_8R 

0,817 

Sense of unity Q35_1, Q35_2, Q35_3, Q35_4, 

Q35_5 

0,843 

Personal growth Q36_1, Q36_2, Q36_3 0,789 

Sense of impact Q34_1R, Q34_2, Q34_3, Q34_4 O,888 

Work Meaningfulness - Sense of 

Purpose at Work 

Q37_1, Q37_2, Q37_3, Q37_4, 

Q37_5 

0,9 

 

4. Analysis of the Results and Hypothesis Testing 

After the initial cleaning tests, the assessment of the proposed conceptual model was conducted. 

Results are presented at two different levels in the following section. The first level of analysis 

is dedicated to examining if purpose is a global trend among Millennials by addressing the 

KRQ1. The second level of analysis is to determine the overall effects of sense of belongingness, 

sense of unity with others, personal growth and sense of impact on meaningful work by 

addressing KRQ2 and KRQ3 to find the most significant driver. 

 

4.1 Level one analysis: Work Orientation of Millennials 

H1a: Millennials have purpose orientation at work 

The Job, Career, Calling score of Wrzesniewski et al., (1997) was used to measure the work 

Orientation of Millennials in this section. To identify purpose orientation in the sample, we 

asked respondents to rate how similar they were to four paragraphs describing people with 

different work orientations: Money (Person A), Status (Person B), Purpose (Person C), or 

seeking for Purpose (Person D) from 1 (Very much like me) to 4 (Not at all like me). 

The work orientation with the highest mean value was Person D, with 3.13 followed by Person 

B with 2.71, Person C with 2.41 and Person A with 2.10  (see table 6) (see Appendix V for 

descriptive statistics about each of the work orientation). 
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Table 6: Descriptive Statistics work orientation. 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Person A 158 1 4 2,10 ,946 

Person B 158 1 4 2,71 ,905 

Person C 158 1 4 2,41 ,998 

Person D 158 1 4 3,13 ,972 

Valid N (listwise) 158     

 

Results showed that the majority of the respondents felt more similar with Person D. This 

person is the one who “want to work on something meaningful but is still in the process of 

discovering what it is”. Person D also stands for having a clear thought about finding a work 

where he/she can feel there is a sense of purpose and meaning on what he/she is doing as well 

as having an impact and help to make the world a better place.  

Therefore, Millennials are seeking for purpose and meaning at work, but they struggle to find 

this work where they can have an impact and feel fulfilled with what they are doing. This is 

coherent with the score that Person C got (m=2.41) which is lower than the mean of Person B 

(m=2.71). This means that most of the participants feel more identified with a work that gives 

them recognition rather than purpose since they did not find that meaningful work yet. Besides, 

the least scored work orientation was “Money”-Person A. This indicates that Millennials are 

not driven by “Money” when looking for jobs.  

On top of that, it is important to go deeper, to analyse each of the work orientations. Person A 

scores high percentages in “Not at all like me” and “Very little like me” (32.3%) and (32.9%) 

respectively and low scores in “Very much like me” (7.3%). This leads us to the conclusion 

that participants did not feel strongly connected with the characteristics of this person. However, 

Person B has the highest score son “Somewhat like me” (40.5%). Therefore, participants 

somewhat were sharing some of the characteristics of Person B, but they were not very extreme 

saying they really feel like this person or they do not. The same happens with Person C as 

participants scored the highest in “Somewhat like me” (32.9%) and the lowest in “Very much 

like me” (15.2%). Finally, Person D gives us the strongest results since it scores the highest in 

“Very much like me” (46.2%) and the lowest in “Not at all like me” (8.2%) (see Appendix VI 

for further information about frequencies of work orientation).  
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In conclusion, not only that Person D has scored the highest in the general mean (3.13), but it 

also has the strongest score of “Very much like me” (46.2%). This validates our first hypothesis 

that Millennials have purpose orientation at work. However, we discovered that the work 

orientation of Millennials is not the pure “Purpose” orientation but rather “Seeking for Purpose”.  

In addition, four new variables were created for Money, Status, Purpose and Purpose seeker. 

Participants who gave the highest value to the category (Very much like me=4) were picked. 

The sample was composed of Money-oriented (12; 8.51%), Status-oriented (32; 22.69%), 

Purpose-oriented (24; 17.02%) and Purpose Seeker-oriented (73; 51.77%). 17 participants were 

excluded from this category since they either give the highest grade to two work orientations 

or did not give the highest score to any of them. Therefore, in this case, the sub-sample was for 

141 participants (see table 7 and figure 10). 

Table 7: Frequency table "work orientation". 

Orientation Frequency Percentage 

Money 12 7.6 

Status 32 20.3 

Purpose 24 15.2 

Purpose seeking 73 46.2 

 

Figure 10: Percentage of work status. Created by the author 

 

 

H1b: Millennials value purpose over status and money 

On this section, we want to corroborate what has been concluded in the last section. We want 

to examine if Millennials value purpose over status and money, and therefore validate or 

invalidate our hypothesis H1b.  

Work Orientation

Money Status Purpose Purpose Seeker
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Descriptive statistics (see table 8) showed us that the highest scores were; value purpose over 

status and money (3.84), “I would like to work on something meaningful even if it less 

financially lucrative or status-oriented occupations”; followed by value purpose over money 

(3.73), “I would choose a job that has a lower salary than the other options but that I feel more 

identified with the mission of the organization”, and value purpose over status (3.44), “I would 

choose a work that is aligned with my purpose even if the possibilities of going up in the 

hierarchy of the company are not so clear”.  

Regarding the lowest scores, value salary over purpose (2.39). Millennials would not choose 

the option where the organization pay them really well if it is not what they like doing. Value 

status over purpose (2.39); participants are less likely to choose the option that will give them 

advancement and promotion in their career if they would not be identified with what I do. 

Therefore, not only that participants valued purpose over money and purpose over status, but 

they also valued purpose over status and money. Thus, our assumption H1b is validated. 

Table 8: Descriptive Statistics "Value purpose over money and status". 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

low money vs. high purpose 158 1 5 3,73 1,121 

low status vs. high purpose 158 1 5 3,44 ,878 

high salary vs. low purpose 158 1 5 2,39 ,936 

high status vs. low purpose 158 1 5 2,47 ,995 

high purpose vs. low status 

and low money 

158 2 5 3,84 ,851 

Valid N (listwise) 158     

 

Finally, taking into consideration this two hypothesis we can conclude we see an observable 

growing global trend that Millennials are pursuing purpose at work. 

 

4.2 Level two analysis: What makes work meaningful? 

In this part, the focus will be on understanding the overall effects of sense of belongingness, 

sense of unity with others, sense of personal growth and sense of impact on meaningful work 

of Millennials. 
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Descriptive Statistics 

Firstly, concerning the data of the 158 participants, meaningful work had an average value of 

3.6481 out of 5, revealing that in general people found they have meaningful work. Looking 

deeper into the different items we found that “I understand where the efforts of my work go” 

has the highest score (3.79) followed by “I see that my work has a sense of purpose”. Thus, 

Millennials see that their work has meaning and purpose as well as knowing what the outcome 

of their input is (see table 9). 

Table 9: Descriptive Statistics of the five variables. 

Descriptive Statistics 

 N Minimum Maximum Sum Mean Std. Deviation 

OverallMW 158 1,00 5,00 576,40 3,6481 ,76231 

OverallSB 158 1,38 5,00 521,25 3,2991 ,73510 

OverallSU 158 1,80 5,00 589,40 3,7304 ,67302 

OverallPG 158 1,00 5,00 578,33 3,6603 ,75664 

OverallSI 158 1,00 5,00 530,75 3,3592 ,96492 

Valid N (listwise) 158      

 

In the table, we can see that the mean of the dimension sense of unity with others has the highest 

score (3.7304), followed by sense of personal growth (3.6603), sense of impact (3.3592) and 

lastly sense of belongingness (3.2991). From here, we can get the impression that Millennials 

value the interpersonal relationships with their peers as well as their personal growth.  

On an attempt to get deeper into the four different categories, we observed that the highest items 

inside sense of belongingness are “I can really be myself on this organization” (3.80) and the 

inverse scored “I do not feel part of the family on this organization” (3.5570). The lowest scores 

are “I rarely think about looking for a job with another organization” (2.83) and “I really feel 

as if this organization problems are my own” (2.97). Thus, this means that Millennials might 

be thinking to leave their current organization and that even if they feel part of the family of the 

organization they do not feel so attached as to think their problems are their own. Regarding 

the variable sense of unity, there is a very high score of “I enjoy working with my team” (4.03) 

and “On my organization we support each other” (3.97). In addition, the lowest score is “I feel 

that most of my colleagues are my friends” (3.27) but not being as low as other items on the 

other sections. 
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The dimension sense of impact takes us to see that all the items have similar scores. The highest 

item is the reverse score of “My work really makes no difference to the world” (3.4557), and 

the lowest are “The work I do serves a greater purpose” and “I see the connection between my 

work and the larger social good of my community” (3.30 for both). Thus, Millennials have a 

relatively modest score regarding this dimension. There are not a lot of Millennials in our 

sample who feel they are having a contribution to the society.  

Finally, the highest score in the dimension personal growth is “I view my work as contributing 

to my personal growth” (3.98) and the lowest “My work drives me to an extra mile” (3.35) (see 

Appendix VII for detailed information about each of the variables and items). This high score 

is in line with the narcissist view of Lipovetsky, (1987) and Twenge (2006) presented on the 

literature review where Millennials also want to see they have personal development and 

growth at work. 

 

Relationships between sense of belongingness, sense of unity, personal growth and sense 

of impact, and meaningful work 

 To test the hypothesis H2 and the sub-hypothesis (H2a, H2b, H2c, H2d, H2e) multiple linear 

regression was performed followed by its analysis to model the effect of the drivers on the 

dependent variable (see figure 11). The dependent variable was meaningful work/sense of 

purpose at work, and the independent variables were the four different drivers (sense of 

belongingness, sense of unity with others, sense of personal growth and sense of impact). As 

both dependent and independent variables were numerical, the linear regression could be used 

to identify the relationship among them. 

 

Figure 11: Proposed conceptual model. Made by the author. 
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The first step was the verification of the assumptions of the linear regression in SPSS: linear 

relationship, multivariate normality, no or little multicollinearity, no auto-correlation and 

homoscedasticity (see Appendix VIII for detail explanation of the linear regression 

assumptions). In addition, in linear regression, the sample size rule of thumb is that the 

regression analysis requires at least 20 cases per independent variable in the analysis. In our 

case, since we have four IV and 158 cases, this point would be verified.  

 

Model 1 

Reg1] Meaningful work =  + 1*Sense of unity + 2*Sense of belongingness + 3*Sense of 

impact+ 4*Personal growth+i 

 

H0: 𝐢
= 𝟎    statistically not significant, therefore the variable i does not explain the behavior 

of the dependent variable. It happens when P-Value >   Do not reject H0 

H1: 𝐢
≠ 𝟎    statistically significant, therefore the variable i explains the behavior of the 

dependent variable. It happens when P-Value <   Reject H0 

Firstly, we examine the correlations and see that the independent variables are positively and 

significantly correlated with the dependent variable. The Pearson Correlation ranges between -

1 and +1 and quantifies the direction and strength of the linear association between the two 

variables. We observe that the highest correlation is between sense of impact and meaningful 

work (see table 10). 
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Table 10: Correlations table 

 

 

Furthermore, the R-square value in the model summary tells us that 65.2% of the variance in 

meaningful work can be predicted by sense of belongingness, sense of unity with others, sense 

of impact and personal growth. However, it does not tell us whether this amount of variance is 

significant nor tell us which of the predictors best predict meaningful work (see table 11). 

Table 11: Model Summary. 

 

To see if the model significantly predicts the variance in the independent variables, we need to 

look at the F value at the ANOVA table and its respective significant values (see table 12). 

Since the ANOVA p-value was below the cut-off of 0.05 (p-value= 0.00) H0 could be rejected, 

and so, at least one of the independent variables explained the dependent variable and the model 

was significant. Therefore, the sample data provide sufficient evidence to conclude that the 

regression model fits the data better than the model with no independent variables. 
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Table 12: Significant value of the model. 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 60,263 4 15,066 74,425 ,000b 

Residual 30,971 153 ,202   

Total 91,234 157    

a. Dependent Variable: Overall_MeaningfulWork 

b. Predictors: (Constant), Overall_PersonalGrowth, Overall_SenseofUnity, Overall_SenseofImpact, 

Overall_SenseofBelonging 

 

Looking at the coefficients box, we can see that the standardized coefficient beta show us both 

the strength and the direction of the prediction from the independent variable to the dependent 

variable. Since these values are positive, it means that the four independent variables predict an 

increase in the variable meaningful work. In addition, looking at the significant values, three of 

them are below 0.05. This means that all the three independent variables are significant and 

positive predictors of Meaningful work. However, sense of unity is not a significant predictor 

of Meaningful work, and thus it did not affect Meaningful work as a whole. 

In addition, if we look to the Standardized Coefficients (see table 13), we can see that the 

coefficient for sense of impact (0.554) is a much larger predictor than sense of personal growth 

(0.245) and sense of belongingness (0.161). Thus, the best predictor of Meaningful work for 

this sample is sense of impact. 

Table 13: Effect of sense of belongingness, sense of unity with others, sense of impact and personal growth on 

meaningful work. 

 

 

In conclusion, H1a, H1b and H1d were confirmed, meaning that high sense of belongingness, 

high sense of impact and high sense of personal growth positively impact meaningful work. 

However, H1c was not validated since sense of unity with others did not impact meaningful 

work.  
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5. Overview of the Main Results 

This dissertation had the goal to answer the proposed research questions and its hypotheses. 

The first research question – "Is Purpose a Global Trend among Millennials?” with the sub 

research questions “Are Millennials a purpose-oriented generation?” and “Do Millennials value 

purpose over status and money in the workplace?” (See Appendix IX to have a general overview 

of the hypothesis, key research questions and results). These research questions had the 

following hypotheses: 

o H1a: Millennials have purpose orientation at work. 

Descriptive analyses allowed to validate the hypothesis and conclude that Millennials are 

purpose-oriented generation. The work orientation with the highest mean value was “Purpose 

seeking orientation” (3.13) followed by “Status orientation” (2.71), “Purpose orientation” 

(2.41) and “Money orientation” (2.10). Therefore, even if Millennials did not score the highest 

into “Purpose-orientation”, they scored the highest into Purpose seeking orientation.  

o H1b: Millennials value purpose over status and money. 

Descriptive analyses supported this hypothesis, recognizing that Millennials value purpose over 

status and money. They prefer to work on something they are passionate about even if the salary 

or their status growth opportunities are lower.  

This leads us to the conclusion that Millennials are looking for purpose at work, but the majority 

of them did not yet find a purposeful work. Thus, we can conclude that we see an observable 

growing global trend that Millennials are pursuing purpose at work. 

The second research question – "What makes work meaningful? The subkey research questions 

were “Do Millennials who have a sense of belongingness will experiment a sense of purpose at 

work/meaningful work?”, “Do Millennials who have a sense of unity with others will 

experiment a sense of purpose at work/meaningful work?”, “Do Millennials who have a sense 

of personal growth will experiment a sense of purpose at work/meaningful work?”, “Do 

Millennials who have a sense of impact will experiment a sense of purpose at work/meaningful 

work?” and “Do Millennials who have a sense of belongingness, sense of unity with others, 

personal growth and sense of impact will experiment a sense of purpose at work/Meaningful 

work?”.  
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These key research questions had the following hypotheses: 

o H2a: High levels of sense of belongingness have a positive impact on Meaningful work. 

o H2b:  High levels of  sense of unity with others have a positive impact on Meaningful work 

o H2c:  High levels of personal growth have a positive impact on Meaningful work. 

o H2d:  High levels of sense of impact have a positive impact on Meaningful work 

Regression Analysis supported three of the four hypothesis. Sense of belongingness, sense of 

personal growth and sense of impact positively impacted the dependent variable meaningful 

work. However, H2b was not statistically relevant, and therefore it was rejected since there was 

no connection between the variables. This contradicts with the literature since “unity with others” 

was supposed to be a driver of meaningful work (Lips-Wiersma et al., 2012). However, this 

study was carried out for people ranging in age from 25 to 60 years, without taking into account 

generational differences. Therefore, our research brings some interesting information, as “unity 

with others” is not a driver of meaningful work among Millennials. 

One possible explanation for this result is the different understanding of meaning and purpose. 

As stated in the literature review, there has been a shift regarding the concept of meaning. For 

older generations, meaning as purpose was strongly related to family and community. This can 

be related to “sense of unity with others” since they value relationship and stability. However, 

as shown on our results, Millennials understand meaning at work as being able to have an 

impact in the world and not as having a strong relationship inside their workplace.  

The third and last key research question is “Is sense of impact the strongest driver for 

Meaningful work?” with the hypothesis 

o H3: Sense of impact will have the strongest effect on meaningful work 

The same regression analysis carried out for the last hypothesis showed that sense of impact is 

the strongest driver for meaningful work since the coefficient for sense of impact (0.554) is 

higher than the ones for sense of personal growth (0.245) and sense of belongingness (0.161).  

This conclusion reinforces and is coherent with the results from previous hypothesis stating that 

Millennials are purpose-oriented at work since purpose orientation contained the concept of 

contributing to something larger than yourself. Furthermore, results support the literature of 

Millennials being the “purposeful and social” generation (Deloitte, 2015, Hurst, 2015; Gallup, 

2016, Poswolsky, 2016, Main, 2017, Oden-Hall, 2017) and disapprove the view of being the 
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least purpose-driven generation from the recent study developed by LinkedIn and Imperative 

(2016). 

In addition, the second strongest driver was “personal growth” which is also in line with the 

Millennials “narcissistic” view (Lipovetsky, 1987 & Twenge, 2006). showed in the literature 

review. Even if they value purpose over money and status, they have the individualistic view 

as Millennials also value their personal growth and development to feel that their work is 

meaningful. 
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6. Discussion and Conclusions 

The interest in meaningful work has significantly increased over the last two decades. Much of 

the associated managerial research has focused on researching ways to ‘provide and manage 

meaning’ through leadership or organisational culture. Such research has also usually avoided 

studying what has caused meaninglessness in the first place. The limited research that has been 

done with a non-performative intent has been fragmented and has arrived at a wide variety of 

sources of meaningful work without addressing their relationship with each other (Lips-

Wiersma & Morris, 2009). The majority of studies on the meanings of work has been focused 

on finding effective methods of ‘managing meaning’ rather than on understanding the 

subjective experience of meaningful work. (Lips-Wiersma & Morris, 2009). In addition, there 

have been no scholars addressing the issue of purpose and meaningful work considering 

generational differences or focusing just on one generation. The action research design of our 

study assists in understanding both the work orientation of Millennials and the sources of 

meaningful work among them. 

It is a unique time in the workplace as four generations of workers are intermingling. As the 

most recent generation enters the workforce, the challenge for leaders is not only to understand 

the differences between the generations but also to embrace their different perspectives and find 

ways to bring out the best in everyone (Downing, 2006).  

Empirical studies show that each one of these generations presents different general features, 

which derive from the experiences and the development of historical and sociocultural contexts 

(Johnson & Mislin, 2011; Li & Fung, 2012; Dixon, Mercado, &Knowles, 2013; Lyons & 

Kuron, 2014; Yi, Ribbens, Fu, & Cheng, 2015). A new group is leaving college and joining the 

workforce in growing numbers. Sometimes referred to as “Generation Y”, Millennials are the 

children of the vast “Baby Boomer generation”. Born between 1980 and 2000, the “Millennials 

generation” is nearly as large as a cohort as the Boomers (Sujansky & Ferri-Reed, 2009). 

Furthermore, the Boomers are leaving a workplace that has been designed around them, which 

is now at odds with the work expectations of the Millennials who will replace them. The clash 

of work-place cultures is creating consternation at companies that now find themselves faced 

with the need to adapt their cultures to the work styles of Millennials (Sujansky & Ferri-Reed, 

2009). 
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As explained in the literature review, there are opposite views of what concerns to Millennials 

characteristics and work orientation. Some authors support the idea that Millennials are the next 

purposeful and social generation (Deloitte, 2015, Hurst, 2015; Gallup, 2016, Poswolsky, 2016, 

Main, 2017, Oden-Hall, 2017) while others argue they are the least purpose-driven generation 

(LinkedIn and Imperative, 2016) and even some authors call them the “narcissistic” generation 

(Lipovetsky, 1987 & Twenge, 2006). 

It is essential to examine the situation where Millennials have born to understand their values, 

behaviours and preferences. Millennials have born in a context of prosperity. Their parents 

generally were telling them they could become whomever they wanted in their life. They 

already grew with high expectations regarding job opportunities because they were feeling 

special. However, when they reached the adulthood and entered the marketplace, they 

discovered life is not as easy as they thought.  

In addition, they had already covered their basic needs such as food, safety and love and 

belonging. Since they felt “meaningful kids” from an early age, they also wanted meaningful 

work when entering the marketplace. However, those Millennials who have a purposeful work 

are the minority as our data explained (17.02%). Nevertheless, the most interesting fact comes 

when examining that even if is just the minority who are purpose-oriented (17.02%); most of 

Millennials are seeking for this purposeful work (51.77%).  

In addition, during the 1980s a renewed interest in work as a source of meaning emerged based 

on the belief that finding meaning within one’s place of work is expected and that meaningful 

work is as important as pay and security – and perhaps more so’ (Pratt and Ashforth, 2003, p. 

309). We tested if Millennials were valuing purpose over status and money, and this turned to 

be the case. They would prefer a job offer where they can find meaning and purpose even if the 

salary or the growing possibilities on the hierarchy are better on other offers. Together with the 

evidence that money-oriented Millennials are the smallest cohort (8.51%), we can argue that 

Millennials are in the pursuit of purpose at work even if they are struggling to find it which may 

lead to enhance their frustration as well as the increase of turnover. Thus, we can see an 

observable growing global trend that Millennials are pursuing purpose at work. 

On top of that, a substantial contribution of our research is that it brings together themes that 

have emerged in other conceptual and empirical writing on meaningful work. Meaningful work 

is shown to be not about one life purpose or one worthwhile pursuit (Lips-Wiersma & Morris, 
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2009). It consists of a combination of work meanings articulated in previous research such as 

social contribution and self-esteem (Nozick, 1974), caring relationships, (Ayers et al., 2008) 

and the ability to show one’s true self (May et al., 2004). Meaningful work also consists of a 

combination of the work meanings articulated in humanities literature such as work that 

supports moral development (Bowie, 1998) and working for a cause that transcends self-interest 

(Singer, 1995). Some authors suggest Generation Y care more about personal learning and 

development, relationships with peers and about the balance between professional and personal 

life (Silva, Dutra, Veloso, Fischer, & Trevisan, 2015). 

In our research, we have combined the possible drivers of meaningful work into four categories: 

Sense of belongingness to the organisation, sense of unity with others, personal growth and 

sense of impact. The survey results revealed some interesting findings. Descriptive statistics 

were used to analyse the four variables, which have led to different results when running the 

Regression Analysis and examine the effect of the variables into meaningful work.  

We saw how the mean of the variable sense of unity had the highest score (3.7304), followed 

by sense of personal growth (3.6603), sense of impact (3.3592) and sense of belongingness 

(3.2991). These scores lead us to the conclusion that the studied sample of Millennials are very 

united with co-workers within the organisation and they value the interpersonal relationships 

with their peers as well as their personal growth. 

However, when running the Regression Analysis, sense of unity did not affect the variable 

meaningful work; and therefore, it is not a predictor which contradicts with the research of Lips-

Wiersma et al., (2012)  since “unity with others” is supposed to be a driver of meaningful work. 

Thus, Millennials are social people regarding the relationship with others, but this does not give 

them a sense of purpose at work.  

Millennials may see the “unity with others” at work as personal and emotional relationships 

which may be similar to the relationship with their friends. This may implicate being on the 

third level of Maslow´s Hierarchy of needs; belongingness and love need. Therefore, this level 

does not provide a sense of fulfilment (achieving one´s full potential). Millennials associate this 

level of fulfilment (meaningful work) with contributing to something bigger than themselves 

(sense of impact in our study).  

Furthermore, older generations like Boomers had typically helped their families at work. 

Relationships inside the family and their closest circle were stronger and more dependent. 
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Nowadays, this younger generation has fewer ties to family, and from a young age, they are 

free to move without having to cope with the responsibility of economically supporting the 

family. Therefore, Millennials do not feel meaning and purpose at work comes from this 

interpersonal connectedness (unity with others in our study). They may be happier or more 

satisfied if the team of their organisation is good, but this would not lead to higher level of 

fulfilment, sense of purpose of meaningful work.  

Another significant finding is that when looking into the Statistics Analysis, sense of impact 

had a modest score (3.3592). This result tells us that the majority of Millennials do not feel they 

are having a real contribution to the society through their work. Nevertheless, those few 

Millennials who do have a sense of impact had the highest score when considering the effect of 

the variable meaningful work. Purpose comes when we know we have done something that we 

believe matters–to others, to society, and to ourselves. Based on PwC’s data, it appears the 

majority of CEOs now share the vision that purpose is the new driving force of the economy 

(Hurst, 2015). The idea that helping others is part of a meaningful life has been around for 

thousands of years. Aristotle wrote that finding happiness and fulfilment is achieved “by loving 

rather than in being loved.” According to the psychologist Carol Ryff, who reviewed the 

writings of numerous philosophers throughout history, relationships with others are “a central 

feature of a positive, well-lived life” (Hopper, 2016).  

The deeper existential layer of meaningfulness under job-enrichment may be the human need 

to grow and develop (May et al., 2004). Our results suggest that sense of personal growth is the 

second largest score and therefore, it goes in line with the literature suggestion that Millennials 

tend to be narcissistic and focus on the self (Lipovetsky, 1987 & Twenge, 2006). Finally, having 

a strong sense of belongingness does not give Millennials strong score in meaningful work. 

This variable is the weaker source of meaningful work. One explanation might be that as 

Millennials are the first tech-savvy generation, and together with the rise of globalisation, 

Millennials have found with a sample range of possibilities when looking for jobs, making them 

feel less attached to the same organisation.  

In conclusion, this research tried to address two central questions within the Millennials 

generation. The first was to understand the work orientation of Millennials due to the substantial 

disparity in the literature. Authors differ to categorize them into the purpose-oriented and social 

generation (Deloitte, 2015, Hurst, 2015; Gallup, 2016, Poswolsky, 2016, Main, 2017, Oden-
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Hall, 2017) or the least purpose-oriented generation (LinkedIn &Impulse, 2016) with even a 

“narcissistic” view (Lipovetsky, 1987, Twenge, 2006). 

The second question was to explore the different possible drivers affecting meaningful work. 

Findings of this study were convincing in proving that Millennials are purpose seeker 

individuals and that sense of impact is the most potent source to achieve meaningful work 

followed by sense of personal growth and sense of belongingness. Thus, Millennials have a side 

where they care about the social cause and the other side where they focus on the self. These 

two dimensions, together with sense of belongingness seem to reach the highest level of 

Maslow´s Hierarchy of needs, self-actualisation that in our case is meaningful work or sense of 

purpose at work. 

 

7.  Implications 

7.1 Theoretical Implications 

This research contributed to noteworthy conclusions. Previous literature had contradicting 

views of the characteristics and work orientation of Millennials as shown in the literature 

review. Y Generation cares more about personal learning and development, relationships with 

peers and about the balance between professional and personal life (Zanini, Migueles, Melo & 

Filardi, 2018). Others say Millennials are often characterised as being less focused on 

developing a professional career. Members of this generation would value flexibility, task 

autonomy, management support, and active learning environments. Their most significant 

advantage is that they are technologically literate and highly educated (McGuire, By & 

Hutchings, 2007, pp. 594-595; Crumpacker & Crumpacker, 2007). Results range from arguing 

they may be the “narcissistic generation” (Lipovetsky, 1987 & Twenge, 2006), the social and 

purpose-oriented generation (Deloitte, 2015, Hurst, 2015; Gallup, 2016, Poswolsky, 2016, 

Main, 2017, Oden-Hall, 2017) or the least purpose-driven generation (LinkedIn & Impulse, 

2016)  

Our study found that Millennials are purpose seeking individuals, meaning that the majority of 

them are pursuing meaning and purpose at work, but they are struggling to find that job that 

gives them real meaning and purpose at work. 
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On top of that, little literature has focused on understanding the driver of meaning work (Rosso 

et al., 2010) and the role that leaders can play in this process (Bailey & Madden, 2016). In 

addition, literature did not focus on understanding this issue with a specific generation. We 

grouped it into four dimensions that are: sense of belongingness, sense of unity with others, 

personal growth and sense of impact showing that only sense of belongingness, personal growth 

and sense of impact are antecedents or drivers of meaningful work.  

Furthermore, literature has usually combined belongingness and sense of unity under the same 

construct Research suggests that membership in, identification with, and feelings of connection 

to social groups through work may provide individuals with meaningfulness by helping them 

experience a definite sense of shared collective identity, fate, or humanity with others (Homans, 

1958; White, 1959). However, we made the distinction in our study, and it was shown that sense 

of unity with others had no positive effect on meaningful work in contradiction to what the 

literature has said (Lips-Wiersma et al., 2012). Individuals who have close interpersonal 

relationships at work, or are a part of a close-knit group or organisation that feels like a family, 

are likely to experience a stronger sense of mutual support and belongingness that contribute 

meaningfulness to the work experience or context (Pratt & Ashforth, 2003). Finally, sense of 

impact has the most substantial effect on meaningful work on this sample of Millennials that 

was also not proven before.  

 

7.2 Practical Implications 

The following implications aim to be the possible guidelines for organisational leadership, 

people managers, and employees who wish to develop greater purpose at work. Developing and 

sustaining a higher level of purpose and meaning requires a change in how business practices 

are approached (Alexander, 2015). A beginning is found in three key difference-makers. 

1. Understand the Why 

While some companies exist forever, others die after some years. It is because they know why 

they exist. Determining “the why” establishes the drive of an organisation—the purpose or 

cause or belief that is intentional; it is built on generating value internally for employees and 

externally for stakeholders and customers. Purpose can provide a sense of direction and 

guidelines for leaders to steer by as part of the DNA of the organisation (Alvession, 2013). 
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Likewise, employees need also to have an open mind, they need to find ways to contribute, and 

they need to figure out why they are working for the organisation in the first place. As exposed 

on the theoretical framework, the literature shows clear consensus that the first step to finding 

the sense of purpose is the process of self-exploration, which means that both individuals and 

organisations need to understand “Why”.  

If the purpose is authentic, then it becomes the ultimate differentiator. Anyone can copy what 

an organisation do, but no one will ever be able to copy why an organisation exist. Also, helping 

Millennials figure out how to define this sense of purpose will benefit both employees and 

employers. In fact, companies and all employees could both benefit from collectively creating 

a meaningful work culture. It could be as simple as identifying the best ways to use an 

employee’s skills. 

 

2. Develop the Purpose Ecosystem 

The focus on finding purpose via work will change how companies are organised and operate, 

how leaders lead and manage, and how HR people do their jobs (Hurst, 2015) which is the heart 

of the new Purpose Economy. It is not about some poetic purpose statement or set of values 

pasted on a wall. It is about optimising the amount of meaning and fulfilment employees, and 

customers feel every day. The companies that can do that are going to be leaders in this exciting 

new era (Hurst, 2015). 

This purpose ecosystem serves the critical need for people to develop themselves, be part of a 

community, and affect something greater than themselves. Organizations that provide a sense 

of community, sense of empowerment and that have a social cause are more likely to enhance 

the employee level of meaningful work because individuals will feel the work they do has a 

strong sense of purpose. As CEOs look to transform their approach to business to thrive in the 

Purpose Economy, they should focus their efforts on understanding how they bring meaning to 

their current customers and employees (Hurst, 2015). Since we found out that sense of 

belongingness, sense of impact and personal growth are drivers of meaningful work within 

Millennials; we suggest employers invest effort, time and money in bringing the social cause, 

empowerment and a sense of community inside the heart of the organisation (see figure 12). 
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Figure 12: The Purpose Ecosystem. Made by the author. 

 

a. Sense of impact – The Social Cause 

No person or organisation would have a reason for existence at all if it were not for other people. 

By better understanding the importance employees place on particular social initiatives, 

organisations can provide opportunities that create the most meaning for employees. Results 

showed that sense of impact is the key driver of meaningful work and it can be a defining factor 

of a purpose-driven organisation. This perspective adds a practical and socially oriented 

mechanism to the meaning of work literature that is, at present, primarily defined by cognitive 

and self-oriented explanations (Rosso, Dekas, & Wrzesniewski, 2010). 

b. Personal growth – The Empowerment 

Hurst 2015 theorised that facing challenges and growing as individuals are crucial to feeling 

meaning at work. We also suggest employers should challenge Millennials and make them grow 

as professional and as persons. Consequently, it will directly report into their purpose and 

meaning at work.  

c. Sense of belongingness – The Community 

According to Cockshaw & Shochet (2010), workplace belongingness can be defined as the 

extent to which a person feels included, supported and at one with their psychosocial work 

environment. Their study indicates workplace belongingness is related to emotional well-being. 

Our results found that sense of belongingness in Millennials affected meaningful work, even if 

it was the weakest score. Therefore, we suggest managers put effort into building a sense of 

community inside and outside the organisation to enhance the organisational identification and 

consequently meaningful work. 
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3. Understand the Purpose Match 

A purpose-driven organisation succeeds because leadership provides vision, information, 

resources, and feedback to ultimately create, embed, and evolve the culture (Pascarella & 

Forhman, 1989; Schein, 1984). Clarity of purpose provides leaders with the means to make 

quicker, better and bolder purpose- informed decisions, which is shown to improve performance 

(Spence & Rushing, 2009). As shown in our results, the majority Millennials are pursuing 

purpose at work. However, just the minority Millennials achieve to have sense of purpose and 

meaning at work. 

Therefore, we suggest organisations to (1) hire with Purpose. With the clear benefits of hiring 

Purpose-Oriented Workers and the limited supply of them in the workforce, there is a new war 

for talent –Purpose-Oriented talent. Recruiters can examine work orientation (money, status, 

purpose) to understand if a candidate has the potential to achieve the level of meaning and 

purpose required for a specific position. Like every other instrument, it should not be used on 

its own, but it can be an excellent complement to other recruitment instruments. Employers 

should be looking to optimise their recruiting to attract these workers. (2) Promote on Purpose. 

High potential employees are Purpose-Oriented. They have the competencies that employer 

seek in high potential programs. Purpose Employers promote leaders who can attract and inspire 

other Purpose-Oriented Workers. (3) Replace Employee Engagement with Meaning-Making 

Measures and Approaches: Managers have been investing many resources into engaging and 

motivating the young generation through engaging programs that focused on external extrinsic 

motivators (e.g. salary, bonuses, holidays etc.). Nevertheless, our results showed that 

Millennials want purpose at work, and the way to achieve it is through intrinsic motivators to 

(sense of impact, sense of personal growth and sense of belongingness) reach the fullest 

fulfilment in the workplace. In addition, employers can better align with a healthy approach to 

work by measuring levels of fulfilment and use it to broker partnerships with each employee.  

In conclusion, our results showed that Millennials are in the pursuit of purpose at work. 

Therefore, as already developed on the theoretical framework, understanding the purpose match 

(purpose-driven organizations have to focus on finding purpose-driven employees - and the 

other way round) is key to enhance the full potential of what purpose can bring to both the 

individuals and the organizations. Employees will be encouraged to bring their full set of values 

and strengths to work and, in turn, the organisation will support the employee in using those 

values and strengths in service of its mission. 
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8. Limitations of the Study and Further Research 

Despite having conclusions aligned with previous research, there are some limitations 

associated with this research, which should be considered. 

First, the sample size was relatively small (158 individuals) and the data collection was based 

on a convenience sample, said to provide low representativeness of the whole population in the 

study (Taylor, 2016). Self-selecting respondents might have been naturally more interested in 

the topic, which possibly resulted in inflated mean scores on some of the scales. Moreover, 

participants were mainly from developed countries. There are aspects, which remain to be 

answered, for instance, how this model works for different contexts, such as industries, 

organisational cultures, and different life moments. 

On top of that, one of the biggest challenges in research on generational differences is, to put it 

facetiously, the lack of a workable time machine. Most studies on generational differences in 

work values are cross-sectional, with data on workers of different ages collected at one point in 

time (Twenge, 2010). Further research should develop this issue through a different moment of 

time. 

Further studies should use larger random samples and include Millennials in developing 

countries too as that could improve the theoretical and practical implications derived from the 

research. Additionally, efforts should be made to research samples of people who are not 

currently working full-time (e.g. job seekers, those in transition, and those entering the 

workforce for the first time) and examining leaders to see the role they are playing on this 

context. 

Second, we measured work orientation with (job, career, or calling) the score of Bellah, 

Madsen, Sullivan, Swidler (1985). This way of assessing work orientation may be a limitation 

since some participants did not feel identified with any of the orientations. Also, we added a 

new orientation called “purpose seeker”, which end up scoring the highest. However, this last 

work orientation should be examined and tested deeper. Further research should develop a more 

robust way of assessing work orientation by also including this new dimension of “purpose-

seeker”. 

Third, empirical research in the area of purpose is inconclusive and lacks a strong base of 

research. Thus, the current study could be an element for developing other ways to define and 

measure purpose in business. We had to measure sense of purpose by measuring meaningful 
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work, (“The work I do has a sense of purpose”. “I have a meaningful work”) which has been 

more developed. Further research should develop a powerful mechanism to assess sense 

purpose at work that differentiates from meaningful work. Further investigation may also 

determine particular characteristics within specific companies and industries to improve and 

enhance the development of purpose-driven organizations.  

Fourth, the average values of meaningful work were high which may in turn not be true - the 

issue of social desirability might have led to positive results. The concept of self-serving bias, 

which is “any cognitive or perceptual process that is distorted by the need to maintain and 

enhance self- esteem” (Forsyth, 2008) could have taken place in this process. 

Lastly, a limitation lies in the immaturity of the field of study (as reflected in the number of 

variables used and the diversity of definitions considered). While the variables themselves are 

mature and the scales confirmed, their connections to sense of purpose are only now being 

explored and implied. 
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Appendix I: Questionnaire of the online survey 

- Distribution: Online through Qualtrics 

- Preview-Link: https://goo.gl/2ouEQg  
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Appendix II: Variables and Items 

Sense of belongingness - How do you feel about your organization? 

 I can really be myself in this organisation 

 I feel a strong personal connection to my organization 

 It would be difficult for me to leave my organization 

 I really feel as if this organization’s problems are my own 

 I do not feel like ‘part of the family’ at my organization (reversed score) 

 I do not feel a strong sense of belongingness to my organization (reversed score) 

 I rarely think about looking for a job with another organization. 
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 I feel very different from most other employees here (reversed score) 

Sense of unity - How do you feel about your work environment? 

 On my organization, we support each other 

 I enjoy working with my team 

 In my place of work we are very united 

 I feel that most of my colleagues are my friends 

 There is a really good environment in my place of work 

Sense of impact - How do you feel about your work contribution? - 

 My work really makes no difference to the world (reversed score) 

 I know my work makes a positive difference in the world 

 The work I do serves a greater purpose 

 I see the connection between my work and the larger social good of my community 

Sense of personal growth - How do you feel about your personal growth at work? 

 I experience a sense of achievement 

 My work drives me to go the extra mile 

 I view my work as contributing to my personal growth 

Work meaningfulness | Sense of Purpose at work - How do you feel about your work? 

 I see that my work has a sense of purpose 

 I see there is a clear sense of purpose of what I am doing at work 

 I understand where the efforts of my work go 

 I see my work is purposeful and significant 

 The work that I do is meaningful 
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Appendix III: Sample characterization information 

 

 

European – Non European 

 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 
Non-European 

28 17,7 17,7 17,7 

European 130 82,3 82,3 100,0 

Total 158 100,0 100,0  
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Appendix IV: Reliability Test 

Meaningful work 
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Personal growth 

 

Sense of impact 
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Sense of unity with others 

 

 

Sense of belongingness 
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Appendix V: Descriptive Statistics of work orientation 

 

Statistics 

 Person A Person B Person C Person D 

N Valid 158 158 158 158 

Missing 0 0 0 0 

Mean 2,10 2,71 2,41 3,13 

Median 2,00 3,00 2,00 3,00 

Std. Deviation ,946 ,905 ,998 ,972 

Variance ,894 ,819 ,995 ,944 

Range 3 3 3 3 

Minimum 1 1 1 1 

 

 

Person A 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Not at all like me 51 32,3 32,3 32,3 

Very little like me 52 32,9 32,9 65,2 

Somehwat like me 43 27,2 27,2 92,4 

Very much like me 12 7,6 7,6 100,0 

Total 158 100,0 100,0  

 

 

Person B 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Not at all like me 16 10,1 10,1 10,1 

Very little like me 46 29,1 29,1 39,2 

Somehwat like me 64 40,5 40,5 79,7 

Very much like me 32 20,3 20,3 100,0 

Total 158 100,0 100,0  

 

 

Person C 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Not at all like me 35 22,2 22,2 22,2 

Very little like me 47 29,7 29,7 51,9 

Somehwat like me 52 32,9 32,9 84,8 
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Very much like me 24 15,2 15,2 100,0 

Total 158 100,0 100,0  

 

 

Person D 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Not at all like me 13 8,2 8,2 8,2 

Very little like me 26 16,5 16,5 24,7 

Somehwat like me 46 29,1 29,1 53,8 

Very much like me 73 46,2 46,2 100,0 

Total 158 100,0 100,0  

 

 

Appendix VI: Frequencies of work orientation 

Money_orientation 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No money-oriented 146 92,4 92,4 92,4 

Money-oriented 12 7,6 7,6 100,0 

Total 158 100,0 100,0  

 

 

 

Status_orientation 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No Status-oriented 126 79,7 79,7 79,7 

Status-oriented 32 20,3 20,3 100,0 

Total 158 100,0 100,0  

 

 

Purpose_orientation 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No Purpose-oriented 134 84,8 84,8 84,8 

Purpose-oriented 24 15,2 15,2 100,0 

Total 158 100,0 100,0  
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PurposeSeeking_orientation 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid No Purpose Seeker-oriented 85 53,8 53,8 53,8 

Purpose Seeker-oriented 73 46,2 46,2 100,0 

Total 158 100,0 100,0  

 

 

Appendix VII: Descriptive Statistics of each of the variables. 

Meaningful work 

 

Descriptive Statistics 

 N Minimum Maximum Sum Mean Std. Deviation 

MW_1_I see that my work has a 

sense of purpose. 

158 1 5 580 3,67 ,913 

MW_2_I see there is a clear 

sense of purpose of what I am 

doing at work. 

158 1 5 566 3,58 ,946 

MW_3_I understand where the 

efforts of my work go. 

158 1 5 599 3,79 ,837 

MW_4_I see my work is 

purposeful and significant. 

158 1 5 575 3,64 ,883 

MW_5_The work that I do is 

meaningful 

158 1 5 562 3,56 ,927 

Valid N (listwise) 158      

 

Sense of belongingness 

 

Descriptive Statistics 

 N Minimum Maximum Sum Mean Std. Deviation 

SB_1_I can really be myself in 

this organization. 

158 1 5 601 3,80 ,987 

SB_2_I feel a strong personal 

connection to my organization. 

158 1 5 543 3,44 1,049 

SB_3_It would be difficult for 

me to leave my organization. 

158 1 5 489 3,09 1,230 
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SB_4_I really feel as if this 

organization’s problems are my 

own. 

158 1 5 469 2,97 1,120 

SB_7_I rarely think about 

looking for a job with another 

organization. 

158 1 5 447 2,83 1,253 

New_Q33_5 158 1,00 5,00 562,00 3,5570 1,10870 

New_Q33_6 158 1,00 5,00 560,00 3,5443 1,08019 

New_Q33_8 158 1,00 5,00 499,00 3,1582 1,01907 

Valid N (listwise) 158      

 

Sense of unity with others 

 

Descriptive Statistics 

 N Minimum Maximum Sum Mean Std. Deviation 

SU_1_On my organization we 

support each other. 

158 1 5 627 3,97 ,793 

SU_2_I enjoy working with my 

team. 

158 2 5 636 4,03 ,704 

SU_3_In my place of work we 

are very united. 

158 1 5 575 3,64 ,918 

SU_4_I feel that most of my 

colleagues are my friends. 

158 2 5 517 3,27 ,955 

SU_5_There is a really good 

environment in my place of 

work. 

158 1 5 592 3,75 ,895 

Valid N (listwise) 158      

 

Sense of impact 

 

Descriptive Statistics 

 N Minimum Maximum Sum Mean Std. Deviation 

SI_2_I know my work makes a 

positive difference in the world. 

158 1 5 535 3,39 1,081 

SI_3_The work I do serves a 

greater purpose. 

158 1 5 521 3,30 1,091 

SI_4_I see connection between 

my work and the larger social 

good of my community. 

158 1 5 521 3,30 1,143 

New_Q34_1 158 1,00 5,00 546,00 3,4557 1,14322 
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Valid N (listwise) 158      

 

Personal growth 

 

Descriptive Statistics 

 N Minimum Maximum Sum Mean Std. Deviation 

PG_1_I experience a sense of 

achievement on the work I am 

doing. 

158 1 5 576 3,65 ,903 

PG_2_My work drives me to go 

the extra mile. 

158 1 5 530 3,35 ,978 

PG_3_I view my work as 

contributing to my personal 

growth. 

158 1 5 629 3,98 ,818 

Valid N (listwise) 158      

 

Appendix VIII: Linear Regression Assumptions 

Assumptions Model with Sense of belongingness and Sense of unity separately 

 

 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate Durbin-Watson 

1 ,813a ,661 ,652 ,44992 2,005 

a. Predictors: (Constant), OverallPG, OverallSU, OverallSI, OverallSB 

b. Dependent Variable: OverallMW 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 60,263 4 15,066 74,425 ,000b 

Residual 30,971 153 ,202   

Total 91,234 157    

a. Dependent Variable: OverallMW 

b. Predictors: (Constant), OverallPG, OverallSU, OverallSI, OverallSB 

 

As we can see the value of Durbin-Watson test on this example is 2.005. As this is above 1, we 

can assume that in this example the residuals are independent.  



80 

 

 
 

By looking at the collinearity statistics on the Coefficient box, we can examine whether we 

have any Multicollinearity; if variables are very highly correlated. 

As we can see from the values, none of the independent variables is correlated with an R>0.9. 

Therefore, we can say that we met the assumption that the independent variables are not highly 

correlated. 

By putting together the two variables into the new one “Sense of Community”, we do not have 

any Multicollinearity.  

 

If we look at the collinearity diagnosis, this can help us establish whether are variables highly 

correlated or perfectly correlated. If there were, this would be violating one of the assumptions. 

 

Looking into our data, we want to make sure that each of our independent variables has high 

values for different dimensions. On this case, we have multicollinearity with Sense of 

belongingness and Unity with Others both have high values into dimension 5. However, this 

does not come by surprise since Sense of belongingness and sense of unity are both variables 

scored inside the same construct which is sense of community.  

We can also check for multicollinearity with the correlation matrix: 
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We are looking for values less than 0.7 between the independent variables. On this case are the 

independent variables scores less than 0.7 between each other. 

Finally, this analysis also produces several plots and charts which help us ensure that the data 

is normally distributed. Some of the plots check for normality whereas the other tests the 

assumption that there is a linear relationship between the dependent and independents variables. 

As we can see from the normal P-P Plot all the residuals cluster around a line suggesting that 

the assumption of normality have been met. These points are following the line. In the above 

picture, both linearity and equal variance assumptions are met. It is linear because we do not 

see any curve in there. It also meets equal variance assumption because we do not see the 

residuals “dots” fanning out in any triangular fashion. The data points seem randomly 

distributed with a fairly even spread of residuals at all predicted values. 
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Appendix IX: Results Summary Table 

 

Key Research Questions Hypothesis Sub-Hypothesis Validated 

KRQ1: Is Purpose a Global 

Trend among Millennials? 

KRQ1.1: Are millennials a purpose 

oriented generation?  H1: Purpose is a 

Global trend among 

Millennials. 

H1a: Millennials have Purpose 

orientation at work. 

Validated by Descriptive 

Statistics 

KRQ 1.2: Do millennials value 

purpose over status and money in the 

workplace? 

H1b: Millennials value purpose over 

status and money in the workplace 

Validated by Descriptive 

Statistics 

KRQ2: What makes work 

meaningful? 

 

KRQ2.1: Do millennials who have a 

sense of belonging will experiment a 

sense of purpose at work/meaningful 

work? 

H2: Sense of 

belongingness, sense 

of unity with other, 

personal growth and 

sense of impact are 

drivers of Meaningful 

Work. 

H2a: High levels of Sense of 

Belongingness have a positive impact 

on Meaningful Work. 

Validated by Linear Regression 

 

KRQ2.2: Do millennials who have a 

sense of unity with others will 

experiment a sense of purpose at 

work/meaningful work? 

H2b:  High levels of  Sense of Unity 

with others have a positive impact on 

Meaningful Work 

Validated by Linear Regression 

 

KRQ2.3: Do millennials who have a 

sense of personal growth will 

experiment a sense of purpose at 

work/meaningful work? 

H2c:  High levels of Personal Growth 

have a positive impact on Meaningful 

Work. 

Not Validated 

 

KRQ2.4: Do millennials who have a 

sense of impact will experiment a 

sense of purpose at work/meaningful 

work? 

H2d:  High levels of  Sense of Impact 

have a positive impact on Meaningful 

Work 

Validated by Linear Regression 

KRQ3: Is sense of impact the strongest driver for Meaningful Work? 
H3: Sense of impact will have the strongest effect over 

Meaningful Work 
Validated by Linear Regression 
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