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Work Preferences of Generation Z and Their
Impact on Organizational Learning and
Development in United Arab Emirates
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Abstract: Generation Z (born 1995 onwards) are said to have
developed habit of multi-tasking due to their excessive usage of
information technology. They are also career conscious and
prefer to join organization where they have good career
progression. Most of existing studies are West-based, the
outcomes of which may not be fully applicable to other parts due
to differences in factors underlying generational differences.
United Arab Emirates (UAE) is one such country where there is
a scarcity of studies on Gen Z. Taking lead from West-based
research outcomes, this study aims to determine whether UAE
Gen Z show work traits similar to Western Gen Z, and what
would the impact of these on organizational L&D. Sample
comprised Gen Z students studying in universities in UAE.
Results show that UAE Gen Zs have a habit of multi-tasking
which would lead to interest in multi skills development in
workplace. They are career conscious and are likely to value
career progression and enhancement in their marketability in
workplace, which would lead to their intention to participate in
organizational L&D designed around these traits. This study will
help work organizations in UAE in understanding work traits of
Gen Z and aligning their process especially the L&D with these
preferences to make the optimum use of this generation which is
about to formally join them.
Index Terms: Generation Z, Work preferences, Learning and
Development.

I. INTRODUCTION
The emerging workforce demographics is characterized by
presence of Baby Boomers (born 1946-1964), Generation X
(born 1965-1980) and Generation Y (born 1981-1994) in the
work place, with Generation Z (born 1995 onwards) about to
complete their university studies and join the workplace. The
presence of three generations in the workplace with the 4 th
one about to enter organizations has created a complex
situation for work organizations especially when research
has shown differences among these generations with regard
to personal and workplace traits. Unlike other generations,
Generation Z is using technology since infancy; they are a
highly connected generation who have grown up with
high-speed internet and smart phones, which have affected
them in many ways. Available literature suggests that Gen
Zs have become accustomed to multi-tasking and have a

desire for growth and development of their professional
careers. According to literature, Gen Z represents the
greatest generational shift the workplace has ever seen,
which will require a paradigm shift from work organizations
to re-engineer their approaches to HR development and work
performance.
II. LITERATURE REVIEW
A. The Concept of Social Generation
The concept of a „generation‟ has a long history and can be
found in ancient literature [1]. According to Pilcher, a
generation is a cohort of people within a delineated
population who experience the same significant events
within a given period of time [2]. According to Mannheim, a
seminal figure in the study of generations who gave his
theory of generations in 1923, the three commonalities
shared by a generation include shared temporal location,
shared historical location and shared socio-cultural location
[3]. Kupperschmidt defines a generation as an identifiable
group, which shares years of birth and hence significant life
events at critical stages of development [4].
B. The Generational Groups
Based on the studies on social generational groups, many
scholars have concluded temporal brackets to classify distinct
generations; a summary of which is given in table below
(Table-1).
As evident from Table-1, different studies have suggested
different age brackets albeit with minor differences based on
the context of the studies. Based on these studies, this
research by the author assumes the age bracket for
Generation Z as 1995 onwards.
C. The Generational Differences in the Workplace
„Generational differences‟ has always remained a buzz
word in the social media, and have received extensive
coverage in media, both in the past and present day [5, 6].
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Source
U.S. Census Bureau
Mark McCrindle (2014)
Stredwick (2013)
Solnet, Kralj & Kandampully (2012)
Knoll Inc. (2014)
Gilbert (2011)
Watkins & Neal (2014)
Horovitz (2012)
Kingston (2014)

Baby
Boomers
1946-1964
1946-1965
1946-1964
1945-1964
-

Gen Y

1968-1979
1965-1980
1965-1979
1965-1978
1965-1978

1982-2000
1980-1995
1980-1990
1979-1994
1979–1997
1982–2000
1980–2000

Gen Z

1998 onwards

Mid-Late 1990s
After 1995

Zemke et al and Smola & Sutton have professed that when
individuals from the same generation share similar historical,
economic and social experiences, they would also have
similar work values, attitudes, and behaviors [7,8].
Differences between generations have been studied from
different aspects i.e. differences in work attitudes [9],
differences in personality and motivation [10] and
differences in work values [8]. Since the current workplace is
populated with Baby Boomers, Gen X and Gen Y, with Gen
Z still in their university studies, the existing literature on
work characteristics of the generations mostly focuses on
Baby Boomers, Gen X and Gen Y.
D. Generation Z – The Knowledge Gap
With regard to studies on generational differences in the
workplace, research has so far focused on the three
generations that are present in today‟s workplaces i.e. Baby
Boomers, Gen X and Gen Y, and has not fully extended to
Gen Z for the reason that Gen Z has still not formally joined
the workplaces. Given this state of information on Gen Z
vis-à-vis the immediate nature of this demographic change
about to hit the work organizations, there is a need to study
work traits, needs and preferences of this emerging cohort,
which will help work organizations in managing Gen Z in
the best possible way.
E. Generation Z Growing Up E-Environment
Gen Z is growing up in a world where there are 5.1 billion
Google searches per day, 4 billion YouTube views, over one
billion active Facebook accounts and over one million
applications in the iTunes App Store [11]. In this age,
according to World Bank 2012 report, the number of mobile
subscriptions in use worldwide had grown from fewer than 1
billion in 2000 to over 6 billion, of which nearly 5 billion in
developing countries [12]. Unlike predecessor generations,
Gen Zs are using technology since their infant years and are
normal users of technology [13,14]. Growing up with
technology from their very early years, Gen Z they have
impeccably integrated technology into almost all areas of
their lives, thereby known as digital natives
F. Generation Z Work Characteristics
Knoll Inc. has reported that a characteristic of Gen Z,
which will affect their work lives, is their multitasking style
[15]. The research paper says that Gen Z multitasking style
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Gen X

can include attempting to absorb vital information from a
page of their text book (on a tablet) while viewing an online
video related to another homework assignment (on their
laptop), while keeping up with multiple online conversations
(on their smartphone). This habit of multi-tasking may lead
to a desire for working on more than one projects, teams,
functions or even more than one jobs at one time. Along with
multi-tasking, Gen Z‟s preference for career progression and
development has been highlighted by various researchers.
Fister has quoted a March 2013 Glassdoor survey,
concluding that 3 out of 5 Gen Z job seekers said career
advancement opportunities were among their top
considerations when deciding where to take a job [16]. Gen
Z preference for career progression has also been observed by
Gilbert who has reported a study where „Managing
Performance‟ and „Career Opportunities‟ were viewed as the
most important engagement drivers for millennial employees
[17]. Half has reported a survey done on Gen Z in which they
rated career advancement opportunities (95%) and
professional learning and development (91%) as among the
three top rated factors, more than perks and benefits [18].
G. The Limitation of the Generational Literature
A prominent limitation of the research on generational
differences is that the literature is ethnocentric as it is mostly
focused on West. Cennamo & Gardner have observed that
most research into generational differences has been
conducted in the US, UK and Canada [19]. They have quoted
Statistics New Zealand -2007, which says that New Zealand
has followed similar demographic patterns to those
countries, including political, economic, social and
technological trends. Lim has asserted that critical life
influencing social, economical and historical events are
different over time and geography; therefore, a cohort of
generation experiencing a set of conditions in Western
countries may not be experienced by the same cohort in the
Arabian Gulf Region, in general, and in United Arab
Emirates (UAE) in specific [20].
H. Generation Z in the United Arab Emirates
Generational Demographic Statistics
PA Consulting Group,
Middle East & North Africa,
in their report has suggested
the UAE generational age
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brackets as Gen X (1965-1980), Gen Y (1981-1994) and Gen
Z (1995-2014), which is more aligned with the figures
appearing in most of the international generational literature
[21].
UAE Generation Z Usage of Technology
ASDA‟A Burson-Marsteller has reported Arab Youth
Survey done in 2015 on UAE citizens of ages 18-24,
according to which 82% use internet daily, 77% own a smart
phone, 75% read news online at least once a week, 91% visit
social media channels at least once a week and 53% do so
daily and 41% use Facebook to share information [22]. A
similar survey repeated in 2017 indicated significant %
increase in use of social media and e-technology. Use of
Facebook enhanced from 55% in 2016 to 68% in 2017 (+13);
use of WhatsApp increased from 62% in 2016 to 68% in
2017 (+6%); use of YouTube enhanced from 33% in 2016 to
50% in 2017 (+17%) [23].
UAE Generation Z – The Knowledge Gap & its Implications
While there are very few formal studies done on Gen Y in
UAE, Gen Z seemed to be lacking the attention of researchers
and practitioners. This could be due to the fact that earliest of
Gen Z youth are of an average age of 23 years in 2019 and
still in the final years of their university studies. The earliest
members of this generation are expected to leave universities
in 2019 and formally step into the work force. Emirates 24/7,
a Dubai-based news website, has published a report
highlighting that Gen Z will be shaping the future of many
companies in the region, therefore companies must
understand their needs and design ways to attract and retain
them as the demand for talent will rise in the coming years
[24]. In another report, The Arabian Post has cautioned that
Middle East employers must learn how to adapt to the unique
demands of Gen Z in order to attract and retain new talent as
we enter a new era of digital revolution [25]. This knowledge
gap with regard to Gen Z in UAE will present a significant
challenge for work organizations when this cohort of young
digital natives joins the work places in a year or two.

Gen Zs have developed a habit of multi-tasking due to which
they have inclination to work on different projects at one time
and they are interested in career development. This study
uses the „Theory of Interest‟ as theoretical framework for
determining UAE Gen Z‟s interest towards these traits and
their intention to participate in organizational L&D
programs designed around these traits
The role of „interest‟ as a significant motivational factor in
learning and development emerged in the beginning of 20th
century from scholarly works of Dewey, Thorndike, and
Berlyne [28-30]. Later towards the end of 20th century,
scholars, revived the role of interest in learning. Various
studies towards the end of 20th century have indicated interest
as an important explanatory construct in the field of L&D
[31-35]. Interest has also been identified as an important
motivational construct that influences students‟ engagement
and achievement in learning, and learning behaviour and
intention to participate in the future [36-40]. Researchers
have focused on two different concepts of interest i.e.
„individual interest‟ and „situational interest‟ [41,42].
Individual Interest is explained as a relatively long-term
liking or preference for certain objects, subjects or activities,
and Situational Interest is referred to as an emotional state
triggered by a situational or contextual stimuli [43-46].
Schiefele et al have interpreted „Individual Interest‟ as the
relatively long-term orientation of an individual toward a
type of object, an activity or an area of knowledge [32].
Schiefele (1991) has identified two components of Individual
Interest i.e. feeling-related valences and value-related
valences; feeling-related valences refer to the feelings that
are associated with a topic or an object and are intrinsic in
nature, whereas value-related valences refer to the attribution
of personal significance to an object which may be ascribed
for a wide variety of reasons, such as its contribution to one's
personality development, competence, or understanding of
important problems [33].
Adapted from Schiefele, Chen, Chen & Ennis, Hidi &
Harackiewicz, Solmon, Xiang et al, Nicholls et al and
Dweck, Theory of Interest can be depicted as shown in Fig-1.

III. RESEARCH METHODOLOGY
A. Research Objective
The research aims at studying work traits of Gen Z in UAE
and analyzing as to how these traits can be integrated into
organizational L&D design in order to trigger Gen Z interest
in organizational L&D programs. Due to scarcity of formal
studies on Gen Z in UAE, this research takes work traits of
Western Gen Z as a starting point, based on the assumption
that UAE Gen Z has also been exposed to an e-environment
similar to Western Gen Z which could have led to developing
of similar traits.
B. Theoretical Framework
A theoretical framework is defined as a collection of
theories and models from the literature which underpins a
research study, and which a researcher chooses to guide
him/her in research [26, 27]. Western literature suggests that
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Figure 1: Theory of Interest
Given the conclusions from literature that Gen Z have a
habit of multi-tasking; they show preference for a career job
and are desirous of their market value in their job fields, this
research studies the impact of these preferences on their
interest in Multi-Skill Development, Career Progression and
Marketability in their job fields. For this purpose, this
research employs „Theory of
Interest‟
(Individual
Interest) as the theoretical
framework.
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C. The Conceptual Framework & Hypotheses
A conceptual framework is a visual or written product that
explains either graphically or in narrative form, the main
things to be studied i.e. the key factors, concepts, or variables,
and the presumed relationships among them [47].
This research aims at studying the impact of UAE Gen Z‟s
habit of multi-tasking, preference for a career job and desire
for market value in job field on their interest in Multi Skill

Development (MSD), Career Progression (CPG) and
Marketability (MKT), and their intention to participate in
organizational L&D designed around these features. The
conceptual framework, based on Theory of Interest, is shown
below in Fig 2.
Based on the above framework, this research formulates
the following research hypotheses:

Figure 2: Conceptual framework (based on Theory of Interest)
H-1: UAE Generation Z‟s habit of multi-tasking is a
significant predictor of their „Intrinsic Interest‟ in multi
skill development in workplace in United Arab Emirates.
H-2: UAE Generation Z‟s habit of multi-tasking is a
significant predictor of their „Perceived Value‟ of multi skill
development in workplace in United Arab Emirates.
H-3: UAE Generation Z‟s preference for career job is a
significant predictor of their „Intrinsic Interest‟ in career
progression in workplace in United Arab Emirates.
H-4: UAE Generation Z‟s preference for career job is a
significant predictor of their „Perceived Value‟ of career
progression in workplace in United Arab Emirates.
H-5: UAE Generation Z‟s desire for having good market
value in their professional fields is a significant predictor of
their „Intrinsic Interest‟ in development of their
marketability in workplace in United Arab Emirates.
H-6: UAE Generation Z‟s desire for having good market
value in their professional fields is a significant predictor of
their „Perceived Value‟ of development of their
marketability in workplace in United Arab Emirates.
H-7: UAE Generation Z‟s „Intrinsic Interest‟ in multi
skill development, career progression and marketability is a
significant predictor of their intention to participate in L&D
programs designed around these features in workplace in
United Arab Emirates.
H-8: UAE Generation Z‟s „Perceived Value‟ of multi skill
development, career progression and marketability is a
significant predictor of their intention to participate in L&D
programs designed around these features in workplace in
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United Arab Emirates.
D. Research Design
This research adopts „deductive‟ approach, which involves
testing theory by generating and testing hypotheses and
explaining causal relationships between variables by
collecting and analyzing quantitative data, the results of
which can be generalized [48-50].
E. Target Population
The target population is the entire group of people to
whom the results of research are applied [51-53]. The target
population of this study is UAE Gen Z, born 1995 onwards.
Given the beginning birth year of 1995, the eldest of this
youth are of the average age of 23 years in 2018.
F. The Sampling Frame
The sampling frame of this study is the UAE Gen Z youth
(born 1995 onwards) who are still in universities across the
seven (7) Emirates of the UAE and are about to complete
their studies / training in next 1-3 years and formally join the
work organizations [54,55]. According to UAE Higher
Education Fact Book 2013-2014 and Gulf News [56],
quoting GCC Education Industry Report, the total number of
UAE Nationals in universities in different Emirates in
2017-2018 were estimated at
80,570, of which 33,460
(41.5%) were male students
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and 47,109 (58.5%) were female students, and which is the
sampling frame for this study.
G. The Sample Size
Saunders, Lewis & Thornhill (2009) have suggested a
sample size of 383 for a population of 100,000, at confidence
level 95% and at margin of error 5%, for probability
sampling under a quantitative method [64]. Based on this,
the research by the author takes the sample size of 383, at
confidence level 95% and at margin of error 5%.
H. Sampling Technique
While this research by the author planned for adopting
probability sampling technique, it however faced challenges
in drawing a random sample from students studying in
selected universities due to policy restrictions. Resultantly,
the study employed a mix of Quota and Snowball sampling
techniques [57-58]. Semiz has supported the case for quota
sampling by saying that it is the method with the highest
capability to represent the population among the
non-probability sampling methods [59]. Saunders, Lewis &
Thornhill have noted that for populations that are difficult to
identify or access, snowball sampling may be the only way
out [70].
I. Data Collection Instrument
This study employed a questionnaire based on 30
statements, which have been adapted from previous studies
done under Theory of Interest. The questionnaire was
designed to gather responses from participants on Likert‟s
5-point scale i.e. Strongly Agree-5, Agree-4, Neither
Agree/Disagree-3, Disagree-2 and Strongly Disagree-1. The
questionnaire was administered online and results were
collated automatically, which were then analyzed using
SPSS 22. Validity of the questionnaire was ensured by
adapting statements from previous studies done on „theory of
interest‟ along with seeking expert opinion [60]. The
reliability of the questionnaire [61,62] by measured using
Cronbac‟s Alpha method. Cronbac‟s Alpha values for all the
variables were between 0.804 and 0.874, indicating good
internal consistency
IV. FINDINGS
A. Multi Skills Development (MSD)
Correlation between Gen Z’s Habit of Multi-Tasking and
Intrinsic Interest in MSD
Pearson‟s r analysis showed that UAE Gen Z‟s existing
Habit of Multi-Tasking (M=4.23, SD= 0.77) and their
Intrinsic Interest in MSD (M=4.22, SD= 0.67) have a
significant strong positive correlation to each other (r=0.731,
p< 0.001, N=436). Regression analysis (F (1,434) =
496.755, p=<0.01; R square= 0.534, Adjusted R Square =
0.533) indicated that Gen Z‟s existing Habit of
Multi-Tasking could count for 53.3% of the variance in their
Intrinsic Interest in MSD in their future jobs. A significant
moderate predictive impact of Habit of Multi-Tasking on
Gen Z‟s Intrinsic Interest in MSD was indicated by
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Regression coefficients (C = 1.675, β = 0.619, t = 22.288, Sig
< 0.001). This proves hypothesis H-1 which states, “UAE
Generation Z‟s habit of multi-tasking is a significant
predictor of their „intrinsic interest‟ in multi skill
development.”
Correlation between Gen Z’s Habit of Multi-Tasking and
Perceived Value of MSD
Pearson‟s r analysis showed that UAE Gen Z‟s existing
Habit of Multi-Tasking (M=4.23, SD= 0.77) and their
Perceived Value of MSD (M=4.27, SD= 0.64) have a
significant moderate positive correlation to each other
(r=0.628, p< 0.001, N=436). Regression analysis (F (1, 434)
= 283.277, p=<0.01; R square= 0.395, Adjusted R Square =
0.394) showed that Gen Z‟s existing Habit of Multi-Tasking
could count for 39.4% of the variance in their Perceived
Value of MSD in their future jobs. A significant moderate
predictive impact of Habit of Multi-Tasking on Gen Z‟s
Perceived Value of MSD was indicated by Regression
coefficients (C = 2.210, β = 0.504, t = 16.831, Sig < 0.001).
This proves hypothesis H-2 which states, “UAE Generation
Z‟s habit of multi-tasking is a significant predictor of their
„perceived value‟ of multi skill development.”
Correlation between Gen Z’s Intrinsic Interest and Behavior
Intention for MSD
Pearson‟s r analysis showed that UAE Gen Z‟s Intrinsic
Interest in MSD (M=4.22, SD= 0.67) and their Behavioral
Intention to participate in L&D of MSD (M=4.40, SD= 0.64)
have a significant strong positive correlation to each other
(r=0.752, p< 0.001, N=436). Regression analysis (F (1, 434)
= 565.185, p=<0.01; R square= 0.566, Adjusted R Square =
0.565) indicated that Gen Z‟s Intrinsic Interest in MSD could
count for 56.5% of the variance in their Behavioral Intention
to participate in L&D of MSD in their future jobs. A
significant strong predictive impact of Gen Z‟s Intrinsic
Interest in MSD on their Behavioral Intention to participate
in L&D of MSD was indicated by Regression coefficients (C
= 1.202, β = 0.731, t = 23.773, Sig < 0.001). This partially
contributes to proving of Hypothesis H-7 which states, “UAE
Generation Z‟s „intrinsic interest‟ in multi skill development,
career progression and marketability is a significant
predictor of their intention to participate in L&D programs
designed around these features.”
Correlation between Gen Z’s Perceived Value and Behavior
Intention for MSD
Pearson‟s r analysis showed that UAE Gen Z‟s feeling of
Perceived Value of MSD (M=4.27, SD= 0.64) and their
Behavioral Intention to participate in L&D of MSD (M=4.40,
SD= 0.64) have a significant strong positive correlation to
each other (r=0.798, p< 0.001, N=436). Regression analysis
(F (1, 434)=760.777, p=<0.01; R square= 0.637, Adjusted R
Square = 0.636) showed that Gen Z‟s feeling of Perceived
Value of MSD could count for 63.6% of the variance in their
Behavioral Intention to
participate in L&D of MSD
in their future jobs. A
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significant strong predictive impact of Gen Z‟s feeling of
Perceived Value of MSD on their Behavioral Intention to
participate in L&D of MSD was indicated by Regression
coefficients (C = 0.779, β = 0.820, t = 27.582, Sig < 0.001).
This partially contributes to proving of Hypothesis H-8 which
states, “UAE Generation Z‟s „perceived value‟ of multi skill
development, career progression and marketability is a
significant predictor of their intention to participate in L&D
programs designed around these features.”

strong predictive impact of Gen Z‟s Intrinsic Interest in CPG
on their Behavioral Intention to participate in L&D for CPG
was indicated by Regression coefficients (C = 1.156, β =
0.735, t = 24.165, Sig < 0.001). This partially contributes to
proving of Hypothesis H-7 which states, “UAE Generation
Z‟s „intrinsic interest‟ in multi skill development, career
progression and marketability is a significant predictor of
their intention to participate in L&D programs designed
around these features.”

B. Career Progression (CPG)
Correlation between Gen Z’s Preference for Career Job
and Intrinsic Interest in CPG
Pearson‟s r analysis showed that UAE Gen Z‟s preference
for career job (M=4.40, SD= 0.64) and their Intrinsic Interest
in CPG (M=4.17, SD= 0.71) have a significant moderate
positive correlation to each other (r=0.683, p< 0.001,
N=436). Regression analysis (F (1, 434) = 379.396,
p=<0.01; R square= 0.466, Adjusted R Square = 0.465)
indicated that Gen Z‟s preference for career growth could
count for 46.5% of the variance in their Intrinsic Interest in
CPG in their future jobs. A significant strong predictive
impact of Gen Z‟s preference for career growth on their
Intrinsic Interest in CPG was indicated by Regression
coefficients (C = 1.135, β = 0.714, t = 19.478, Sig < 0.001).
This proves hypothesis H-3 which states, “UAE Generation
Z‟s preference for career job is a significant predictor of their
„intrinsic interest‟ in career progression.”

Correlation between Gen Z’s Perceived Value and
Behavioral Intention for CPG
Pearson‟s r analysis showed that UAE Gen Z‟s feeling of
Perceived Value of CPG (M=4.17, SD= 0.72) and their
Behavioral Intention for L&D of CPG (M=4.34, SD= 0.66)
have a significant strong positive correlation to each other
(r=0.747, p< 0.001, N=436). Regression analysis (F (1, 434)
= 547.550, p=<0.01; R square= 0.558, Adjusted R Square =
0.557) showed that Gen Z‟s feeling of Perceived Value of
CPG could count for 55.7% of the variance in their
Behavioral Intention to participate in L&D for CPG in future
jobs. A significant strong predictive impact of Gen Z‟s
feeling of Perceived Value of CPG on their Behavioral
Intention to participate in L&D for CPG was indicated by
Regression coefficients (C = 1.309, β = 0.702, t = 23.400, Sig
< 0.001). This partially contributes to proving of Hypothesis
H-8 which states, “UAE Generation Z‟s „perceived value‟ of
multi skill development, career progression and
marketability is a significant predictor of their intention to
participate in L&D programs designed around these
features.”

Correlation between Gen Z’s Preference for Career Growth
and Perceived Value of CPG
Pearson‟s r analysis indicated that UAE Gen Z‟s
preference for career growth (M=4.40, SD= 0.64) and their
feeling of Perceived Value of CPG (M=4.17, SD= 0.72) have
a significant moderate positive correlation to each other
(r=0.640, p< 0.001, N=436). Regression analysis (F (1, 434)
= 301.375, p=<0.01; R square= 0.410, Adjusted R Square =
0.408) indicated that Gen Z‟s preference for career growth
could count for 40.8% of the variance in their feeling of
Perceived Value of CPG in their future jobs. A significant
moderate predictive impact of Gen Z‟s preference for career
growth on their feeling of Perceived Value of CPG was
indicated by Regression coefficients (C = 1.213, β = 0.691, t
= 17.360, Sig < 0.001). This proves hypothesis H-4 which
states, “UAE Generation Z‟s preference for career job is a
significant predictor of their „perceived value‟ of career
progression.”
Correlation between Gen Z’s Intrinsic Interest and
Behavioral Intention for CPG
Pearson‟s r analysis showed that UAE Gen Z‟s Intrinsic
Interest in CPG (M=4.17, SD= 0.71) and their Behavioral
Intention for L&D of CPG (M=4.34, SD= 0.66) have a
significant strong positive correlation to each other (r=0.757,
p< 0.001, N=436). Regression analysis (F (1, 434) =
583.949, p=<0.01; R square= 0.574, Adjusted R Square =
0.573) showed that Gen Z‟s Intrinsic Interest in CPG could
count for 57.3% of the variance in their Behavioral Intention
to participate in L&D for CPG in future jobs. A significant
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C. Marketability (MKT)
Correlation between Gen Z’s Desire for Market Value and
Intrinsic Interest in MKT
Pearson‟s r analysis showed that UAE Gen Z‟s desire for
market value (M=4.42, SD= 0.63) and their Intrinsic Interest
in MKT (M=4.26, SD= 0.64) have a significant strong
positive correlation to each other (r=0.820, p< 0.001,
N=436). Regression analysis (F (1, 434) = 893.069,
p=<0.01; R square= 0.673, Adjusted R Square = 0.672)
indicated that Gen Z‟s desire for market value could count for
67.2% of the variance in their Intrinsic Interest in MKT in
their future jobs. A significant strong predictive impact of
Gen Z‟s desire for market value on their Intrinsic Interest in
MKT was indicated by Regression coefficients (C = 0.772, β
= 0.812, t = 29.884, Sig < 0.001). This proves hypothesis
H-5 which states, “UAE Generation Z‟s desire for having
good market value in their professional fields is a significant
predictor of their „intrinsic interest‟ in development of their
marketability.”
Correlation between Gen Z’s Desire for Market Value and
Perceived Value of MKT
Pearson‟s r analysis showed that UAE Gen Z‟s desire for
market value (M=4.42, SD=
0.63) and their feeling of
Perceived Value of MKT
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(M=4.26, SD= 0.64) have a significant strong positive
correlation to each other (r=0.736, p< 0.001, N=436).
Regression analysis (F (1, 434) = 511.765, p=<0.01; R
square= 0.541, Adjusted R Square = 0.540) indicated that
Gen Z‟s desire for market value could count for 54% of the
variance in their feeling of Perceived Value of MKT in their
future jobs. A significant strong predictive impact of Gen Z‟s
desire for market value on their feeling of Perceived Value of
MKT was indicated by Regression coefficients (C = 1.095, β
= 0.733, t = 22.622, Sig < 0.001). This proves hypothesis
H-6 which states, “UAE Generation Z‟s desire for having
good market value in their professional fields is a significant
predictor of their „perceived value‟ of development of their
marketability.”
Correlation between Gen Z’s Intrinsic Interest and
Behavioral Intention for MKT
Pearson‟s r analysis showed that UAE Gen Z‟s Intrinsic
Interest in MKT (M=4.26, SD= 0.64) and their Behavioral
Intention for L&D of MKT (M=4.38, SD= 0.67) have a
significant strong positive correlation to each other (r=0.781,
p< 0.001, N=436). Regression analysis (F (1, 434) =
680.408, p=<0.01; R square= 0.611, Adjusted R Square =
0.610) showed that Gen Z‟s Intrinsic Interest in MKT could
count for 61% of the variance in their Behavioral Intention to
participate in L&D for MKT in future jobs. A significant
strong predictive impact of Gen Z‟s Intrinsic Interest in MKT
on their Behavioral Intention to participate in L&D for MKT
was indicated by Regression coefficients (C = 0.681, β =
0.840, t = 26.085, Sig < 0.001). This partially contributes to
proving of Hypothesis H-7 which states, “UAE Generation
Z‟s „intrinsic interest‟ in multi skill development, career
progression and marketability is a significant predictor of
their intention to participate in L&D programs designed
around these features.”
Correlation between Gen Z’s Perceived Value and
Behavioral Intention for MKT
Pearson‟s r analysis showed that UAE Gen Z‟s feeling of
Perceived Value of MKT (M=4.26, SD= 0.64) and their
Behavioral Intention for L&D of MKT (M=4.38, SD= 0.67)
have a significant strong positive correlation to each other
(r=0.838, p< 0.001, N=436). Regression analysis (F (1,
434)=1023.544, p=<0.01; R square= 0.702, Adjusted R
Square = 0.702) indicated that Gen Z‟s feeling of Perceived
Value of MKT could count for 70.2% of the variance in their
Behavioral Intention to participate in L&D for MKT in
future jobs. A significant strong predictive impact of Gen Z‟s
feeling of Perceived Value of MKT on their Behavioral
Intention to participate in L&D for MKT was indicated by
Regression coefficients (C = 0.462, β = 0.895, t = 31.993, Sig
< 0.001). This partially contributes to proving of Hypothesis
H-8 which states, “UAE Generation Z‟s „perceived value‟ of
multi skill development, career progression and
marketability is a significant predictor of their intention to
participate in L&D programs designed around these
features.”
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V. DISCUSSION
A very large % (85.6%) of the sampled UAE Gen Z
showed a strong tendency towards multi-tasking. This habit
is similar to Western Gen Z, as reported in studies by Paul
[63] and Knoll Inc. [15]. This habit of UAE Gen Z could
primarily be due to UAE Gen Z‟s heavy and concurrent usage
of e-technology as reported by ASDA‟A Burson-Marsteller
Arab survey [22,23], and as observed in West-based studies
on Western Gen Z [15]. Findings show a significant strong
positive correlation and predictive impact of habit of
multi-tasking on Intrinsic Interest in MSD and Perceived
Value of MSD. This finding is in line with West-based
studies that reported a similar finding for Western Gen Z. As
for impact of Intrinsic Interest and Perceived Value of MSD,
Findings indicated a strong significant impact of these on
UAE Gen Z‟s intention to participate in organizational L&D
if this L&D is designed around learning of multiple skills
[15]. These Findings are in line with various studies; which
have generally asserted the predictive impact of interest on
learning behaviour and intention to participate in the future
[64,65].
A very large % (91.7%) of the sampled UAE Gen Z
expressed their strong preference for working for an
organization where they get good career growth
opportunities. This preference is similar to Western Gen Z as
reported in West-based literature and UAE Gen Y as
reported in UAE-based studies [16,17, 66-69]. Findings
show a significant strong positive correlation and predictive
impact of UAE Gen Z‟s preference for a career job on their
„Intrinsic Interest‟ and a significant moderate positive
correlation and predictive impact of UAE Gen Z‟s preference
for a career job on their attaching of „Perceived Value‟ to
Career Progression. As for impact of Intrinsic Interest and
Perceived Value of CPG, Findings indicated a significant
moderate impact of UAE Gen Z‟s „Intrinsic Interest‟ and a
significant strong impact of UAE Gen Z‟s „Perceived Value‟
of CPG on their intention to participate in organizational
L&D if this L&D is designed around learning of skills that
help in career development. These outcomes are in line with
various studies which have generally asserted the predictive
impact of interest on learning behaviour and intention to
participate in the future [64,65].
A very large % (92.9%) of the sampled UAE Gen Z
showed their strong desire for working for an organization
where they get good opportunities for enhancing their market
value. While desire for market value has not been
specifically reported in West-based as well as UAE-based
literature, however, the research outcome of this study by the
author can be said to be in line with the outcomes of existing
literature on career progression when seen in the light of
definition of marketability [16,17, 66-69]. Findings showed a
significant strong positive correlation and predictive impact
of desire for market value on „Intrinsic Interest‟ and
„Perceived
Value‟
of
marketability in workplace.
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VI. CONCLUSION & RECOMMENDATIONS
This research has shown that UAE Gen Z admit to having
a habit of multi-tasking. As conceived by this research, and
as indicated in data analysis, UAE Gen Z‟s existing habit of
multi-tasking will lead to their interest in working on more
than one task, team and project at one time in workplace and
for which they will be interested in multi skills development.
This interest, in turn, will lead to UAE Gen Z‟s intention to
participate in organizational L&D if this L&D is designed
around delivering multiple skills to help them perform in
more than one task, project and team simultaneously.
Similarly, this research has shown that UAE Gen Z show a
strong preference for joining an organization where they
have good career progression. As conceived by this research,
and as supported by Findings of the study, UAE Gen Z‟s
desire for having a good career will lead to their interest in
progression and development of their careers in workplace.
This interest, in turn, will lead to their intention and
willingness to participate in organizational L&D if this L&D
helps them in excelling in their careers. Besides having a
desire for good career promotion in their organizations, this
research has shown that UAE Gen Z also have a desire for
developing their overall market value in their job fields. This
research has proved that this desire for marketability will
lead to Gen Z‟s interest in growing their overall market value
along with progressing in their careers inside their
organizations. This interest, in turn, will lead to UAE Gen
Z‟s intention to participate in organizational L&D if this
L&D is designed to develop skills that, besides giving them
job skills, enhances their overall market value in their job
fields.
This research makes the following recommendations for
work organizations in UAE with regard to their L&D
choreography:
a) Organizations must understand Gen Z‟s habit of
multi-tasking and desire for working on more than one
task, team and project concurrently. They must support
Gen Z in multi skills development by integrating learning
of multiple skills in organizational L&D programs.
b) Organizations must ensure good career progression and
make it visible to Gen in order to attract them, motivate
them and retain them. This career progression must be
supported by integrating learning & development of
knowledge & skills, required for career progression, in
organizational L&D program.
c) Besides development of job career, organizations must also
invest in development of overall market value of Gen Z in
their job fields outside the organization. This can be done
by offering value-adding knowledge & skills through
certifications delivered through organizational L&D
programs.
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