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Creating this report

Methodology

Since 2015, Voluntās has carried out surveys with 
100.000+ professionals across cultures to help 
capture the essence of what constitutes meaning in 
a workplace setting – from multinational corporations 
and private foundations to NGOs and public 
agencies. This research has enabled us to measure 
meaningfulness at work and identify the four primary 
drivers of meaning in organizations: Purpose, 
Leadership, Belonging, and Personal Growth.

Each driver score is determined by the simple average 
of three statements per driver, resulting in a total of 
twelve statements. The individual's Meaningful Work 
Quotient (MWQ) is then calculated as the average of 
the four drivers’ scores weighted by the importance 
that each respondent associates with the given driver.

This method accounts for individual perspectives of the 
importance of the four drivers allowing for subjectivity 
in the perception of meaningfulness at work, without 
imposing a preconceived formula.

Data collection
The data collection took place between February and 
April 2024. The survey was translated into Danish, 
German, Hindi, Norwegian, Ukranian and Spanish, in 
addition to the base language of English. The survey 
has been distributed online. Our data collection 
partner, RIWI, utilizes web intercept technology to 
access a diverse sample of respondents through 
online polling, including in hard-to-reach contexts. 
Web users who access incorrect or outdated web 
domains purchased by RIWI were invited to complete 
our survey voluntarily. This form of sampling reduces 
self-selection bias, social desirability bias, acquiescence 
bias, and coverage bias, and research shows that all 
internet users have a roughly equal likelihood of being 
reached by this method. However, this online method 
can only reach members of the population with access 
to computers and the internet.

Age

15-24 92

25-34 156

35-44 125

45-54 158

55-64 302

65+ 176

Gender

Female 320

Male 690

Nonbinary 0

Respondents

1.010

Note: To calculate the national index, the individual MWQ is 
weighted for national age & gender distributions; to calculate the 
global indexes, the people who answered ‘non binary’ and ‘prefer 
to self describe’ were excluded in the analysis due to the absence 
of weights from the World Bank Population Data that need to be 
applied during the demographic weighting process; to calculate 
the global indexes, the national indexes are weighted according 
to their respective country’s population.

Prefer to self 
describe

0

Education level

High school 232

Elementary 103

249Masters

Bachelor 384

32Doctorate

No scholing 10
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Purpose

You feel a clear direction and tangible impact in your 
work, and you think that the company's purpose aligns 
with your own moral compass and resonates with 
what you find important in life. 

The four drivers of meaning

Leadership

You feel guided in your daily work, and it is clear what 
your daily objectives and priorities are and what you 
need to achieve.

Belonging

You feel a sense of community, inclusion, and team- 
spirit, and, in general, have strong social ties with your 
colleagues whom you miss a little when you are not 
together at work.

Personal Growth

You become a little bit more aware of who you are and 
who you are not, as well as increasingly more able to 
understand what you want to become and what you 
do not want to become while being given the feedback 
to develop accordingly.

Purpose

Personal
Growth Belonging

Leadership

MWQ definition

The Meaningful Work Quotient is based on three 
primary drivers of meaningfulness: Purpose, Belonging, 
and Personal Growth. A fourth driver, Leadership, acts 
as an important facilitator for all three primary drivers.​

At Voluntās, we have consumed and analyzed 
extensive research and empirical industry data to 
understand what makes work meaningful.​

We have conducted surveys on meaningfulness in 
more than 25 industries across 66 geographies with 
the survey being adapted to 30 different languages. The 
respondents vary across hierarchy levels, functions, 
employement type, age groups and genders.

These findings are rigorously tested and condensed 
into three primary drivers of meaning; Purpose, 
Belonging and Personal Growth and one faciliting 
driver; Leadership.

Visit delphi.voluntas.com

Dēlphi is an online platform that shows 
the meaningfulness measurements of 
your workplace in a cost-effective and 
time-efficient manner. Dēlphi offers 
detailed measurements of the employee's 
experience of going to work, and provides 
an informed picture of how you as an 
organization can increase the employee's 

experience of meaning.
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Financial Services 78

Education 76

Culture 76

Not for Profit 76

Public Policy 74

Advisory 73

Hospitality 73

Logistics 73

Manufacturing 72

Pharmaceuticals 71

Food 71

Technology 76

Other 76

Construction 75

Healthcare 75

Retail 73

Energy 69

Industry Score

MWQ across industries on a global level

Chemicals 66

Industry ranking
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Industry ranking

The tech sector is among the top three industries 
in Denmark for experiencing meaningfulness at 
work. This trend aligns with global patterns, as the 
Tech industry consistently ranks among the best-
performing industries worldwide.
Note: The national Meaningfulness score is not a simple average of all industry scores but 
an average of all respondents and additionally weighted using national gender and age 
distribution.

Technology among top three industries in 
Denmark

Tech Denmark Tech Global Denmark 
All Industries

Global
All Industries

75

76

74 74

15-24

25-34

35-44

45-54

55-64

65+

70

74

73

77

76

77

Age
Youngest in the Tech industry experience 
least meaning

Gender
Only slight difference between genders

Women in the Tech industry are slightly more certain 
about the positive impact of their company and 
derive more joy from spending time with colleagues 
but are less likely to experience a learning culture, in 
which mistakes are openly discussed and learnt from. 
Ensuring that everyone feels empowered to take 
chances and try out new approaches can contribute 
to an innovative environment.

Female Male

75 76

In the Danish tech workforce, the oldest employees 
experience the highest levels of meaning in terms of 
Purpose, Belonging, and Personal Growth, while the 
youngest employees experience the least. However, 
the experience of Leadership does not follow this 
age-related pattern as closely, with the lowest levels 
reported by those aged 35-44, and the highest levels 
found among those aged 25-34 and 45-54.
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Note: MWQ scores of Tech industries in Denmark and globally as well as the overall 
MWQ score of all industries in Denmark and globally.

Note: MWQ scores among male and female in Tech industry in Denmark. Note: MWQ scores per age group in Tech industry in Denmark.



Driver performance

Compared to other Danish industries, the Tech 
sector stands out for its exceptionally high sense of 
Purpose and Personal Growth, driven by a strong 
understanding of the organizational Purpose 
and a feeling of being challenged. Areas needing 
improvement include being inspired by leaders and 
receiving sufficient feedback to foster growth.

Purpose and challenge leading factors for meaning

Tech in Denmark

Tech Global

Denmark

Global

Purpose Personal Growth Leadership

65

70

75

80

85

80.5

Belonging

74

73

69

81

75

707272

79

Purpose

Leadership

Belonging

Personal Growth

Driver importance

Although Purpose is the strongest driver overall, 
Belonging stands out as the primary driver of 
meaning for 39% of employees in the Danish Tech 
industry, slightly surpassing its importance in the 
global Tech sector.

Belonging most important for meaning at work

Tech Denmark

6% 26% 30% 39%

74
73

67

Global

30% 32% 31%7%

Denmark

24% 40%6% 30%
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Note: Individual driver scores for the Tech sector in Denmark and globally as well as the individual driver scores for all industries combined in Denmark and globally.

Note: Individual driver importance scores for the Tech sector in Denmark and globally as well as 
the individual driver scores for all industries combined in Denmark and globally. The percentage of 
respondents indicating that the individual driver is the most important one for their experience of 
meaning at work.



Driver importance

Zooming in on the Danish Tech sector, while men and 
women both prioritize Belonging, men value Purpose 
more than women. In fact, 29% of men compared to 
18% of women say that Purpose is the primary driver 
of meaning. Women significantly prioritize Belonging 
over all other factors with almost 50% saying it is the 
primary driver of meaning.

Among younger employees aged 15-24, Personal 
Growth and Purpose are the most significant, with 27% 
and 35% respectively. This underscores their strong 
desire for development and direction early in their 
careers. As employees transition into the 25-34 age 
group, the importance of Belonging begins to slowly 
rise, albeit still overshadowed by Personal Growth. 
The trend continues, with Belonging becoming the 
dominant driver for those aged 35-54 (35%) and 55-
64 (45%), peaking at 55% among those aged 65 and 
above. 

Men and women both prioritize Belonging

15-24 35-44 44-5425-34

Purpose LeadershipBelonging Personal Growth

5

10

15

20

25

07

Meaningfulness 
at Work 2024

55-64 65+

This data suggests that while younger tech workers 
in Denmark find meaning in a sense of Purpose as 
well as personal and professional development, older 
employees consistently place greater value on a sense 
of belonging and community within the workplace. 

Across organizations of all sizes in the Danish tech 
sector, Belonging consistently emerges as the primary 
driver of meaningfulness at work. However, the degree 
of emphasis on Belonging and other factors varies. 
Smaller organizations (less than 100 employees) 
have the highest percentage of employees (44%) 
who prioritize Belonging, suggesting that in smaller 
settings, the sense of community and inclusion is 
especially crucial. Personal Growth is the secondary 
driver across most organization sizes, reflecting a 
common desire for development. Interestingly, larger 
organizations (more than 5000 employees) show a 
higher emphasis on Leadership (14%) compared to 
other size categories, indicating that in larger settings, 
effective leadership plays a more significant role in 
driving meaningfulness. 
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Note: As part of the survey respondents where also asked to rank the importance of the four drivers of meaningfulness at work. The graph below depicts the percentage of the respondents chosing 
the driver as the most important one of the four drivers of meaningfulness at work disagreated by age group. The graph represents the respondents from the Tech sector in Demmark.



The score

The Meaningfulness at Work score is calculated 
through a multi-step approach.

Individual level
Firstly, the score for each of the four drivers is 
calculated through the average of responses to their 
three underlying questions (scale from 1 to 10). Then 
the individual respondents’ MWQ score is computed 
using a weighted average of the four drivers’ scores 
with weights determined by the respective driver's 
importance ranking according to each respondent. This 
method ensures to account for individual perspectives 
of the importance of the four drivers allowing for 
subjectivity in the perception of meaningfulness at 
work, without imposing a preconceived formula for it. 

National level 
Then to calculate the national MWQ scores, the 
individual MWQ scores of respondents in each country 
were weighted based on national demographic quotas 
(by the national gender and age group distributions). 
This ensures representativity at the national level.  

Global level
Finally, to obtain the global MWQ scores, the national 
scores are averaged with the same weights. Therefore, 
as an example, even if respondents in Denmark 
constitute 44% of the sample, responses of Denmark 
have the same weight of all other countries.

Data collection partners
For all countries (except for Ukraine) data was 
collected by our partner, RIWI: a company specializing 
in real-time sentiment research across the globe. In 
Ukraine, the data was collected by our partner Info 
Sapiens: a research agency specializing in conducting 
public opinion surveys and behavioral measurements. 

We are grateful to our partners for their valuable 
support and collaboration on this research. This year, 
5.840 respondents participated from 11 countries 
worldwide.

Methodology

Score conversion
For each statement in the survey, respondents 
answered on a scale from 1-10. In this report, the 
results are converted to a scale from 10-100. 

Comparison to previous years
In previous years, our approach to calculating the 
MWQ score differed from the current methodology. 

In particular, we used the agreeability score: for each 
of the 12 meaningfulness at work questions, instead 
of considering the answer as a score on a scale of 1 to 
10, a dummy score was calculated as 1 if the answer 
was 6 or above as agreement, and as 0 otherwise. The 
new methodology allows for a more nuanced view 
than agreeability, as we see the world on a scale of 
greys instead of black and white. 

Moreover, we did not consider how important each 
driver is for each respondent, but we assumed that 
all drivers had equal importance for Meaningfulness 
at Work. The new methodology accounts for 
individual perspectives of the importance of the four 
drivers allowing for subjectivity in the perception 
of meaningfulness at work, without imposing a 
preconceived formula for it. Moreover, in previous 
years we considered demographics weighting (gender 
and age group distributions within a country) to 
calculate the national scores, but we did not consider 
the different weights of the countries’ national 
populations when calculating the global score. The 
new methodology ensures representativity not only at 
the country level but also at the global level considering 
the countries covered by the research where data has 
been collected. 

The change in methodology comes with humbleness, 
self-awareness, and honesty from a realization of the 
need to better reflect the subjective and nuanced 
perfective of each human being who shared their view 
on meaningfulness at work with us. 
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Key Limitations

We strive to measure meaningfulness at work and in 
the five years since conducting the meaningfulness 
at work report, we have made significant progress 
in the definition of it but still allowing for personal 
perspectives and nuance. 

Nonetheless, it is crucial to recognize and be self-aware 
of the limitations of the survey and methodology. 

Methodology

Online survey
The survey has been conducted online to reach as 
many human beings as possible. This entails that the 
survey can only be completed by people with access 
to the internet and therefore a share of the population 
in each country is inherently excluded.

Partial countries coverage
We have the ambition to be able to measure 
meaningfulness at work in all countries of the world. 
While we get there, in 2024 we were able to collect 
data for measuring the Meaningfulness at Work in 10 
countries. It is important to note that global scores 
represent these countries and their relative population 
and not the entire world (yet).

Comparability
For the Meaningfulness at Work 2024 report the 
methodology has been improved as detailed in 
the report and more countries included in the data 
collection compared to the previous years. The change 
in methodology and additional countries will not make 
it a 1:1 comparison on the global scores. 
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Realizing Human Potential

Making more
more meaningful

institutions
societies

strategies
brands

relations
moments

cultures
jobs

countries

organizations
regions

initiatives
policies

foundations
dialogues

careers
boards

connections
adulthoods

communities
neighborhoods

lives


