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"1,000 16- to 29-year-olds reveal how they deal with Facebook, Instagram and Co., how they view migrants and refugees, which other topics are currently on their mind, what they think of "Fridays For Future", how important family, friends, religion and politics are to them, and what their trust in large companies, religious communities, political parties and the important institutions of the state is like. The study takes a close look at the different thinking and behaviour of migrants and autochthonous young people, as well as members of the educated and less educated classes." (Institut für Jugendkulturforschung, 2019, online; translated by the coder)
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"The Youth Values Study 2019 does not limit itself to reporting quantitative-empirical results, but shows the reasons for new developments in the fields of "values", "media" and "politics". In addition, we provide suggestions on how to communicate with the target group in order to achieve economic or political objectives." (Heinzlmaier/Kohout, 2019, 1; translated by the coder)
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