
A Look at the Next, 
Next Generation



?What is shaping the next 
generation of young people?



For more information about this 
study and to see the complete findings,

check out our 2018 report:

Gen Z

The full report is available at shop.barna.com

or through Barna Access membership.



oQualitative / Focus Groups with Gen Z
oQuantitative / Nationally representative surveys:

o 1,490 U.S. Teens, ages 13 to 18 
o 1,517 U.S. Adults, ages 19 +
o 507 additional Teens
o 335 Protestant Youth Pastors 
o 404 Engaged Christian Parents of Teens 

o Research included Christians and non-Christians

Methodology



o Gen Z: Born between 2002 and 2015

o Millennial: Born between 1984 and 2001

o Buster/Gen-X: Born between 1965 and 1983

o Boomer: Born between 1946 and 1964

o Elder: Born before 1946

Generations



The best human inventions…



The best human inventions…in our pockets



Beliefs & Values



oThey are “screenagers”

oThey are extremely diverse

oThey are career-driven

oTheir context is post-Christian and 
global

Four Themes of Gen Z



Gen Z Is Diverse
63% Teens’ self-defined ethnicity

in the Gen Z survey 

21%
17%
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39%
regularly interact with 

people who are different
from themselves
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Career-Driven

FUTURE GOAL
Finish my education / start a career 66%

IDENTITY TODAY
My professional /  

educational achievement
43%

Success is a high priority.
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35%
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My _____ is very important to my 
sense of self % Agree Strongly
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Sexuality

12%
describe their own 

sexuality as something 
other than heterosexualID
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37%
Identify gender as 

central to their 
sense of self.
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43%
Professional/Educational 

Achievement is important to 
their sense of self. 
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34%
Family and/or Religion

is important to their 
sense of self.
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33%
say gender is how 
a person feels, not 

their birth sex

Gender
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29%
know someone who 
has changed their 

gender identity
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I want to _______ before age 30 
Start a career 66% 52%

Finish my education 66% 59%

Become financially independent 65% 51%
Follow my dreams 55% 40%

Enjoy life before I have the
responsibilities of being an adult

38% 31%

Travel to other countries 21% 28%
Find out who I really am 31% 29%

Get married 20% 24%
Become more mature spiritually 16% 21%

Become a parent 12% 20%
Care for the poor and needy 9% 9%

Try to become famous or influential 9% 5%

Millennials

Gen Z
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25%
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The Primary Mark of Adulthood: Gen Z vs. Millennials

Gen Z Millennials

What Makes You an Adult?



51%
say HAPPINESS
is their ultimate 

goal in life
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What does happiness look like?

43%

20% 23%

6%8%



Gen Z Context Is Post-Christian
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All other
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Categories of U.S. Adults, 1996 to 2016



4%
have a Biblical

worldview

Faith

34%
religious affiliation is 
atheist, agnostic or 

“none”W
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Faith & Science
28%24% 31% 17%

25%26% 30% 19%

36%19% 30% 15%

45%16% 25% 13%

Gen Z

Millennials

Gen X

Boomers

Independent  
They refer to 
different aspects 
of reality.

Complementary 
Each can be used 
to help support 
the other.

In Conflict  
I consider myself 
to be on the side 
of the Bible.

In Conflict  
I consider myself 
to be on the side 
of science.

In Conflict

Independent

Complementary

In Conflict
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Science & the 
Bible are…



“Yeah, like the stuff we’re learning in school today. 
Not only evolution, but other theories like how the 

world came to be, that definitely makes you question 
it because they’re scientists, they study this everyday. 

In the end I’ll still believe in God, but I can’t totally 
ignore it, it’s there, I learned it in school. There’s 

nothing I can do about it.”

— Christian Teen Focus Group Participant

Does Science Ever Make You 
Question Your Own Beliefs?



Younger Gens Doubt Bible’s Impact

These numbers—and the differences between generations—
signal a sea change in U.S. society. The two older generations of 
Americans (Boomers and Elders) are consistent in their belief that 
Bible engagement would make society a better place, yet Gen-Xers 
and especially Millennials are quite resistant to that notion. Even in 
the midst of a lot of generational differences, these represent some 
of the most significant gaps on any subject in this report. Younger 
generations are reprioritizing the Bible’s role in public life.

In an analysis of a group we call “Bible minded”—who believe the  
Bible is accurate in all the principles it teaches and have read  
the Bible within the past week—compared with the general U.S. 
population, Barna found that the Bible minded are comparatively 
cause- and issues-oriented when it comes to political concerns. 
Rating how much influence each issue has on their voting habits, 
Bible-minded people are more likely to prioritize religious liberty 
(66% vs. 34% among all adults), abortion (46% vs. 32%), marriage 
(55% vs. 33%) and poverty (51% vs. 42%). 

YOUNGER  

GENERATIONS ARE 

REPRIORITIZING  

THE BIBLE’S ROLE IN 

PUBLIC LIFE

31% 

47% 

66% 

71% 

34% 

49% 

66% 

76% 

Millennials 

Gen-Xers 

Boomers 

Elders 

THE EFFECT OF REGULAR BIBLE READING ON POLITICANS 

% “yes” among U.S. adults 18 and older

politics would be more civil politicians would be more effective 
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A Snapshot of the Bible in America

says the Bible contains everything one needs to know to live a 
meaningful life, compared to two out of three Elders (61%) and 
more than half of Boomers (55%). This is an enormous disparity 
and, unless there is a dramatic shift among Millennials, their per-
ceptions point to what will eventually become the majority view.

Among practicing Christians, on the other hand, generational 
differences on this question are significantly slimmer. Practicing 
Christian Millennials, who say their faith is very important and 
attend church at least once a month, are much more like their 
older sisters and brothers in the faith than like their generational 
counterparts outside the Church. In every age group, practicing 
Christians are strongly convinced of the Bible’s sufficiency.

PRACTICING  

CHRISTIANS   

ARE STRONGLY  

CONVINCED  

OF THE BIBLE’S  

SUFFICIENCY

41% 

32% 

46% 

55% 

61% 

82% 

69% 

75% 

77% 

74% 

teens

Millennials

Gen-Xers

Boomers

Elders

THE BIBLE CONTAINS EVERYTHING A PERSON NEEDS TO
KNOW TO LIVE A MEANINGFUL LIFE  

% agree strongly among U.S. teens and adults 13 and older 

all U.S. practicing Christians
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Beliefs
Engaged Christian
teens

All adults

Engaged Christian
adults

Churched teens
All Gen Z

Churched adults

94%

68% 99%

85%60%

90%

99%61%42%

46% 99%66%

Jesus was a real person who was crucified by 
Rome and was actually physically raised from the 
dead. %  yes

The Bible is totally accurate in all of the principles it 
teaches. %  total agree
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Morality
Beliefs About Morality, by Generation

% strongly agree

What is morally right and wrong
changes over time based on society

What is morally right and wrong
depends on what an individual believes

12%24% 18%21%

17%21% 18%23%

Gen Z
BoomersMillennials
Gen X
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34%
only one-third of 

Gen Z says lying is 
morally wrong

Morality
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“There is no such thing as truth, but there 
are facts. [Not only can] people believe 

whatever truth they want, [there is] always 
room for truth to change.”

— Teen Focus Group Participant



How technology / social media have shaped the way they think

How technology / social media have shaped the way they interact with others

Their spiritual and moral relativism

Issues of gender and sexuality

Their consumerist mindset

52%

52%

40%

44%

28%

Most Defining Factors of Teens, According to Youth Pastors



57%
use screen media 
4+ hours per day

Gen Z Are “Screenagers”
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Technology & Happiness
Looking at 
other 
people’s
posts often 
makes me
feel bad 
about the 
lack of
excitement 
in my own 
life.

Millennials

Gen X

Boomers

Gen Z39%

34%

24%

8%



“Because young people feel so pressured to 
post happy things on social media, most of 
what everyone sees on social media from 

their peers are happy things; as a result, they 
often feel inferior because they aren’t 

actually happy all the time.”

- Donna Freitas, The Happiness Effect



Engaging Gen Z



§ Define and develop resilient disciples
§ Be confident Christianity answers today’s 

complicated issues
§ Robust pedagogy is critical to doing this
§ Realize doubt and honest questions are 

powerful drivers of faith formation
§ Connect to real life: work, relationships, 

sexuality, ambition, money, and so on

What We Can Do



§ Stop blaming and labeling them
§ Be open about your journey: “It’s not easy”
§ Be a learner yourself! 
§ Acknowledge their world is more difficult
§ Don’t be afraid to say “I don’t know” and 

“I am sorry”
§ Be vigilant against self-righteousness

What We Can Do



§ Have young people engage Bible together
§ Educate with the next generation
§ Focus on cultivating discernment
§ Teach purity and proximity to culture
§ Teaching is critical to uncovering this truth
§ Explore wisdom literature, such as 

Ecclesiastes, in a self-obsessed society
§ Pray like exiles

What We Can Do



Faith = Center Faith = Margins

Mono-religious Pluralistic

Slower paced Accelerated / Frenetic

Homogeneity Diversity

Central control Open-source

Simpler life Bittersweet tension

Idol: False piety Idol: Fitting in / Not missing out



Five Ways to Disciple in Babylon

Experiencing Jesus

Cultural Discernment

Meaningful Relationships
Vocational Discipleship

Countercultural Mission



Text BARNA
to 444999

Get free Barna
research to your 
inbox!



About the Project Partners
BARNA GROUP is a research firm dedicated to providing
actionable insights on faith and culture, with a particular focus
on the Christian church.

IMPACT 360 INSTITUTE cultivates leaders who follow
Jesus through life-changing experiences that help
students live out their faith with confidence.

www.Barna.com

www.Impact360.org



For more information about this 
study and to see the complete findings,

check out our 2018 report:

Gen Z

The full report is available at shop.barna.com

or through Barna Access membership.


