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Introduction




The 2023 year 12s we surveyed

Gender: Breakdown of school type:

@ o
22%
27% .
Independent Catholic

-
64% 3%
Female -
Non-binary/
nonconforming/ -
Gender diverse 51%

Government




With 1,700+ courses detailed on VTAC's
CourseSearch site, the scale of options can
motivate and challenge our applicants. Almost
half of our respondents had decided on their
post-secondary path before year 12 and most
chose courses to pursue a career path or better
their employment prospects. Their decisions on
courses and the institutions offering them were
based mostly on practical concerns such as
personal interest and location, though less so
than the 2022 cohort.

On commencing higher education, respondents
were most concerned about managing study
and work commitments but looked forward to
gaining independence and pursuing their
interests through study. Interestingly, the
prospect of meeting new people and making
new friends was both a source of apprehension
and excitement for this cohort.

Overall, respondents anticipated the challenges
of higher education, but balanced these
concerns with the rewards, including
independence, learning, and new friendships.




In which year level did you decide on the What is your main motivation in applying

type of courses - or the type of

for further education?

job/vocation/career/trade - you wanted
to pursue?

o
38% 36%
- 7%
44°, . Still deciding
o
Year 12 4% 3% o
e
Personal Career Better job  Don’t know Family Other
interests path prospects what else pressures
- + learning to do
14%
Year 9
or before
To what extent have costs, fees and
potential debt influenced your decision to
apply for specific courses?
-
14%
Year 10
35% 30%
Py Slightly Not at all
21%
Year 11
£ 24~ o %

Moderately Significantly “




What were your biggest influences when choosing courses?

85%

62%

v 37%
r{1/420%
* ¥
Personal  Personal Career Pathway Money If I could Parental
interest  strengths options options meet the  influence
criteria

B 2023
2022

*This choice was only
available in 2023

A 4
M16% A
14% o A
12% (LY 1% P . \ 4 o .
= VA 5% 6% o 3%
Prestige/  Careers Teacher Friends Chosea  Other
reputation  advisor general
course

What were your biggest influences when choosing universities/TAFEs and/or private colleges?

70%

y 61%
58% v

35%

A

30 £329Y,

It offers the Location Prestige/ Facilities I feel Friends/ Parental
specific reputation/ comfortable  family influence
course ranking there have

attended

13% 14% 13% A
* N 7% WA

B 2023
2022

* This choice was only
available in 2023

A
3%
4% Il *
Early Careers School Other
offers advisor teacher




Are there any aspects of undertaking further education that concern you?

55%
51%
38% N 36
32%
14%
9% o 2%
9% 2%

Managing Managing Meeting Finding Paying rent + Maintaining Being Moving to Cooking or No concerns Other
study + work  studyload new people work cost of living current independent a new feeding myself
commitments friendships location

What are you looking forward to about further education?

68%

o
1%
Studying Meeting new Being Learning Learning Joining Student Experiencing Movingtoa Other
subjects people + independent life skills clubs + discounts new cultures new city/area
| enjoy making new societies

friends




Spending and saving




What will you purchase for 2024 higher study How will you pay for these?

and general living needs?

I'll save my money 69% Scholarship 12%
Use savings or
money earned 63% I'll take a loan 9%
from work
[ _I Use a bu
® & Money from family 36% now—po¥ 3%
o — later service
Y Centrelink/
Stationary Clothes Computer Youth allowance/ 24%
72% 47% 44% Gov.assistance

g — What are, and what will be in 2024, your
H 2
ﬁi — @E sources of incomes
Travel cards/ Car Health + beauty . Centrelink/
tlﬂ(:;f 31% Przitfts P%ré;tg;(?ook; 80% Youth allowance/ 25%

Gov.assistance

I'm currently o : o
looking for work 29% Scholarship N%

riv : 2
. . | ~ S Money from

parents/family 28% Full-time job 4%
Homewares + Shoes Tablet/iPad
furniture 24% 22%
29%
Do you, or will you attempt to, save
i money each week or month?
- @—% %
Moving costs Travel Kitchenware/ Phone
18% (holidays) utensils 14%
15% 14%

9 5% Yes



What do you spend your money on?

Transport expenses

Clothes + fashion

Food (supermarket)

Restaurants/cafes

Food -
takeaway/delivery

Drinks
Books
Beauty/grooming

Filmm + cinema

Digital media
(streaming, audio, etc)

Tech/gadgets
Gaming

Rent

Home-related items (eg.
furniture, utensils, etc

59%
62%

59%
62%

58%

58%

46%
I «
56%
a7 [

35%

35% | 3
32%

4% B

31%

22%
22%

__19% |

27%

B <

18%

B3 <

24%

B«

21%

*

2023

2022

*

This choice was only

available in 2023

Low prices

Discounts/offers

Quality of product

Value

Recommendations-
friends + family

Recommendations -
online

Sustainable production

Trendiness/reputation

Advertising/marketing

If the brand’s values
match my own

Loyalty/reward schemes
Range of products

Innovation

Brand’s mission
statement/ purpose

Who owns, promotes
orinvestsina
particular brand

What influences your spending

] <«

70%

S e [

64%

L at%p
| 43% ]
| 24% 0

67%

A%

26%

__19% B

30%

__18% |

25%

>

13%

| 14% B

29%

| 14% B

17%

| 13% b
s%
*

. 6%

*

. 5% <
12%

28%




Brands and products

Brand affinities for our respondents were similar
to those of the previous year, with two notable
exceptions. For the most part, the same brands
were present on the list. However Coles and
Woolworths have dropped to an equal 9th
position from #4 and #5 respectively. Both
supermarket brands received the same number
of responses, where last year Coles was
identified more than Woolworths. The other
brands moved up to assume the places left by
the supermarkets, except for Uniglo, which took a
lead over MECCA this year.

Many of our respondents took a brand'’s ethical
record into account when deciding whether to
purchase its products. Nearly two-thirds
indicated they would be willing to pay more for a
product or brand that aligns with their beliefs
and values. When making purchase decisions,
the most important factors were working
conditions, animal testing practices and
environmental policies.




Does a company/brand’s policy, or record

on, any of the below ever influence your
decision to purchase their products?

Poor working conditions _ 48%
Testing on animals _ 46%
iencmiresporst NN 3

Underpaying staff _ 40%
Unsustainable production _ 34%
Values of inclusion, social _ 31%

justice and diversity

sy pracico: N 27

oo e iees, R 25%
Political affiliations - 25%

Would you spend more for a product or

on a brand that aligns with your beliefs
and values?

-
3%
Definitely wouldn't
13% pay more
Probably wouldn’t
pay more
-
28%
Neither

-
12%
- Definitely
44% would pay
Probably would more

pay more




What are your favourite brands?

1 6 X\ SR
2 7 o IS
3 COTTON:ON 8 MECCA 2+
4 BECre A2 9 coles v-s

Woolworths v-a

5 GLASSONS a+2 10 KOOKA|] ANew




What are your favourite brands?

s’

1 S 1 COTTON:ON
2 SAMSUNG 2 w}

3 mm Microsoft 4+ 3  GLASSONS
4 SONY V- 4 EE!,

5 Google 5 qa%\q .




Thinking about your favourite brands, what is their appeal to you?

Have you ever decided to purchase a
() °
product range [ 52% product based on an ‘influencer’s’
endorsement?*
Convenience _ 37%
General popularity _ 34%
Good customer service _ 33%
Customer reviews _ 30%
Sustainability/green credentials - 22%
Views of friends and/or family - 20%
Advertising/marketing - 19%
Culture and history of innovation - 12%
Market dominance - N%
Length of time the brand has existed - N%
Celebrity/influencer endorsements - 9% * By influer.lcer, we mean an individual with a
large social media presence who may

epcourage you to buy a certain product

Corporate policies and practices - 8% “




Social media

This is the first generation for whom social
media has been a constant presence. Providing
powerful outlets for self-expression, sources for
entertainment, and having become mandatory
use to maintain friendships, their lives have
become integrated with these platforms and
look to remain so.

Although respondents acknowledge social
media’s role in their lives, reservations about
their prevalence are present. Platforms’
apparent inability to stem misleading
information, the mental health toll they exact
and the proliferation of content encouraging
unrealistic and harmful body images rating
highly amongst our cohort’s concerns.

In regard to use, Instagram has extended its
lead as the most favoured platform, followed by
TikTok which appears to have increased its
popularity at Snapchat’s expense. WhatsApp
surged year-on-year, increasing its use by over
30% and Facebook continues its decline
amongst younger users.




How often do you use social media?

84% 12% 3% 2%
Daily A few days Weekly - monthly Never
per week

Which social media platforms do you log on to or check at least once per week?

2023
2022
* This choice was only
A available in 2023
\ 4
A
\ 4
A
v A
V %
5o, 7%
* *
Instagram TikTok Snapchat  YouTube Facebook Messenger WhatsApp Pinterest Discord ( X Reddit BeReal Twitch
formerly

Twitter)



Which social media platform

do you use most?

)
&
o
o
O
f

Instagram

2023:34% A
2022: 30%

TikTok

2023:25% A
2022:24%

Snapchat

2023:17% V
2022: 20%

YouTube

2023:12%
2022:12%

Discord

2023:5% V¥
2022: 6%

WhatsApp

2023: 2%
2022: 2%

Facebook

2023:1% V
2022: 2%

Do any of the below concern you about social media?

Too much misleading
information or ‘fake’ news

Becoming a mental
health burden

Platforms encouraging unrealistic
or harmful body images

Too many other users projecting
unrealistic images of themselves

Privacy policies and/or the
handling of personal data

Too much advertising

Online bullying

Failure to remove or deal with
offensive posts/content

Platforms trying to stop peopling
giving their honest views

No

Other

64%

58%

54%

48%

46%

44%

40%

39%

33%

9%

2%



Devices + tech

Born into a world of constant technical
innovation, this generation have become
naturals at integrating technology and devices
into their daily lives, using them to manage
relationships, source entertainment and access
educational resources.

Apple’s iPhone is dominant in our respondent’s
tech/device access, however their lead in the
laptop market is narrowing with Windows-based
competitors making small gains. Gaming
consoles and smart watches saw notable year-
on-year increases.

Perhaps reflecting cost-of-living pressures, a
greater number of respondents now possess
second-hand devices compared to the previous
year. Additionally, they own a blend of older and
newer technology and have acquired fewer
devices brand new.




What devices/tech do you currently have regular access to?

81%
68%
40%
36%

Smart Eorbuds/ Laptop - Laptop - Gaming
phone - Headphones Mac HP DeII console
iOS Lenovo, etc

PC - HP, Dell,
Lenovo, etc

W 2022

Are these less than 3 years old?

64% A p10% V p13% V

Some are, No Yes
some aren't

ﬁm £ 22% £ 259,
No Yes

Some are,
some aren't

I 2023

* This choice was only
available in 2023

2% 1% 1%

I —

Tablet ~ Smart phone PC-Mac Smart phone- Non-smart
- Android Other phone

Were they acquired brand new?
AG%A .IO%V ’ 5/o

Some were,
some weren't

n 12% £ 27% ’ 61%

Some were, No Yes
some weren't




Leisure

When not studying or working, our respondents’
idea of leisure spans the digital, physical and
relationship based. Although going out with
friends declined year-on-year, time spent with
family increased. Enjoying music, film and
television were a common favourite, whilst
exercise in the forms of walking, cardio and
other gym-related activities are most popular.

Accustomed to a broad range of on-demand
video and audio entertainment options,
respondents have a strong affinity for streaming
services. For music and audio access, Spotify
continues its dominance. The video streaming
space has become more competitive, with
Amazon Prime Video making a noticeable 9%
gain year-on-year. YouTube also saw a 5% gain,
while Netflix declined.

Having expanded into video entertainment, the
social media platforms are a close third to
mainstream video options of YouTube and
Subscription Video On Demand options. This
aredq, with its abundance of user-generated
content will warrant further observation in future
surveys and research.




Going out
O0OQO withfriends

l ﬂm 2023:68% V
2022: 73%

Listening
to music

2023: 68%

i

Spending time
with family

2023:54% A
2022: 49%

,Z Z Sleeping

2023: 52% A
2022: 50%

Exercise

2023: 49% A
2022: 48%

5 O

Social media
6 C{@%} 2023: 49% A
2022: 48%

How do you like to spend your free time?

Watching
movies or TV

2023:49% V
— 2022: 58%

Eating at cafes
8 O or restaurants

m 2023:38% A

2022: 33%
* B

10

Readlng

2023:36% VW
2022: 41%

Gaming

2023:35% A
2022: 30%

@

%

Going to
the beach

\ ! V4
1M -O- 20335%4
SR 2022:32%

Cookmg

12 @p 2023: 34% A

2022: 32%

Sport - playing

2023:33% A
2022: 31%

13

Going to
the movies

2023:32% A
2022: 27%

1 o
14 e

Music festivals
or concerts
15 é 2023:27% A
2022:25%

Weekends
0-0-0-0-0-0, away

16 @ 2023:24% A

r— 2022:23%

Sport -
watching

17 BB 2023 23%
2022: 23%

Drawing
or painting

18 &2 2oz

19

20

21

22

23

24

Board games

o Q _—
S 2023:18% A
2 2022:13%

Playing an
% instrument

@/ 2023:17% A

2022:16%
(@»

Listening to
podcasts

2023:17% V
2022: 18%

Clubbing
2023:15% V

S 2022:19%

— Writing
_:22 2023:12% A
2022: 1%

Photography

2023: 1% A

i 2022:10%




Which video streaming platforms do you use?

B 2023
2022

* This choice was only
available in 2023

60%

22%  pyw R 1 22% v
16%  pywy 16% N v
*

Netflix YouTube Disney+ Amazon Stan 9 Now 7 Plus Binge ABC iView Apple TV+ Kayo  Paramount + Twitch
Prime Video

How do you listen to music?

What media/entertainment do you

consume most?

Spotify Apple Music Radio
P — — YouTube 27%
2023: 83% "MUSiC 2023:11% A 2023: 5%
2022: 83% 2022:10% 2022: 5% svOD(Netflix, 259,

Stan, etc) °
YouTube Soundcloud _Cbs Social media 21%
u 2023:27% A ,"m“m"‘ 2023:9% A 2023:5% A .
2022: 24% 2022: 8% 2022: 4% Music
. Vid

TikTok YouTube Music Vinyl ldeo games
2023:13% A 2023: 6% @ 2023: 4% Books
2022:10% 2022: 6% \ 2022: 4%

Free-to-air TV




How do you keep fit and stay active?

Walking

2023:48% V
2022: 55%

Weight lifting
3 (f[ 1]) 2023:27% V
2022: 33%

Runnlngljogglng
A % 2023:18% VW

2022: 22%

Cardio activities/

equment 8

2023: 29%A
2022: 26%

(N

o

Gym classes
2023:17% A

5 =X

CCB 2022:10%
SW|mm|n

6 S i 2023:12% ¥

2022:13%

n &

12(@

Basketball

2023 N%
2022: M%

Unable to, or
don’t, keep
physicallyactive

2023:9% A
2022: 8%

anclng

2023:9% V¥
2022: 10%

Pilates

10 Q 2023:9% A

2022: 8%

Netball

2023:8% V¥
2022: 10%

_Yoga

2023: 8%
2022: 8%

Aussie Rules
13 ﬁ 2023:7% V
2022: 8%

o] Cycling

14 % 2023: 25% A
2022:24%
Soccer

15 @ 2023:7% A
2022:3%

Tennis
l 6 2023: 6%

& O 2022: 6%

Combat/

martlalarts
17 ﬁﬁ 2023.5% A
2022: 3%
Badminton
18 % 2023: 4%

Cricket

2023: 4%
2022: 4%

20 s
2023: 3%
Y

21 ﬂ Surfing
2023: 3%

~"  2022:3%
Table Tennis

22 b mmwm
S Volleyball

23 [ ] 2023: 3%
Rock

( climbing

24 2 ) 2023: 2%




Where do you get your hews from?

Channel 9 _ 30%
Channel 7 _ 28%
_—
yrowe N % - NI O e
Channel 10 14% : i —
The Age 13%

12%

The Guardian

Facebook - 10% 24% trust the ABC most
X (formerl

Twitterg - 10%
Herald-Sun - 9%

News.com.au 15% trust Channel 7 most

SBS

Daily Mail - 5%
Other - 5% s 14% trust Channel 9 most

The Australian . 4% “

3 3
N N




Plans and hopes for 2024




What are your plans for 2024? Do you intend, or hope, to travel in the next

12-18 months?

25
Yes
No
9% o
W 8% 3% 1y 75%
Study + Takea Study Work Just
work  gap year chill out

Where will you mostly live in 2024?

Europe United Kingdom
51% 23%
Asia ) New Zealand

43% / 18%

9% 6% () o
2% 1% Around Australia
With Student  Rent With Other 37%
family _lodging relatives

(immediate)



What is your biggest plan for 2024?

Study

“to have fun, make friends and

be happy whilst learning
through my degree”

“To achieve academic
excellence across my
chosen undergraduate
degree whilst continuing to
volunteer and support the
elderly within my region”

Hopefully to get into an
effective routine and do well
in university while taking
care of my mental health

“Improve on my holistic and
financial health, study and
achieve good grades, and
help my people”

Get the most out of my

course and get as much

money as i can so i can
afford a house when | can

save/financial

To study, save money and
better myself mentally and
physically

“to live without financial
hardship whilst'mina
private rental”

Get a full time job, get my
drivers license, save money to
travel Europe, have a new
routine and improve health

“Finish my first year of uni
successfully Save up to get
driving lessons and a car”

Save money, catch up
weekly with friends as well
as balance my university
degree.

Travel

“Studying and hopefully
travelling with my mother/
bestie for the restie”

“Planning to go over to
Thailand in the summer
holidays.”

“Holidays (Europe and
Adelaide), work and not be
burnt out in first year uni.”

“Travel to Vietham explore
the culture as | have never
traveled before.”

“Travel to Europe. Join
the Army reserves”

“To enjoy life while having a
work life balance so that |
can earn money and save

up to travel to Japan.”

Work

“Get a car and work.”

“Complete my first year
of my bachelor degree
and work in my free time
to save money.”

“Make money and
work hard. Try my best
at uni and hopefully
make new friends.”

“Work Life Balance. Be happy.”

“To successfully juggle my
work responsibilities
whilst maintaining good
results at university.”

“Meet new people and
expand my world through
university and work.”



Thanks for reading!

Want to discuss our findings or other
information within this report?

Contact: advertising@vtac.edu.au




