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Gen Z and Worksphere in the post-Covid landscape 

For years, there has been talk about Millennials, now the focus is on a new and different 
generation, the Generation Z. There have been ongoing discussions on what name to 
give them, with options varying from iGeneration to Post-millennials. The current name 
derives from a contest that USA Today launched in 2012, and groups those born betwe-
en 1996 and 2010.
Why is this analysis essential for the Worksphere designers (by the term “Worksphere” 
we mean everything that surrounds the world of the worker, starting from her/his educa-
tional and training experience)?

To give some idea of how strong this statement can be, it might be interesting to recall the 
work of the anthropologist Hofstede (https://hi.hofstede-insights.com/national-culture) on 
identification of cultural dimensions that describe the diversity in different countries.

 In 2012, Steelcase Inc. published an interesting article that tried to relate these cultural pa-
rameters with the workplace project.
(https://www.steelcase.com/content/uploads/sites/15/2015/02/Issue_65_EN-asia.pdf)
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http://www.ilprisma.com/tool

The behaviors of the society, of groups of people and generations (a so-
mewhat forced modality that brings together attitudes that are similar for 
people born in the same historical periods) certainly have implications for 
the design of spaces in general, as well as for the design of workspaces.
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For example, the parameters measure the power distance, the tendency towards individuali-
sm rather than creation of a community, a society’s inclination towards greater masculinity 
and thus a greater attention to career growth, rather than towards femininity, with its focus on 
family and work life balance. 

The parameters also measure the uncertainty management, as well as a company’s ability to 
have short- or long-term goals, and finally the inclination towards tolerance and indulgence 
compared to the rigor of closing oneself in a system of rigid rules.

How is this reflected in the office design? The correlation that Steelcase tries to make by stu-
dying the design trends in different countries traces the guidelines. For example, a particularly 
autocratic but community-oriented company will have large spaces in its offices dedicated to 
the entire team of employees, as well as closed and reserved spaces for the C-suite. 

On the other hand, a society that does not have such a great power distance will tend to have 
shared spaces, that will be well balanced between the need for privacy and the need to colla-
borate. 
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Similarly, understanding generational attitudes and differences, means understanding 
what type of spaces they require, while responding to the request that we are often fa-
cing: “Design us spaces that would help us attract and retain talents”. 

Today, this request gets even more complicated due to the Covid-19 impact and the 
strong reconsideration that workplaces are undergoing in light of a massive distribu-
tion of remote and Smart Working.

In an office, we end up seeing several generations coexist, from Babyboomers to Gene-
ration X and to Generation Y (Millennials). 

There were about 61 million members of Generation Z in 2018 ready to assault the US 
labor market. In Italy the members of this generation make up 8,8 million people, and 
1 million already entered the professional world in 2018 (Istat data). 

ISSUE 011

GEN Z AND WORKSPHERE IN THE POST-COVID LANDSCAPE 





According to a survey made by Deloitte in the period of July 2020, 
which also integrates the information deriving from remote wor-
king in the lockdown phase, in Italy the new generations need the 
remote work to become the “new normal”, while also guarante-
eing an important human component. 

The Generation Z has a lot in common with the previous 
one, however. 
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Let’s try to draw an identikit of this generation, while seeking to highlight aspects 
that may impact the workspace design. 

For example, the flexibility issue is fundamental for both generations. It is impossible to 
think of keeping a Millennial or a Gen Zer fixed and seated at the same workstation for 
the eight working hours. They need to constantly vary the workstation or workplace. 

These young generations forget the boundary between their work and home life and 
are willing to work hard, but this must be done under flexible conditions.
(https://www2.deloitte.com/global/en/pages/about-deloitte/articles/millennialsurvey.html)
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Sustainability and light must be perceived very strongly in the workplace, along with 
possible company benefits (bar or cafeteria, bike sharing, showers or gyms, etc.).

The technology issue is surely an essential one. Millennials love technology, but 
Generation Z has a completely different relationship with it. They are the first truly 
digital native generation and, according to the Pew Research Center, only 13% of 
today’s teens still don’t own a smartphone.

The new generation, however, differs from the previous ones and offers its own 
characteristics. For example, they seem to be less collaborative and more com-
petitive, preferring greater self-affirmation in life and at work. In fact, they are born 
as “natural entrepreneurs”; having, however, experienced the recession of about 
10 years ago, they place themselves on the labor market in a more pragmatic way, 
looking for safer working solutions. If that means that they have to build their own 
future independently, it does not scare them, as they are strongly orienting them-
selves towards job and economic security. Often, they are self-taught and learn 
quickly in order to achieve a better and safer salary. 
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Despite the need for security, Generation Z is used to changing their 
jobs in no time, three times more than the previous generation.
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So how do these characteristics translate into 
the design of workspaces? The Millennial Sur-
vey proposed by Deloitte Global is interesting 
from this point of view because it was prepa-
red at two different times in 2020, also inclu-
ding the measurement of generational senti-
ment following the pandemic. 

In a moment in which we wonder what role the 
office will play in a post-pandemic future, cer-
tain features typical of Generation Z become 
the best practices to follow. 

Many companies are moving towards a re-
duction of the square meters dedicated to the 
workplace, in the face of a very strong intro-
duction (50-60%) of Smart Working. So, what 
are the activities and, consequently, the spa-
ces that will have to be particularly predispo-
sed in the office? 
What is the meaning that the new spaces will 
carry?

Generation Z need to recognize themselves in 
corporate values, it is a generation that is very 
attentive to environmental sustainability and 
the inclusion of diversity. It will be necessary 
to use spaces heavily to communicate com-
pany’s values in a coherent and transparent 
way. 

The office is seen as a “business card” for a 
company, and this is true both externally and 
internally. The adherence and similarity of va-
lues will help in recruiting people who belong 
to this generation.

The new normal must necessarily include an 
innovative technological experience, compri-
sing the possibility of being able to work whe-
re you want and have everything at your finger-
tips. In managing the new generations, it will 
also be necessary to integrate the use of apps 
and social media as well as other immediate 
response methods into normal systems. 
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The design must, therefore, necessarily go in parallel on both fronts in 
order to offer the best possible experience in the use of a workspace.
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But even though Gen Zers are digital natives, 
they still need human interaction at work, 
claims a research carried out by Forbes. In 
fact, 90% of Generation Z members report 
wanting some form of human element in their 
work and team interactions. This means that 
a workplace must constantly integrate a tou-
ch of human connection to the technological 
aspect. 

For example, it will be necessary to understand 
how to integrate those who work remotely and 
those who will present in the office, while en-
suring an immersive and humane experience 
for those who are far away, along with the cle-
ar and simple one for those who will be pre-
sent in person.

The new generations particularly appreciate 
companies that offer the opportunity to add 
skills and grow professionally and personally 
alike.

It will therefore be necessary to equip with this 
kind of systems and imagine giving the possi-
bility – in terms of time (but also in terms of 
space) – to be able to pursue one’s own idea 
or business.

Together with their manager, the new genera-
tions will need to build their career path and 
see it clearly, while maintaining a constant fe-
edback. 

It’s true that Generation Z have the will to 
maintain the possibility of working remotely 
as well as in Smart Working (that’s true to all 
generations), but it is also true that the new 
generations are the ones that mostly need to 
find within their own workplace a mentor to le-
arn from. 
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According to a survey promoted by Gensler in the United States during the pan-
demic (https://www.gensler.com/research-insight/workplace-surveys/us-work-
from-home-survey/2020), especially the new generations have suffered distance 
from the workplace. 

They need to have choice and flexibility, but what they look for mostly in the cor-
porate spaces and organization, is the opportunity to grow. 

The office of tomorrow, in addition to being hyper-connected and having a strong 
spatial component related to communication of its values, must offer an intuitive 
and innovative experience. 

Hosting the new generations will mean offering a LAB, a laboratory from which 
you can learn and in which you can also experiment with your own ideas, without 
limitation of rules or timetables. It’s interesting how we are already studying the 
generation that follows the Z, called Generation Alpha. 

We are talking about children born after 2010, therefore not yet able to buy on their 
own, for example, but certainly able to influence the choices of their parents.

So, if we imagine the activities that should be kept in the planning of 
future offices, those of mentoring and recruiting will surely be necessary.
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