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he work environment is continually evolving in order to attract 
and inspire people to do great work, so that businesses can 
grow and flourish. But with so much ongoing change, how do 

you keep up with and navigate the impact of new trends and, armed 
with this knowledge, future proof your workplace? 

 

IT’S NOT JUST AN OFFICE. IT’S AN ECOSYSTEM. 
The average person spends one-third of their life at work. That’s 
more time than they spend on any other single activity, including 
family events, vacation and even sleep. In this context, it’s easy to 
consider that the interaction with the workplace is the single most 
dominant factor in employees’ lives. Considering this, the impact that 
the workplace has on employee experience, productivity, wellness, 
innovation, collaboration and talent retention is undeniable. 

Businesses spend up to 90 percent of their budgets on people costs, 
almost all of which remain outside of the scope of commercial real 
estate (CRE) providers who are generally tasked to address limited 
elements, specifically energy costs (one percent) and rent costs (nine 
percent).   

More than three-quarters of 
global CEOs see accessing 
and retaining skilled labor as 
the biggest threat to their 
businesses. The war for talent 
is often won by creating 
an optimal workplace that 
embodies the corporate brand, 
culture and values; supports 
the wellbeing & engagement of 
employees; builds community; 
and inspires people to do 
their best work. The company 
that can harness a truly 
differentiated approach to 

the workplace – with tangible and measurable benefits – will enjoy an 
unmatched competitive advantage in the marketplace. 

Technology and flexibility continue to impact the workplace. Work is no 
longer somewhere employees go to, but something they can do from 
anywhere. Companies that evolve their perception of the workplace 
from a single location or building to a network of physical and virtual 
places will empower their people and their business to thrive. It’s clear 
that workplace transformation is more than just a trend, but there 
is confusion around what workplace means, as a word and as a CRE 
service.

For some providers, workplace services are limited to the design and 
construction of the physical space. For others, it’s an a la carte menu 
of experience-oriented services or simply coworking and flex-working 
options. Workplace includes all of this, but it also extends to much 
more.

FINDING WAYS TO 
CONNECT THE IMPACT 
OF CRE TO STAFF COSTS 
- FROM TURNOVER TO 
UNPLANNED ABSENCES 
DUE TO ILLNESS - HAS 
THE POTENTIAL TO BE 
THE SINGLE BIGGEST 
VALUE DRIVER FOR 
OWNER AND OCCUPIER 
CLIENTS.
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FOCUS ON SPACE EFFICIENCY AND AGILITY 
Millions of square feet of office building space is currently 
underutilized, many building management tasks are completed 
reactively and energy costs are largely opaque and expensive. 
However, this can be avoided by leveraging sensor technology, 
allowing occupiers and owners to gain actionable insights into 
space utilization, preventative maintenance and energy use/
costs. Estimates predict smart buildings could save $20-$25 
billion* in annual energy costs (see article on page 41, “Smart 
buildings and the employee experience”). 

It’s important for companies to diversify workplace portfolios 
to a mix of fixed, flexible and on-demand spaces to support 
business agility. The growth in the flexible-space market, 
including coworking, has been nothing short of remarkable. 
Coworking has evolved from a trend to mainstream, with many 
service providers offering a variety of space options from 
the individual entrepreneur to enterprise solutions for blue-
chip corporates. The provision of third spaces by institutional 
landlords within prime-grade offices is increasingly common as 
is the development of their own coworking brands. As the lines 
between the facilities and services offered by fixed, flexible 
and on-demand spaces become increasingly blurred, it gives 
occupiers greater scope to actively manage their portfolio for 
optimum efficiency and productivity. 

*All currency amounts listed in USD
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FOCUS ON PEOPLE, 
EXPERIENCE & WELLBEING
People are companies’ most important 
asset yet as an industry, we have not 
actively managed the impact our 
workplaces have on our people.

The current state presents us with 
a fundamental opportunity for 
improvement. Companies with engaged 
employees enjoy two times typical 
revenue growth. The potential for 
value-driven transformation through 
employee productivity and experience is 
compelling.

One-third of employees’ sick leave can 
be attributed to poor indoor air quality. 
Improved environmental conditions – air 
quality, light and noise – can positively 
impact worker productivity between 
.5 percent and 5 percent, translating 
between $20 and $200 billion in 
revenue in the U.S. alone.

IN THE U.S., THE COST OF 
WORK-RELATED STRESS  
IS ESTIMATED AT  
$1.1 TRILLION

IN EMEA, CHRONIC DISEASES 
COST EMPLOYERS  
$650 BILLION EVERY YEAR

47% OF EMPLOYEES FEEL 
THAT THEIR WORKSPACE 
DOES NOT SUPPORT 
PRODUCTIVITY

70% OF EMPLOYEES  
DO NOT FEEL ENGAGED  
IN THEIR JOBS FOCUS ON THE PLANET

More than 90 percent of the world’s 
250 largest companies engage in 
sustainability reporting. From that, 40 
percent of global carbon emissions 
come from office building and 70 
percent of all electricity consumption 
(in the U.S.) goes to support building 
operations. Smart buildings have 
the potential to reduce U.S. carbon 
emissions by 130-190 million tons of 
CO2. The future of CRE is delivering 
solutions that are smart, green and 
well. Corporates must deliver top-line 
performance that benefits their people, 
their communities and our planet. (see 
article on page 38, “Healthy working: 
wellness and sustainability in the 
workplace”).

WHY NOW?
Business is evolving. The Business 
Roundtable, an association of nearly 
200 American CEOs from companies 
such as JP Morgan Chase, IBM and 
General Motors, issued a pledge 
to deliver long-term value to all 
stakeholders. This new proposed model 
is positioned as the greatest platform 
for social change and includes:

• Delivering value to customers

• Investing in employees

• Dealing fairly and ethically with 
suppliers

• Supporting communities

• Generating long-term value

The paradigm shift rejects the short-
sighted push to produce quarterly 
profits at the expense of employees, 
clients and the community. The old 
way of doing things isn’t going to 
work anymore, and both occupiers 
and investors need to make this pivot 
to drive long-term value, improve the 
employee experience, minimize negative 
environmental impact and create 
thriving ecosystems. 

SPOTLIGHT ON
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Make your 
workplace a 
destination 
with amenities 
and services

investments in amenities are made. 
These insights are critical inputs into 
the design process – where employees 
share their needs, wants, problems and 
preferences, so companies can curate 
experiences that will be meaningful, not 
just plentiful.  

The workplace ecosystem is complex. 
Unfortunately, without a consistent 
way to measure “experience” and the 
corresponding workplace elements 
that drive it, many companies can make 
costly investments that either deliver 
sub-optimal results or even damage 
employee engagement levels. Unless 
budget and resources are unlimited, 
companies will need a thoughtful 
approach to stay ahead when it 
comes to amenity offerings. The art 
is in understanding employee needs 
and diagnosing the best fit for your 
organization. A sustainable solution 
with the end-user in mind and business 
vision aligned to ensure that there is 
an iterative process in place that can 
be adjusted as organizational priorities 
change.

s we no longer need to “go to 
work” to be working, today’s 
office buildings need to serve 

as unique destinations that motivate and 
inspire people to go into the office; to 
connect with likeminded people, learn new 
things, feel connected with the brand and 
culture of their company and increasingly 
have access to amenities and services that 
support their life and wellbeing at work. 
Traditional amenities, like coffee shops 
and gyms, are of course expected, but 
simply not enough. To stand out, landlords 
are increasingly moving towards unique 
services and experiential offerings.

When it comes to creating a great 
workplace experience, there are 
many challenges to be solved, from 
managing the varying expectations of 
five generations in one environment 
to supporting various workplace 
requirements alongside change and 
growth to managing aspirations against 
budget. 

User-centered design methodologies 
are critical to incorporating employee 
insights into decision making before any 

VIVIEN CHONG 
Workplace Strategy, EMEA 
vivien.chong@cushwake.com

SUZANNE MEHTA
Chief Experience Officer  
suzanne.mehta@cushwake.com

TICA HESSING
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EMEA
Companies in EMEA have an enormous 
diversity of offerings; with UK, Ireland, 
the Netherlands, Nordics and Germany 
at the forefront and other countries 
playing catch up. On one end of 
the spectrum, there are trailblazing 
companies that provide an immersive 
brand experience alongside every 
amenity an employee could need, 
including on-site hairdressers and 
makeup artists. And on the other end, 
companies in other parts of Europe 
require employees to bring their own 
drinking water to work. 

However, as the war for talent 
intensifies, companies in EMEA are 
increasingly viewing their workplace 
as a differentiation tool to assist them 
in attracting and retaining talent, as 
well as enabling employees to work 
more effectively and collaboratively 

whenever they come to the office. 
This new experience and people-
centric focus is driving increased 
expectations for more amenities 
and services by occupiers and is 
changing the expectation from 
landlord provisions and specifications. 
An example of this is the largest 
commercial office development in 
London - 22 Bishopsgate - a 1.3M SF 
tower with more than 100,000 SF of 
unique landlord managed amenities 
and services designed exclusively 
for the use of the 12,000 people in 
the building. This project redefines 
the typology of towers by using the 
amenities to create a vertical village 
where the landlord managed and 
curated experiences activate the 
community and business ecosystem so 
both people and business can thrive.

COMPETING ON A GLOBAL SCALE

SPOTLIGHT ON
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APAC
Similar to EMEA, APAC is a 
tremendously diverse region with 
markets at different levels of maturity. 
Australia has been at the forefront 
of recognizing the value of social 
amenities and services in buildings for 
many decades. As early as the 1990s, 
the intense competition for talent led 
forward-looking corporates to promote 
a culture focused on social values and 
creating work environments to support 
community events and services. 

In reflection of this amenity and 
community-based focus of occupiers, 
corporate offices across Australian 
CBDs have been actively transformed 
to create more permeable ground floors 
with a wider array of uses. It is now 
commonplace to see areas dedicated 
to events, food, community installations 
and bespoke spaces to encourage 
customers to use facilities to co-create 
with the business. The success of these 
spaces has further motivated landlords 
to continuously consider the realms of 
what is possible to actively blend office 
and retail environments to create a 
greater sense of community and drive 
higher investment value.

Beyond this, typical facilities in APAC 
include on-site kitchens with free 
food, gyms, rooftop terraces, outdoor 
gardens and shuttle bus services for 
offices located outside of CBD areas. 

These types of amenities have weaker 
adoption rates outside of Australia but 
this situation is changing. Just last year, 
Singapore legislated a requirement 
for bike-parking in all new property 
developments to encourage people to 
take up cycling and shift towards a more 
“car-lite” society. 

Looking to the future, the need for 
workplace amenities is expected to 
grow across the region. Over the next 
decade, approximately 800 million 
members of Generation Z will enter 
the labor force in Asia Pacific alone – 
more than all other geographic regions 
combined. India, China and South East 
Asia, in particular, are forecasted to 
see the greatest numbers from this 
generation (see article on page 28, 
“Creating spaces for everyone: bridging 
the multi-generational gap”).     

The injection of this demographic 
windfall into the workforce is expected 
to impact all aspects of CRE, but 
especially workplace strategy. 
Generation Z is a generation that 
brings with it a level of expectation, 
from seamless integration between 
the physical and digital worlds to a 
workplace that reflects their cultural 
values and lifestyle. Amenities will be at 
the forefront to help drive collaboration 
and greater connectivity to colleagues 
and the company brand.

AMERICAS
Companies in the Americas, particularly 
in the U.S. technology sector, have 
been at the forefront of using their 
workplace as a driver for talent retention 
and engagement. As many of these 
facilities programs reach maturity and 
evolve, most companies are looking to 
broadly support employee wellbeing 
as a strategic priority, not just through 
amenities. The definition of wellness has 
expanded to include a range of services 
and programs focused on actively 
boosting performance and social and 
emotional wellbeing, not just employee 
health. Facilities are becoming even 
more experiential by including rock 
climbing walls and meditation rooms, 
and onsite services are expanding to 
offer full-service salons, personal errand 
running and childcare facilities.

Much of the expansion and contraction 
of offerings comes from user-based 
insights – a deep understanding of what 
is important to the employee-base, and 
then doubling-down on those specific 
areas. Companies are seeing the benefits 
of designing amenities programs based 
on employee feedback instead of 
chasing trends.

SPOTLIGHT ON
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ANIMALS AS AN AMENITY
Researchers at the Virginia Commonwealth University 

Center for Human-Animal Interaction found that 
having dogs around the office produced a wide array 

of benefits for both pet owners and their pet-less 
coworkers. Pet-friendly companies claim that dogs 

are a great conversation starter during tense meetings 
and also encourage more friendly socializing in the 

office. Some examples include: 

Puppyforce at Salesforce: The Salesforce 
Headquarters has a room called “Puppyforce,” a spot 

where you can reserve a desk and bring your pet to 
work with you. 

 
Dooglers at Google: Dog-owning Googlers get 
a badge for their pups when taking their dog to 

Google’s Mountain View campus.

 
Dog Program at Build-A-Bear: Build-A-Bear 

employees receive dog perks, which include puppy 
parties to celebrate dog birthdays, treats and a canine 

concierge service that whisks the dogs off to a spa 
day with grooming and day camp.  

RETAIL AS AN AMENITY
Smart landlords and developers know that 
experiential concepts are taking retail by storm. 
They’re adapting to include new types of service-
oriented, experiential concepts on the street 
level of their assets. Driven primarily by fitness 
and food, these concepts serve the dual purpose 
of attracting new customers to a building while 
servicing the tenants above. These retail spaces 
also serve multiple purposes – a coffee shop or 
cool bar on the ground floor of an office building 
can become the “annex” for manager meetings 
and brainstorming sessions, while a cool fitness 
concept in a mixed-use building can host after-
work fitness-meets-happy hour events for tenants.

The value-add is truly exponential – and it speaks 
to the role convenience plays in maximizing the 
retail experience. Retailers who can get ahead of 
the curves of these trends will ultimately see gains 
in loyalty and their real estate strategy will benefit 
in the long term.

TERRY OHNMEIS
Director, Retail Services  
terry.ohnmeis@cushwake.com
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Creating spaces for 
everyone: bridging the 
multi-generational gap

SPOTLIGHT ON

“Millennials” and “disruption” are two words commonly quoted in quick 
succession. Whether it be the rise of veganism, the recognition of a multitude 
of gender identities, or the destigmatization of mental illness, Millennials are 
often cited as the driving force for change. We see many of the characteristics 
of this generation also embodied by Generation Z. Together, these two 
generations account for 50 percent of the world’s population and will become 
an even more powerful force for change over the coming years. Therefore, 
understanding how they want to interact with buildings is integral to providing 
successful spaces no matter what real estate sector you are operating in. 

1.87 BILLION 
Millennials worldwide  
- United Nations, 2019

2 BILLION  
Gen Z worldwide  
- United Nations, 2019

GLOBAL MILLENNIAL 
SPENDING POWER 
IS SET TO OVERTAKE 
GEN X BY 2020 

- World Data Lab

MILLENNIALS AND GEN Z 
WILL ACCOUNT FOR  
40% OF GLOBAL 
CONSUMERS BY 2020

Baby Boomers 
Born 1946-1964  
55-73 years old

 

Generation X 
Born 1965-1980 
39-54 years old 

Millennials 
Born 1981-1996  
23-38 years old 

Generation Z 
Born 1997-2012 
7-22 years old

KATE FEARNLEY
Associate Director 
DTZ Investors  
kate.fearnley@dtzinvestors.com

REBECCA ROCKEY
Economist 
Global Head of Forecasting 
rebecca.rockey@cushwake.com

GENERATION BREAKDOWN

CHRISTOPHER COOPER
Chief Executive 
DTZ Investors 
christopher.cooper@dtzinvestors.com
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A WORLD FULL OF 
OPPORTUNITY
As the first generations to have had 
the internet for most or all of their lives, 
Millennials expect to be able to access it 
all with one swipe of their smartphones. 
To mirror their lifestyle choices, high-
value is placed on convenience, flexibility 
and simplicity. Modern technology has 
overhauled the consumer experience to 
meet their expectations. For example, 
Netflix has long rewritten the film rental 
market, so much so, that fines for late 
returns are a distant memory. Uber, 
Airbnb and Spotify are all now globally 
recognized brands with other brands such 
as Zipcar, Rover and Kickstarter gaining 
ever greater attention. All are taking full 
advantage of the shared economy that 
these generations tend to prefer.  

So, how does this focus on “experience” 
play out within CRE?

THE BIRTH OF EXPERIENCE
Life is all about timing, and today’s 
younger generations haven’t had much 
luck. Changes to the tertiary education 
system in many countries around the 
world have seen them saddled with 
ever greater levels of debt as they finish 
their studies. Compounding this, due to 
the Global Financial Crisis (GFC) and 
the ensuing worldwide downturn, they 
have experienced the weakest economic 
growth during their first decade of 
work. As a result, they have lower real 
incomes and, at an individual level, 
more debt than other generations at 
similar life stages. But instead of feeling 
trapped by their financial situation, 
Millennials have embraced the additional 
freedom that comes hand-in-hand with 
less responsibility and have sought to 
become rich in experiences.

SPOTLIGHT ON
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ONLINE GLOBAL RETAIL SALES

 
 

* Forecast. Source: Statista 2019  
https://www.statista.com/statistics/534123/ 
e-commerce-share-of-retail-sales-worldwide/

A NEW WAY TO WORK
The pursuit of a better work-life balance, 
together with seamless connectivity, 
has meant that flexible working has 
increased in popularity. With that in 
mind, the office sector has responded 
with seismic shifts in traditional 
interior design concepts by developing 
coworking hubs which allow businesses 
to rent smaller spaces in a modern, 
campus-style environment, with a host 
of additional business and recreational 
facilities. Additionally, traditional office 
occupiers and landlords are responding 
with a new design that embeds this feel. 

We now see that experience is 
permeating every aspect of the 
workplace. For many Millennials, there 
is a clear preference for collaboration 
areas over desk ownership with the 
focus being on interaction. The move 
towards greater social acceptance has 
led to “inclusive” or “universal” design 
to help bridge the gap between all 
ages, abilities and ethnicities to help 
ensure a higher sense of wellbeing in 
a diverse workforce. All these factors 
then need to be seamlessly knitted 
together with a technology platform 
that meets their needs for instant 
connectivity and access. Together, this 
promotes a collaborative approach to 
achieving a common goal.

A NEW WAY TO SHOP
Online shopping is at an all-time high. 
Retailers have accepted that their stores 
need to complement, not compete, with 
their online offering and are places for 
consumers to experience the brand. 
Shops like the Dyson store on Oxford 
Street in London and B8TA in the 
Hudson Yards mall in New York City are 
fast becoming concept spaces, where 
consumers can interact with a product 
before completing their purchase online 
when they get home. Experience is key, 
and besides the look and feel of the 
shop unit, retailers want to be located in 
vibrant places that are enjoyable to visit. 

A NEW WAY TO LIVE
The residential rental market is one of the 
only real estate sectors that Millennials 
haven’t managed to disrupt yet. However, 
even here the landscape is changing 
rapidly and experience is at the forefront. 
We are seeing more traditional multi-family 
developers put in communal spaces such 
as shared kitchens and gardens and are 
even partnering with local companies to 
offer events like cooking classes, wine 
tastings and charity events. 

Co-living is fast becoming the disrupter 
in the residential sector, with different 
versions of what is essentially an age-old 
concept popping up all over the globe 
aimed at young Millennials and Gen Z. 
By living together in dormitory-style 
communities, economies of scale give 
residents access to more, and better-
quality amenities for a given price point. 
Shared spaces provide the perfect 
opportunity for people to come together 
and build relationships. Although this 
sector is still comparatively new, it is 
building global appeal. An example of this
is the world's largest co-living home, The
Collective, located in Canary Wharf,
London, which can accommodate more 
than 700 residents.

Modern-day attitudes to sharing spaces 
and technological advancements are 
enabling more efficient use of property. 
Landlords and investors need to work 
with emerging cross-sector trends if 
they don’t want their buildings to be left 
empty. Quality, convenience, flexibility and 
place-making are all key differentiators 
that should be incorporated into every 
real estate strategy to be part of the next 
wave of occupational demand. However, 
the overall focus needs to be on providing 
the best and most inclusive experience 
possible.

Read more about this topic in Cushman & 
Wakefield’s Report, “Demographic Shifts: 
The World in 2030” online at  
cushwk.co/demographicshifts.

SPOTLIGHT ON

10.4% 
in 2017

14.1%* 
in 2019

18.1%* 
in 2021
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While China enjoys the opportunities that come from a large workforce, it also has its 
demographic challenges. A significant change that is forecast to occur over the next 
decade is that more people will leave the workforce than enter it, with the overall reduction 
forecast at 30 million over the ten-year period. This will clearly have implications and 
repercussions for individual companies seeking to attract and retain the best and brightest 
talent. In this regard, companies will need to differentiate themselves from the competition. 
They will need to focus on their brand, their culture and their workplace. These factors are 
becoming increasingly important to today’s workforce as they seek to align themselves 
with employers that share their values.

JAPAN
“Baby Boomers value and 
put a large emphasis on in-
person meetings, whereas 
the younger generations 
are much more technology-
dependent.”

–Shogo Izutsu, Director, 
Japan

CHINA
“Now that China’s real estate 
market is quickly developing 
and expanding, we see a 
need for younger generations 
to enter into the industry.” 

–Christina Meng Lashko, 
Executive Director, Head of 
Enterprise, Occupier Services

INDIA
“Office spaces are now 
designed to foster creativity, 
collaborative working 
and to drive a common 
purpose through different 
generations.” 

–Arpita Srivastava, Head of 
India Occupier Services

SINGAPORE 
“Baby Boomers value desk 
ownership the most, whereas 
Millennials love large breakout 
and social areas.” 

–Christine Li, Head of 
Research, Singapore & 
Southeast Asia

A LOOK AT APAC

AUSTRALIA
“A key issue and solution that 
is emerging in Australia is 
inclusive, or universal design, 
which helps to bridge the 
gap between all ages and 
abilities.” 

–Chris Marrable, Director, 
Strategic Consulting, Australia

SPOTLIGHT ON

The Asia Pacific region arguably has the most diverse 
demographic structure in the world. On the one hand, there 
are the aging populations of Japan and South Korea, while on 
the other, there are countries including India and many within 
the Association of Southeast Asian Nations (ASEAN) bloc 
that are on the cusp of a demographic windfall. The result is 
a complex landscape which corporates must navigate. 

Understanding these differences and recognizing the needs 
of each generation at the local level is imperative to bridging 
the generational gap.
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Shutting down 
stereotypes: 
finding 
workplace 
solutions  
that work
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ne of the most challenging 
workplace issues is 
identifying, understanding 

and creating places that enable people 
to do their best work. This conversation 
around effective work environments 
has been reduced to binary choices 
largely based on stereotypes. Where 
in reality, companies that win the war 
for talent and drive productivity, offer 
a customized strategy sensitive to 
experience, sustainably, diversity and 
other critical elements.

Consider the open vs. enclosed 
debate. It is widely reported that there 
are only two choices. First, an open 
environment – a “management fad,” 
where concentration is only possible 
with headphones. Then an enclosed 
environment – seen as either hugely 
traditional and archaic, or the only 
solution to productivity. Stereotypes 
limit thinking on a particularly complex 
matter and risk us flip-flopping 
from open to private; coworking to 
traditional; agile to fixed; and never 
achieving the nirvana of productive 
places for all people.

We generate these stereotypes to simplify 
decision making. But, the workplace is a 
complex, multi-faceted concept. 

THE EMPLOYEE
The collective employee experience is 
perhaps more diverse than ever and 
expectations in the world of work have 
shifted significantly.

The experience revolution  
Experience loyalty is now earned 
through positive and personalized 
experiences. Increasingly, there is a 
mismatch between how real estate is 
delivered vs. employee expectations. 
Work environments are predominantly 
fixed assets, a product vs. a service, and 
are more often the source of negative 
experiences than positive ones. 

Celebrate the individual  
As organizations seek to win the war 
for talent, individuals are in the driver’s 
seat. People increasingly choose how 
they shape their lives and how and 

where they work. But in creating modern 
work environments, the expectation is 
that one workplace can respond to the 
unique demands of 1,000 individuals, at 
any one time.

How many stars?  
In the information-sharing age, we live 
and die by the opinion of others. This 
review-based culture has amplified 
the voice of those inclined to share, 
regardless of facts or evidence. The 
challenge lies in getting people engaged 
in a balanced, evidence-backed debate 
when the shriek of social media distracts 
so many.

THE WORKPLACE
There is no silver bullet in developing 
productive work environments for the 
collective employee. It is critical to focus 
on a workplace ecosystem that balances 
some key principles:

Diverse and inclusive organizations 
and places 
When supporting diverse populations 
in the workplace, organizations 
can provide a considered choice of 
workspaces and locations, but they 
need to empower people to use them. 
Activity-based environments, coworking 
hubs, and technology transformation 
programs become redundant and 
build antipathy, when an organization’s 
culture is driven by contrasting middle-
management expectations, trust 
breakdowns and burnout. 

Inclusivity should be more than just an 
HR strategy. When making a significant 
change, with the workplace or otherwise, 
it starts with the process. For example, 
an organization implementing IoT 
sensors must open a dialogue with 
people early, seek to understand their 
requirements and allow them to ask 
questions. Inclusivity occurs when we 
enable collective ownership of the 
workplace. 

Workplace becomes an experience
“Experience” describes how we 
perceive or encounter events. A 
marginal gains mindset prioritizes and 
aggregates many, small positive events 

or improvements to bring about large-
scale improvement: a positive workplace 
experience. Continue to gather data to 
inform small, inexpensive changes. For 
example, shifting the underutilized open 
furniture settings every three months or 
introducing video conferencing in small 
meeting rooms.

Leveraging technology to build toward 
an experience-focused workplace is key. 
Start simple, implement something that 
can provide an improved experience for 
the majority, perhaps a room reservation 
system and digital community notice 
board. Then, consider how that solution 
can offer something personalized, i.e., it 
responds to “my needs” in this moment. 
Then, educate and train your people. 
Start with those providing the service, 
the facilities/experience team, and then 
educate the wider population.  

Sustainable environments and 
change-ready organizations
Humans are becoming increasingly more 
aware of their role as stewards of the 
environment. Most organizations do not 
use their workplaces efficiently, resulting 
in unnecessary energy consumption, 
waste of resources and neglect of empty 
space. Therefore, we must do more to 
understand the environmental impact 
of how we occupy space, to drive more 
sustainable occupancy models. 

Many organizations can and already do 
build environments and strategies that 
incorporate activity-based environments, 
a balance of fixed lease and coworking 
space, all enabled by smarter technology 
choices. These need to be supported 
by organizational flexibility and a more 
mature view of where and when we 
work. 

CREATING PRODUCTIVE 
PLACES FOR OUR PEOPLE 
IS A COMPLEX CHALLENGE. 
FORTUNE FAVORS THE 
FLEXIBLE AND INCLUSIVE, 
THE SUSTAINABLE AND 
EXPERIENCE-FOCUSED,  
AND THOSE WHO SHIFT  
THE CONVERSATION 
BEYOND STEREOTYPES.

SPOTLIGHT ON

33



lexible workspace has 
experienced explosive 
growth, but now a new trend 

is emerging. A new breed of flexible 
workspace providers are tailoring space 
to the needs of specific sectors and 
“niches.” These new entrants are finding 
unique selling points and delivering 
spaces designed exclusively for specific 
demographics, industries, professions, 
working parents and more.

This “nichification” has led to a 
growing diversification of service 
offerings. Through identifying a 
specific target market and curating 
a space around their needs, the 
niche coworking operators have 
succeeded in differentiating from 
the competition. The trend provides 
new opportunities and challenges for 
both occupiers and landlords.

The “nichification”  
of coworking
F I N D I N G  YO U R  P L AC E 
I N  T H E  WO R K P L AC E

ROB PARKER
Associate Director 
Global Occupier Services 
rob.parker@cushwake.com

EMMA SWINNERTON
Head of Flexible 
Leasing Solutions, EMEA 
emma.swinnerton@cushwake.com

Photo by CoWomen on Unsplash
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OCCUPIERS: SUBSTANCE OVER STYLE
Corporate occupiers have started to lease increasingly large 
and long-term private spaces from the major flexible workspace 
operators. Conforming to the vaunted coworking aesthetic and 
including the free perks we’ve come to expect, these designed 
and/or managed spaces provide corporates with easy access to 
attractive workplaces to impress existing and future talent, but 
often within areas segregated for the corporate’s exclusive use. 

For the original flexible target market – start-ups, freelancers 
and small businesses – the coworking community is vital, 
providing the opportunity to co-locate with potential partners 
or customers. As flexible workspaces see an influx of corporates, 
these smaller companies are beginning to crave something 
new as they compete harder to attract the best talent and 
participate in the entrepreneurial ecosystem. It is these early 
adopters who are driving demand for niche, curated spaces that 
provide access to a like-minded community. We’re now seeing 
the market respond with a huge increase in the range of space 
options available across a multitude of niches. 

Major occupiers are unlikely to change course from leasing 
sizable spaces from the large flexible providers, but with an 
increasing range of operators available – many of which are 
growing in scale – it is important to evaluate these alternatives 
for appropriate requirements. Occupiers must be aware of the 
broad mix to ensure they locate their business in a space that’s 
right for them by matching the offer to their needs. The result 
may not always be the larger operators, but the best operator in 
each location.

OWNERS: DIVERSITY DRIVES RETURN 
Landlords’ attitudes towards flexible workspace continue 
to evolve, including embracing niche operators. The flexible 
workspace giants are some of the largest tenants in major 
cities and an important part of a landlord’s portfolio. 

Investors want to diversify income streams while ensuring 
no overexposure to a particular sector in order to maximize 
and maintain value. With increasing experimentation from 
landlords around commercial models, small operators are 
often best suited to engage in innovative partnerships. 

Increasingly, landlords are including a flexible space operator 
within developments, which allows them to offer a ladder 
of accommodation to businesses of different sizes. As niche 
operators provide a more unique offering to the ubiquitous 
global providers, by selecting an appropriate smaller 
operator, it can enhance the landlord’s proposition when 
targeting occupiers on a traditional lease and also support 
the activation and placemaking elements of a scheme.  

SPOTLIGHT ON
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LOOKING TO THE FUTURE 
As the number of niche operators with a 
compelling proposition and commercial model 
grows, the winners will begin to enter the 
mainstream market. With economic risks ahead, 
consolidation will likely close the gap between 
today’s numerous niche operators and the 
few major players. Mergers and acquisitions 
(M&A) activity is likely to increase at the 
smaller end of the spectrum as efficiencies are 
sought to enable them to compete with the 
larger providers. The result may be a stronger 
second-tier of operators that can compete with 
industry leaders by serving corporate occupiers 
and satisfying landlord covenant requirements 
while maintaining a more unique proposition. 
Alternatively, as these niche operators grow, 
and the giants recognize the need to “nichify,” 
they may be snapped up by larger operators 
looking to diversify their proposition. 

While hyper “nichification” may be a fad, 
there will continue to be demand for boutique 
flexible workspace in the market.

CHISEL
Washington D.C., U.S.
Coined as “a better place to practice law,” this 
coworking venture creates a community of fellow 
entrepreneurial attorneys. Chisel offers exclusive 
membership and private facilities for lawyers.

ICONIC WORKSPACE 
London, UK
Iconic Workspace opens a new revenue stream in 
pre-existing assets, such as rugby club executive 
boxes and hospitality lounges. The concept is to 
repurpose selected areas of a stadium as flexible  
office space on non-match days. It’s specifically 
tailored towards players coming to the end of their 
career, looking to start a new venture.

PARAGONSPACE
Los Angeles, U.S.
Opened in 2018 by a company providing supply 
chain management using blockchain technology for 
the cannabis industry, this workspace was the first 
coworking space for cannabis-related companies in 
Los Angeles.

CUCKOOZ NEST
London, UK
This hybrid workspace-creche allows parents to 
combine work with childcare. Providing a space free 
from home distractions, yet with their children close, 
it is designed to appeal to new working parents.

DILIGENCE CAFÉ
Quezon City, Philippines
A makerspace, a collaborative workspace for learning 
and exploring, that is designed for students that 
offers unlimited coffee, snacks and napping services.

THE WING 
Locations in the U.S., UK and Canada 
The Wing is a “work and community space” designed 
for women.

SKETCHPAD
Chicago, U.S.
A shared workspace community for innovative, 
mission-driven Jewish organizations and 
entrepreneurs. 

A NICHIFICATION SNAPSHOT 

SketchPad | Photo by Irene Lehrer Sandalow
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HNI Global

H O W  D O E S  H N I  G LO B A L  S I M P L I F Y  YO U R 
W O R K P L AC E  N E E D S ? 

• Offers a single point of contact to oversee  

domestic and international projects from kickoff 

through post-occupancy

• Creates solutions from across HNI’s portfolio  

of furniture brands

• Provides an unparalleled array of client services, 

from legal and logistical to design and wellness

• Supports you with a global dealer network, 

unmatched exporting capabilities, and 15 

manufacturing facilities on three continents

Allsteel

Gunlocke

HBF

HBF Textiles

HON

HNI India

Lamex

Maxon

European Partner 

Nowy Styl Group

Get in touch to learn more
Dana Merical
Global Account Manager
mericald@hni.global
+1 585 991 8693 mobile

2019 Recipient of Cushman 
& Wakefield’s Exceptional 
Service Award

Preferred contract furniture 
supplier for the Cushman & 
Wakefield RESOURCE Program

www.hni.global
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Healthy working: 
wellness and 
sustainability in 
the workplace

ERIC TILDEN, PE, LEED AP BD+C
Associate Director
Sustainability Services  
eric.tilden@cushwake.com

GERDA STELPSTRA
Associate Director
Workplace Strategy, EMEA  
gerda.stelpstra@cushwake.com
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Global Occupier Services, Americas 
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hile it may be difficult to predict the future of 
the workplace as new technologies and trends 
take shape, there is one thing of which we 

can be certain: the future workplace should be a workplace 
supporting our health.  

While sustainability and environmental performance have 
increasingly become embedded into the CRE industry, a focus 
on the impact of the built environment on human performance 
has increased. More portfolios and buildings are participating 
in health and wellness practices and certifications are 
becoming more aware of how a healthy indoor environment 
can positively affect employee happiness, which directly links 
to worker productivity. Healthy employees are thought to 
perform better and are more likely to be happy and engaged.

The average company spends 10 times as much on salaries 
compared to rent, highlighting the potential return on 
investment (ROI) of investing in the health and wellbeing of 
their workers. Researchers from Harvard's Center for Health 
and the Global Environment completed a study on how green 
buildings positively affect health and cognitive function. On 
average, cognitive scores were 61 percent higher in green 
building conditions and 101 percent higher in enhanced green 
building conditions. 

Furthermore, a healthy 
workplace is a powerful 
tool in your talent 
attraction and retention 
strategy, considering the 
increased interest from 
younger generations in 
wellbeing. Millennials, 
who globally make up 36 percent of the traditional workforce, 
are generally more health-conscious than their predecessors 
and are increasingly drawn to organizations that create 
workplaces that reflect their values.

As the focus on sustainable and healthy workplaces has 
increased, frameworks such as LEED, WELL, Fitwel and 
Reset have provided much-needed guidelines, standards and 
strategies for creating a better workplace. Through their rating 
systems, they can help make the business case for a company’s 
investment and, with more certified spaces coming online each 
year, can to track the strategies that have the largest impact on 
reducing our carbon footprint and employee sick time, while 
increasing productivity and impacting top-line performance.

WE SPEND MORE THAN 
90 PERCENT OF OUR 
TIME INDOORS, AND 
YET LITTLE THOUGHT IS 
GIVEN TO WHAT MAKES 
FOR A “HEALTHY” WORK 
ENVIRONMENT.

The WELL Building Standard™ (WELL) 
marries best practices in design and 
construction with evidence-based medical 
and scientific research – harnessing the 
built environment as a vehicle to support 
human health and wellbeing.

WAYS TO MEASURE WELLBEING

Fitwel is a building certification system 
that optimizes buildings to support 
health by focusing on a scorecard rating 
of design and operational strategies to 
address a broad range of health behaviors 
and risks that impact occupants.

Leadership in Energy and Environmental 
Design (LEED) is one of the most popular 
green building certification programs used 
worldwide, with multiple frameworks that 
focus on the complete life cycle of a real 
asset.

RESET is an international building 
standard and certification program for 
healthy buildings, as measured by sensors, 
that is focused on quality, transparency 
and actionability of data.

SPOTLIGHT ON
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ver the past decade there 
has been a proliferation of 
technological advances to 

assist in the operation and management 
of building performance. These 
developments include cloud computing, 
sensors, IoT, open source code and mobile 
connectivity. Any or all these pieces of 
technology are commonly found in office 
buildings all around the world – the smart 
building.

Regardless of whether the focus is on 
managing the building or the space within 
the building, the main drivers of adopting 
technology to create smart buildings have 
so far been to improve efficiency and 
reduce costs. This technology has been 
deployed to manage operations such as 
smart HVAC, smart lighting and smart 
elevators. Occupiers are also turning to 
sensor technology to optimize space 
utilization, air quality and workplace safety. 

As we are now living in an experience 
economy, the new challenge is shifting 
from being just “smart” about our 
buildings, to become “smart” about 
how this can help measure, monitor and 
improve the human experience within our 
buildings.

We are already seeing some sensor-
based analytic companies helping users 
understand occupancy and building 
environment measures with a focus on 
improving the employee experience, make 
employees more comfortable, and evolve 
the workplace to better support new 
ways of working rather than just improve 
building operational economics.
  
While smart building technology has no 
doubt propelled the industry forward, it 
is just the tip of the iceberg of what can 
be achieved when we shift our focus to 
the building user. As identified in recent 
research by Cushman & Wakefield, the 
next wave of PropTech will be focussed 
on the experience of the occupier to drive 
human performance and wellness. 

An organization that can evolve to this 
model will enjoy significant competitive 
advantages across business operations, 
value generation, productivity and 
employee experience. These human-
centric outcomes are more important than 
any others, as they have the most impact 
on company objectives and revenue.
 
A SENSOR CAN TELL YOU 
WHAT THE TEMPERATURE 
IS, BUT ONLY A PERSON CAN 
TELL YOU WHETHER THAT IS 
THE RIGHT TEMPERATURE  
FOR THEM.
 
– NABERS (National Australian Built    
Environment Rating System)

A significant challenge to adopting 
this model is identifying what is truly 
important at the human level. This 
varies considerably between countries, 
companies and even within a company 
between cities. To identify these unique 
priorities, organizations need a framework 
to measure the impact buildings have 
on employees and to combine this 
understanding with the data smart 
building technologies deliver. 

Human experience data and metrics 
are the new normal being incorporated 
into the smart building data set, which 
shifts the focus from just more efficient 
buildings to that of efficient buildings that 
create optimal environments for great 
human experiences through data and 
predictive analytics.

By combining a quantitative understanding 
of employee experience with smart 
building information on hourly/daily/
monthly shifts in things like quality and 
levels of natural light, ambient sound, 
air quality, temperature, and movement, 
organizations can optimize positive 
building environment impacts on the 
needs of workplace occupants.

This connection of software and sensors 
to other evidence-based tools like 
human experience diagnostics effectively 
creates the brain for a living structure. 
Imagine a world where human experience 
diagnostics detect a degrading meeting 
experience while sensors provide data 
indicating room temperatures are 
uncomfortably higher when in use.  In this 
model, the voice of the people tells us 
the issue and the building self-diagnoses 
problems, communicates information, and 
can recognize the problems and needs of 
the building community. No help desk is 
called, no ticket is generated, we can now 
improve the experience through data.

The capture of data through the sensors 
and human experience diagnostics 
provides the management of the work 
environment with deeper insights into 
the operational effectiveness across both 
efficiency and human optimization. In 
doing this you can truly progress from 
a smart building to a cognitive building 
and from managing costs to managing 
experience. We will see the continued 
trend of personalized services in facilities 
management and the intersection of 
smart buildings and understanding the 
employee experience will enable this.

Smart buildings 
and the employee 
experience

BRYAN BERTHOLD
Senior Managing Director 
Workplace & Experience Strategy 
bryan.berthold@cushwake.com

STEVEN ZATTA
Consulting Director 
steven.zatta@cushwake.com

COLETTE TEMMINK 
Global Head of Integrated 
Facilities Management 
colette.temmink@cushwake.com
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Do good, do well: 
W H Y  B E I N G  A  G O O D  CO R P O R AT E  C I T I Z E N  M AT T E R S

DIVERSITY AND 
INCLUSION
Hiring, developing and promoting 
diverse talent is not only the right thing 
to do, but is critical to the success of an 
organization. Clients don’t want the same 
old thinking and the same old solutions 
– they want different perspectives and 
innovative alternatives to help them 
solve their business problems. Hiring 
diverse talent is the first step in the right 
direction, but companies should be 
focused specifically on the importance 
of creating and maintaining an inclusive 
culture. An inclusive culture ensures that 
every employee feels welcomed and 
valued for their unique contributions. 

or the past several decades, Corporate Social Responsibility (CSR) was largely considered a self-regulated initiative 
implemented by companies to add reputational value and gain trust from their various stakeholders and communities. 
There have always been companies that put CSR at the center of their business models, but such models have ballooned 

and deflated in popularity at different points—along with their real or perceived value. 

Recent years have seen a sharp change in the general attitude towards social initiatives by corporations. It is quickly becoming 
critical for companies to not only understand global trends, social challenges and the core competencies and strategies that are 
associated with CSR, but it is also essential to integrate them into their business models and operations. 

Companies around the world and across industries are demonstrating that being a good corporate citizen and running a good 
business are one and the same, and integrating positive initiatives and upholding higher standards in the Environmental, Social 
and Governance (ESG) criteria areas are important to success. Being a good corporate citizen begins with embedding strategic 
priorities into a corporate culture, programming and goals through best practices in CSR areas, some of which include: 

DATA PRIVACY
With the 2018 enforcement of 
the EU’s General Data Protection 
Regulation (GDPR), effective data 
rights management strategies have 
also become increasingly imperative 
to corporate identities. Embedding 
privacy and data protection principles 
into a company’s DNA through policies, 
procedures and training demonstrates 
good CSR practice. 

In recent years, the cost of a data breach 
has skyrocketed. This is not to imply 
that only high-value assets are worth 
protecting, but higher values certainly 
raise the stakes. A data breach also has 
wide-reaching effects on a company’s 
bottom line, reputation, and the privacy 
and security of the affected individuals. 
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DRIVING INNOVATION
Consideration for environmental, social 
and governance issues not only strengthen 
a company’s operations but can lead to 
new business opportunities, innovation 
and growth. New and old companies alike 

are finding ways to reconcile a call to 
address modern needs of the world, 
society and their communities, serve 
a wider range of stakeholders, and 
generate long-term value. 

COMPLIANCE, ETHICS 
AND ANTI-CORRUPTION
Compliance programs have gone from 
“nice to have” to a requirement for public 
companies. With an increasing number 
of regulatory enforcement actions and 
a shifting risk landscape, compliance 
programs serve as a risk mitigator—the 
strongest compliance programs identify 
trends at a bird’s eye view and allow 
companies to take proactive approaches 
rather than reactive stances after a 
violation occurs. 

Compliance failures are one of the 
largest sources of reputational risk 
for public companies. Perhaps more 
daunting is the reputational damage it 
can cost a business, which is difficult 
to recover from and often costs 
more than the fines and fees for 
noncompliance. 

Alternately, an ethical company 
can stand out from its 
competitors. 

Companies with strong 
compliance programs 
accelerate business by 
providing the information 
business leaders need to make 
informed decisions and stay 
ahead of the evolving regulatory 
landscape. Ethical companies 
receive positive public attention, 
gain the trust of their customers 
and suppliers, and better attract and 
retain talent. Establishing a tone for a 
culture of integrity is imperative to any 
business’ success, both socially  
and financially. 

MARIA D'AVANZO
Chief Ethics &  
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maria.davanzo@cushwake.com
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