
Rethinking The ‘Dynamic’ Workplace

A research report evidencing the need for organizations 
to embrace more flex and fluidity on the office floor



It’s time to create 
Dynamic Workplaces
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Corporate real 
estate has a real 
opportunity to 
help create the 
dynamic workplace 
experiences a 
‘desirably diverse’ 
workforce needs. 

Introduction: Spaces for a more  
fluid workforce

The office is essential. In fact, a series of Tarkett 
surveys commissioned throughout the pandemic 
shows that over 80% of end-users across the world 
feel at their most productive in the office. This is an 
increase of a third since before the public health 
crisis started. 

But, what is also clear, is that the office form and 
function needs to change. While the design world 
talks about creating collaborative communities and 
connected workplaces, understanding what this looks 
like, and how new and existing stock should take 
shape, remains to be seen.

This latest wave of Tarkett and CoreNet Global research highlights that current set-ups are too static 
to even accommodate end-user needs pre-pandemic. Now, with hybrid home and office working, 
we must rethink how we design and configure work spaces to make sure these are adaptable and 
tailored for a variety of worker modes and moods.
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Who we asked: 
How far are businesses leveraging 
the workplace as a dynamic asset?
CoreNet Gloval survey respondents representing large, multinational organizations across  
North America, APAC and EMEA, probed participants within corporate real estate to reflect on their 
experiences working with clients and occupants to optimize their square footage. As well as thinking 
about their own set-ups, as an office end-user themselves. 

Territories

80%
North  

America

2%
Asia

12%
Europe

3%
Australia / 

Oceania2%
Central /

South America

12% 24% 3% 5% 13% 15% 2% 26%

Roles & responsibilities
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Additional resources
This report is part of Tarkett’s ongoing research program and builds on the following research  
and reports: 

•  The wave of research that CoreNet Global previously conducted on Diversity & Inclusion.That study 
revealed that organizations are taking a too narrow view of what this means for corporate real 
estate, which is limiting the scope for design to make a difference. This is detailed in the report titled 
‘Rethinking the Inclusive Workplace’.

•  Tarkett’s ongoing global research program involving 12,700 office employees to-date. The data offers 
useful benchmarking insight into how the pandemic situation has shifted perspectives on what 
people want and need from their working environments. This vast body of work is published  
on thegreat-indoors.com

•  ‘Storeys Journal’ - a compilation of best practice case studies curated in collaboration with futures 
research agency, FranklinTill, on Tarkett’s behalf. This offers inspirational, yet pragmatic, examples  
of how organizations are already building more fluidity into their schemes.

•  A report on ‘The Implications of Working Without an Office’ published by Harvard Business Review  
in July 2020. 
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https://www.thegreatindoors.eu/media/1501/tarkett-diversity-report-oct-2020-2.pdf
http://www.thegreat-indoors.com
https://www.thegreatindoors.eu/articles/2019/10/storeys-journal-introducing-a-radical-new-workplace-for-humans-not-resources/
https://hbr.org/2020/07/the-implications-of-working-without-an-office


What we discovered: 
Four commercial design 
considerations 

External perceptions are being prioritized 
over end-user experiences. The research 
shows a widespread belief that businesses 
see the office as a branding tool - rather 
than thinking about how the space is used. 

This means that organizations are  
over-investing in showcase settings that 
may look impressive but could be stalling 
progress. There needs to be a shift in 
mindset if businesses are to leverage the 
workplace as a flexible and dynamic asset.

#1

Personalization is about putting people 
in control of optimizing their surroundings 
to enhance wellbeing and promote 
productivity. A fifth are already seeing 
growing interest in new technologies to 
let employees determine comfort features 
including lighting, temperature and 
ergonomic preferences.

But, in the absence of automation, by 
giving end-users the means to more simply 
influence their surroundings, organizations 
can create a ‘feeling of control’ that 
heightens levels of psychological safety 
and workplace happiness.

#3

Office layouts are too locked down to 
perform for owners and occupants in 
a post-pandemic world. To offer rich 
workplace experiences that deliver true 
value, they must be able to adapt to 
exceptionally diverse end-user needs. 

Multi-use, shapeshifting configurations  
will allow the seamlessness a disparate  
- yet connected - workforce needs to come 
back together most effectively.

#2

Openness and transparency are key  
- both figuratively and literally. A more fluid 
way of working on- and offsite requires 
trust and acceptance. A culture that stands 
by these principles should also consider 
how this physically translates into the 
workplace setting. 

This means layouts that lend themselves 
to more movement, enable visibility of 
cross-departmental interactions and 
encourage the collision of ideas to give  
the office renewed purpose. 

#4
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Undoubtedly, the office is an outward symbol of what an organization stands for and the 
segment its people are servicing. A technology firm will have a very different setting to a 
financial institution, for example. 

But whatever field they’re operating in, a company’s customers, partners and employees 
have certain expectations - shaped, in part, by the very building they’re standing in. The 
research suggests, however, that an over-emphasis on external perceptions could be 
clouding commercial property design decisions. 

Nearly half (44%) of CoreNet Global respondents felt that, when it comes to making any 
changes to the office look and layout, there is a tendency to put external perceptions first. 

Only 17% felt that organizations are whole-heartedly evaluating the user experience by 
constantly looking for new ways to ‘switch-up’ and optimize the space. The same number 
again say that it is highly unlikely that improvements would be undertaken unless the 
conversation centered around cost-driven efficiencies. 

Commercial design 
consideration #1

External perceptions are being prioritized over  
end-user experiences: A mindset shift is needed to 
leverage the workplace as a dynamic asset.

1

17%

44%

17%

How far are businesses leveraging 
the workplace as a flexible and 
dynamic asset?

Wholeheartedly - with a lot of  
emphasis on the user experience

Somewhat - the office is seen as  
an outward symbol of what  
the business stands for

Hardly - decisions are focused  
on efficiencies rather than  
meeting people’s needs
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A place for connection  
& collaboration
As the working population eventually transitions back to the office, there is a real opportunity for 
businesses to rethink the role of the workplace - with efficiencies in mind. People are likely to continue 
to split their time between on and offsite working, but there is a huge opportunity here to make the 
office a vehicle for bringing people back together with purpose. 

Gensler’s U.S. ‘Work from home survey 2020’ uncovered that 43% of employees think 
workplace culture has been negatively impacted by remote working during lockdown. 

Just as Tarkett’s ongoing research suggests, colleagues have missed the office and the structure and 
camaraderie it brings. They long for a collaborative environment where they feel part of a team and it 
is quick and easy to communicate.

In fact, as a study by the Sustainability and Health 
Initiative for NetPositive Enterprise (SHINE) at 
Harvard University shows, the workplace serves a 
key role in our general wellbeing. 

It is clear that we need to reconsider the role of the 
office and how end-users can create different spaces.

True efficiency and productivity will come from 
designing workplaces that are human centric - 
designed around workers’ emotional, social, physical 
and mental needs.  

However, our latest research shows that many 
businesses have a long way to go to deliver on this.

“We get more social 
connectedness and 
belonging from work 
than outside of work. 
And that connection is 
key to our happiness 
and wellbeing.”
Harvard TH Chan School of  
Public Health, SHINE research
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59%

32%

7%

In response to whether their workplace environment 
caters for different moods and activities: 

said that their workspace is 
‘highly functional, but fairly static’

felt there’s was 
‘extremely static’

said that their workplace is 
‘highly versatile’

Commercial design 
consideration #2

Office layouts are too locked down: 
Adapting to diverse end-user needs.

2

The recent CoreNet Global survey told us that the vast majority (83%) of office buildings 
are simply too static in their set-up to deal with the diverse needs of the workforce - even 
without the current complexities in the mix. 

Only 7% of the respondents described their settings as being highly versatile. 

Perhaps the greatest opportunity coming out of  
the current chaos is the ‘office reset’. 

The pandemic has shone a light on the benefits and drawbacks of office working in serving 
different user modes and moods. Collaboration and ease of communication on one hand 
and a lack of quiet space for ‘deep work’ on the other. 

When probed about the types of spaces CoreNet Global’s participants have at their 
disposal, if they needed to find an alternative area for concentration, 37% said that they 
could only really revert to meeting rooms. 

This is reflected in the number of people that either ‘zoned in’ at their desk by using 
headphones - or opted to work offsite, or at home (42%). 
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As highlighted in the previous section, businesses need to give people more autonomy over how they 
use the space at their disposal. In fact, the findings across all strands of the Tarkett research flag the 
need to create spaces that allow everyone to thrive.  

There is seemingly a missed opportunity here for offices to become more human conscious by putting 
end-user needs first. The design challenge there-in is, that no one size fits all.

“I think there is going to be a menu of choices; everyone can choose 
how they work and how best that is going to allow them to perform. 

For some people who are introverts they might prefer to work from 
home more, and others who thrive in group environments and 
working collectively are going to seek out places that do that - and 
businesses will need to provide for that.” 
Clark Elliott, Senior Consultant, Advanced Workplace Associates (AWA)
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Given that such a high proportion of people 
are constrained by unconfigurable fixtures 
and fittings, the personalization of work 
stations seems a stretch.

That said, just over a fifth (21%) of 
respondents in the survey report that 
more  businesses are starting to consider 
investing in advanced building services and 
technologies. 

These allow employees to optimize their 
working conditions by adjusting the 
temperature, ventilation and lighting.

However, on the flip side, large swathes of 
the working population still have very little 
influence over their environment. A fifth of the respondents highlighted that they are not even 
able to open a window for fresh air.

Commercial design 
consideration #3

Personalization is about putting people in control: 
Allowing employees to optimize their own surroundings 
enhances wellbeing and promotes productivity.
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21%

23%

33%

Are organizations investing in the latest technologies to give 
employees more influence and control over their work set-up?

said that it’s ‘becoming the norm’ 
and that more businesses are 
investing in this

said that it’s a talking point  
- people are enquiring but not 
investing just yet

said it’s rare - or not even a talking 
point at the moment

This suggests 
that ‘office tech’ 
is becoming 
more than a 
‘future office’ 
talking point. 
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Most people interpret personalization, not as fancy technologies that can cleverly accommodate their 
every need, but as the opportunity to work in the best way for them. Be that in a light, airy, bustling 
room or a cosy, quiet nook. 

When asked what ‘personalizing their space’ means to them, over half of the CoreNet Global 
respondents (58%) define it as a means of optimizing their work area in order to maximize their 
productivity. Either in how it is organized or by surrounding themselves with useful and inspiring 
materials.  

FranklinTill  argue in the Storeys Journal that by including design features that put control into 
the hands of the users, employees are encouraged to take ownership of the workplace and their 
movement within it. 

They also showcase how design can be used to foster experimentation and give a greater feeling 
of control through moveable partitions and modular furniture solutions. Tables, workbenches and 
‘bleacher style’ seating areas that can be reconfigured for ad hoc meetings and/or focused working. 

“Personalization of space 
demands an unprecedented 
level of design flexibility that 
can accommodate everything 
from a focused space or 
private meeting to a creative 
brainstorm or lecture.”
Storeys Journal, curated by 
FranklinTill for Tarkett
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For offices to become more fluid, there doesn’t just need to be a more transient and 
forward-thinking approach to workplace solutions. There needs to be attitudinal changes 
across the board. 

Our latest research reveals that the majority of people (58%) spend most days at the same 
desk mainly because they work closely with those around them - or because ‘hot desking’ 
isn’t an option.This is likely to have significant implications on business innovation.

Yet only 7% said that they thought it would be too much hassle to move around  
- suggesting that they would be open to a more flexible way of working - if the option  
was there. This signals an opportunity to use design as a way of influencing behaviour. 
Starting with hierarchy.

“Physical offices cause people who don’t normally work with 
each other to connect accidentally - bumping into each other 
in the hallway or cafeteria - and that interaction sparks 
new ideas. Steve Jobs thought such serendipity was so 
important that he specifically designed the building for Pixar 
Animation Studios to maximize such interactions.” 
‘The Implications of working without an office’, Harvard Business Review, July 2020

Commercial design 
consideration #4

Openness and transparency are key:  
Layouts that encourage movement, enable 
visibility and nurture the collision of ideas  
give the office renewed purpose. 
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The majority of CoreNet Global respondents (57%) see seniority still being reflected on 
office floors - although this is changing, with 44% feeling that this isn’t the case. 

But, for those perceived to sit under the watchful eye of line managers, freer flowing configurations 
would likely be under-utilized. When recognition of ‘working hard’ equates to long hours in the same 
place, the ‘serendipitous meetings’ that Steve Jobs celebrated, are not happening. 

That’s why openness and transparency are so key - both figuratively and literally. Especially as the 
notion of the office as a platform for collision becomes increasingly important for teams that come 
together less frequently.

The ability to better collaborate, reinvigorate and reconnect relies on the emotional 
liberation of employees to benefit from all the physical and social attributes that the more 
‘dynamic workplace’ brings. 

Taking a similar stance, FranklinTill explores the concept of ‘enabled collision’. In Storeys Journal  
they showcase design’s role in breaking down silos to grow unexpected collaborative communities, 
but also the equal need for quiet. A need for privacy and thinking time - achieved through the design of 
individual spaces and secluded rooms using soft textiles and panels to divide visually and sonically.

But as people re-enter the workplace what will 
this look and feel like, culturally?
Yes, offices to-date are static. But so too are 
mindsets. 

Just as we’ve seen it has taken a pandemic for people 
to fully embrace home working and instill proper 
digital capabilities, reimagining more fluid layouts 
won’t necessarily lead to an increase in movement.

“Departments and 
disciplines can easily 
connect and people  
can see out - and in.  
Drawing on openness 
and transparency - both 
figuratively and literally.”
Storeys Journal, FranklinTill, for 
Tarkett
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Conclusion: Fluidity is the future  
Tarkett’s D&I report referenced the idea that ‘the inclusive’ office has to be fluid and this report has 
expanded on the concept to establish just how adaptable - or not - our current workspaces are. 

As people have adjusted to more  independent and self-initiated ways of working during the pandemic, 
this paper has explored how workspaces can be designed to better cater for a more flexible workforce.

The decade of 
‘the dynamic’ 
workplace is now 
- we just need to 
learn, together, 
how to embrace it.
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The research has revealed four key takeaways:

1.  By optimizing workplaces for end-users for reasons of productivity, health, wellbeing, sustainability, 
diversity and community, businesses can unlock the true value of their estates.

2.  A more experimental approach to commercial design can help free end-users from the constraints 
that currently dictate the way they work. 

3.  This personalization of space gives people a greater feeling of being in control. This doesn’t 
necessarily mean investing in the most advanced technologies, but providing them with the 
opportunity to work in the best way for them.

4.  Openness and transparency are required to encourage ownership of the workplace and movement 
within it. Both in terms of cultural parameters and how the space is reimagined to break down silos, 
and engineer the chance meetings that can drive innovation and help build community. 

Ultimately, the office needs to become a destination, rather than the default place of work that 
employees go to on autopilot. With a more defined purpose, the 2020s could become an exciting 
turning point in commercial design history: as workplaces are reborn as more human-centered hubs,  
in the technology age.  
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This report was commissioned by Tarkett North America in collaboration with 
CoreNet Global to advance the practice of corporate real estate. The ‘Rethinking  
the Dynamic Workplace’ initiative is being run alongside a wider workplace 
research program being undertaken by Tarkett.

Tarkett, The Great Indoors & Rethinking Workplace global study

The Great Indoors is a digital platform where we bring together industry research, thought leader
contributions and focus group insights that explore what makes ‘The Great Indoors’, great.

We made it our mission a decade ago to understand how we can help create ‘The Great Indoors’.
With a focus on health and wellbeing, we set about designing flooring systems that counteract
some of the challenges of being inside for such a large part of our lives. We recognize that since
we started this journey, things have inevitably moved on. That today health and wellbeing in a wider
‘future of work’ context is as much about the emotional as it is the physical environment.

We spend 90% of our time indoors, but how we spend that time is changing. As part of our ongoing
project, we are exploring the impact of this on the A&D community.

Through our ongoing research initiatives, we aim to provide a better understanding of how changing
behavioural trends might impact on commercial office design. How the lines between the personal
and the professional, work and life, have long been blurring. We wanted to uncover how this trend is
impacting on the design and specification of office environments, with the aim of facilitating wider
discussion that gets to the heart of how we - designers, specifiers, suppliers - can all play a part in
making ‘The Great Indoors’ indeed great and geared up for a new way of working.

To date, Tarkett has gathered data from more than 12,700 office workers worldwide and hosted
focus groups, seminars and webinars with architects and designers to discuss its findings, all with
the aim of stimulating innovation and collaboration on best practice workplace design.

Discover more about the Rethinking Workplace initiative at www.thegreat-indoors.com.
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