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Abstract: This study highlights the assimilation of generation Z 
in the professional environment and its adaptation to the 
requirements of the organization it is part of. 
The candidates who have advanced knowledge in the field of 
technology are the target audience that will generate personalized 
education over time, but also interesting opportunities, who are 
growing in an environment relying only on technology and will 
be much more flexible in thinking and decision making, being 
those who grew up online. Born during the digital age, they will 
prefer an independent brand at the expense of a traditional / 
experienced brand. 
The intersection method used by combining the quantitative and 
qualitative approach will seek to identify the components of an 
effective professional integration system. 
The results obtained also highlight the fact that this process plays 
a key role in creating a convenient environment where the 
members of generation Z can explore their native creativity. 
The whole integration process will consist of a series of 
challenges that organizations will be facing in attracting and 
keeping the members of this generation, but also of methods 
used for its capitalization. 
The conclusions highlight the importance of this reference 
process for any member of Generation Z.  
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1. Introduction 

Boomers, Gen X, Millennials, Gen Z and Gen Alpha are some of the 
generations that coexist in the professional environment, and the voice of 
Generation Z is becoming more and more heard lately. Numerically 
superior1[2], as compared to other generations, they show their native 
creativity, without being stimulated by employers, they only need a 
convenient environment and sometimes the framework to support them. 
The opportunities offered will increase so that this generation can make its 
presence felt. 

The article intends to highlight the characteristics of this generation, 
the organizational environment where they will be integrated, the 
investigations regarding aspects related to their capabilities, but also the 
results that the organization will register. 

Our benchmark will be the challenges of organizations in attracting 
and keeping the generation, how can I overcome them? 

And at the end we will identify the behavioural characteristics of the 
Generation Z, the values and preferences at their job which they emphasize, 
but also the need of individuals to integrate into the professional 
environment and maintain their ability to perform in today's environment. 

2. Problem Statement 

In the current context, Generation Z includes individuals who are 
between 14 and 23 years old, and the professional environment is only at the 
beginning of the absorption of this generation. Starting from the premise 
that not much is known about Gen Z yet, but only about the environment in 
which they will develop: very diverse, highly technological, for the 
individuals of this generation the year 2020 is considered to be just the end 
of maturity, and according to a study by Sparks and Honey [17] - cultural 
consultants, it was found that 60% of Gen Z members say they want to 
change the world, as compared to 39% of Millennials. 

Against the background of this debut and in the context in which 
this generation is only in the phase of detailed study by marketers, we can say 
that the scientific literature has a gap, and researchers in the field undertake 
various studies and are still monitoring the evolution of this phenomenon. 

                                                 
1 According to data of the National Institute of Statistics, there are over 3.6 million 

representatives of generation Z, and according to a study published by the United Nations last 
year, the share of this generation represented 32% of the world's 7.7 billion population.  
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The research intends to highlight the ability of young people in Gen 
Z to integrate into the professional environment, but also the adaptive ability 
of employers to create the professional environment that keeps those 
employees and enhance their skills. 

3. Research Questions/Aims of the research 

Starting from the questions that underlie this scientific approach, the 
main objectives of this research are the following: 

─ identification of the characteristics of Generation Z in relation 
to the other age categories; 

─ identification of the characteristics of the organizational 
environment in which those from Gen Z will be integrated, as well as the 
results that the organization will register; 

─ identification of the needs of individuals to integrate into the 
professional environment and to maintain their performance ability in the 
current environment. 

4. Research Methods 

In our research approach we used the qualitative method where the 
observation and analysis of documents / data were our main tools. 

For this topic, this year in June-July we undertook a study conducted 

on a sample of 121 subjects from Bucharest ‐ Ilfov aged between 18-35 
years, students, employees, employers from institutions / organizations, 
from the public and private sector. 

The research was conducted based on the interview and aimed to 
identify the perceptions, attitudes and behaviours of potential employees and 
employers in relation to social relations at work. 

5. Findings 

It is necessary for any educational and professional fair and not only, 
to create a platform / a consulting office that initiates adolescents / young 
people aged between 18 and 35 to be consulted by mentors so as to be able 
to create an image that reproduces reality exactly, about What does it mean to 
have a job? The opportunity to have access to online platforms has been an 
asset from the beginning, given the need for employers to identify and respond 
to the needs of the younger generation, as well as the continuous, accurate, 
complete and relevant nature of these supports, based on the latest pieces of 
information [15]. 
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The new generation employability kit involves that reference element 
designed to meet the requirements of the target group, stating that the 
employer will use this tool in terms of strategic objectives assumed and over 
time, they will be required to meet these objectives with the people they 
have recruited and selected. It would be preferable for this package not to 
have a promotional or standard character [18]. 

An intense concern arose when international investors made their 
presence felt on the labour market. This process has led to real competition, 
as well as to the increased interest in setting up specialized services in 
recruiting and selecting staff, but in particular it has required special 
attention to the structure of the employability package presented to potential 
employees. 

From the perspective of companies, there is a top 5 of the 
characteristics that define a perfect job, and these are the following: the 
opportunity to develop their career, teamwork, an ostentatious job, flexibility 
and passion [10]. 

This study aims to identify those components necessary for an 
employability kit when the target group is represented by those who do not 
believe in perfection and reject perfection, since they are those who adopt 
the practical spirit, who accept reality, seeking to individualize and be 
independent, different from Generation Y that throughout its era sought 
mentoring and impeccable and even perfect services. 

Brands that want to address them must make use of the transition 
from digital adaptation to digital native, and moreover, they are the ones who 
will not appreciate a traditional / experienced brand, but will prefer to be 
independent and to be constantly exposed to innovation [20]. 

The purpose of this paper is to identify the components of the 
package that will meet the requirements of Generation Z, but that will also 
help to meet the performance objectives at the strategic level [22]. 

The offer of a job fair has a global impact, and the message sent 
through interstitials or advertisements brings to the fore as the only 
employment opportunity. Thus, any career fair comes with several key 
points regarding: the interaction with n companies, among the most coveted 
industries; n jobs, thousands of jobs, dedicated to both students and 
professional juniors; career counselling from human resources specialists; at 
the fair there is an area of CV Experts, divided into areas: Scoring, 0 experiences, 
Your Destination, Professional Reconversion, First Interview, PhotoHotel, Career 
Workshops that offer the opportunity to participate in various professional 
and personal development sessions; those working in the IT field can find 
out the latest trends by participating in TechTalks sessions. 
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However, the stake of the requirement that any fair launches, already 
held and / or acquired, is the professional training, either initial or 
continuous, at any of the stages. 

In comparison with the other generations (see Table 1 - Types of 
generations), there are over 3.6 million representatives of Gen Z globally and 
according to a study published by the United Nations last year, the share of 
this generation accounted for 32% of the world's 7,7 billion population. 
They are those who were born in the period 1995-2012, the period of 
maturity is between 2013-2020, and their current age is between 14-23 years.  

The specialized literature is only at the beginning of the study 
because this generation is only in its early stage. We still don't know much 
about them, but we know more about the environment in which they 
develop. They have exposed themselves in an age of technology, which in turn 
will provide them with more and more opportunities. Studies state that in 
comparison with those in Gen Y, they will be more flexible, they refuse 
promises for a perfect life. If the previous generation needed mentoring, the 
current generation needs independence and seeks to assert their personality. 

If the oldest member of the generation is about 21-23 years old, it 
seems that marketers are only now studying them. If the Millennials saw there 
could be a gain from a collaboration, they are much more individualistic. 
Technology no longer fascinates them so much, they consider it a tool to 
which they have access from anywhere. They build their own brands, and 
consider the traditional ones as a point of support, but do not define them. 
They filter the information very selectively, they do not need excessive 
conviction, it was found that if the brand fails to transmit information or to 
capture their attention in maximum 8 seconds, they refuse any collaboration. 
[9]. 

They are pragmatic when it comes to traditional brands, and their 
financial resources are valuable, they emphasize the quality-price ratio. 

In terms of social relations, they have a small number of members in 
the group to which they belong and do not seem interested in the other 
representatives of Gen Z. 

They are not subject to gender, religion or affiliation prejudices. They 
are more and more feminist, both boys and girls and they consider that they 
can work and hold the same type of job, either boy or girl. 

The organizational environment in which those of this generation 
will be integrated seems to be the only known element from this equation. 
As we have mentioned, it is a diverse environment, until now, it is the period 
when technology is at its peak and which in turn will offer more and more 
opportunities to those who will use it. 
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Table 1. Types of generations 

 

► Boomers I 
Baby Boomers 
[19] 

Year of birth / 
Maturity 

Characteristics 

●1946-1954 
These are those who protested, they 

were an active and optimistic 
generation. 

They lack cynicism or it is present in 
very small doses. ●1963-1972 

► Boomers II/ 
Jones Generation  
 

 1955-1965 
It is the generation that benefited 

from social opportunities (jobs, 
housing), but they did not stand out. 

 1973-1983 

   

►Generation X 
 1966-1976 The generation of "the children of 

the decree" that had to endure the most 
changes 

 1988-1994 

   

► Generation Y,  
Echo Boomers or 
Millennials 

 1966-1976 
They are a challenge for marketers 

and the most desired segment of the 
population. 

 
They are more united as a generation 

and more willing to make their voices 
heard [13] 

 1988-1994 

   ► Generation Z  1995-2012 These are those who grew up online.  
 
They don't believe in ideals. 
 
They look for independence and 

personalization. 

 2013-2020 

   

► Generation 
Alpha 

 from 2010  
(it may last even 15 
years) 

It is supposed to be the most 
educated generation  

We will hear about them in 10 years. 
 2020-2035 

Source: adaptation after [4]  
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It seems that these young people only need a suitable environment, 
they already come with a baggage of excessive creativity, acquired natively, 
so employers do not have to stimulate it, but only have to provide them with 
a framework and opportunities and to learn from those in Gen Z how to 
approach things their way. 

In order to attract and keep them, employers will have to pay 
attention to the preferences and needs of generations, especially since 
those in Generation Z are already in the field of work, and most 
organizations have employees of all ages. Employers will need to pay 
more and more attention to the differences between them so as to have 
them work for them. 

One of the other challenges employers are facing is how to recruit 
and select them. In principle, the ads follow the classic model, a lot of text, 
but, as we have mentioned, those in Gen Z have an attention span of 8 
seconds. In this fraction, they are already making a decision: whether it is 
worth investing their trust and time [12; 6]. 

Specialists in the field believe that the branch must be performed and 
adapted to the generation, so that job ads convey creativity, attractiveness, 
visual message, focused on the values and contribution that the individual 
man can have. This generation is one that emphasizes authenticity, creativity, 
personal contribution. For them, the fact that the values and mission of a 
company are exposed is not enough, but the way they are translated into 
concrete actions determines them to choose one company to the detriment of 
another. 

In order to recruit them, the employer will have to promote an 
authentic brand, based on a story with a current employee. Also, Corporate 
Social Responsibility actions with the company's field of activity and with the 
causes that employees choose to join (promoting a cause, marketing related 
to a cause, social marketing, philanthropic actions, community volunteering, 
socially responsible business practices), all presented in a natural style, not to 
sound like a self-praise [5]. 

When we talk about keeping them, employees will stay if they feel 
involved and capitalized [7], if they are given personalized and diversified 
tasks, if they will receive feedback, such as instant gratification. 

The new evaluation models that large companies apply and record 
major results with are those of employee engagement and empowering. 

Another internal approach that the company will have to adopt is to 
give employees confidence in the flexibility of the program and in obtaining 
the results related to the deadlines and standards set, not to a fixed program 
monitored by a supervisor. 
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The National Institute of Statistics states that the representatives of 
generation Z are over 3.6 million, and according to a study published by the 
United Nations last year, the share of this generation accounted for 32% of 
the world's 7.7 billion population. 

According to Catalyst [1] - a company with over 13 years of 
experience in the field of recruitment that has conducted a study in March-
May 2019 on a sample of over 18,000 respondents with a business, 
engineering and pharma profile. The aim of the study was to discover the 
perceptions of the candidates in relation to the employers in Romania. Thus, 
hey intended to measure the level of attractiveness of employers on the local 
market. In the top of the most coveted private companies there were 
companies in the field of IT, sales and communications. 

In the study, the factors from 4 main categories were evaluated: 
reputation; work environment; salary package and career advancement 
opportunities; professional development opportunities and job 
characteristics of an employer. 

Also, following our analysis focusing on the professional orientations 
of the generation in the field of employments, preferences were identified, 
especially in the IT field, but high values were also recorded in the case of 
institutions in the defense, public order and national security system. Thus, 
37% of respondents say they would be interested in pursuing a career in this 
system. However, they claim to be uninterested in self-employment, instead they 
are interested in finance and 82% want financial stability. 

We would like to discuss a little about the register of employers and 
mention that, unlike any of the top employers participating in various fairs, 
either locally, at the City of Jobs, or online at the Virtual Top Employers, the 
military system is the component of a body that is subject to the same rules 
or even restrictions, but which has a special system of rules on marketing 
[21]. 

The Ministry of National Defense has an immense capacity to 
provide education in its own structures (military education and vocational 
training institutions at initial and continuous level) during a university / 
school year, is a national top employer. It reaches over 5,500 places annually, 
from high school to university education, doctoral studies, with / without 
attendance, with funds secured from the budget / for a tuition, both for its 
own ministry and for other structures in the same system, and, under the 
conditions of promotion, its goal is to distribute people on positions2 [14]. 

                                                 
2 The schooling plan in the military education institutions / units and in the initial and 
continuous vocational training structures for the academic year / school year 2019-2020. 
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Out of the total schooling figure mentioned above, the Ministry of 
National Defense has approximately 5,200 places, which it can capitalize on 
annually. The soldiers thus trained are the main basis for the distribution on 
positions and the quantitative and qualitative assurance of qualified 
personnel. 

Thus, the activity of promoting the military profession in a job fair 
aims to support the recruitment of human resources necessary to fulfil the 
missions and objectives of the military institution, bringing a substantial 
contribution to the image of the military profession, as well as to the 
increase of the educational and professional offer attractiveness of the 
Ministry of National Defense for the target audience in civilian and military 
circles, using appropriate methods and means of communication. 

The major objectives in such a promotion campaign are to ensure a 
constant and sufficiently large flow of candidates, with an aptitude-
motivational profile appropriate to the requirements of the military 
profession, throughout the recruitment period, increasing the level of 
information of audiences and the correct and timely target audience 
information, but also gaining and maintaining the interest (loyalty) of 
potential candidates [11]. 

In such a campaign, the target audience is represented by candidates aged 
between 13-50 years, but also the support group consisting of parents, friends, 
teachers, etc. 

Also, certain organizational entities within the Ministry are directly 
involved, being responsible for this field of activity 3. 

In principle, the promotion campaign has at least 3 mandatory 
components: the direct component, the advertising and information component and the 
public relations component which in turn involve certain activities. 

The direct component involves a direct approach to the target audience 
by distributing promotional materials in the recruitment environments; more 
precisely, the presentation of the professional and educational offer of the 
Ministry, the direct information and counselling, the organization of meetings 
between civilian students with young military or students of Military 
Colleges, the organization of documentation visits in military units or 
educational institutions, maintaining permanent contact with potential 
candidates (email / social media pages), as well as participation in 
educational and professional offers fairs. 

                                                 
3 

General Directorate of Human Resources Management, Information and Public Relations 

Directorate, Zonal / County / Sector Military Centers through Information Offices - 
Recruitment, military units / educational institutions 
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The advertising component is supported by non / media advertising 
media, audio / video broadcasting advertising spots, online / outdoor / 
indoor advertising. 

And the third component is distinguished by the organization of special 
events (information and promotion stands, the Army - a different school, Cadet 
for one day, Summer Camp for Scouts), as well as by public actions (briefings and 
press releases, radio / video broadcasts of the talk-show type, interviews in 
the written press, media coverage of military students with outstanding 
results and military with successful careers and outstanding performances, 
social networking sites and pages and the internal information of the 
Ministry's staff). 

The range of locations for such events is quite wide from the online 
environment, to military / civilian educational units / institutions, to public 
places intensely frequented by a large and diverse audience (stations, 
airports, means of common transportation), fairs with educational and 
professional offers. 

Returning to our study, we mention that based on the results 
obtained, as well as on those from Catalyst, we noticed that famous brands 
are preferred by future employees, especially those with a history. It should 
be noted that a fairly high percentage of subjects want financial security, but 
not on their own, for the moment. As we have already mentioned, money is 
precious to them, and people at Catalyst say that this generation is less open 
to access a study loan; and the number of those involved has been declining 
since 2009. 

6. Conclusions 

We believe that Gen Z will have the ability to demand greater 
customization throughout their careers. For organizations to attract and 
keep the best and smartest employees of the generation, they will need a 
different mindset. 

Employers must be prepared to adopt a pace of evolution that suits 
the external environment if they want to attract Gen Z. This means 
developing strong training and leadership programs with a real and tangible 
emphasis on diversity [3].  

Thus, companies will need to develop the profile of an excellent 
employee, establish internships, invest in smart and talented employees and 
then assign them a well-defined role in the organization [16]. 

The evolution of generations will not stop here until 2025, when the 
next generation - Alpha generation will account for 2 billion people globally 
[8], they will be the richest, the most educated and the most experienced in 
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terms of technology throughout history, says Robert Hannah, operational 
director at Grant Thornton UK [8].  
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