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Defined as the most demanding industry, hospitality stands beholder to workforce demographics.  The reason behind this phenomenon is the growing awareness about the nature of work among both employers and employees. Therefore, knowledge about the functioning of generations becomes a solid foundation to create a stable future. As Generation Z (Gen Z) begins to form a momentous segment of the workforce, Human Resource Department (HR) is challenged and responsible to understand and engage this authentic cohort throughout the process of an employee lifecycle.  By delving into stages of employee lifecycle this essay aims to explore the nuanced strategies that human resource departments must employ to resonate with Gen Z to become an employer of choice.

The concept of employee engagement has gathered increasing significance over years. One of the earliest acknowledgments can be traced back to the work of Professor Kahn (1990), who emphasized that when workers feel valued and empowered, they are keen to demonstrate professionalism. Further investigation also demonstrated that through an employee engagement perception about hospitality can be changed. Engaged employees become industry representatives promoting it as a respected career therefore, challenging a stereotype that hospitality is an unskilled profession and only a temporary career stop (Baum, 1996). In contrast, disengaged employees cost the economy 8.8 trillion in lost productivity (Gallup,2023), suggesting that disengagement can lead to lack of motivation and as a result increased absenteeism and turnover.  Human Resource Department is a sphere strategically designed to mitigate such consequences. According to CIPD (2023), at its core HR acts as a steward of early disconnections by aligning organizational objectives with employee expectations. Generation Z although sheds a new light on the sphere of HR bringing a myriad of yet unexplored views and preferences that challenge traditional workplace norms and demands innovative approaches. 
Growing up in this ever-evolving digital age Gen Z individuals have been exposed to unparalleled volume of technology in daily life, shaping their world perspectives, learning approaches, communication styles and social interactions (Niemyczynowicz et al. 2023, p.13). With an instant access to information this cohort cultivated an outstanding ability to gather and evaluate information from diverse sources to leave no stone unturned. This makes them independent and individualistic, with the ability to form their own opinions and informed decisions which are based upon their personal autonomy, self-expression and creativity.  Secondly, through global connectivity Generation Z is deeply aware about social and environmental circumstances, advocating for the most controversial world cases.  They expect organisations to demonstrate commitment to making a positive impact for the planet and civilization. By embracing individuality, authenticity and accepting diverse lifestyles Gen Z also expect workplaces to be more inclusive to people of all backgrounds. They are not afraid to approach challenges with courage and modern perspectives (Chaney et al. 2017). This, on the other hand makes them come across as assertive, impatient and forward-thinking. 



However, their determination to authenticity and purpose driven work can lead to positive contributions such as loyalty and productivity.  Furthermore, growing in an ever-changing economy they seek to take control of their own careers and finances. They understand that financial security provides peace and stability allowing them to focus on passions and opportunities. Yet, they also prioritize work-life balance and flexibility. This can make Generation Z being perceived as the most demanding or entitled especially by employers that adhere to strictly traditional work structures. On the other hand, it underscores the importance of organisational agility and adaptability in responding to the needs of now changing job market. 

Contrastingly, there are certain problems. While Generation Z possess a deep understanding of technology, they can experience anxiety about their ability to become successful workers. According to the (Smith, 2016) Generation Z is lacking in soft skills due to their digital identity. Furthermore, as a young generation they are less equipped to deal with stress and anxiety than previous generations, which may accidently make them come across as overwhelmed and unsure. This can become a threat and lead to stereotypes because employers may generalize observations and assume that this cohort is unexperienced and immature due to the young age. This can potentially lead to biased treatment, limited mentorship and development opportunities or ignorance in providing constructive feedback and guidance. Such outcome would be highly problematic because Gen Z have no fear to stand their ground, confidently communicating expectations and are not afraid of quitting if they think such are not being effectively met (Sinek, 2023). Therefore, if a supportive and empathic work environment will not be provided, it could lead to serious consequences for the industry such as, higher turnover rates, loss of innovation or raised issues with recruiting top talents essential for maintaining competitiveness and long-term successes. Consequently, Generation Z engagement is the key engine to unlock new doors. (Clowes and Paggi, 2021).  Employee lifecycle acts as a lifeline in this circumstance because it allows to intelligently address the entire spectrum of an employee journey from the initial stages of attraction, recruitment and onboarding, where the core engagement is laid, to further development, retention and ultimately employee separation (Nicholas, 2022). 
Moving onto the first stage; attraction, it is essential to observe that Generation Z has a short attention span with an average of about eight seconds due to the digitalism (Stavrou, 2022). This means that HR must prioritise concise and easy to digest format.  Also, according to previously discussed Gen Z characteristics there are three components that this cohort wants to know about an organisation before considering an employment: the culture and values, benefits and perks, and working environment. Given these findings, it is fair to suggest that incorporating a visually appealing content can be very powerful in attracting Generation Z (Sidorcuka and Chesnovicka, 2017). Tools such as videos, infographics and interactive contents posted through websites can therefore significantly catch Gen Z attention and enhance the job postings to showcase the organisation culture and values, but also, clearly define each component of a job description. For example, videos can showcase real-life working environment, as well as demonstrate current employee perspectives. Infographics have the potential to showcase flexible work arrangements, employee well-being programmes and development opportunities. 

Interactive content however, such as webinars, perhaps can represent ethos and core values in order to lay a foundation for meaningful job opportunity. Also, outlining information about incentives, salary and allowances, promoting transparency in finance sphere. However, as innovative as it may sound, it is important to recognize some possible limitations. For example, visual content may not be accessible to individuals with visual disabilities. Without alternative options such as audio, candidates may feel excluded from job opportunity right at the beginning. Also, it is important that the visual content posted is culturally sensitive. Otherwise, unintentionally, there is a risk that diverse audiences may feel marginalized and ignored. Both of these may negatively impact the organisation reputation as they both neglect disability and ethnicity characteristics, according to Equality Act 2010. Therefore, it is important that during attraction organisation ensure that their attraction methods are inclusive regardless of limitations. 

Recruitment is the process equally vital. It means having the right candidates, in the right positions and at the designated time. When approached correctly is serves as the gateway through which HR can evaluate, identify and distinguish applicants and their particular personal specifications identified as necessary for the job. Latest thinking suggests that for Generation Z, the recruitment process is the most important phase because it initiates first formal interaction with employers (Buob and Embry, 2022). Yet, when poorly managed it poses several disadvantages. [See Appendix A]. With the focus presently shifting to employee experience more than ever, in order to engage with employees through recruitment, HR must prioritize one aspect: technology. Modern solutions such as, artificial intelligence (AI) or virtual reality (VR) recruitment tools can both help to enhance recruitment experiences for both employees and employers and ultimately uniquely resonate with the digital natives [See Appendix B]. For instance, InterContinental Hotels Group recognise it as a ‘’case of high satisfaction’’ (Harsh, 2018), suggesting achieved success and met objectives. However, this investigation also recognised potential risks. For example, AI-driven recruitment systems collect and analyses confidential data raising concerns about privacy and security regulations. Secondly, AI algorithm can inherit biases present in historical data leading to stereotyping and discrimination during employee selection. Furthermore, overreliance on such innovations may contribute to candidates' frustration, disconnection or feeling of being undervalued due to lack of human-centric aspects of an employment process (Albert, 2019).

Having explored the intricacies of recruitment strategies is it equally vital to shift focus onto
Generation Z metamorphose from applicants to new hires. While onboarding introduces the company culture through socialisation and serves as psychological contract shaping mutual expectations (Chillakuri, 2020), in contrast, development offers orientation and improved competencies over time. Research has educated that lack of employee engagement, acclimatisation and adjustment in an organisation is often attributed to poor induction period (Cross,2022). Therefore, with the staff shortages scenario that hospitality faces today, onboarding processes need to go beyond this.  To avoid such issues arising in hospitality sector it seems accurate to speculate that HR should implement an employee engagement model, which can provide a systematic approach during induction. The Herzberg Theory is valuable framework that can be used because it distinguishes between factors that contribute to job satisfaction know as employee satisfiers, and those that prevent dissatisfaction also known as the hygiene factors. 

This model emphasizes that addressing hygine factors such as adequate working conditions, salary, job security does not necessarily contribute to an employee engagement. Instead, by focusing on motivators such as meaningful job, recognition and growth, HR can create a sense of purpose from the very beginning. In contrast to the above, Maslow Hierarchy of Needs suggest a hierarchical progression model, which propose that engagement should start from full filling candidates' physiological and safety needs first, before progressing to higher phases. While both theories acknowledge the significance of meeting certain criteria to drive engagement and motivation, Herzberg theory is more idealistic because it highlights that true motivation and engagement comes from within an individual and is driven by power of internal factors and work itself, rather that basic needs. Consequently, Maslow’s model may not always resonate with the Generation Z, because this cohort has tendency to seek to become the most that one can be from the outset. Study by (Fica, 2018), supports that organisations with effective onboarding achieve 33% more in employee engagement than compared to organisations with ineffective onboarding. 

Accordingly, during induction HR must provide employees with challenging tasks that allow them to make a valuable contribution to the team and company success. They must recognise and reward efforts regularly to allow new employees feel sense of accomplishment. This can be done through public and peer recognition and rewarding tools such as welcome kits, badges or team celebrations. Lastly, HR must provide opportunities for employee to learn and develop. This can be done for example, through weekly or monthly reviews, manager-employee buddying during first day of induction, feedback and feedforward or continuous access to online learning hubs equipped with games and quizzes referring to the specific role or company policies.  

Looking beyond the induction period it is essential to also consider strategies at retaining valuable talents. Based on Herzberg Theory, one approach involves offering Gen Z training budgets that they can use to attend conferences or purse certifications relevant to their career aspirations, which in fact, creates a customised career path fostering a sense of professional fulfilment. On the other hand, this strategy requires additional budget making it challenging to execute.  Another idea involves, implementing an employee-in charge innovation projects beneficial to provide opportunities to showcase the skills and complement a desire to drive for meaningful change. However, HR must strike for balance because introducing too many new programs can create a perspective that the company fails to promote well-being eventually leading to employee burnout. Lastly, introduction of reverse mentoring programs and paring Gen Z with senior personnel creates opportunities for valuable knowledge transfer and exchange of ideas (Goh, and Okumus, 2020). However, there are also limitations. For instance, managers can be against the idea of being mentored by younger employees which negates effective communication and collaboration eventually leading to separation. 

In addressing the last stage of the employee lifecycle, HR must focus on conducting respectful departure interviews to gather feedback to improve employee experience and maintain positive relationships. They should also provide resources for career changeover such as resume building assistance, or jobs search support to show appreciation for collaboration and to equip Generation Z with tools and guidance to demonstrate commitment to ongoing support and beyond Gen Z tenure. 




The morale of this study is clear: employee engagement stands as the undercover essence defining outstanding hospitality. This essay clearly supported that HR commitment in prioritizing engagement through the employee lifecycle unlock the uncertainties, revolutionizing future reality of the Gen Z collaboration. This essay determined that the relationship between employer and employee emerges not just as a strict obligation but as the mediator that carries unparalleled success, shaping a vibrant future for both Gen Z employees and the hospitality industry. 
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Appendices


[Appendix A] 

Disadvantages of poor recruitment strategies.
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[Appendix B] 
 
AI and VR advantages with the recruitment process.
	Employees 
	Employers

	Improved candidate experience.
	Efficient Candidate screening. 

	Reduced interview related stress.
	Skills Assessment and Training.

	Reduced job-related geographic obstacles and access to remote opportunities.
	Data driven hiring decisions.

	Remote job previews. 
	Cost and Time savings.

	Personalised experience.
	Positive Branding with high commitment to innovation.
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