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INTRODUCTION

Multimodality has long been a subject 

of pedagogy study. In simplest terms, 

multimodality describes how humans 

communicate using various modes—

those linguistic, visual, aural, textual, and 

spatial resources used to develop and 

impart messages. 

While multimodality is a foundational 

theory often used to enhance teaching 

and learning, it is not commonly used 

as a decision framework outside of 

academia. Yet one could argue that 

all communication has always been 

multimodal. It shapes how we learn; 

and how we learn is how we learn 

to work, to negotiate environments, 

to relate to co-workers, to advance. 

Therefore, shouldn’t multimodality be 

among the considerations for creating 

ideal workplaces? Couldn’t it be used to 

design and plan any space?

Most recently, multimodality has received 

increased attention and academic 

analysis. The interest stems from rise 

of the digital age wherein the Internet, 

personal computers, and mobile apps 

have dramatically changed our literacy, 

our interactions, our perceptions, and our 

expectations for communication.

Given its transformative importance and 

the profound multimodality changes 

that digital technology has introduced to 

communication, this author argues that 

it is time to direct a multimodal lens to all 

space design—a lens that can be applied 

anywhere and everywhere people gather 

to learn, to work, to shop, to worship, 

to interact. And that by doing so, 

organizations will gain a stronger ability 

to create relevant spaces that remain 

relevant for the future. In an effort to 

focus a multimodal lens toward the future 

of “place,” this paper turns to established 

theory, conventional wisdom, and current 

industry insights. It further introduces 

three themes of contemporary influence 

that reflect upon market challenges and 

the challenge to accommodate end 

users and their modalities. Each theme is 

accompanied by an envisioning exercise 

to further help readers question and 

explore their opportunities in relation to 

the overarching theme. 

In addition, this paper presents four 

components that can help filter the infinite 

opportunities for creating space to make 

it manageable, relevant, and optimized. 

The components that can help guide 

decisions are the 4 V’s: variable, versatile, 

visionary, and valued.

Taken together, established theory + 

germane insights can lead to much more 

meaningful action when creating the 

future state of space.
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Accepted Knowledge. Several 

widely held theories, including those 

illustrated below, are often relied 

upon as a foundation for developing 

and designing space for learning and 

subsequently working. Exploring other 

theories and original ideas, like the 

ones presented in this paper, can also 

help organizations create and furnish 

ideal spaces now and for the future. 

• Humans commonly enjoy five  

   senses, referring to the five 

   traditionally recognized methods of 

   perception, or sense: hearing, sight, 
   touch smell, and taste.1,2

• Although it may be prudent to argue 

   that there exists a combination of far 

   more than five.3

• Some researchers and designers 

   believe that if spaces were designed 

   to appeal to all five senses, the 

   result would be greater satisfaction, 

   productivity and engagement.4

For an environment, ecosystem, or space to be 

effective, it must fulfill the needs of its inhabitants, 

residents, or community. In the world of business, 

such effectiveness often depends on an employer 

providing a “place” that will fulfill the needs of the 

employees. As a result, the employer receives a 

return on his or her human capital investment in 

productivity, talent, ideas, etc. That is, after all, the 

prevailing theory.

In education, an academic institution strives to 

create a community that can transfer knowledge 

whilst fulfilling students’ needs and supporting 

their growth, development, and aspirations so 

they can ultimately participate fully in public, 

community, and economic life.

Attraction and subsequently retention are critical 

for both types of organizations. The theory is that 

ensuring engagement throughout the worker’s 

or student’s stay, or at least for an extended 

duration, is paramount. This also holds true for 

other institutions and industries, with perhaps 

slight variations. For the most part however, one 

party is challenged to deliver that optimal “place” 

to another, so that all will comfortably, happily, and 

successfully thrive there. 

Certainly there are other theories for ensuring 

worker satisfaction or student success (see sidebar 

“Accepted Knowledge”). Yet given the nature of 

individuals’ needs, perceptions, interpretations, 

reactions, and influencers, there are seemingly 

infinite derivatives of what a collection of 

individuals might define (and agree to) as the ideal 

place to work, play, learn, or reflect. Add to that 

equation the variance of sensory influences and 

preferences in learning styles, and the creation 

of “THE perfect place” or “THE optimal space” 

begins to appear daunting and nearly impossible!

Therefore, one can begin with theory, however 

gathering valuable insights will be essential for 

making the challenge less daunting and much 

more successful. 

• The intersection or perhaps zenith for learning 

   is to have stimulus available that inspires the 

   right balance of each for the individual.5

There are THREE recognized and debated learning styles:

BEGINNING IN THEORY: EXPLORING IDEAS, 
GENERAL PRINCIPLES, AND COMMONLY HELD 
BELIEFS AS BUILDING BLOCKS

VISUAL AUDITORY KINESTHETIC

HEARING

SIGHT

TOUCH

SMELL

TASTE

1,2 (http://magazine.hms.harvard.edu/magazine-issue/five-senses)  (https://en.wikipedia.org/wiki/Five_senses_(disambiguation))
3   (https://hms.harvard.edu/news/harvard-medicine/extra-sensory-perceptions)
4   (https://www.ted.com/talks/jinsop_lee_design_for_all_5_senses)
5   (http://www.brainboxx.co.uk/a3_aspects/pages/VAK.htm)
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Beyond established theories, many other factors will 

influence whether a space will be effective, much less ideal. 

This author recognizes three major themes of influence that 

reflect upon today’s market challenges and the challenge 

of accommodating today’s end users. All are strong 

considerations for designing space and populating said 

space with functional furnishings. 

Each theme—individualization, technology, and alignment—

is discussed below followed by an accompanying section 

highlighting probing questions called “envision this.” The 

intent is not to provide answers but to provide questions 

that can help organizations find the right answers for their 

projects and people. It is then, an exploratory exercise.

GAINING INSIGHTS: EXAMINING REALITIES AND THE CURRENT 
INFLUENCERS

THEME 1: INDIVIDUALIZATION

The diversity of inhabitants is signifi cant and such 

diversity will only increase. Thus it requires that we 

study and better understand current and future 

generational behaviors.6

As multi-generations mix and collide, and the beauty 

of global integration continues, it becomes critical 

to apply a lens that will identify and understand the 

nuances of each individual as it relates to space 

needs. 

To better understand this concept of 

INDIVIDUALIZATION, envision each individual’s 

persistent request as twofold: 

•  “Make it mine!” I want space to be an extension of  

    me (my personality, my emotion, my aspirations);  

    to react to me as I expect, and to facilitate what I  

    need to do. In other words, “Siri ME!”  

•  “Make it fi t!” It has to fi t my way (of working, of   

    playing, of learning, of refl ecting). I want to be able 

    to use it how I wish, anytime, anywhere.  “It is not  

    enough for it to feel like an accessory—it needs to 

    be part of me —an extension of every limb, every 

    thought, every action.”

Envision This:  A Millennial walks into a work 

environment that resembles a Starbucks. She 

grabs a spot, scopes the surroundings (for power, 

for refreshments, for bio breaks, for social outlets, 

etc.), settles in (ear plugs in, tablet up, phone in 

hand, music on, etc.) and takes on her task. Ahhh. 

Productive. Successful.  

In contrast, a Baby Boomer walks into a space that 

resembles a more traditional offi ce. He enjoys the 

privacy of his own space behind a closed offi ce 

door. He sets his backpack down, turns on his 

computer, and proceeds toward the cafeteria to 

locate a cup of coffee. As he returns to his personal 

offi ce, he closes the door and begins his task.  

Ahhh. Productive. Successful.  

So is it possible to meet individual needs when 

expectations about space needs are polar 

opposite? As generations mix and cohabitate 

in spaces, what are the greatest challenges? 

More importantly, what are the opportunities?

6 (http://www.pewresearch.org/; http://www.integreon.com/WhatWeDo/ResearchServices/Grail). 
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The technology and tools a person 

leverages tends to become an extension of 

that individual and serves as mechanisms 

of personal effectiveness. Relationships 

with tools and technology have therefore 

become much more intimate and integrated. 

Technology is fused with its user.  

In fact, a brief observation of Generation Z 

behavior (a.k.a. , iGen, Boomlets, or Post-

Millennials), noted that most do not detach 

from multiple forms of technology for any 

signifi cant duration. 

In contrast, other older generations 

seemingly balance their use of tools and 

technology. And yet the reliance on or allure 

of tech remains constant to every audience in 

today’s modern world.

Regardless of the generation, digital 

technologies are requiring us all to engage 

many different modes of learning and 

communicating that are further shaping how 

we assimilate and navigate our environments. 

Envision This: Think of the last time you 

misplaced your cell phone. Remember that 

feeling? Whether it was panic, annoyance, 

or a sense of dread, the link between our 

identities and our gadgets is undeniable.

How can we ensure that all technology 

and tools are supported in today’s work 

and learning environments? How can 

we seamlessly support that “extension 

of self” that is technology for each 

individual?

THEME 2: TECHNOLOGY
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The place or places in which an individual 

chooses to reside—to work, play, learn, refl ect, 

or simply “be”—must align with that individual’s 

goals, intentions, needs, and the tools he or she 

plans to leverage. While some individuals prefer 

a private bubble, others thrive better in open and 

social spots. Still others fi nd a happy medium by 

settling into semi-private zones. 

Many individuals, if not most however, prefer to 

have the option of using all types of spaces at 

different times throughout the day, the week, the 

month depending on assignments, moods, or 

other objectives. Most people would prefer the 

freedom to explore every kind of space available 

to them based upon personal needs and the 

tasks at hand, settling on the space that “fi ts” or 

aligns for the moment.  

Envision This:  When you wake in the morning, 

do you always awake with the same ambition 

and plan for each and every day? When you 

shop (whether online or in a brick-n-mortar) do 

you shop only in one retail store? People are 

individuals, and while no choices such as these 

are right or wrong, the scenarios validate that 

individuals collectively are diverse; diverse in 

need and diverse in choice. Perhaps then, the 

more relevant questions are these: When you 

learn, is it your preference to vary the location 

with the assignment? When you work, do you 

prefer to vary the surroundings and the seating 

based on the task?  

What level of “change” or what variants 

can and should be offered cohesively 

within a space? How might alignment be 

accomplished?

Multimodality is an interdisciplinary approach 

that recognizes communication as more 

than just language. Long used in pedagogy, 

multimodality has been highly analyzed over 

the past decade to systematically address 

questions about changes in society, specifically 

in relation to new media and technologies. For 

instance, any conversation that is not face-to-

face, such as texting, tweeting, and emailing is 

defined as multimodal talk.

Multimodal approaches can provide an 

additional framework for collecting and 

analyzing visual, aural, embodied, and spatial 

aspects of interaction and environments, and 

the relationships between them.

Using multimodal lens to evaluate space, 

therefore, is using more than one modality 

to achieve an intended purpose, with those 

modalities being, visual, audio, gestural, spatial 

to create meaning.

To help crystallize a better view into the future, 

consider applying a multimodal lens to space 

and furnishings. Even applying a portion of a 

multimodal equation can help organizations 

identify and improve space optimization.

ADDITIONAL INSIGHTS: THE MEANING AND MERIT 
OF MULTIMODALITY

Mode (noun): a manner of acting or doing; 
method; way: modern modes of transportation.7

Multimodal: having or involving several 
modes, modalities, or maxima.8

Multimodal Interaction: providing the 
user with multiple modes of interacting with a 
system. A multimodal interface provides several 
distinct tools for INPUT AND OUTPUT of data.9

THEME 3: ALIGNMENT

7  (http://www.dictionary.com/browse/mode)
8  (http://www.merriam-webster.com/dictionary/multimodal)
9  (https://en.wikipedia.org/wiki/Multimodal_interaction)
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Let’s start with the premise that all individuals 

tap into multiple modes of operation within any 

given day. We sit, stand, lean, perch, reach, 

bend, squat, pull, push—in short, we move 

in multiple and simultaneous ways. We also 

rely on our five senses as we move about our 

environment and take in our surroundings, 

visually, aurally, through images, graphics, 

cues, and nuances. We work in private mode, 

collaborate with one or two others, and 

contribute to larger teams.

Think about your last week, for example. What 

different “modes of operation” did you leverage 

in your work? Your play? To learn? To reflect? 

Most assuredly, you accessed multiple methods 

or modes to complete your tasks. And thus, you 

seamlessly navigate in what this author calls a 

“multimodal manner.” We all do.  

We all have a “map” of our various preferred 

modes that are matched to different activities. 

These preferences then become ingrained and 

intuitive to us. It is only when we’re confronted 

by barriers to our preferences that we feel 

challenged or inconvenienced. What was 

once seamless, intuitive, and multimodal, now 

becomes awkward or painful.  

And therein lies opportunity.

In the consumer world, such pain points 

become a favored part of gathering insights 

into opportunities. If we can overcome the pain 

with a new or improved solution—if we can offer 

something that delights and provides a proactive 

benefit to an unarticulated need—then history 

and probability suggest that the returns on 

investment for such solutions (or new product 

development) are high. Think internet, ATMs, 

e-commerce, biofuels, Skype™, laparoscopy, 

fiber optics, Bluetooth®, Google driverless car, 

Uber, to name a few innovations that have 

delighted and profited in recent decades.10

But opportunity does not require solely 

introducing something new. Opportunity can be 

reflected in simple responsiveness. So when we 

coalesce a multimodal lens with the themes of 

individualization, technology, and alignment, we 

can easily identify opportunities to respond to 

needs—an abundance of opportunities in fact.  

Because while seeking to optimize multiple user 

environments, the needs appear infinite; the 

opportunities endless. 

Humans operate in multiple modes. We interact 

with technology mediums in various manners. 

We seek space to facilitate our diverse needs 

and leverage this space to be effective. This is 

where the ACTION begins. Ensuring the right 

action requires additional inquiry.

MULTIMODAL

Alignment

Individualization Technology

10 (http://www.forbes.com/2009/02/19/innovation-internet-health-entrepreneurs-technology_wharton.html)

   (http://www.telegraph.co.uk/technology/2016/03/09/most-important-inventions-of-the-21st-century-in-pictures/). 
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VERSATILEVARIABLE

 
 

To interject a future focus specific to the environments wherein individuals work, play, learn, reflect, etc., 

this author presents four components that can help filter the infinite opportunities for populating space 

into manageable, relevant, and optimized space. Along with a mapping process, consider addressing 

these 4 V’s: variable, versatile, visionary, and valued.

TAKING ACTION  — 4 V’S

This is a shorter-term, individually focused 

lens. It’s specific to the individual user at an 

explicit point in time, in a definitive space. The 

objective is to consider the right options for 

the user in everyday (perhaps every minute) 

activities. Areas to consider across the space 

include, but certainly are not limited to: 

• Surface and seating heights. Do they adjust 

   simply and intuitively to deliver a reasonable 

   range of options. Do they “fit” within the zone 

   they reside? For instance, if in an open area, 

   are surfaces and seating heights reasonably 

   universal for many users? If in a private area, 

   do they maximize the options for the select   

   users who migrate to that space? Do they fit 

   and deliver ergonomic benefits to an 

   assigned user?

• Surface and seating size. Are both    

   adequate for the task at hand at the   

   particular location?

• Technology. Does the space allow for the 

   variety of technology that is expected to 

   be used?

• Interface. Can the user interface with tools 

   easily if needed? With others? Are both 

   needed/warranted in this space?

• Movement. Do the space and the  

   furnishings/accessories within allow the   

   individual adequate movement and ultimately 

   freedom?

This represents a longer-term outline and 

plan for the next 10-30 years. It should be 

specific to all furnishings in an organization 

with the objective of also considering the 

organization’s future state. Among the factors 

to evaluate:

• Ability to transform. Are the solutions 

   aligned not only with current state, but with  

   the future state and expectations of the 

   space? In 5 years? 10 years? 15 years? 30? 

   If the furnishings and space are expected to 

   fulfill user needs for a given duration, be sure 

   the line of sight on HOW the space will be 

   used and WHO will be using the space 

   (behaviors of the same) is considered in  

   today’s planning, design, and selection. What 

   levels of flexibility must be considered today 

   for tomorrow?

• Inventory management. As possible and    

   realistic, challenge your decisions from an 

   inventory perspective to maximize the entire 

   building…the collective campus…the  

   integrated institution. This will allow for a  

   much grander return on investment as the 

   exchange of furnishings and the transition of 

   space across a larger environment becomes 

   inherent (but not immobilizing) to the 

   decisions at hand. It also enhances the entire 

   aesthetic of the comprehensive establishment.
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TAKING ACTION  — OVERLAY

  

VISIONARY VALUED

The optimization of spending and maximizing 

the overall return on investment are refl ected 

here. Obviously the objective is to create 

long-term value well beyond the initial outlay. 

• High return. A Total Cost of Ownership  

   (TCO) equation should be at the forefront of    

   decisions.

 

      º Estimate all direct and indirect costs  

         associated with the space over its entire 

         life cycle (5 years? 10? 15? 20? 30? 50?).   

         Consider from the onset of the need and  

         related decision to purchase, through 

         installation, through use, through disposal, 

         and everything in between.

• Aligned. Ensure that the criteria and  

   subsequently all decisions on the space are  

   strongly aligned and executed with a lens  

   focused on the organization’s cultural values. 

• Sustainable. Establish an aesthetically  

   pleasing place for the duration of use. Avoid 

   jeopardizing the future with a permanent 

   addition of a current trend. Trends come and 

   go. While highly inspiring in the moment,    

   trends used in foundational elements will soon  

   leave them looking outdated, diminishing the   

   vision and subsequent value of the overall  

   establishment (or require an overhaul). Build  

   for the future (40+ years), accessorize for the 

   decade (paint color, fabric, lighting, personal  

   elements), with your users in mind (as the 

   trends imply).

• Timeless. Strive for timeless relevance.

Value is what something is worth in terms of 

what it can be exchanged for, whether that’s 

money or some other medium of exchange. 

Valued means highly regarded or esteemed. 

The objective is to deliver environments that 

are valued; what is meaningful in a manner 

that supports and maximizes the entire entity.

• Tangible value. Simply stated, if you conquer 

   (or at a minimum respectfully debate) the fi rst  

   three V’s, (variable, versatile, visionary) it is   

   highly likely that the fourth, Valued, will be 

   achieved and proven.

MARKET MULTIMODAL FUTURE FOCUS

VariableIndividualization

Versatile

Technology

Visionary

Alignment Valued

Exhibit A: Overlay of market themes and 4 V’s

∞

The next step to ensure ideal space 

development requires a review of the 

three market themes alongside the 

4 V’s (Exhibit A). Begin to consider 

the interrelation, synergies, outliers, 

and areas of exclusivity. Consider the 

space that is to be optimized, and 

begin to ask questions surrounding 

each of the 4 V’s. Add additional 

knowledge by reviewing the market 

themes and understand each more 

succinctly relative to the user group 

within this space. Begin to develop 

hypotheses on what modes will be 

needed in the space.  
8



The chart below (Exhibit B) is one example of how 

you can cross reference and identify the many 

modes desired within the space to meet user 

needs. For obvious reasons, the combinations are 

infinite, yet space is not. (Note: User needs are 

critical to understand herein. Options to better this 

understanding can take many forms, including but 

not limited to focus groups, interviews, surveys, 

ethnography. Any/all means to dive into the user 

needs—both articulated and unarticulated  —are 

appropriate.)  

The key to the final mode selection(s) is balance. 

Not all modes may be possible; not all may be 

needed. Some may have synergies and overlap, 

and thus multiple modes can be accommodated 

within a single space. Others may be outliers and 

exclusive, so different criteria could be applied 

to adopt these unique modes; or alternately the 

trade-off may be deemed less significant and that 

mode is foregone. 

To maximize the collective environment, 

rationalizing the list of modes is inevitable if total 

space allotted is finite. Filtering to meet square 

footage and allocation of the same is paramount 

(reference Exhibit C for an example of a square 

footage approach to balancing multimodal 

proportions).

Location

EXAMPLE A
(TBD by your team’s due diligence)

EXAMPLE B
(TBD by your team’s due diligence)

EXAMPLE C-Z, etc.
(TBD by your team’s due diligence)

Application Status
S.F.-Current

State
S.F.-Future

State
%Change Single User

(Quiet)
1–3 Users

(Teaming)
3–12 Users

(Teaming  Training)
12–30 users

(Training / social)
30+ Users
(Social)

Total % of SF 
Allocated

Exhibit B: TEMPLATE Multimodal Space Allocation by Application
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Location

West
Bldg A 

Library Renovation
22,000

22,000

0% 15% 40% 23% 20% 2% 100%

10% 20% 35% 25% 10% 100%

Application Status
S.F. - Current

State
S.F. - Future

State
% Change Single User

(Quiet)
1–3 Users

(Teaming)
3–12 Users

(Teaming / Training)
12–30 users

(Training / Social)
30+ Users
(Social)

Total % of SF 
Allocated

Exhibit C-1: EXAMPLE Multimodal Space Allocation by Application (Library Renovation Project Example)

Project Objectives and Overview (example): Campus is seeking higher utilization across the total square footage of the existing library. Renovation objective 

also entails aspiration to increase traffi c by 25%. Additional square footage will not be added, but current square footage will remain at 22,000. Goal is to meet 

student needs for all modes —individual/quiet, as well as small, medium, large group work, and of course the need for social and broader student interaction 

and learning. The insights uncovered for student needs as well as highest observed utilization areas supported space that facilitates teaming and training.

CURRENT STATE —LIBRARY RENOVATION, WEST BLDG A
MULTIMODAL APPLICATION

FUTURE STATE —LIBRARY RENOVATION, WEST BLDG A
MULTIMODAL APPLICATION

Single User
(Quiet)

Single User
(Quiet)

2%

3–12 Users
(Teaming/Training)

3–12 Users
(Teaming/Training)

30+ Users
(Social)

30+ Users
(Social)

1–3 Users
(Teaming)

1–3 Users
(Teaming)

12–30 Users
(Training/Social)

12–30 Users
(Training/Social)

15%

15% 10%

10%

2% 10%

10%

40%

40% 20%

20%

20% 25%

25%

23% 35%
35%

23%

20%
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Location

ABC 

Corporation - 

headquarters

Floors 3, 5, 6 Reallocation of

Offi ces

X

Y

TBD 60% 10% 10% 15% 5% 100%

30% 20% 20% 20% 10% 100%

Application Status
S.F. - Current

State
S.F. - Future

State
% Change Single User

(Quiet)
1-3 Users

(Teaming)
3-12 Users

(Teaming / Training)
12-30 users

(Training / Social)
30+ Users
(Social)

Total % of SF 
Allocated

Exhibit C-2: EXAMPLE Multimodal Space Allocation by Application (Offi ce Reallocation Project Example)

Project Objectives and Overview (hypothetical example):  Corporate campus is realizing higher percentage of employees working remotely. Corporate 

initiatives include 20% revenue CAGR for the 5-year horizon, which will drive a 12% full-time employee (FTE) increase. Assumptions after analysis of current and 

future workforce suggest that 70% of the collective future employees work remotely an average of 35% each week. The remaining 30% will be dedicated to 

the corporate location and work 100% within the offi ce location each week. Reallocation and shifting within the current space has been identifi ed as critical to 

accommodate additional growth and headcount within the current footprint.  

CURRENT STATE —ABC CORPORATION, HQ
MULTIMODAL APPLICATION

FUTURE STATE—ABC CORPORATION, HQ
MULTIMODAL APPLICATION

Single User
(Quiet)

Single User
(Quiet)

3–12 Users
(Teaming/Training)

3–12 Users
(Teaming/Training)

30+ Users
(Social)

30+ Users
(Social)

1–3 Users
(Teaming)

1–3 Users
(Teaming)

12–30 Users
(Training/Social)

12–30 Users
(Training/Social)

60% 30%

30%

5%

5%

10%

10%

10% 20%

15%

15%

20%

20%

20%

20%

10% 20%

60%
10%

10%
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12

200 to 400 
sq. ft.

60 to 110 
sq. ft. per 

person

50 sq. ft. + 
25 sq. ft. per 

person seated

75 sq. ft. + 
25 sq. ft. per 

person seated

150 to 250 
sq. ft.

80 to 100 
sq. ft. per 

person

125 sq. ft.

125 to 200 
sq. ft.

90 to 150 
sq. ft.

100 to 200 
sq. ft. per 

person waiting

200 sq. ft.

20 to 30% 
of the total 
usable area

By 2017, North American offices will average 151 

square feet per worker, according to real estate 

data provider CoreNet Global. That’s down from 

176 square feet in 2012 and 225 square feet in 

2010. The rule of thumb for creative open space 

that startup and small technology companies seek 

has been decreasing from 200 to 250 square feet 

to as low as 100 to 150 square feet of “usable” 

office space per person. 11 

Directionally. The following office space allocations 

can be used to help estimate the amount of usable 

office space required for your business based upon 

uses. Any common area load factors (typically range 

between 10% and 20%) will need to be added on to 

determine the “rentable” area.12

Large

Open Space 
Workstations

Conference
 Room

Lunch/Break 
Room

Medium

Work Group 
Areas

Mail
Room

Work
Room

Small

Reception 
Areas

File
Room

Halls/Corridors
Within the Space

DIRECTIONAL IMPUTS

11,12 (http://mehiganco.com/wordpress/?p=684)



Individualization

4 V’s

Technology

Lastly, validate and 

fi nalize the select modes 

to be represented 

along with the optimal 

proportion for each as 

driven by insights from 

the exploration (again, 

this requires direct 

contact and feedback 

from the user group). 

Overlay specifi c user 

needs (using research 

garnered within the 

three market themes 

of individualization, 

technology, and space), 

and add the 4 V’s 

(variable, versatile, 

vision, valued) and 

related implications to 

the equation.  

The Multimodal Fusion 

Map comes to life. 

Begin the creation of 

the comprehensive 

environment. Refi ne. 

Rethink. Realize.

Exhibit D: Multimodal Fusion Map: In Theory

MULTIMODAL
FUSION

Theory/Insight
Action

Alignment

4 V’s

4 V’s
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Individualization

4 V’s

Technology

4 V’s

Exhibit D: Multimodal Fusion Map: In Action

MULTIMODAL
FUSION

user insight
implications

Alignment

4 V’s

If the approach outlined herein 

has caused you to pause, ponder, 

and rethink in a new or refreshed 

manner, the desired result of this 

paper has been achieved. Clearly, 

multimodality has a valuable role to 

play in helping organizations create 

effective spaces. No single solution is 

perfect; no one environment may be 

optimal to the multitudes. Balance, 

timeless relevance, and unique user 

experiences are all challenging targets 

to attain.  

Ideally, and with the tools and 

concepts shared, the creation of “THE 

perfect place” or “THE optimal space” 

begins to look much less daunting!  

For additional information on how to apply a Multimodal Lens to your project, or to reach the author, please contact

thoughtleadership@safcoproducts.com

THE RESULT: THEORY + INSIGHT = ACTION
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