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The past 18 months have seen significant behavioral change among consumers and workforces. Consumers’ expectations 
for seamless cross-channel digital experiences, more personalized interactions, and stronger data privacy have all risen 
during the pandemic. This has led 77% of organizations to say their customer engagement strategies going forward will 
be fundamentally different from pre-2020, according to 451 Research’s Voice of the Enterprise: Digital Pulse, Business 
Reinvention & Transformation 2021 study. The impacts have been equally as sharp for the workforce, with the same survey 
finding 75% of businesses significantly increasing their reliance on remote work going forward, and more than 50% saying 
employee productivity and business agility are more important to their organizational decision-making now. 

Unsurprisingly, more organizations are shifting from survival mode to rethinking their long-term customer experience (CX) 
and employee experience (EX) strategies. They are starting to optimize for a hybrid workforce, accommodating more flexible 
working styles for their various teams. More organizations are establishing stronger ownership and governance around 
CX and EX strategies, and are giving more thought to how the two impact each other. They are prioritizing cross-functional 
collaboration, integrating their data and knowledge management practices, and becoming more focused on employee and 
customer insights. 

Modernizing the EX Will Be Required to Support New CX Strategies

Q. Looking ahead, which aspects of your organization’s revenue-generating or service delivery activities are or will be fundamentally 
different from how they were before 2020? Please select all that apply.  
Base: Organization has experienced transformation in its revenue-generating or service delivery activities since the beginning of 2020, or 
plan to in 2021, excluding ‘don’t know’ responses (n=330)  
Source: 451 Research’s Voice of the Enterprise: Digital Pulse, Business Reinvention & Transformation 2021

Business Impact 

Optimize for the hybrid workforce. Before the pandemic, 49% of employees worked at least part time outside of a 
company office. As companies return to normal, 77% say they want to work remotely at least part of the time, per 
our Voice of the Enterprise: Workforce Productivity & Collaboration: Work Execution Goals & Challenges 2021 survey. 
Employers are taking note, realizing that their technology choices, company policies, best practices and culture need to 
be optimized for a hybrid workforce.
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Stronger CX and EX governance. According to a custom survey we conducted in 2021, 89% of organizations see one of their 
CX departments as having a leading role in the planning and delivery of their overall CX strategy. That’s not as encouraging 
as it may appear, since a leading role doesn’t always mean a leadership role, and each CX group typically assumes it 
plays a bigger role than the other groups think it does. The EX is also in an evolutionary phase – the pandemic has driven 
HR to collaborate with IT and operations teams to craft a more engaging and flexible experience for employees. Most 
organizations would benefit from clearer ownership and stronger governance around these strategies so they can keep 
pace with changing expectations.

Prioritize collaboration across functions and silos. Key challenges brought by the shift to a more hybrid operational 
model include how to align employees to changing priorities and how to facilitate more cross-functional collaboration. For 
CX teams, this is made harder by lack of adequate documentation of subject-matter expertise, as well as lack of visibility 
into whether tasks have been completed, which leads to duplication of effort. More widely, employees also struggle with 
working across too many application silos and not having integrated technologies. 

Integrating data and knowledge management. As businesses adjust their CX strategies, having a consistent way to talk to 
consumers – with information organized and contextually available to CX teams – is critically important for brands looking 
to provide a singular and seamless experience. However, in our custom survey, 45% of businesses said fewer than half of 
their CX decisions are made using data, and only 26% believe they have a ‘single source of truth’ in their knowledge assets 
that’s available companywide and across the customer journey.

Strategic thinking around operational culture. For all these reasons, more businesses are seeing the necessity of 
investing in the kind of operational culture that empowers employees with the flexibility to design their work and align 
their teams and workflows around their goals. This is not only important for employees to be productive, but it also allows 
work execution to be more meaningfully aligned with strategic objectives. Moreover, equipping employees with the means 
to decide how to execute on goals gives them greater ownership and agility, ultimately benefiting both employees and 
business operations.

Looking Ahead

451 Research’s CX research continually finds that the most successful organizations deliver modern consumer digital 
experiences that provide the ‘three C’s’:

• Context – Custom experiences are personalized for individual consumers. 

• Collaboration – Employees are able to seamlessly collaborate to deliver an integrated CX.

• Control – Consumers have the ability to interact and engage with brands on their own terms. 

These same characteristics are beginning to define employees’ expectations of their own workplace digital experiences. 

Another mnemonic – the ‘three A’s’ – speaks to the wider operational posture that CX teams need to adopt in order to work 
effectively with each other and with other stakeholders in their organization:

• Agility – At the heart of any strong CX strategy is a strategic focus on improving the ability to respond to new consumer 
needs or behaviors rapidly and meaningfully. 

• Autonomy – More of that agility must come from tools, practices and processes that provide CX teams with more  
autonomy to do higher-order tasks such as workflow creation, optimizing marketing lifecycles and integrating data sources. 

• Alignment – So as not to over-rotate toward that autonomy, however, there must be close alignment across CX teams and 
with strategic CX goals, along with customer SLAs, compliance and other requirements. 

Organizations can use these best practices to unify their operations and the experiences they deliver as they adjust to the 
new environment coming out of the pandemic.
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