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CSPs can l ink customer journey improvements to employee experience to enhance 

business  outcomes in  a new hybrid future of work.  CSP CIOs can use this trend 

analysis to explore how to support a “total  experience” strategy to improve 

customer centricity,  gro wth and employee satisfaction.  

 

Opportunities 

•  Communications serv ice providers (CSPs) have an opportunity to bui ld on 

digital  solutions introduced or expanded during the early stages of the 

pandemic and address gaps by more closely l inking customer experie nce 

(CX) and partner experience (PX) to employee experience (EX) .  A total  

experience (TX) strategy l inking CX and PX with EX further enhances 

experiences for customers and partners across al l  channels to drive 

engagement,  satisfaction and cost -eff iciencies .  

 

•  CSPs can bui ld on solutions introduced to support work -from-home (WFH) 

models and provide easy-to-use, highly functional  solutions to minimize the 



impact of  “the Great  Resignation” and contribute to recrui ting goals  in 

the era of  hybrid work.  

•  Adding TX capabil i t ies to product portfol ios can help posi tion CSPs as a 

partner to B2B cl ients  and public -sector organizations to help them improve 

on their  EX and CX.  

Recommendations 

CSP CIOs and technology leaders supporting digital  transformation should:  

•  Collaborate with CX leaders ,  l ine of  business,  and frontl ine teams to identify 

key customer and partner pain  points  and emerging experience gaps in both 

digital  and in-person channels .  Address the gaps by incorporating TX as a 

key business requirement for imple menting any CRM, partner relationship 

management (PRM), customer care,  self -care or point-of-sale (POS) system 

with a strong consideration for the EX impact ,  and not just CX and PX.  

•  Evaluate employee pain points and gaps in experience to aid in  adopting 

new solutions that enable employees to thrive in new ways of working by 

l iaising with HR and frontl ine roles to achieve these goals .  

•  Identify the technologies and solution bundles that support improvements  

to customers’ own TX by partnering with  product and  marketing leaders.  

 

Strategic Planning Assumption(s)  

By 2026,  60% of large enterprises wi l l  use total  experience to transform their  

business  models to achieve world -class customer and employee advocacy levels .  

 

What You Need to Know 

Communications serv ice  providers (CSPs) are investing more in their  customer 

experience (CX) strategies for retention and growth, while aiming to improve 



support and sales eff iciency.  They’re also focusing more on employee experience 

(EX) strategies to compete for scarce talent  and improve business process 

eff iciency.  CX and EX strategies,  however ,  are often si loed, developed in a vacuum 

and not clearly l inked in IT system business  requirements .  Successful  

implementation of “total  experience” (TX) encourages the removal  of  si los  in  

which CX, EX, user experience (UX)  and multiexperience (MX) activit ies 

traditional ly run. This  creates cohesive business requirements for al l  relevant IT 

systems, enabling competi tive advantage in addition to operational  eff iciency.  

Creating an overarching TX strategy addresses the functional  and emotional  needs 

of both employees and customers ,  and should also consider  partner experience 

and the broader  workforce (e .g. ,  outsourced enti t ies ,  service providers ,  etc.) .  

 TX simultaneously addresses their  respective journeys —  especial ly the parts that 

intersect —  whether  through digi tal  or nondigital  means (see Figure 1) .  This 

creates a superior shared experience for everyone. EX and CX in it iatives should 

reuse the underl ying technologies and design the UX holistical ly for employees,  

customers and partners for MX interactions across devices,  touchpoints and 

interaction modali t ies.  

Figure 1: CSP Total Experience Interlinks the CX, PX, EX, UX and MX Disciplines 

 



 

Total Experience Drives Growth and Customer Centricity  

Description:  

Gartner  defines TX as  a business strategy for creating superior shared customer 

and employee experiences (see Top Strategic Technology Trends for 2022: Total  

Experience) .  The goal  is  to drive greater customer and employee engagement,  

satisfaction, loyalty and advocacy using digital  and nondigital  techniques.  

Applying a TX mindset creates resi l ience that can adapt to disruptions affecting 

customers and employees,  leading to bet ter business outcomes.  

CSPs need to rethink how they change behavior and technologies by addressing 

the feel ings,  emotions and memories that  encompass CX and EX, and the 

experience of partners and other constituents.  Organizations need a TX strategy 

that considers the UX for multiple constituents across multiple modes of  

interaction. TX is  enabled by design, development,  automation, content ,  data and 

analytics technologies.  These mutual ly beneficial  technologies  help uncover and 

remove effort to transform s hared experiences.  Executive -sponsored fusion teams 

that span leaders f rom IT,  business and multiple experience teams apply TX by 

starting with business architecture to close the strategy -to-execution gap. They 



continuously enhance UX and MX capabil i t ies t o improve overal l  CX and EX 

outcomes.  

Why Trending:  

CSP CIOs and other technology leaders identify  customer experience as a top -

three priori ty investment area (see  Strategic Planning in Crisis :  A CSP Perspective ) .  

At the same time, recognition of the need to better l ink customer experience with 

employee experience is  growing both internal ly  at CSPs and in other industries .  In 

the 2022 Gartner CIO and Technology Execu tive Survey,  39% of CSP respondents 

l isted “total  experience solutions” as a technology area where they would be 

spending the largest amount of new or additional  funding in 2022 compared 

to 2021.1 Listed below are the forces driving this focus on TX:  

•  Challenges with digital  engagement traction:  CSPs consider digital  channel  

capabil i t ies as fundamental  to improving customer engagement and 

customer l i fetime value (CLV) ,  reducing churn, and providing a competi tive 

differentiator.  While  the  early stages of the COVID-19 crisis  accelerated 

customer demands for digital  channels and self -service ,  some CSPs are 

seeing chal lenges in growing and even retaining progress in 

digital  engagement.  For  example,  some customers have been abandoning 

digital  channels and revertin g to traditional ,  assisted channels at a higher 

cost to CSPs.  A TX approach can  faci l i tate engagement across both digital  

and nondigital  channels,  and transitions between them during a 

customer’s interaction (e .g . ,  handoff  from chatbot to customer care age nt)  

to support  evolving channel  preferences and improved digi tal  experiences 

to support cost reductions.  

•  Supporting employees:  CSPs continue to look for ways to improve the 

experience and seek digital  tools  for their  employees as they 

face heightened competition for talent  and employees rethinking their  

priorit ies leading to “the Great  Resignation.” In  addition, emerging hybrid 

working models and work-from-home (WFH) and work -from-anywhere 

trends require further improvements  in EX.  

•  Competition and new disruptors:  In the face of new digi tal  brands,  new 

market  entrants and traditional  competi tors trying to steal  market share ,  CX 
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becomes more important for differentiation, customer retention, CLV, 

service growth and partner ecosystems.  

•  Increased customer expect ations:  Digi tal ly  demanding customers and an 

expanding mix  of  services  and partners are making it  more chal lenging for 

CSPs to meet customer expectations.  Digital ly  savvy subscribers  are 

immersed in the CX of digital ly  native brands they engage with on the ir  

broadband devices and expect  similar ease of  use and personal ization f rom 

their  CSPs.  

•  Growing integration requests :  Enterprises and partners pushing for  ease of 

use and automation  are requesting new levels of  integration of CSP services 

into enterprise IT  and operational  technology (OT) environments  with tools 

to support self -serve.  Business account teams and partner ecosystem 

managers need to position the CSP industry as a partner to del iver business 

outcomes.  

•  Ramping up small  and midsize business (SMB)  services :  As CSPs seek to gain 

traction and grow their  service portfol io for SMBs, they need digital  tools to 

help their  frontl ine teams improve the CX for these customers ,  which have 

often previously been served (or underserved) through consumer channels  

(see Research Roundup: Growth Opportunities for Telcos Targeting SMBs in 

2022).  

•  Incorporating TX in CSP B2B services and products :  CSPs have been seizing 

the opportunity to position products and services to their  enterp rise 

customers that wi l l  enable them to develop TX, by improving l inked 

experiences for their  employees and own customers .  For example,  

Verizon explains  the benefits of  i ts  Unif ied Communications as a Service 

(UCaaS) as  enabling  TX, by connecting employees  and customers and 

providing cloud-based data to support interactions.  

 

Implicat ions:  

•  TX strategy has implications for both the business  model  and the IT 

operating model .  Traditional ly,  CSPs have incremental ly architected a 

service experience based on supporting their  CSP -centric product  portfol io  
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with various channels .  As customers and par tners demand more digital  

experiences across many channels ,  CSPs wi l l  need to transform not only 

their  technology, but also the processes and operations that lead to well -

designed, consistent experiences across al l  touchpoints .  

 

•  Increasing complexity of  net works ,  service portfol ios and partn er 

ecosystems demands CSPs to del iver simplicity and ease of  use of 

experience to customers ,  partners and employees.  This is  especial ly 

necessary for  key “moments of  truth” such as service or device upgrades,  

outage support ,  contract renewals,  etc .  The qual ity of  experience has both 

direct and indirect impact  on multiple business metrics ,  including cost 

eff iciencies and revenue growth. The need to improve the exper ience for al l  

parties  involved requires CIOs to work jointl y with the heads of other 

departments ,  particularly where employees report to other executives .  

Actions:  

•  Priorit ize init ia tives  that impact overlapping CX and EX (and PX) to 

maximize shared outcomes and value,  with particular attention to business ,  

operating and service model changes that need to be made to support new 

hybrid ways of working and interacting.  

•  Rally the r ight s takeholders to form a TX fusion team across business and IT 

for  sharing and foster ing UX and MX innovations to impact  CX, EX and PX 

strategies.  

•  Implement composable application architecture that  mutual ly improves 

employee,  customer and partner journeys to optimize for TX transformation, 

such as packaged business capabil i t ies (PBCs)  that empower business 

technologists.  

•  Develop solutions that ingest data from both employee and customer 

journeys to support  arti f icial  intel l igence/machine learning (AI/ML) and 

predictive data analytics in a unif ied platform for l inked insights.  



•  Align business requirements for new systems and processes to take into 

account TX approaches.  For example,  include EX as one of  the outcome -

based cri teria during procurement and whi le bui l ding the business case.  

•  Invest in  technologies that shif t  from traditional  channels by reimagining 

customer and employee journeys based on effortless  experience design 

across MX touchpoints and modali t ies .  

•  Work jointly with product and marketing leaders  to  identify and support the 

technologies and solution bundles that enable improvements to 

customers’  own TX.  

 

 

** Attention: research are originally in English and I have translated it into Chinese by 

Google Translate as instructed by Peter.  In case of any discrepancy between the English 

version and the Chinese version, the English version shall 

 

 


