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Executive leaders responsible for customer experience should v iew their  role as a 

connector of  functions,  people,  processes and technologies.  In  order to be 

effective and create di fferentiating customer experiences,  you must foster 

purposeful  col laborat ion with key roles across the customer journey.  

 

What departments or functions should collaborate to drive effective 

customer experience outcomes and culture?  

•  Customer service ,  sales and IT ranked in the top three roles as the ideal  

col laborators for  CX Init iatives in Gartner’s 2021 Customer Experience 

Basel ine Study.  Priori t ize these roles  as your starting points  for 

col laboration —  the minimum viable partnerships to establ ish that wi l l  help 

your organization work toward CX success .  

 

•  Start  by understanding the objectives,  span of inf luence and ownership o f 

various departments to determine which groups are best posi tioned to 

contribute and add value to customer experience ini t iatives.  

 

•  To identify CX col laborators ,  use the end -to-end customer journey as  an 

internal  legend to identify the roles and department s that play a role in 

del ivering and supporting the customer experiences at key stages in the 

journey.  

•  Expand col laboration beyond customer -facing roles.  Best -in-class CX 

organizations take a more distr ibuted approach to col laboration across 
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multiple funct ions rather than focusing col laboration with a select  few 

departments .  Different teams can provide insight into the operations,  

feasibi l i ty,  employee experience and value analysis of  customer experience 

init iatives such as  supply chain,  f inance, HR and mar keting.  

•  Implement governance structures to manage effective col laboration and to 

ensure that the r ight ski l ls ,  competencies and roles are supporting the CX 

init iative where they are best posi tioned and where time is wel l  spent .  

 

Customer service is often s een as the most obvious point of collaboration 

due to its association with mitigating customer issues and indirect  feedback 

from customers .  Customer service is  a  valuable partner not just because of 

their  proximity to the customer and their  pain points wit h products or services.  

They experience operational  ineff iciencies created by internal  technologies ,  

pol icies and procedures that affect customers and employees in serving 

customers .  An overlooked opportunity is  the growing presence of customers 

using channels such as social  media and onl ine  communities  for 

resolution.  The intel l igence col lected from social  media engagement and 

resolution can be shared across the organization for better communication and 

col laboration on strategies that  drive value to custo mers ,  such as 

demonstrating how customers can use products or services in new or untapped 

ways.  

 

Sales partners are uniquely positioned to learn about the broader challenges 

customers face in their  business environment and between stakeholders in 

the customer’s own business ecosystem.  The handoff  between sales and 

other services partners,  such as customer onboarding, can often be a make -or-

break moment of customer experiences.  The consistent  sharing of that 

knowledge and understanding of  customer expectation s for partnership and 

success at specif ic touchpoints is  paramount for continuity of  service.  

 

IT  plays an important role in the customer experience given their  influence 

and ownership over technology select ion, implementation 

and governance that  impact both the customer experience and the 

employees serving them .  IT  can and should play a role in ensur ing that  



business  capabil i t ies ,  such as the technologies that drive and support 

experiences,  are al igned with customer needs.  IT can also provide  visibi l i ty into 

important data sources and capabil i t ies that exist in si los across the 

organization and should be leveraged to create a common view of key 

customers and provide empathy and insight into their  experiences.  

 

Col laboration is  not an outcome, b ut a necessary input into a wel l -functioning 

CX program. Collaboration, done well ,  takes into account who, when and where 

col laboration is  most advantageous. These factors are inf luenced by your 

customers’ journey and your organization’s culture .  To start this process ,  

and if  you have them, leverage your organization’s customer journey maps. 

Journey maps can be used as both a discovery tool  to understand your 

customers and also as a diagnostic  tool  that gives you a view inside of the 

backstage inner workings of your company. In this case,  think of  journey maps 

l ike an internal  legend of the crit ical  players that support  the experience 

behind the scenes —  who is  involved,  who should be,  and who is  on the hook 

for  del ivering the experience. Doing this prevents  organizations from 

overlooking crit ical  internal  processes ,  systems and individuals  that  could be 

affected by or  have an effect  on the customer experience and your abi l i ty  to 

measure results (e .g . ,  UX, supply chain,  qual ity,  PMO, marketing operations,  

legal ,  f inance and HR).  

 

Richard Branson said that “succeeding in business  is  al l  about making 

connections.” In this  case,  succeeding for your customers and your company is  

about connecting the dots to the r ight resources and capabil i t ies at the r ight 

t imes to drive value for al l  stakeholders .  

 

** 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 

 

 


