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I
f digital transformation was a strategic business 
priority in the pre-2020 era, the pandemic propelled it 
to an existential imperative. Consumers witnessed the 
results of this enforced experiment in myriad ways. 
Their favorite clothing brand launched virtual try-on 

services. Their doctor became accessible via telehealth 
appointments. Even their local government—not an entity 
typically associated with expediency—released an app 
that gave citizens connected access to services in a 
fraction of the usual time.

Now, we’re teetering on the precipice of a post-pandemic 
business landscape—the next phase of what’s been 
dubbed “the new normal.” Employees and customers 
consider digital interactions like the ones outlined above a 
given, and many of the shifts set off by the pandemic seem 
poised to stick around for years or even decades to come.  

In fact, Pew Research found that a full 86% of 
respondents to a survey about post-pandemic life expect 
the pandemic to have lasting effects on everyday 

Key takeaways

The pandemic accelerated already-
existing trends toward digitization 
of customer experiences (CX) and 
employee experiences (EX), as 
well as the adoption of more tech-
centric business models. This shift is 
happening in both expected industries 
(digitally native organizations) and 
legacy enterprises (traditional finance 
and public services organizations). 

CX and EX are just two facets of a 
more holistic “total experience” that 
enterprises must seek to deliver over 
the coming months and years. On top 
of service-oriented digital offerings 
that transcend transactional use 
cases, enterprises are also developing 
hybrid experiences that blend both 
digital and real-world elements.

Disintermediation—engaging, serving, 
and delivering directly to the end 
user—will be a critical component 
of success for enterprises as they 
build effective “total experience” 
ecosystems. Another key component 
will be establishing and sustaining 
digital trust among users.
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Figure 1: The pandemic-accelerated operational changes prioritized by enterprises  
(% of respondents)

62%

 Improving 
messaging/

communication

53%

Enhancing 
self-service 
capabilities

53%

Improving 
integration and 

support over 
digital channels

23%

Personalization 
by user/ 

customer

30%

Improving 
service 

predictability

2%

None of 
the above

Source: MIT Technology Review Insights survey, 2022



2MIT Technology Review Insights in partnership with Infosys Cobalt

had bolstered self-service capabilities, and another 53% 
said they’d improved integration and support over digital 
channels to facilitate smoother operations (see Figure 1).

Digital experience across sectors
Exclusively crediting covid-19 with the current digital 
evolution is overly simplistic. Even before the pandemic, 
businesses across nearly every industry were eager to 
invest in emerging technologies. That said, there’s little 
doubt that the pandemic was an accelerant. In 2020, 
online retail sales increased by more than 30%.4 They 
grew another 14% in 2021. 5 According to our survey data, 
the majority of respondents (62%) noted that the 
pandemic hastened the digital transformation of customer 
and employee experiences by one to three years (see 
Figure 2, next page).

Lax Gopisetty, the global vice president at Infosys, notes 
that many businesses have now “recalibrated” to adopt 
technology as a core competency rather than a 
supporting one. Today, digital experiences have 
transitioned from piecemeal tools for process 
management or data collection into a disintermediated, 
service-oriented component of nearly all business 
operations. 

experiences.1 In the context of retail and e-commerce, 
more people expect to shop online post-covid than ever 
before—even for unconventional products and services, 
according to the World Economic Forum (WEF).2 On the 
workplace front, employees are seeing both advantages 
and challenges to the new world of hybrid and remote 
work. Microsoft’s Future of Work 2022 Report outlined 
benefits including an uptick in collaboration platforms and 
a baseline improvement of accessible digital workspaces, 
as well as hurdles like “video call fatigue” and the rise of 
employee burnout. 3 

While the covid crisis catalyzed a more virtual, mobile, and 
distributed business ecosystem, reliance upon digital 
experiences is now an unstoppable cultural shift. To 
remain relevant, businesses must continue iterating upon 
pandemic-sparked digital efforts that serve both 
customers and employees. 

In a survey conducted by MIT Technology Review Insights, 
respondents cited priorities like implementing self-serve 
and personalized experiences—all with digital trust at the 
fore. Sixty-two percent of respondents noted the 
pandemic prompted their organization to improve internal 
messaging and communication systems, 53% noted they 

In April 2022, MIT Technology Review Insights in 
collaboration with Infosys surveyed 277 business 
leaders and decision-makers globally—around 79% of 
whom are C-level executives or at director level. Survey 
respondents included members of the MIT Technology 
Review Global Insights Panel, a cohort of professionals 
who agree to share their expertise on technology and 
business. Respondents represent more than a dozen 
industries: IT and telecommunications, at 16%, are the 
largest response group, followed by education at 11%; 
consumer goods and retail, and financial services, 
both at 10%; and professional services at 9%. The 
survey included global perspectives, with 34% of 
respondents from North America, 27% from Europe, 
21% from the Asia-Pacific region, and 10% from Latin 
America. Though conducted in partnership with Infosys, 
this research is editorially independent and the views 
expressed are those of MIT Technology Review Insights.

About this report

While the covid crisis 
catalyzed a more virtual, 
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business ecosystem, 
reliance upon digital 
experiences is now an 
unstoppable cultural shift.
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many new, innovative companies that have disrupted 
existing operating models,” says Gopisetty. 
“Traditional organizations recognize this as a 
significant threat, not only because of the talent 
shortage or supply chain disruptions, but because of 
not knowing their customers and having this new set 
of competitors in play.”

Certainly, digitally native companies have an 
advantage over legacy organizations that have had to 
make a shift from analog to digital systems and 
processes. But while this latter cohort has had to play 
catch-up, their preparedness predates the pandemic. 
According to the MIT Technology Review Insights 
survey, around one-third of respondents said their 
organizations were “very well prepared” to stay 
relevant and competitive with digital experiences in 
the wake of the covid-19 crisis. About half reported 
being “moderately prepared” (see Figure 4, next page).

Decision-makers and executives have come to realize that 
siloed strategies are insufficient, too. A proportionate 
employee experience (EX) must be implemented to offer 
an engaging customer experience (CX). Gartner 
estimates that by 2024, retailers providing this “total 
experience” spanning both considerations will outperform 
competitors’ satisfaction metrics for EX and CX by 25%.6

What’s more, an integrated “total experience” strategy is 
likely to encompass both digital and in-person features. 
A full 44% of our survey respondents plan to prioritize 
the implementation of “hybrid” experiences that blend 
both digital and real-world elements into their customer 
experience strategy over the next year, and more than 
30% plan to implement similar hybrid systems into their 
employee experience strategy (see Figure 3, next page).

Aside from the pandemic, one reason for this trend is 
today’s hyper-competitive landscape. “There are so 

“ We aren’t just focusing on digital transformation from an 
IT perspective. We’re thinking, ‘What is it that we need 
to work with our communities? With our residents and 
businesses? Who are the people who have interactions 
with us? And how do we enrich their experience?’”

 Rehana Ramesh, Head of Digital Transformation, Brent Council

Figure 2: The amount of time that the pandemic accelerated enterprises’ plans to digitize 
customer and employee experiences (% of respondents)

Source: MIT Technology Review Insights survey, 2022
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There are plenty of examples of long-standing business 
models making the pivot to tech-centricity. Traditional car 
manufacturers, for instance, used to operate via district 
dealership models. Now, taking a page out of the book of 
innovators like Tesla and Rivian, many auto companies are 
shifting to a model of “automobile services” or 
“transportation services” versus dealerships. Incumbents 
like Volvo are even evaluating how to sell EVs directly to 
customers.7 

Traditional financial services brands, too, are rapidly 
embracing a tech-centric model. While in the past, their 
focus was largely on brand positioning, product value, and 
customer services, today, a good chunk of their value lies 
in technological competencies like cloud capabilities and 
implementing artificial intelligence (AI) and integrated 
digital experiences—the rise of robo-advisors 
complementing human expertise comes to mind as an 
example.8, 9

Digital experiences in  
unexpected sectors
A broader spectrum of use cases occurs within the public 
sector. Local governments are dabbling with what 
Gopisetty calls “government-to-citizen” (G2C) services. 

Figure 3: The biggest priorities for enterprises’ digital transformation efforts for customer and 
employee experiences (% of respondents)

Source: MIT Technology Review Insights survey, 2022
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Figure 4: How well prepared were 
enterprises to stay relevant and 
competitive with customer and employee 
experience in the wake of covid-19?  
(% of respondents)

Source: MIT Technology Review Insights survey, 2022
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The London Borough of Brent, for instance, has launched 
digital platforms for public services ranging from street 
cleaning, waste collection, and pest control to social 
programs, housing benefits, and welfare support. 

Implementing a “self-service” model, which allows the 
nearly 350,000 residents of Brent to access online 
resources for, say, obtaining a business license or 
enrolling their child in school, has been a key focus of 
these efforts. (In fact, “self-serve” capabilities became a 
business priority for more than half of survey respondents 
over the course of the pandemic—see Figure 1.)

Rehana Ramesh, the head of digital transformation for 
Brent Council, notes that this endeavor involves many 
moving parts. “It’s a huge organization with a massive 
network,” she says. “We aren’t just focusing on digital 
transformation from an IT perspective. We’re thinking, 
‘What is it that we need to work with our communities? 
With our residents and businesses? Who are the people 
who have interactions with us? And how do we enrich 
their experience?’”

Answers to those questions have largely taken the shape 
of digital services housed in residents’ My Account 
platform. This service allows Brent citizens to file for a 
housing application online or check the schedule of their 
neighborhood’s recycling program, among dozens of 
other actions.

Rehana Ramesh reports that such automations have 
delivered Brent considerable savings. There are also benefits 
that transcend monetary rewards; it’s now exponentially 
faster for residents to access resources in times of need. 
If someone is on the cusp of homelessness, for instance, it 
takes just 30 minutes to an hour to file a claim and apply for 
aid online. A decade ago, it might have taken days or even 
weeks to receive comparable assistance.

“The speed with which you’re able to support a resident 
during their most vulnerable time in their life… you can’t put 
a [price] tag to it,” says Rehana Ramesh.

Continued evolution of digital experi-
ences in the near-term
According to Gopisetty, one of today’s most pressing 
priorities for near-term digital transformation should 
involve a focus on “disintermediation”—engaging, serving, 

“ We’ve moved into more of 
a data-and information - 
centric economy, but it is 
still very ‘bits and bytes.’ 
Soon, technology will help 
us move into a more visual, 
emotionally intelligent, 
intuitive, and human - 
senses - based experience.”

 Lax Gopisetty 
 Global Vice President, Infosys
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seeing how a product might look on different body sizes 
and/or skin tones online), and improved AI 
recommendation and curation tools.

A final near-term priority for companies building out digital 
experiences includes reevaluating how they use data. 
Gopisetty believes the tech evolution will shift from 
logic-based to more visual and intuition-based 
applications and engagements—especially as 
technologies like quantum computing, nanotechnology, 
IoT-enabled sensors, and cloud computing continue to 
advance. As transactional tasks become more automated, 
data’s new role will be to improve both CX and EX in 
qualitative ways.

“We’ve evolved into a data- and information-centric 
economy, interspersed with lots of ‘bits and bytes,’” says 
Gopisetty. “Soon, technology will help us move into a more 
visual, emotionally intelligent, intuitive, and human-senses-
based experience.”

Business priorities for the long run
The new normal is about more than just adopting 
emerging technologies. Ensuring digital trust is 
foundational. Businesses must be diligent to maintain 
trust and authenticity as they explore areas of 
technological growth. 

Thankfully, brands are increasingly aware of this 
necessity: The survey found that over the next year, a 
major priority for nearly a quarter (24%) of respondents 
is to increase digital trust in customer/employee 
interactions (see Figure 3). 

Machtiger points out that there’s mounting pressure for 
companies to act ethically and transparently with regard 
to customer data. “Consumers have so much choice 
now, and they demand better ethics from the companies 
they support,” she says. “Digital ethics and data privacy 
are part of that.”

For Rehana Ramesh, digital trust is a lynchpin of Brent’s 
online operations. The My Account feature, for instance, 
needs to be exceptionally secure. “Customers are giving 
us bank statements with their sort code and account 
numbers, children’s birth certificates, photocopies of their 
insurance, and photocopies of their passports,” she says. 

and delivering directly to the end user, customer, or 
employee. This tracks with the survey data, which found 
that more than 62% of respondents implemented 
improved messaging and communications systems over 
the course of the pandemic (see Figure 1).

“If you’re not in constant engagement with your 
customers, users, or employees, how do you 
disintermediate that process?” he asks. “If companies 
don’t have access to stakeholder behavior, it’s difficult to 
[effectively audit] their entire product or service 
lifecycle.”

Disintermediation gives companies more accurate, 
nuanced, and first-person data about customer behavior. 
Rehana Ramesh has seen this in her own work with Brent 
Council. “Data is so very important,” she emphasizes. “It 
not only forms the basis of the evidence on where you 
need to focus and what you need to improve upon, it 
actually then starts giving you predictive modeling.” In the 
future, she notes, this type of data may help anticipate 
residents’ needs via AI—perhaps before they even know 
they need help.

A second major focus of today’s digital transformation 
blueprint includes migrating from transactional systems 
to experiential ones. Around 13% of our survey 
respondents noted they plan to focus on “hyper-
automation” to improve self-serviceability over the 
course of the next year (see Figure 3). “Eventually, 
everything customer transactional is going to be 
automated,” says Gopisetty. “It is all going to be an 
experience and engagement-led conversation.” 

Kate Machtiger, a creative director at brand experience 
agency Set Creative, is familiar with experience-led 
conversations. She’s worked on brand activations for 
companies like Netflix, Amazon Studios, Meta, Vimeo, and 
Bumble. She’s “not interested in technology for 
technology’s sake—only as a solution to a problem,” she 
notes candidly. 

In terms of those real problems, Machtiger sees a few 
areas of opportunity over the next five years, including 
the ability for companies to crowdsource product specs 
based on consumer demands (i.e., asking customers 
what they actually want, and then building it), better 
customization of products and services (for example, 
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To safeguard this highly sensitive information, Brent 
includes two-factor authentication in the My Account 
service. Council members and a network of “digital 
champions”—community advocates dedicated to helping 
others access digital resources—also educate users on 
how and why to implement such safety precautions. 

That human element is critical, says Rehana Ramesh. 
Whether we’re talking about the for- or non-profit sector, 
the onus is on each organization to ensure that digital 
services are not only intuitive, but also accessible and 
inclusive. 

“Digital inclusion is a huge part of this whole journey,” she 
says. “You can do all of this fantastic stuff with technology, 
but there will always be a group of people who just will not 
be able to use all of these things. The question then 
becomes—how do you identify these people? How do you 
get them along for the journey? How do you maintain a 
balance between the speed with which you want to 
transform and not leaving these people behind?”

Gopisetty echoes the sentiment that a “human-centric” 
approach is non-negotiable, regardless of the technology 
systems in play or organizations implementing them. 
“The producers of technology are still human beings; the 
consumers of technology are human beings,” he says. 
“So while we can produce more, as long as the human 
being is still a relevant constituent in the world, this 
cannot be ignored.”
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