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advancing
the human
experience 
of work Based on input from over 

100 organizations, this 
report examines the current 
evolutionary state of 
organizations in their pursuit 
of advancing the human 
experience of work as a 
business necessity. It 
concludes with action steps 
and possible solutions.



table of contents

foreword  |  3

introduction  |  4  

findings |  5

areas of exploration  |  6

conclusion  |  10 

suggestions  |  11 

Copyright © TI People. All rights reserved.



Work is a significant component of our lives. On average, we spend slightly 
more than one-third of our life working. The experiences we engage in while 
working contribute to meeting our needs for fulfillment, belonging, meaning 
and more. In other words, they have the power to enrich our lives.

We founded TI People nearly five years ago. Our purpose is to enrich 
people’s quality of life at work. We believe in the primacy and power of 
experience. We partner with organizations to uncover human insight to 
provoke purposeful action and to co-design experiences that deliver value to 
people and business.

Every year, our team, our products and our services evolve as we renew our 
commitment to making a profound impact on people’s human experience of 
work. We partner with leading brands big and small across industries 
around the world.

We have increasingly focused our research on the human experience of 
work and its unlimited potential it has to improve quality of life and business 
value when organizations employ an experience-centric approach to benefit 
their internal key stakeholders.

We strive to provide thought-provoking perspectives to individuals, 
organizations, and communities. Feedback from the formal (emails, letters) 
to the informal (nods of acknowledgment and agreement) let us know our 
message is resonating.

Our sincere thanks to all who participated in our study. We look forward to 
including many others as our research efforts expand and diversify.

foreword

The human experience of 
work is shaped by the place 
and environment, 
relationships and 
interactions between 
people, ways of working, 
tools and technology, 
practices, services and 
amenities, and the work 
itself. 

Advancing the human 
experience of work entails 
crafting experiences that 
meet the rational needs of 
people such as simplicity to 
more emotional needs of 
self-expression and 
meaning. 

It also entails delivering 
experiences that motivate 
and delight.

[  3  ]

How We Think About 
the Human Experience 
of Work
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introduction

Since Pine & Gilmore introduced The Experience Economy in the 1990s, customer experience as a means 
of differentiation for business has increased in importance and prominence. From a macro view of the 
market, there is a growing realization in the mainstream that customer experience is a business 
necessity full stop.  Even so, many enterprises are still in various stages of their evolution to 
experience-centricity. This fundamental change requires leadership, focus, investment and commitment 
from top management. It ultimately requires that the people who create superior experiences for 
external customers must have compelling experiences of work themselves.

The concept of experiences of people at work was defined 
at about the same time as customer experience. But it is 
only recently that we have begun to assess the physical, 
mental and emotional effects of experiences of people on 
the job. Similarly, it is only recently that we have identified 
and codified the mindset and practices organizations 
need to master to discover the needs and expectations 
people have on the job and to craft and deliver compelling 
experiences over time that motivate humans and fuel 
business performance. 

Where are we, as a community, in advancing the internal 
customer experience, the human experience of work as a 
business necessity? Where are we in delivering experience 
improvements that make a difference?  

This study seeks to converge on a point of view. Our 
objective was to understand organizations' present state 
of evolution by ascertaining their progress since last 
year's study and to explore these areas:

»  Leadership and collaboration
»  Experience management building blocks
»  Biggest challenges
»  Top priorities
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nature of requisite leadership and accompanying 
mastery of experience management practices and 
accountability. When there is more balance 
between external and internal customer experience, 
businesses will begin to meet the experience 
expectations of their internal customers. In turn 
they will reap the full benefits of customer love and 
loyalty. 

We discovered the most significant challenges 
these organizations are facing include establishing 
priorities, collecting and analyzing information 
about individuals that make up their organization 
and their experiences, and building organizational 
alignment and c-suite accountability for and 
investment in the internal customer experience.

Finally, in the next 12-18 months, organizations are 
making it a priority to develop the knowledge and 
skills to create experiences that have a meaningful 
impact and to develop a unifying vision and strategy 
(as identified in last year's study). The third most 
common priority is to develop an experience 
measurement strategy. This is most often  
associated with the need to demonstrate ROI.

Compared to last year’s study, the perceived 
importance of advancing the human experience of 
work is expanding across geographic regions and 
industries. It is also expanding beyond the theoretical 
and practical boundaries of Human Resources. 

The more advanced organizations have established 
the position of Human Experience Officer – a role 
and a symbol that customer experiences (internal 
and external) are receiving an appropriate and 
balanced level of executive attention.

Almost all organizations who participated in our 
study indicate that they value the pivotal roles played 
by line managers and people managers. Many of 
these organizations have pivoted to learning how to 
improve the managers’ experiences.

When comparing studies on the advancement of 
external customer experience to our findings 
associated with internal customer experience, 
advancing the human experience of work, we 
discovered that companies are lagging behind. The 
notion that individuals who work for or with the 
company are consumers of the workplace (i.e. 
internal customers) is not yet widely shared.
Our study reveals this is due in part to the evolving 

Our study included input from over 100 leaders actively leading or advancing any aspects of people's human 
experience of work spanning diverse functional responsibilities. Twenty major industries and geographic regions 
including the U.S., Europe, Australia, Africa, India, Middle East, South Africa and Latin America were represented. 
Annual revenues of these organizations range from €100M/$100M to €10B/$10B.

findings
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areas of exploration

LEADERSHIP AND COLLABORATION

Over 90% of the organizations participating in the study are actively 
engaged in efforts to understand and improve people's human 
experience of work. About half of the organizations have declared it 
a business-wide priority in the present day. In addition, about half of 
the organizations have made relevant and necessary budget 
allocations (see Figure 1).

Compared to prior years, there is a slight increase in the 
appointment of Human Experience Officers that oversee internal 
customer experience and the external customer experience. 
Inclusion of Employee Experience in job titles remains the most 
prevalent.

A large majority (80%) of organizations have yet to establish a 
formal position or function of any kind with the remit of revising 
ways of thinking and doing to embrace an experience-led ethos. 

There are early indications that integrating responsibility for 
experience management across all key stakeholders (internal and 
external) may be more advantageous. Organizations operating under 
this approach have made sizable investments. Their budgets are 
typically larger in comparison to those focused solely on internal 
consumer/customer experience. They also report successfully 
implementing more of the proven practices of the customer 
experience industry.

The business of experience is inherently a participatory activity but  
many organizations have not yet included all targeted experience 
recipients and critical stakeholders in the design process. 
Organizations in the study indicate that most experience 
improvement and innovation efforts involve HR. However, targeted 
experience recipients and classically trained experts (such as user 
experience researchers, experience designers, or experience 
management practitioners) are not yet part of their efforts.

Above €500K | $500K

Below €500K | $500K

No budget

[ Figure 1 ]

28%

28%

44%
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We are committed to improving our internal customers’ experience of work and 
have declared it a business-wide priority.

We consider employees to be internal customers and we manage our relationship 
with them with as much discipline as we do our external customers. 

We provide the necessary tools and training to individuals across our organization 
to help them produce experiences for customers (internal and external) the right 
way every time.

We continually assess our internal customers’ perceptions of their interactions with 
each component of our organization’s ecosystem and report qualitative and 
quantitative (NPS, CSAT) data to governing bodies to inform future decisions. 

We have an experience strategy that encompasses the end-to-end internal 
customer journey and is inclusive of all the interactions internal customers have 
with the different facets of our organization.

We have established internal customer experience program headed up by an 
executive leader and have clearly defined governance.

We employ professionals with deep expertise in user research and human-centered 
design approaches to discover the unmet needs of our internal customers and to 
innovate experiences with our internal customers that matter most to them.

We have a clear and shared understanding of what we mean by the human experience 
of work and a unifying vision across the enterprise with c-suite buy-in and board 
attention.

We have a deep understanding of our internal customer segments and their unique 
needs, desires, behavior and motivations.

EXPERIENCE MANAGEMENT BUILDING BLOCKS

As is typical of emerging disciplines, mindsets 
and practices are the building blocks of industry 
standards. When developed and implemented 
they enable organizations to meet or better 
exceed their (internal) customers' experience 
expectations.

At present we see progress in each category 
although no one organization has established or 
developed building blocks in every category. 
Figure 2 provides a breakdown of organizations 
with established building blocks by category.

The building blocks most frequently established 
by the participating organizations include:

We provide the necessary tools and training 
to individuals across our organization to 
help them produce experiences for 
customers (internal and external) the right 
way every time (27%). 

We consider employees to be internal 
customers, and we manage our relationship 
with them with as much discipline as we do 
our external customers (31%).

We are committed to improving our internal 
customers' experiences of work and have 
declared it a business-wide priority (43%). 

»

»

»

[ Figure 2 ]Percentage of  Organizat ions with  Establ ished Bui ld ing Blocks

[  7  ]

43%

31%

27%

24%

24%

16%

19%

15%

15%
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BIGGEST CHALLENGES

Our study confirms that each organization’s 
story is unique in terms of methods and mix of 
people that are establishing and expanding their 
experience-centric approach.

The organizations may differ but there are 
common challenges that most notably rise to 
the top:

Establishing priorities to improve 
experience at macro and micro-levels 
and for what internal customer 
segment.

Collecting and analyzing data to better 
understand the needs of internal 
customers (and identifying what they find 
satisfying and dissatisfying about their 
experiences).

Building organizational alignment and 
c-suite accountability for (prioritizing 
and investing in) the internal 
customer experience.

See Figure 3 for a complete view of how the 
challenges studied in the research rank from 
1st - 10 th among participating organizations.

Evolving from experience seen as ‘an initiative with an 
end-date to experience as a new way of work for all. 

#4  CHALLENGE

Establishing distinct and sound metrics to accurately 
measure experiences over time.

#5  CHALLENGE

Insuff ic ient  budget or  investment.

#6  CHALLENGE

Becoming a more customer-centric organization.

#7  CHALLENGE

Del iver ing posit ive ,  meaningful  and internal  
customer experiences.

#8  CHALLENGE

Prioritizing what to focus on to improve experience at macro 
and micro-levels and for what internal customer segment.

#1  CHALLENGE

Collecting and analyzing data to better understand the needs 
of internal customers. 

#2  CHALLENGE

Building organizational alignment and c-suite accountability 
for the internal customer experience.

#3  CHALLENGE

Having the prerequisite exper t ise to design 
experiences to meet needs and expectat ions.

#9  CHALLENGE

Ar t iculat ing the inner workings of  experience and 
applying a bottoms-up approach.

#10 CHALLENGE

Biggest  Chal lenges For  Organizat ions

[ Figure 3 ]
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TOP PRIORITIES

Gain a deeper understanding of  
the phenomena of  the human 

experience of  work and how to 
approach experiences in order to 

make a meaningful  impact for  
internal  customers.

Bui ld a unif ied vision for  
our  internal  customer 

experience and strategy 
with avid cross-funct ional  

and business leader 
commitment and 

involvement.

Establ ish and implement 
an experience 

measurement strategy.  

[ Figure 4 ]
#1

#2

#3

Innovate the 
day-to-day 

experiences for  
internal  

customers.

#5

While 90% of the par t ic ipat ing organizat ions are engaged in direct  or  indirect  
effor ts to improve the human experience of  work,  their  pr ior i t ies for  the next  12-18 
months are ref lect ive of  an emergent stage of  experience management.  The 
pr ior i t ies r is ing to the top include:   Gaining a deeper understanding of  experience 
and how to approach improvement ,  bui lding a unif ied vision,  and an establ ishing an 
experience measurement strategy.  See Figure 4 for  the highest ranked pr ior i t ies for  
the next  12-18 months.  

Many other studies have explored and demonstrated the ROI of internal customer experience and its 
link to external customer experience and resulting revenue growth. Our study reveals that 90% of the 
participating organizations believe calculating the ROI of internal customer experience and its linkage 
to the external customer experience for their organization is essential, but they have not yet reached 
this stage. 

one more fact

Top Pr ior i t ies

Bui ld the exper t ise 
& capabi l i t ies to 

understand,  design,  
bui ld and implement

experiences.
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conclusion

In  an experience economy,  improving people’s experience of  work is  a cr i t ical  
business aim. A sol id understanding of  people's  wants and needs -  in  combinat ion 
with solut ions that  help them reach their  goals and el iminate their  pain points -  can 
and wi l l  increase prof i tabi l i ty .  Our study i l lustrates that  a growing number of  
organizat ions have adopted this v iew. Our study also confirms that ,  as in other 
emerging f ie lds,  the establ ishment of  requisite leadership ,  focus,  investment and 
commitment is  emergent as are the mindsets,  capabi l i t ies and proven pract ices.  

The pace of  change var ies great ly  among organizat ions.

FUTURE OUTLOOK

Advancing the human experience of  work is  
not  a f in i te act iv i ty .  I t  is  always evolving 
and continuous.  For these reasons i t  can 
be complex and overwhelming.  But there is  
a def ined path with proven pract ices along 
with experience-centr ic  organizat ions that  
can serve as role models.  

No matter  where organizat ions f ind 
themselves on this wor thwhi le journey,  i t  is  
essential  that  they foster  the requisite 
mindset and capabi l i t ies with a bias 
toward act ion.  Act ion that  produces better  
experiences and in turn better  business 
results.  Vigi lance is  required to prevent the 
sincer i ty ,  authentici ty  and altruism of the 
approach from being sul l ied or  subsumed 
by cynical  object ives or  agendas.  
Advancement or  progress should be 
def ined by value del ivered to people and 
business in the form of observable ,  
measurable outcomes.  
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At TI  People we have the pr iv i lege of  par tner ing with 
leading brands on their  journey to experience-centr ic i ty  
and l istening to stor ies told by many others.  Our advice 
has always been to ‘Think big and star t  smal l .’  What do 
we mean?

Think big
I t ’s  impor tant  to be aware of  al l  the elements that  shape 
experiences and to be the author of  the story that  you 
want people to feel ,  remember and rel ive.  You don’t  need 
to design or  reimagine the hol ist ic  end-to-end experience 
in one sit t ing.  Instead,  choose a ‘nor th star ’  – a 
long-term object ive – along with guiding pr inciples and 
pr ior i t ies informed by f i rst -hand perspectives of  what 
matters most to your intended experience recipients.
 
Star t  small
Remain empathet ic ,  cur ious,  thoughtful  and del iberate ,  
bui ld capabi l i ty  over  t ime,  be honest about shor tcomings,  
and be open to outside advice and exper t ise.  I terat ively  
solve each of  the pr ior i t ized experiences with the people 
and for  the people one-by-one or  in smal l  batches based 
on your organizat ion’s capabi l i ty  and capacity.  Maintain 
your momentum by del iver ing value to people and the 
business.  

ADVANCING PEOPLE’S EXPERIENCE OF WORK
How we can help

TI People’s  Exper ience 
Inte l l igence Solut ions 
help organizat ions 
gather  f i rst -hand 
perspect ives of  people’s  
exper ience of  work ,  
g iv ing you the human 
insight  you need to take 
targeted act ion to 
maximize impact -  for  
people and business.

EXI Solut ion

MXI Solut ion

Gain valuable insight  
into indiv iduals and 
their  day-to-day 
exper iences with your 
organizat ion and 
ensure your pr ior i t ies 
are f i t - for- impact .

Gain valuable insight  
into managers and 
their  day-to-day 
exper iences with your 
organizat ion and 
ensure your pr ior i t ies 
are f i t - for- impact .
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