
 Volume 3, Issue 12, 2025 
 

  
 

https://ijssbulletin.com                     | Iqbal, 2025| Page 1954 

 
EMPLOYEE EXPERIENCE AND CUSTOMER EXPERIENCE IN THE 

DIGITAL ERA: A COMPREHENSIVE STUDY OF ORGANIZATIONAL AND 
MARKETING PERFORMANCE 

 
Bakhtawar Iqbal 

 
Bachelor of Business Administration, The Superior College, Lahore, Pakistan. 

 
bwarraich668@gmail.com 

 
DOI: https://doi.org/10.5281/zenodo.23390616  
 

                 Received                     Accepted                     Published 
                        11 October 2025                         21 November 2025                              06 December2025 

 
Abstract:  
The rapid growth of digital technologies has transformed how organizations manage employee and 
customer experiences and evaluate organizational and marketing performance. This review examines 
the relationship between Employee Experience (EX) and Customer Experience (CX) in the digital era, 
with particular emphasis on the role of artificial intelligence, automation, data analytics, 
personalization, and digital communication. Recent literature indicates that positive employee 
experiences can enhance engagement, productivity, retention, innovation, and service quality, while 
positive customer experiences can strengthen satisfaction, loyalty, engagement, and brand outcomes. The 
literature also demonstrates that EX and CX are interconnected, as employee well-being, organizational 
culture, and workplace practices can influence customer interactions and service delivery. Digital 
transformation presents challenges including digital fatigue, technology adoption, data privacy, 
cybersecurity, and the risk of reduced human interaction. Emerging approaches such as AI-driven 
experience management, predictive analytics, hyper-personalization, and human–AI collaboration 
provide new opportunities for improving organizational experiences. This study highlights the importance 
of integrating employee- and customer-centered strategies with digital technologies. Organizations that 
effectively balance technological innovation with human-centered practices can improve service quality, 
strengthen employee and customer relationships, and support sustainable organizational and marketing 
performance in an increasingly digital business environment. 
Keywords: Employee Experience; Customer Experience; Digital Transformation; Artificial 
Intelligence; Organizational Performance. 

 
INTRODUCTION 
Employee Experience (EX) and Customer 
Experience (CX) have become important 
components of organizational and marketing 
performance in the digital era (Aljumah et al., 
2025). In employee experience, it describes the 
total impression and interactions that employees 
have during their tenure with an organisation, 
such as culture, communication, technology, 
leadership and career development 

(Panneerselvam and Balaraman, 2022). Customer 
experience is defined as the interactions and 
perceptions customers form over the course of 
their relationship with a brand, from uses to 
customer service to digital channels to post-
purchase service (Sheth et al., 2023). Positive 
employee experiences are starting to be 
acknowledged as a factor in organizations 
delivering better services, customer relationships, 
and organizational outcomes (Kimonyo, 2024). 
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The digital transformation has transformed the 
way organizations look after employee and 
customer experience. Technologies like AI, cloud 
platforms, data analytics, automation, and digital 
communication tools allow businesses to tailor 
services, enhance decision-making, optimize 
internal workflows, and meet evolving customer 
needs more effectively (Omol, 2024). 
Digitalisation has, however, also brought new 
challenges – such as adapting to digital technology, 
employee digital fatigue, data privacy issues and 
the need to maintain human interaction. So, it is 
important to merge the technological capacities 
with the requirements of employees and customers 
to ensure good experience management. 
This study analyzes the correlation between 
employee experience and customer experience in 
the digital world and their impact on 
organizational and marketing performance. It 
highlights the importance of digital technologies 
as a driver of EX and CX, the impact on employee 
engagement, productivity, customer satisfaction, 
loyalty, and organisational results, and the key 
challenges presented by digital experience 
management. This study also identifies new trends 
and future directions for integrated, 
technologically advanced, and human experiences. 
 
2. Literature Review 
Pandita and Kiran (2022) have explored the 
concept of employee experience in the academic 
context and the impact on organisational 
performance. They observed that their academic 
culture was significantly related to overall 
institutional performance and the workplace 
experiences of the employees were crucial (Pandita 
and Kiran, 2022). The results indicate that 
employee experience lies beyond employee 
satisfaction, encompassing aspects of 
organisational culture, relationships, 
communication and the overall work context. The 
findings of this study indicate that Employee 
Experience should be considered as a crucial 
aspect of the organization's performance instead of 
being a HR aspect. Fu and Ma (2022) explored the 
personal experiences of peak moments at work 
and analyzed what factors were related to these 
positive experiences at work. Their studies showed 

that organizational and psychological aspects can 
affect employee experiences and that these 
experiences have significant implications for both 
employees and organizations. The study adds to 
the knowledge base on EX by highlighting the 
need to foster positive employee experiences by 
designing work place environments. The results 
are especially relevant in the digital age, where the 
technologies and new work arrangements that 
characterize organizations are increasingly 
influencing the daily lives of workers (Fu and Ma, 
2022). 
Gustafsson, Caruelle, and Bowen (2024) ably 
explored Customer Experience (CX), Employee 
Experience (EX) and Human Experience (HX) 
from an interdisciplinary point of view. They 
highlighted that customer and employee 
experiences need to be viewed as parts of service 
experience, not as fully fledged organizational 
concepts (Gustafsson et al., 2024). This study 
combines marketing and organizational behavior 
approaches, thus creating a conceptual framework 
to study the interaction between employee and 
customer experiences in service organizations. 
This view is especially relevant to the present study 
as it is seen as having potential for an integrated 
approach to EX and CX management. Arkadan, 
Macdonald, and Wilson (2024) explored and 
formulated a conceptual framework of customer 
experience orientation and how organizations can 
strategically manage the customer experience. 
Their research identified that the management of 
customer experience (CX) has become a critical 
enabler for organisations looking to differentiate 
themselves and gain competitive edge. The study 
highlights the need to embed CX into 
organisation rather than just into individual 
customer service activities. This aligns with the 
evidence that good customer experience 
management can be linked to other organizational 
and marketing results (Arkadan et al., 2024). 
Gomes (2025) analyzed the role of intelligent 
chatbots in customer experience based on the 
responses of 1,319 Portuguese consumers who 
interacted with chatbots in online shopping. The 
study revealed that there was a positive 
relationship between customer experience drivers 
associated with the use of chatbots and customer 
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engagement, and that this relationship between 
customer experience drivers associated with 
chatbot use and customer engagement was in turn 
associated with customer behavioural intentions 
(Gomes et al., 2025). The results illustrate the 
potential for artificial intelligence (AI) to 
transform the customer interaction and emphasize 

the need to engage the customer to turn the 
technology-driven customer experience into 
customer behaviour. This review presents up-to-
date insights into the emerging use of AI-driven 
technologies in digital customer experience 
management. 

 
Table 1: Recent studies on Employee Experience and Customer Experience 

Author(s) Year Focus of Study Key Findings Relevance to Present 
Review 

Pandita & 
Kiran 

2022 Employee 
experience and 
academic culture 

Positive employee experiences 
were associated with 
organizational performance. 

Supports the EX–
organizational 
performance 
relationship. 

Fu & Ma 2022 Employee peak 
experiences 

Workplace conditions and 
organizational factors influence 
positive employee experiences. 

Highlights factors 
shaping EX. 

Gustafsson 
et al. 

2024 EX, CX and 
Human 
Experience 

EX and CX are interconnected 
dimensions of service and 
organizational experience. 

Supports integrated EX–
CX management. 

Arkadan et 
al. 

2024 Customer 
experience 
orientation 

Organizations increasingly need 
to embed CX into organizational 
processes and strategies. 

Supports the strategic 
role of CX. 

Gomes 2025 AI chatbots and 
customer 
experience 

Intelligent chatbots can influence 
customer engagement and digital 
experience. 

Demonstrates the role of 
AI in modern CX. 

 
3. Conceptual Foundations of Employee and 
Customer Experience 
3.1 Employee Experience (EX) 
Employee Experience (EX) is the overall 
perceptions, interactions and journeys that 
employees have in their employment with an 
organisation. It includes factors such as 
organizational culture, leadership, workplace 
environment, communication, career 
development, compensation, and access to digital 
technologies (Panneerselvam and Balaraman, 
2022). Today, digital workplace platforms, 
automation, artificial intelligence, and flexible 
working arrangements are increasingly impacting 
EX in the digital age. The positive employee 
experience enhances employee engagement, 
productivity, satisfaction, innovation, and 
retention and builds on a organization's 
performance (Malik et al., 2023). 

 
3.2 Customer Experience (CX) 
Customer Experience (CX) is a customer's 
cumulative impression of their interactions with 
an organization throughout their journey and 
across various touchpoints. The interactions can 
be at a physical store, through websites, mobile 
apps, social media, customer support and digital 
communication (De Keyser et al., 2020). 
Leveraging digital technologies, businesses can 
gather and analyse customer data, tailor services to 
individual customers, respond quickly, and 
enhance customer engagement. Good customer 
experience management can lead to customer 
satisfaction, customer loyalty and customer 
retention, positive word of mouth, and better 
marketing performance (Theodorakopoulos and 
Theodoropoulou, 2024).
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Table 2. Digital technologies and their influence on EX and CX 

Digital Technology Employee 
Experience (EX) 

Customer Experience (CX) Potential 
Organizational 

Outcome 
Artificial 
Intelligence 

Decision support, 
task assistance 

Chatbots, recommendations, 
personalized services 

Efficiency and 
engagement 

Automation Reduced repetitive 
work 

Faster service delivery Productivity and 
responsiveness 

Data Analytics Workforce insights 
and planning 

Customer behavior analysis Better decision-making 

Personalization Individualized 
employee support 

Personalized products and 
communication 

Satisfaction and loyalty 

Digital 
Communication 

Collaboration and 
flexible work 

Social media and digital 
support 

Engagement and 
connectivity 

Cloud Platforms Remote access and 
collaboration 

Seamless digital services Operational flexibility 

 
3.3 Relationship Between EX and CX 
Employee Experience and Customer Experience 
are closely linked, as customers interact with 
employees and receive services from them. Staff 
members who are engaged and supported are 
likely to be better equipped to deliver responsive, 
consistent, and customer-focused services 
(Gustafsson et al., 2024). Organizational culture, 
training of employees, digital tools, and internal 
communication can thus shape customer 

experiences (Ramya et al., 2025). As it becomes a 
digital era, organisations have come to a time 
where they must consider EX and CX as two 
elements together and leverage technology to 
enhance the internal employee processes and the 
external customers' experience. This holistic 
perspective can enhance service quality and aid in 
organizational and marketing performance (Trinh 
et al., 2025). 
 

 
4. Digital Transformation and Experience Management 
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Figure 1. Integrated framework linking digital transformation, employee experience, customer 
experience, and organizational/marketing performance. 

4.1 Role of Digital Technologies 
Digital technologies have revolutionized the way 
organizations manage employee and customer 
experiences. Cloud-based solutions, mobile 
applications, digital workplace platforms, and 
collaboration tools enable speeded-up 
communication, flexibility, and efficient service 
delivery. Digital platforms offer customers easy 
access to products and services, information and 
support. These technologies also enable 
organizations to integrate different touchpoints 
and create more consistent experiences (Aithal, 
2023; Attaran et al., 2020; Kravchuk et al., 2024). 
 
4.2 Artificial Intelligence and Automation 
The application of artificial intelligence (AI) and 
automation technologies is driving positive 
employee and customer experiences. Automation 
of repetitive administrative tasks, assistance in 
decision-making, and faster information access for 
employees are some of the benefits of AI-powered 
systems (Chebrolu, 2025). Customer engagement 
applications can benefit from chatbots, virtual 
assistants, recommendation engines, and 
automated support service, which deliver quick 
and tailored responses. Yet this is not possible 
without proper supervision, training of staff and 
consideration of transparency and privacy issues 
(Naslednikov, 2024). 
 
4.3 Data Analytics and Personalization 
Data Analytics helps organizations to understand 
their staff members, customers, their preferences, 
behaviors and patterns. Employee data can be 
utilized to find employee engagement problems, 
improve processes in the workplace, and to inform 
human resource planning and customer data can 
be used to learn more about people's buying habits 
and service preferences. Using reliable data for 
personalization can help make products, services, 
communication and customer interactions more 
relevant, but responsible data governance is 
necessary (Prakash, 2024). 

 
4.4 Digital Communication and Engagement 
Digital communication is crucial to getting things 
done and to customer engagement – in the 
organization. Employees can stay connected in 
various work settings through internal 
communication platforms, video conferencing, 
instant messaging, and collaboration systems. 
Likewise, social media, email, mobile applications 
and online customer-support systems allow 
companies to communicate with customers 
around the clock. Digital communication can help 
build accessibility, responsiveness, and 
engagement, and enhance employee and customer 
experiences (Andersson et al., 2023; Verčič et al., 
2024). 
 
5. Impact of Employee Experience on 
Organizational Performance 
5.1 Employee Engagement and Productivity 
Employee experience can also be strengthened in 
the process of building employee engagement by 
creating a positive work climate, communicating 
effectively, providing opportunities for employees 
to grow, and providing access to suitable digital 
tools (Mardikaningsih and Darmawan, 2022). 
Employees who are engaged are likely to be 
committed, work together, and be more likely to 
help the organization achieve its goals. The use of 
digital workplace technology can also enhance 
productivity by making daily work more 
straightforward and easier to communicate with 
people and get information (Attaran et al., 2020; 
Diawati et al., 2023). 
 
5.2 Employee Retention 
Employee experience also plays a role in attracting 
and retaining employees. Organizational culture, 
career development, recognition, work flexibility, 
leadership support and job satisfaction can 
influence employees to stay in an organization. 
Positive and meaningful employment can help to 
minimize undesirable turnover and maintain 
organisational knowledge and expertise (Diawati 
et al., 2023; Urme, 2023). 
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5.3 Organizational Innovation and Performance 
Positive employee experience can help foster 
creative thinking, knowledge sharing, problem 
solving, and innovation (Kimonyo, 2024). Hired 
individuals might be more willing to suggest new 
ideas and be involved in organizational 
improvements when they feel valued and 
empowered. Collaboration tools, analytics, and 
AI-driven platforms are also valuable in the digital 
age, enhancing innovation and operational 
efficiency. It follows that employees' experience 
can influence the overall level of achievement of 
the organization as a result of better productivity, 
innovation, quality of service, and stability of the 
workforce (Govender and Bussin, 2020; Knezović 
and Drkić, 2021). 
 
6. Impact of Customer Experience on 
Marketing Performance 
6.1 Customer Satisfaction and Loyalty 
Customer satisfaction and customer loyalty are 
greatly influenced by customer experience. 
Convenient, reliable, personalized, and responsive 
customer service contributes to positive 
perceptions of a brand (Winata and Rolando, 
2025). Seamless experiences on all channels can 
foster repeat sales and build long-term customer 
connections. Therefore, customer experience 
management can be utilized to understand the 
customers' needs and enhance the services based 
on the evolving requirements of the customers 
(Urdea et al., 2021). 
 
6.2 Customer Engagement 
With digital technologies, there are now 
opportunities for continual customer engagement. 
With social media, mobile apps, websites, e-mail 
marketing, and online communities, customers 
can directly engage with businesses and get 
involved in brand-related activities. Customised 
content, timely communication and effective 
customer support will motivate customers to 
engage the brand more often. Engagement is also 
an opportunity to gather insights that can be used 
to enhance products and services for organizations 
(Rachmad, 2024; Smith and Zook, 2024). 

 
6.3 Brand Reputation and Marketing Outcomes 
Positive customer experiences can lead to positive 
brand perceptions, recommendations, and online 
reviews that can improve brand reputation. On 
the other hand, if the experiences are inconsistent 
or negative, it can affect customer trust and affect 
purchase decisions. Customer experience can then 
impact on marketing metrics like customer 
retention, word of mouth communication, brand 
advocacy and conversion. In the digital age, it is 
essential for organizations to track customer input 
from various sources to detect problems with the 
customer experience and ensure a uniform 
customer interaction (Gustafsson et al., 2024; 
Kravchuk et al., 2024). 
 
7. Integration of Employee Experience and 
Customer Experience 
7.1 EX–CX Relationship 
The two aspects of Employee Experience (EX) and 
Customer Experience (CX) are interlinked aspects 
of organizational performance. The nature of the 
employee's experience has the potential to affect 
the way in which the employee relates to the 
customer and provides products or services. 
Organizations with an environment that supports 
employees, proper training, adequate 
communication and suitable digital tools can 
ensure better customer service. As a result, the 
management of EX and CX can help to meet the 
internal employee needs and external customer 
expectations (Malik et al., 2023; Pandita and 
Kiran, 2022; Panneerselvam and Balaraman, 
2022). 
 
7.2 Employee Customer Interaction 
In industries that are service based, employees 
might be the first point of contact with an 
organization's customers. Communication skills, 
responsiveness, knowledge, and attitude have the 
potential to have a strong impact on customer 
perceptions. These interactions have shifted with 
digital technologies that have included the 
introduction of chatbots, self-service platforms, 
social media and virtual communication channels. 
Besides, human employees are still critical for 
complex customers' requirements, which involve 
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empathy, judgment, and personalized support 
(Sheth et al. 2023; Urdea et al. 2021). 
 
7.3 Organizational Culture and Service Quality 
The employee and the customer experience is 
based on the organizational culture. An employee-
focused, team-based and customer-service culture 
that values learning and ongoing improvement 
can help maintain a high level of service. 
Leadership behaviors and intracommunication 
also have an impact on the understanding and 
application of customer strategies within the 
workplace. Incorporating EX and CX into the 
organizational culture, therefore, can aid in 
maintaining service uniformity, customer 
satisfaction, employee engagement, and the overall 
performance of an organization (Attaran et al., 
2020; Omol, 2024). 
 
8. Challenges in Managing EX and CX in the 
Digital Era 
One of the challenges of the digital era for 
organisations is to manage employee and customer 
experiences. Digital fatigue, workload pressure 
and employee stress can result from the growing 
adoption of digital platforms, continuous 
connectivity, and working with technology. 
However, when organizations are not able to 
provide enough training or support for employees 
in the use of new technology, it can also cause 
problems for employees. Too much automation, 
complex digital touchpoints and impersonal 
interactions can lead to lower customer 
satisfaction and engagement. The growing 
collection and processing of employee and 
customer data are also significant concerns for 
data privacy and security. Poor data handling, 
cyber security risks and unauthorized access may 
lead to decreased trust and operational and 
reputation risk. Meanwhile, the adoption of 
technology can be difficult due to employees and 
customers having varying levels of digital skills, 
preferences, and readiness to use new systems. 
Therefore, it is essential for the organization to 
ensure that they have the right technologies, 
technical support and training to ensure that these 
are easy to use. 

Also, ensuring human-centric experiences in the 
context of growing automation and digitalisation 
is a critical challenge. While AI, chatbots, and self-
service options can enhance efficiency, they might 
not be the best fits for empathy, judgement, or 
personal interaction. An organization must strike 
a balance between technology and human 
connection by leveraging technology to 
supplement, not supplant, human contact. By 
adopting a balanced approach, organisations can 
ensure that their employees remain healthy, 
customers stay more engaged in their services and 
maintain a high level of customer satisfaction, 
while reaping the rewards of digital 
transformation. 
 
9. Future Directions and Emerging Trends 
The future of employee and customer experience 
management is expected to be increasingly shaped 
by artificial intelligence, advanced analytics, and 
human–AI collaboration. AI-powered experience 
management can assist in analyzing employee and 
customer interactions, detect emerging needs, 
streamline repetitive processes, and facilitate 
quicker decision making. Another important 
trend is hyper-personalization, which leverages 
behavioural and contextual data to provide more 
relevant service, communication and workplace 
experiences. Predictive analytics can also assist 
organisations to detect patterns and foresee 
employee requirements, customer inclinations, 
potential dissatisfaction, and changes in employee 
engagement. Concurrently, as AI becomes more 
integrated into the organization, human–AI 
collaboration is expected to grow in significance, 
with human creative, empathetic, judgmental, and 
problem-solving skills complementing the 
efficiency and analytical ability of AI. Therefore, 
future experience strategies will need to strike a 
balance between technological innovation and 
ethical data use, transparency, employee well-being 
and meaningful human interaction. 
 
Conclusion: 
There is a strong link between Employee 
Experience (EX) and Customer Experience (CX) 
and they are both important to organizational and 
marketing performance. Digital technologies like 
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AI, automation, data analytics, and 
personalization can offer ways to enhance 
employee productivity, customer satisfaction, 
engagement, and loyalty. But there are other issues 
as well: Digital fatigue, technology adoption, data 
privacy, and meaningful human interaction. AI-
powered solutions, predictive analytics, hyper-
personalisation, and human AI collaboration will 
be key themes of future experience management. 
So, organisations need to strike a balance between 
technological innovation and human-centric 
practices, employee well-being, privacy and 
customer trust. An integrated approach to EX and 
CX can help organizations improve service quality, 
strengthen relationships, and achieve sustainable 
performance in the digital era. 
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