
Why technology
alone won’t solve
your customer
experience problems
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Digitisation, Robotic Process Automation, Artificial Intelligence, Smart Workflow.
The service industry is only headed in one direction, so you’d be forgiven for thinking 
that there is only one answer. However, the nature of service work, combined with 
years of unnecessary complexity designed into products and services, means that 
technology isn’t the panacea you might think.
Even inputs received through digital channels cannot be guaranteed to be processed 
straight through; customer queries, complex requirements and work identified by systems 
as exceptional will still require manual intervention.

Introduction

The real impact
The rise of digital channels 
is, of course, changing 
the profile of inputs into 
the business, but it won’t 
eradicate all manual work. 
Here’s what it really means:

•  Volumes through the 
traditional channels will 
reduce but not disappear, 
driving businesses to 
merge digital and 
interpersonal interactions 
in real time to maintain 
contact centre utilisation

•  Manual volumes will 
reduce significantly, but the 
remaining work will be of 
higher complexity

•  These complex queries 
and exceptions will require 
greater collaboration 
across the organisation to 

ensure effective handling. 
Product, IT and service 
experts will need to work 
together to resolve them or 
return them to the straight 
through channels

•  Social media interactions 
are increasing in volume 
and importance, requiring 
a new skillset and bringing 
new challenges of real-time 
oversight and response

•  Working patterns 
increasingly need to 
mirror the 24/7 pattern of 
social and digital media. 
Sainsbury’s, ASOS, and 
Marks & Spencer’s, for 
example, respond 24 hours 
a day. Some organisations, 
such as H&M, combine this 
with a multilingual service

•   Service staff require 
an increasingly wide 
range of knowledge. This 
presents a real challenge 
as this knowledge is 
currently held by the 
most experienced staff 
that are not a natural 
cultural fit for servicing 
the new channels. Process 
documentation will need 
to move to user-friendly 
platforms (e.g. wiki-style) 
where colleagues and 
customers can self-serve. 
There are even examples 
of organisations using 
an AI-style interface 
internally, so their 
customer service agents 
can access and resolve 
customer queries in real-
time, from a central 
repository
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“ The next big technology trend to hit 
organisations will be around the skills 
they need to acquire…to be able to 
manage conversational technology 
and to maintain a presence across all 
these channels themselves” 
 
Peter Roost 
Artificial Solutions, Chief Operating Officer

•  The new skillset will 
fundamentally change the 
profiles used for recruiting 
new staff. A good example 
of this is Clydesdale 
and Yorkshire Banking 
Group’s recruitment for 
its new ‘B’ account which 
looks for behavioural 
characteristics and 
customer focused thinking, 
rather than sector 
experience

The real-time nature 
of digital interactions 
will create a fast-
paced customer contact 
environment that will 
challenge the ‘command 
and control’ risk structures 
that dominate regulated 
businesses in the current 
decade. Important decisions 
impacting customer 
experiences will need to be 
made in near-real time.

Coaches and front-line 
managers will become ever 
more crucial as both the 

Redesigned services
first line of defence and 
the most effective route to 
developing the higher order 
skillsets the business needs.

These implications mean 
more than just redesign of 
the customer-facing journeys 
and implementing new 
technology – they mean 
a redesign of the entire 
business operating model.

Service businesses of the 
future will have fewer, 
better people working 
collaboratively in 

multifunctional teams to 
complement their digital 
growth.

Businesses which are 
effectively re-designing 
their organisation to 
build a cross-functional 
environment and customer-
focused culture are 
reaping early adopter 
benefits. However, this will 
quickly move to becoming 
business-as-usual – and 
essential for survival.



03

Building for the future
As digitisation begins to 
take hold in the world 
of service and disruptive 
ideas enter each market, 
innovation will become 
a vital attribute for 
businesses that seek to be 
market–leading.

Whilst technology is 
accelerating the pace of 
change, it does not in itself 
deliver a one-stop solution 
for all your pains.

It will be the businesses that 
design themselves to be able 
to deliver great customer 
experiences that will win the 
digital space race.

“ If there is proper user experience 
design, then technology is hugely 
relevant and it makes things easier 
for me as a customer. The jobs that 
were boring and repetitive can be 
taken away as well. So, provided 
people are applying technology with 
a humane and a customer-centric 
lens, then I think it’s all positive.” 
 
 Mark Palmer  
   Gobeyond Partners,
Managing Director
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