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Artificial Intelligence and the Future of
Customer Experience: Why the Best
Solutions Will Always Combine
Technology and People

By Mike Surridge
CEO, BDM CX

Introduction

Artificial Intelligence is transforming customer service at a pace few could have
imagined even five years ago.

From intelligent chatbots and automated workflows to sentiment analysis and
predictive customer engagement, Al is rapidly becoming one of the most powerful
tools available to organisations seeking to improve customer experience whilst
controlling operational costs.

There is no question that Al will play a major role in the future of customer
engagement.

The question is not whether businesses should embrace Al.

They should.

The more important question is whether businesses should rely upon Al alone.

In our view, the answer is no.

Whilst Al has enormous potential, exceptional customer experience cannot be
delivered through technology alone. The most successful organisations of the future

will be those that combine Al with skilled, cost-effective human resources to create
customer journeys that are efficient, empathetic and adaptable.
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The Al Revolution is Real

There is a tendency in some sectors to either overstate or underestimate the impact
of Al

The reality sits somewhere in the middle.
Al is already proving highly effective in:

Answering routine enquiries

Providing instant responses

Processing transactions

Handling high-volume contacts

Automating administrative tasks

Routing enquiries

Assisting advisors with information retrieval
Monitoring quality and compliance
Predicting customer needs

For organisations handling thousands or even millions of customer interactions,
these capabilities offer enormous benefits.

Al can significantly reduce response times, improve consistency and allow
businesses to operate more efficiently than ever before.

It would be irresponsible for businesses to ignore these opportunities.
The Danger of Viewing Al as a Replacement

Where many organisations risk making a mistake is in viewing Al primarily as a
replacement for human interaction.

This often stems from a desire to reduce costs rather than improve customer
outcomes.

The assumption is simple:
If Al can answer a question, why employ a person?

The problem is that customer interactions are rarely as straightforward as
businesses imagine.

Customers do not contact organisations simply because they need information.
They contact organisations because they need help.

There is a significant difference.

Not Every Customer Fits the Process
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Al performs exceptionally well when dealing with predictable and repeatable
interactions.

Examples include:

Opening hours

Account balances

Delivery tracking
Password resets
Appointment confirmations
Standard policy enquiries

However, many customer contacts fall outside these defined processes.
Customers frequently present situations that are:

Complex

Emotional

Ambiguous

Unusual
Time-sensitive
Commercially sensitive

These are the moments that define customer experience.

When a customer's circumstances do not fit neatly into a pre-programmed workflow,
they want reassurance that someone understands their situation and can make an
informed judgement.

That is where human expertise remains irreplaceable.
Dispute Resolution Requires Human Judgement
One of the clearest examples is dispute resolution.
Whether dealing with:

Customer complaints

Billing disputes

Membership issues

Insurance claims

Healthcare enquiries
Contract disagreements

customers often seek more than a technical answer.
They seek understanding.

Al can analyse information, suggest responses and provide guidance.

3|Page
www.bdmecx.com



What it cannot genuinely provide is human judgement, empathy and accountability.

Customers want confidence that someone has listened, understood the context and
considered the nuances of their individual circumstances.

That requires people.
The Demographic Challenge

One aspect of Al adoption that is frequently overlooked is the diversity of customer
demographics.

Not all customers interact with organisations in the same way.
Younger customers may embrace self-service and digital channels.
Many actively prefer them.

However, older customers often have different expectations.

Many value:

Personal interaction

Trust

Reassurance

Conversation

Continuity
Human expertise

This is particularly true in sectors such as:

Healthcare

Financial services
Insurance

Membership organisations
Professional services

These customers are not resistant to technology.
They simply prefer to engage with people when the issue matters.

Businesses that remove human interaction entirely risk alienating a significant
proportion of their customer base.

People Still Prefer People
The simplest reality is one that many organisations sometimes forget:

People like dealing with people.
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Particularly when:

They are confused.

They are frustrated.

They are vulnerable.

They are making important decisions.
They have experienced a problem.
They need reassurance.

In these situations, customers often value empathy more than efficiency.

A perfectly accurate automated response may technically answer a question, yet still
leave the customer dissatisfied.

Conversely, a skilled advisor who listens, understands and resolves the issue can
transform a potentially negative experience into a positive one.

Customer experience is ultimately emotional.

Human beings remain uniquely capable of understanding and responding to those
emotions.

Al as an Enabler, Not a Replacement

The most effective customer service models will not be Al-only.
Nor will they be entirely human.

They will be blended.

Al should be viewed as an enabler that allows people to focus on higher-value
interactions.

Technology can:

Handle routine enquiries.
Surface relevant information.
Summarise conversations.
Suggest next actions.

Improve consistency.

Reduce administrative burden.

This frees advisors to focus on:

Complex enquiries.
Complaint resolution.
Customer retention.
Relationship building.
Vulnerable customers.
Commercial conversations.
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The result is not fewer customer experiences.

It is better customer experiences.
The Economics of Blended Customer Experience

There is also a strong commercial argument for combining Al with cost-efficient
human resources.

Al can dramatically reduce the cost of handling routine interactions.

At the same time, outsourcing and flexible workforce models provide access to
skilled people capable of managing the more complex elements of customer
engagement.

This creates a highly scalable model where:

Technology delivers efficiency.
People deliver judgement.
Customers receive choice.
Businesses maintain control of costs.

Rather than replacing humans, Al increases the value of human contribution.
The Future Belongs to Hybrid Models

The customer service organisations that will thrive over the next decade are unlikely
to be those that pursue full automation.

Nor will they be those that ignore technological change.
The winners will be those that successfully combine:

Artificial Intelligence
Automation

Analytics

Skilled human advisors
Flexible workforce models
Customer choice

The future belongs to hybrid customer experience.
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Conclusion

Artificial Intelligence represents one of the most exciting developments in the history
of customer service.

Its ability to improve efficiency, speed and consistency is undeniable.
Businesses should embrace it.
However, customer experience is ultimately about people.

Customers do not all think the same way, communicate the same way or require the
same support.

A customer base is made up of multiple generations, personalities, expectations and
circumstances.

No matter how sophisticated Al becomes, there will always be situations that require
empathy, judgement, creativity and human understanding.

The organisations that achieve the best customer outcomes will not be those that
choose between Al and people.

They will be those that combine the strengths of both.
The future of customer experience is not artificial intelligence alone.

It is artificial intelligence supported by intelligent, empowered and customer-focused
people.

Because whilst technology can answer questions, people solve problems.
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