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Executive Summary
Ady Meretz, President, Verint Asia Pacific

As organisations look for ways to deliver enhanced
customer experience, the reliance on technology
to provide a competitive edge and enable
exceptional customer engagement is front of mind
for business leaders worldwide.
Alongside the desire to be front of the pack with
the right technology, there is the pace by which
these technologies are advancing daily, weekly and
monthly.
Artificial Intelligence (AI) is one such technology
that is well and truly part of the customer
experience landscape, so the pressing question is:
how will humans and machines work together to
create best-in-class customer service?
Against this backdrop, Verint is monitoring the
fast-moving convergence occurring between
machines and humans to assess how it might
change the future of customer experience.
For tomorrow’s workforce, the number of jobs
performed by today’s workers will likely be
replaced by machines and robots. Many global
studies have pinpointed the extent to which it
is believed a machine-led world will dominate
tomorrow’s workforce, and it’s a very imminent
reality.
Computerisation might be on our doorstep, but
whilst an alarming fact - the future of work and
the changing technology landscape also present
many opportunities for humans. Workers will soon
be able to channel energy and focus into more
complex, value-added tasks that deliver critically
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important outcomes for customers, whilst AI takes
over duties that can be easily automated.
The need for collaboration between humans and AI
in the workforce is upon us, and while fundamental
shifts will take place in this new workplace dynamic,
we need a deeper understanding of how customers
feel about these changes. Notably, are customers
comfortable interacting with AI in areas that were
previously carried out by a human operator?
The human and AI convergence gives us an
unprecedented opportunity to examine what drives
consumers as their individual wants and needs
change. Time-poor citizens now expect technology
to undertake multiple tasks for them in simple ways,
with little or no interaction required.
Verint has found that many companies are
responding to changing consumer needs by
proactively integrating machine technologies into
operations for streamlined customer service.
To better understand how close we are to this
point of congruence, Verint has conducted a global
research study canvassing the views of more than
36,000 consumers across 18 countries. The 2018
study explored current consumer wants, demands
and concerns in this digital age. The changing
workplace landscape also took centre stage, with
the report capturing the numerous ways technology
is transforming the marketplace.
We hope you find our findings compelling and
insightful and we welcome your feedback.
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Foreword
Neal Cross, Chief Innovation Officer, DBS Bank

Are we in a world where innovative and agile
organisations seamlessly integrate virtual assistants
and chat bots into everyday customer experience
activities? The answer is yes.
At DBS Bank we are rolling out various initiatives
that weave together ground-breaking technology
and innovation to addresse our changing customer
needs and enhance our leading market position in
Asia. With increased automation of the workforce
and other emerging market disruptors shaking up
traditional ways of doing business, it’s a critical
time for business leaders to keep pace with this
changing market dynamic, while simultaneously
providing a great customer experience.
Technological disruption is creating a seismic shift
in today’s workplace, most notably in the emerging
potential of human-machine partnerships. As
Verint’s research found, almost 50 per cent of the
report’s respondents surveyed in APAC cannot
differentiate between a chatbot or a human when
being served on a digital channel. This rapid
acceleration of machine learning to deal with
basic customer requests is a game-changing new
business model for the 21st century.
At DBS, innovation and customer engagement
go hand-in-hand. This principle is becoming
increasingly important as businesses move into an
environment where machines and robots co-exist.
For example, the advent of Artificial Intelligence
(AI) can completely transform the customer
experience through a deeper understanding
of customer behaviour, and as you will read
in this report, more consumers are becoming
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accustomed to dealing with non-humans in their
daily lives as customer interactions move online.
This shift poses an interesting question of how
businesses can successfully automate with purpose
while continuing to provide a superior customer
experience?
The key to achieving this balance is putting the
customer first. At DBS Bank we are leading the
way in mature and advanced conversational AI
deployments in banking to make lifestyle banking a
reality for our customers.
Deploying innovative methodologies to solve
customer problems is central to organisational
success. At DBS Bank, we have tapped into and
embraced a range of features, such as biometric
technology, which has simplified and enhanced
the banking experience for customers of all ages.
Both biometrics and AI enable customers to enjoy a
whole new way of banking that fits in with their fastpaced modern lifestyle.
DBS has pioneered many firsts that have
revolutionised the banking landscape for customers,
weaving technology with lifestyle. We all now live
and work in such a massive time of change and
disruption that organisations can’t afford to rest on
their laurels. An innovation culture, coupled with
the right digital tools to solve customer problems
and enhance customer satisfaction, will be critical
for businesses seeking to thrive today, and into
tomorrow.
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Key Insights
It is no surprise that consumers are ready for an
increasingly digital era. As the pace of modern
day life increases, the desire and expectation
for information to be received with the simple
click of a button is the new norm. With this,
we are witnessing a shift towards automated
communication platforms and self-help solutions.
The research highlights 5 key points that will be
discussed in this report.
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1

In an automated world, the human element
is still necessary for a satisfactory customer
experience journey;

2

Artificial intelligence is a reality of everyday
life and will continue to impact the customer
engagement journey;

3

Robots are here to automate low-level
human interactions and increase efficiency
and productivity;

4

Creating a quality customer experience is
a mandatory practice businesses need to
implement across all channels;

5

Consumers want personalised services
without the need to share extensive data
profiles.
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The need for human interaction

The value of human interaction

A severe lack of compliments

The value of a human in the end-to-end customer
service equation is being put to the test. While
humans can empathise with customer needs,
automation can often streamline cumbersome
inquiries to enhance the customer experience.

Other than urgent requests that require interaction
with a person, the next highest-ranking statistic
is making a complaint. People are divided on the
ways to make their complaints heard. Half of the
survey respondents prefer to speak to a person,
and the other chose to do so via online channels.
Respondents in Hong Kong see a much higher
percentage in terms of customers wanting to speak
to a person to make a complaint (67 per cent).

While there may be some unknowns in the evolving
world of human and machine convergence, it is
clear consumer preferences differ when dealing
with automation based on their location.
In our 2016 Digital Tipping Point Whitepaper,
we found that 82 per cent of customers prefer
speaking to a person when handling a complicated
or urgent request. Our latest findings show this
figure is now at 72 per cent for the APAC region
and 69 per cent globally. This shows that even
within a year, consumers are becoming more
accustomed to dealing with non-humans in their
daily customer interactions.

While respondents are divided between traditional
and online channels to make a complaint, the
situation is vastly different when it comes to giving
compliments. Wanting to speak to a person drops
astronomically to a 21 per cent average across the
five countries. Singaporeans are particularly tightlipped when it comes to giving compliments, as
less than 1 in 10 will choose to do so in person, or
through the phone.

When we do a deeper dive into the findings per
region, customers in Australia, Hong Kong, Japan
and Singapore hover at 74-78 per cent while India
tips in at slightly more than half, at 51 per cent.
Fig 1: I prefer to speak to a person directly when making urgent enquiries
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This reveals that the desire for human interaction
is gradually reducing, even when it comes to
dealing with urgent enquiries. One in two do not
see the need to make a complaint, much less pay a
compliment to their service providers through their
contact centers or retail employees.
This finding seems to be on a downward trend
and businesses would need to explore automated/
online options to cover these areas in the next 3-5
years.
This will also allow businesses to deploy their
workforce in more necessary areas.
Fig 2: Complaints vs compliments
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The rise of Artificial Intelligence

Removing the mundane

AI vs. human conversations

AI and machine learning are key trends that cannot
be overlooked by leaders. The ability for AI to
fundamentally change the future of the workforce
means it will also significantly change the customer
experience.

With AI finally coming of age, it seems humans
can’t tell the difference between a human and
robot.

Over the years, machine learning has improved in
leaps and bounds.
Businesses have embraced the idea of using
artificial intelligence to deal with basic customer
requests or queries that have fixed or limited
number of configurations or answers. In this way,
companies can remove the mundane, routine work
from their employees so they can be placed on
more meaningful, value-added tasks.
However, to what extent can functions truly be
replaced with artificial intelligence and other
non-human related interactions? Furthermore, to
what degree can customers adequately distinguish
between speaking to a robot and human?

Our research found that 47 per cent of the
respondents surveyed in APAC cannot differentiate
between a chatbot or a human when being served
on a digital channel.
Our data shows that this statement holds true
for Hong Kong, Singapore and Japan, with a
significantly higher number in India (67 per cent)
but lower numbers in Australia (36 per cent). As
chatbot technology is largely confined to the
English language, we see a correlation to native
English-speaking countries on being able to better
detect language nuances.
However, 45 per cent agreed they would be happy
to be served by a chatbot that can answer their
query and nearly half of the respondents indicated
they are open to communicating with an AI/
chatbot through digital means.

Fig 3: I cannot distinguish between chatbot or human when served on a digital channel
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A shift to interactions online
An overwhelming 95 per cent of respondents in
Australia, Hong Kong, Indonesia and Singapore say
they want to interact with their financial services
providers via their online accounts in 5-10 years’
time. This compares to communicating with a
human, which is currently respondents preferred
method of communication. Japan is the only
country where respondents prefer to retain their
current method of communication.
Businesses will need to be ready to handle this
change. Companies afraid of getting left behind
can begin the transition of bringing traditional
customer touchpoints online via AI.

Fig 4: Preferred method of communication now and in 5-10 years time
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The future of work

Automation in the workplace
Our research shows consumers are open and
willing to engage in AI through digital channels
which underscores the need for businesses to
prepare for this change.

These results are lower in Australia (39 per cent)
and Japan (34 per cent). In conjunction, the use
of robots to augment manual labour is also much
lower at 28 per cent and 24 per cent respectively.

Given consumers openness to adopting digital
channels, we should also consider the implications
that might arise for the current workforce.
Our 2018 research found that 72 per cent of
respondents have already seen how tasks and
processes are being automated by technology.
With this, just over half of the respondents (51
per cent) fear they might be made redundant by
robots/AI. This concern was more prevalent in
India (69 per cent) while Singaporeans were slightly
less worried (58 per cent).
Fig 5: I feel that robots or AI will take over my job in the next 10 years
SINGAPORE

HONG KONG

INDIA

JAPAN

AUSTRALIA

58%

49%

69%

34%

39%

Fig 6: Robots are used in my workplace to replace manual labour
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Upskilling and upgrading
Instead of fearing technology/AI, businesses need
to actively introduce ways to retrain or upskill the
existing workforce to assist workers adapt to rapid
technological change.
Although it is unavoidable that certain jobs will
no longer exist upon the introduction of new
methods/technology, governments and businesses
should also clearly express the skillsets and
knowledge that will have relevancy in an age where
man and machine work side by side.

While employees remained concerned about job
security, technology in the workforce is viewed
positively in general.
71 per cent expect workplaces to be more
flexible to suit their working style/preferences as
technology improves. This number is even higher
in India (84 per cent) and Singapore (76 per cent).

Although slightly more than half (58 per cent) of
respondents agree that AI/automation will allow
them to do their job more effectively, there is a
strong belief that technology has allowed for more
flexible working hours and locations (66 per cent),
with numbers reaching as high as 86 per cent in
India followed by Singapore at 70 per cent.
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Customer experience in the spotlight

Customer experience is king

Privacy before personalisation

The customer is constantly evolving, and the
customer experience must evolve accordingly.

Consumers are also wary of how businesses are
handling their data. Even though 69 per cent of
respondents indicated they liked when services
are personalised to their preference, only 42 per
cent are willing to provide data for that to happen.
More than 60 per cent of respondents also state
they would never engage a brand that has had
their data stolen or hacked.

An overwhelming 82 per cent of respondents
agree the customer experience is a major factor in
making their purchasing decisions, whereas brand
perception tips in at less than half (48 per cent).
With this, businesses that are serious about
retaining their customers should look to increase
their expenditure on creating a superior customer
experience.

This reinforces the point that businesses need
to be vigilant around how they can best provide
a sufficient customer experience without
compromising customer data and privacy.
It is a fine balance that needs constant reviewing.

Fig 7: The customer experience is most important when choosing a provider

16

SINGAPORE

HONG KONG

INDIA

JAPAN

AUSTRALIA

84%

82%

84%

74%

85%

A VERINT RESEARCH PAPER

VERINT | The Customer Engagement Company

What does this mean for business?

So, what does this mean for businesses and what is next? We know that robots are here, but how do
businesses effectively translate these findings into actionable intelligence and take these insights into
consideration in future proofing your customer experience?
Here are our 5 top strategies for customer-centric businesses who strive to put the customer-experience at
the front and centre of their business:

1

2

3

4

5

Deploy resources wisely
With a growing acceptance of AI and an increase in the use of digital platforms,
businesses need to allocate the rights resources at the right locations to increase
productivity and capability.

Automate with a purpose
Engage your workforce. Let employees know that automation is here to increase
productivity, not take their jobs.

Be ready for the digital frontier
There is no doubt that technology is set to fundamentally change the workforce as
we know it. Be ready to adapt or be prepared to be left behind.

Bring CX online
Learn to translate offline customer service to online customer service. With
preferences shifting towards online platforms, how do you measure up in that
aspect?

The best CX is invisible
When customers don’t feel your presence at all, and yet, get the solutions that they
require; that is the definition of the ideal customer experience.
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