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THE HIGHLIGHTS

When asked to name what they thought their company was 
hoping to do by moving to robotics and automation  

technology, more than a third of respondents  
(37%) thought ‘cutting costs’ was among  

their company’s top two priorities and  
34% said ‘deliver a competitive edge’. 

‘Empower employees  
and add value  

to their jobs’ 
was lower down the list 

(referenced by 31%).

 of respondents  
 said that they   
 were concerned   
 that their job 
might become fully automated in the future.

And many of the sample don’t think that day will 
be long deferred. More than a third of the survey 
sample (36%) said that they thought their job 
could become fully automated within five years.   

50% 
of the  
sample 
said the IT  
department 
played the main 
role in assisting 
them to get up to speed 
with new technologies or 
systems that affect their role.

75% of respondents  
described their experience  
of technological change  
within a contact centre  
or customer service 
environment as positive  
compared to just 6% who 
described it as negative.

Nearly  
two-thirds

of the sample  
overall say 

they see the 
introduction 

of automated 
technologies into 

their working 
processes, as ‘an 
opportunity to 
learn new skills 
and grow their 
role within the 

business’

(65%) 

POSITIVE
NEGATIVE

6% 



Delivering Customer Service in 
the Digital Age – Are Employees 
Being Left Behind?

enghouseinteractive.co.uk

We are living in a digital age. People are 
more willing to self-serve and the use of 
AI and robotics are on the increase in the 
customer service environment. 

This ongoing drive to automation has the potential to bring 

far-reaching benefits to organisations across all sectors 

of the economy and also to the customers they serve. 

Yet, in making the journey to digital is there a danger that 

businesses will leave their own employees behind and fail 

to engage with them properly, or allay any concerns their 

employees have about the digital, future and their role in it?  

To explore these issues and other related ones,  

Enghouse Interactive recently commissioned a survey, 
which ran in early 2019, polling professionals and 
experts working to assist the customer service  
effort, on a wide range of topics related to  
customer interaction in the digital age.

This white paper  
explores the results of  

that survey and looks to  
place it in the context of the  

wider debate around the role  
of customer service employees  
in the era of automation and AI. 
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Thinking about  
the Customer Journey

Businesses today increasingly concentrate on 
the customer journey. That means segmenting 
customers; establishing what channels are best 
suited for this type of customer and ensuring  
each is working to a high standard. 

By integrating these channels, organisations can capture 

the necessary context and present it to the agent at the 

point of interaction. That helps drive engagement and 

keeps customers loyal. And it is rightly a core focus for 

customer-facing organisations today.  

In delivering this strategy though, businesses also need 

to keep their workforce onside. In recent years, we have 

heard how the advance of automation and AI may lead to 

job losses. The Enghouse Interactive-commissioned survey 

highlights that many are worried about this. In fact, 73%  

of respondents said that they were concerned that their 

job might become fully automated in the future. 

And many of the sample don’t think that day will be  

long deferred. More than a third of respondents

(36%) 

said that they thought  
their job could become fully  
automated within five years.

Despite this, however, 

there will always be  

a need for people in 

customer service.  

Robotic technology 

is far from fool-proof. 

Organisations need to 

realise their AI systems 

are not immune to being 

hacked. We are already 

seeing hackers taking 

control of bots and 

feeding them with false 

information, potentially 

pushing customers to  

a fraudulent website. 

Businesses need to  

ensure they are putting  

the right security 

and threat protection 

technology in place to 

guard against this.
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Thinking about  
the Customer Journey

Interactions that are both complex and heavily-regulated 

will typically also need an element of human intervention. 

Taking out a life insurance policy or a mortgage for the 

first time is a case in point. While you can often initiate a 

starter process online you are unlikely to be able to finish  

it without the help and advice of a human adviser. 

The other key area where a human touch will always 

be necessary is where interactions cannot be handled 

effectively by normal, straight-through processes. Even 

with optimum planning and engineering of the customer 

journey, there will always be some customer engagements 

complex enough to require human involvement. It’s 

important that organisations recognise this and put 

sufficient skilled resources in place to manage it.  

The final area is what McKinsey terms 

“ moments of truth: those interactions,  
for instance, a lost credit card or a 
cancelled flight – when customers  
invest a high amount of emotional  
energy in the outcome.” 

Customers may become agitated or angry. In such 

scenarios, robots struggle. Humans can understand the 

customer’s concerns, display empathy and offer advice 

that is accurate, informed, reassuring and calm. Customers 

who receive such service at these ‘moments of truth’ often 

demonstrate higher levels of long-term loyalty.  

That is essentially why there will always be a place for 

humans in customer service. And why it is so important 

that businesses take their employees with them on 

their journey to digital customer service. After all, a good 

customer experience will always be driven by a good  

agent experience. 

A recent poll by the 

International Customer 

Management Institute found 

that while frontline agents 

are widely seen as the most 

critical touch point of the  

customer journey, 

of customer service leaders 

acknowledge that they do 

not fully empower their 

agents to provide the best 

customer experience.  

That is dispiriting because 

businesses need to ensure 

that employees have a stake 

in this digital future.

% 

74
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Thinking about  
the Customer Journey

The Enghouse Interactive survey shows that despite 

their concerns about automation, most employees do 

understand the importance of embracing new ways of 

working. Nearly two-thirds (65%) of the sample overall 

say they see the introduction of automated technologies 

into their working processes, as an opportunity to learn 

new skills and grow their role within the business, 

although that still leaves more than a quarter (28%) who 

say they view it as a threat to their existing role within 

the business. That’s why it is so important that when 

they introduce a digital by design approach across the 

enterprise to engage more positively with their customer 

base, organisations do not neglect to also proactively 

engage with their own employees.  

The signs are encouraging that businesses are broadly 

getting it right today. In the Enghouse survey, 

Compared to just 6% who described it as negative. Even 

more encouraging is that 80% of the survey sample 

said that they agreed with the statement: ‘My employer 

provides me with the help and support I need to update 

my skills and adapt to the new age of digital automation’, 

compared to just 6% who disagreed. Moreover, while 43% 

of respondents strongly agree with the statement: “My 

employer gives me the tools and technologies to deliver 

the best possible service to customers,” a further 42% 

somewhat agree and just 5% claim to disagree.

75% of respondents described their 
experience of technological change 
within a contact centre or customer 
service environment as positive 
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(65%)

(28%)



Thinking about  
the Customer Journey

The survey also highlights just how important the  

in-house IT department can be in helping employees 

become proficient in new solutions. 

That compared to 25% who said:  

‘reading documentation myself’ and 23%  

who referenced ‘external solution provider’. 

The survey results do indicate, however, that there is 

some scepticism among customer service teams as to the 

motives their business has for implementing solutions. 

When asked to name what they thought their company 

was hoping to do by moving to robotics and automation 

technology, more than a third of respondents (37%) 

thought ‘cutting costs’ was among their company’s top 

two priorities and 34% said ‘deliver a competitive edge’. 

‘Empower employees and add value to their jobs’ was 

lower down the list (referenced by 31%).    

That’s an area organisations will need to look at. After all, 

the implementation of bots and AI typically helps them 

deal more efficiently with routine enquiries, thereby 

relieving contact centre employees from having to deal 

with standard questioning all the time and adding greater 

value to the interactions with which they are involved. 

50% 
of the sample said the IT department 
played the main role in assisting 
them to get up to speed with new 
technologies or systems that  
affect their role? 

enghouseinteractive.co.uk

6 Employee Survey Results 2019



Robotic Automation  
– Opportunity or Threat

AI and robotic automation can both be used to bring 
clear benefits to customer service staff – but also  
to more directly support agents in adding value to  
the engagement process itself.

Robotic automation can, for example, be working in the 

background on a call, providing agents with key information 

about the customer’s previous history of engagement as  

well as gathering the insight needed to provide an  

informed answer to their question. 

After all, while robots are often pictured as  

ready and willing to take on human jobs,  

the areas in which the two groups are  

most effective are actually  

very different. Robots function best in  
those areas where humans  

are less effective: 

delivering the monotonous 
routine, straight-through 

processes within businesses 
accurately, consistently and 

efficiently – and in that sense,  
they complement rather  

than threaten the  
position of employees.
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Robotic Automation  
– Opportunity or Threat

That presents an opportunity for employees and 

businesses to add value to customer service roles and 

make them more fulfilling and of higher value both to  

staff and to the business.

In the past, many contact centre agents were primarily 

focused on simply routing incoming telephone calls 

through to a relevant member of staff or department  

best placed to advise them. 

This sense of robots as a complement to humans rather 

than a threat is important. The smartest organisations 

understand that and are using automation to enable 

opportunities for themselves and their staff.

That’s key. 

And the businesses that succeed in the future will be 

those that fully grasp it and implement robotic automation 

and AI technology not only to cut costs, nor even just to 

drive customer retention and lifetime value, but also to 

bring staff with them on their technological journey  

and build engagement, morale and employee  

productivity into the bargain.
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That role  
has effectively  
been automated 
and with more 
channels coming 
on stream,  
agents are 
typically  
dealing with  
more varied, 
higher-value 
interactions.
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Enghouse Interactive is the world’s most reliable 
contact centre technology provider. Our global 
brand is built on our track-record of consistently 
honouring our commitments – to our customers, 
our staff and our shareholders.

Enghouse Interactive, a subsidiary of Enghouse Systems 

Limited (TSX: ENGH), is a leading global provider of 

contact centre software and service solutions that deliver 

enhanced customer service and transform the contact 

centre from a cost centre into a powerful growth engine. 

Our practices and solutions enable businesses to leverage 

meaningful daily customer interactions to extract key 

insights used to deepen customer loyalty and uncover  

new opportunities to add value and profitability.

Our comprehensive portfolio of interaction management 

solutions span omni-channel contact centres, computer 

telephony integration (CTI), self-service, knowledge 

management, operator consoles, call recording and quality 

monitoring, media voices services and outbound diallers.

Supporting over 10,000 customers, in 120+ countries, 

Enghouse Interactive works within any local regulatory 

environment and supports any telephony technology, 

whether deployed on premise or in the cloud, ensuring  

that our customers can be reached by their customers  

– anytime, anywhere and via any channel.

Andtek, Arc, CosmoCom,  

Datapulse, IAT Smartdial, IT Sonix,  

Safeharbor, Syntellect, Telrex, Trio, and  

Zeacom are trademarks of Enghouse Interactive.


