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The technology
and the human:
How to master multichannel customer service
Customer experience forms the perceptions
customers have of an organisation.
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INTRODUCTION

Customer experience, or CX, is the product of interactions between
a company and a customer. In other words, it forms the perceptions
customers have of an organisation.
Why is it important to manage these
perceptions? A seamless customer experience will create positive memories,
and positive memories will drive customer loyalty, brand advocacy and sustained growth.

Research shows that 86% of buyers
are willing to pay more for a better
customer experience.

Research shows that 86% of buyers are
willing to pay more for a better customer experience. It should, therefore,
come as no surprise that CX strategy
now outpaces product and price as the
key driver of customer choice.

attention, with consumers demands
increasingly influencing corporate strategy. In order to keep up with this shifting dynamic, an unmatched customer
experience must be delivered, and technologies must be embraced.

Customer expectations continue to
heighten and businesses are paying

A survey from PwC reveals that customer experience and customer satisfaction

are the leading influences that igniting
almost half of all companies’ digital
transformation journeys.
Indeed, deploying a best of breed customer service strategy is crucial, but so
too is the relationship between digital
transformation (DX) and customer experience.

Indeed, deploying a best of breed

customer service strategy is crucial,
but so too is the relationship between digital transformation
(DX) and customer experience.

This white paper explores:

PART 1
What digital transformation is, the benefits,
and why now is the time to act.

PART 2
Tips for a successful CX-centric digital transformation,
focussing on culture, cloud, automation and staff.
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PART 1

Digital transformation, CX and the lessons of 2020
1.1 WHAT IS DIGITAL
TRANSFORMATION?

Second, many of the technologies available that offer value
to businesses are tried and tested. Digitally transforming is
not a case of building your own tools from scratch – many are
readymade, proven and easy to implement.

Originally coined in 2012, digital transformation has become
one of the most referenced business buzzwords of the early
21st century. But what does it actually mean?

The International Data Corporation
has forecast that $2.1 trillion will be
spent on digital transformation
initiatives in 2021.

Digital transformation refers to a change in the use of technology, people and processes to improve business performance,
usually catalysed by new opportunities, revenue streams or
changes in customer expectations.

Digitally transforming, therefore, should not be viewed as a
daunting prospect. The more difficult part is identifying and
understanding where to focus your efforts, and this is where
CX comes into play.

There is no one set text for this. A marketing organisation’s
digital transformation will look entirely different to a manufacturer’s journey, for example. It simply defines the principle
of leveraging innovative technologies to disrupt and enhance
operating models.

Many business initiatives arise from pain points, demands
and expectations on the customer side, and continuing to
meet and even exceed these is an imperative for all companies.
Digitally transforming, therefore, should not be viewed as a
daunting prospect. The more difficult part is identifying and
understanding where to focus your efforts, and this is where
CX comes into play.

Indeed, its sweeping use has often led to confusion, misunderstanding and ultimately hesitancy from some organisations to take the plunge. Change is naturally met with resistance – where should you begin? Is it worth the risk? Will my
staff embrace it?
The good news is digital transformation isn’t as scary as it
might sound.

Many business initiatives arise from pain points, demands
and expectations on the customer side, and continuing to
meet and even exceed these is an imperative for all companies.

First, it is an evolving and gradual process. The aim is not to
flip a business upside down overnight. It is a journey that entails a series of changes driven by a desire to rethink and improve culturally.

According to McKinsey, a
CX-focussed digital transformation
can generate a 20-30% increase
in customer satisfaction, and economic
gains of between 20% and 50%.
Equally, Deloitte argues that two-thirds of a company’s
competitive edge is derived from customer experience.
In other words, customer experience lies at the heart of many
successful businesses and so it should, ultimately, lie at the
heart of digital transformation.
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FACTS
Facts
Fast

Experience-led companies have 1.6 times higher
customer satisfaction ratings and 1.9 times higher
average order values – Adobe
UNDERSTAND THEIR NEEDS AND EXPECTATIONS
76% of consumers expect companies to understand their needs and expectations – Salesforce

TOP BENEFITS OF DIGITAL TRANSFORMATION ARE IMPROVED
Executives say the top benefits of digital transformation are improved operational efficiency (40%),
faster time to market (36%) and the ability to meet customer expectations (35%) – PTC

EARN AN ADDITIONAL $700 MILLION OVER THREE YEARS
Companies earning $1 billion a year could earn an additional $700 million over three
years by investing in customer experience – Qualtrics

1.2 WHY NOW IS THE TIME TO ACT
The events of 2020 have exacerbated
the case for organizations to drive up
CX standards through digital transformation projects.
As 2019 was coming to a close, few could
have predicted the health, societal and
economic fallout that was to ensue just
a matter of months later. After the first
outbreak in the Chinese province of
Wuhan was reported and subsequently
spread across the globe, restrictive measures designed to contain the spread of
COVID-19 have endured, and this has
disrupted previously normal ways of
working and living.

There are two obvious CX-related implications for organizations here – internally, staff are increasingly being mandated
to work from home and, externally, the
nature of interactions with their customers are changing.
Looking at the first of these implications, what we now commonly dub the
‘new normal’ has seen society adopt
social distancing, heightened personal
hygiene awareness and, increasingly, remote working where viable.

In the UK, the Office for National Statistics reported that in April
2020, 46.6% of people in employment did some amount of work at
home. Of these, 86% did so as a result of the coronavirus pandemic.
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For example, a survey conducted by a prominent research institute in Japan during the country’s lockdown period found
that workers reported a decrease in productivity. Meanwhile,
in the USA, a poll conducted among recruitment personnel
found that managers were more likely to have experienced productivity gains due to remote work.

Further, the pandemic has exposed an outdated perception of
the office and shown that, in many scenarios, offering employees the opportunity to work flexibly may have more perks than
previously thought.
However, whether the shift to teleworking en masse will be
beneficial in the long-term is open to debate.

“While more widespread telework in the longer run has the potential to improve
productivity and a range of other economic and social indicators
(worker wellbeing, gender equality, regional inequalities, housing, emissions),
its overall impact is ambiguous and carries risks especially for innovation and
worker satisfaction.”

Ultimately, it is too early to tell, but what is widely accepted is
that an uptick in remote working is here to stay – organizations
must, therefore, do their utmost to make the best of what might
be a good or bad situation, and embracing digital transformation to facilitate teleworking forms a key part of the answer.

“

OECD, Productivity gains from teleworking in the post COVID-19 era:
How can public policies make it happen?

Some 45% of those surveyed said they have increased their
shopping activity on mobile, and 93% of those people reported intentions to maintain their current increased use. Just over
40% are increasing their PC-based purchasing, with a third also
shopping more via tablets. The data also suggests, as with mobile, that these could translate into long-term habits, with 90%
saying they are likely to maintain their increased level of PCand tablet-based purchasing.

The second implication centers around the customer. New social distancing norms have also led to a drastic shift in spending
habits, particularly among consumers.

A key headline from PwC’s Global
Consumer Insights Survey 2020
is that online shopping is
displacing in-store purchasing
in a big way.

“
6

On the flip side, physical purchasing is suffering. The same PwC
survey found that just 16% of respondents were increasing instore shopping activity, with a third maintaining usual levels
and half decreasing the amount of purchasing made on-site.
Another interesting observation is that more than half of consumers have upped their use of video or messaging apps and
social media. This suggests a growing willingness or expectation to be able to interact with businesses via these platforms,
again strengthening the case for organizations to invest in digitally enhancing their CX.
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“

COVID-19 shutdowns have greased the digital runway,
and as some new virtual habits become ingrained, the shift
to a more digital world for those who can afford its tools and experiences
will become even more pronounced. This evolution will further divide
customer segments into those who have digital resources or aptitude and
those who don’t.

“

— PwC, Global Consumer Insights Survey 2020

PwC highlights several critical actions companies should take:
1.
2.

3.
4.

Decide how to offer a unique and distinct experience for
those who are less digitally inclined, by choice or by economic status, than others.
Forge new strategic partnerships across the industry as
the rise of direct-to-consumer platforms further fragments
channels, and invest in data and customer relationship
management technology to drive frictionless commerce
and engagement.
Invest in enhanced network technology to allow for more
sophisticated customer segmentation.
Reskill service staff so they can build content-rich experiences and better understand the end-to-end customer
journey.
yet approximately four in 10 say they will halt investment in
emerging technology altogether. The shift, it appears, is towards must-have technologies such as the cloud.
And progress is being made already. McKinsey has tracked
the average share of customer interactions that are digital
across the globe, which in July 2020 stood at 58%. This is significantly higher than the 36% reported in December 2019 and
represents a three-year acceleration in the space of just a few
months. Its survey of executives also reports that the share of
digital or digitally enabled products in their portfolios has accelerated by seven years.

Given the unprecedented events of 2020, the case for acting
now on a CX-driven digital transformation strategy is clear, and
early signs are that business leaders are following suit.
In a study of 900 technology executives,

In a study of 900 technology executives, KPMG
reports that 59 percent of those surveyed say that
COVID-19 has created an impetus to accelerate
their digital transformation initiatives,
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PART 2

Implementing Digital Transformation
to Improve CX: Key Advice
2020 is projected to seeing digital transformation expenditure
rise a further 10.4% to $1.3 trillion, a slower rate of growth but
still a positive trend given the enormous economic disruption
caused by the coronavirus pandemic.

No matter what type of organization you are
part of, be it DNVBs (Digital Native Vertical
Businesses) or otherwise, the case for embracing digital transformation to enhance customer experience is a compelling one.

So, what can your organization do to ensure it rolls out a digital transformation program that leads to a superior customer
experience offering?

Part 1 of this white paper has spelled out the basics – what customer experience and digital transformation are, and why the
development of the latter is a critical component of boosting CX
across the board. In Part 2, we present advice and guidance that
is applicable to all enterprises regardless of size or sector.

It is important to note that there is no one size fits all formula and that it would be wrong to prescribe it as such. This is
for a variety of reasons, not least because every business has
its own bespoke requirements based on its product offering,
customer base, geography, size, and current digital maturity,
among other factors.

Combined, organizations around the world
spent 17.9% more on digital transformation
technologies in 2019 than the previous
year according to research by the
International Data Corporation.

However, the following guidelines can be applied uniformly,
regardless of the particulars of your organization. Here, we
present advice in four categories.

1 - BUILD A CX-DRIVEN CULTURE
Optimizing customer experience should
be front and center of decision making,
with all personnel’s KPIs and training
underpinned by this standardized ambition. Companies recognize the importance and magnitude of this task.

“

typically home to employees who are
1.5 times more engaged than firms
with poor CX. Further, companies with
highly engaged employees outperform
competitors by almost 150%, a trend
that looks set to strengthen in the com-

To develop a culture geared towards successful
DX, company-wide transparency communication,
collaboration and development is essential.

A study conducted by Capgemini finds
that 62 percent of originations consider
their company culture as the number
one hurdle in their digital transformation journey.
There are numerous pieces of evidence
that point to the financial reward of embedding a CX-centric culture.
For example, research by Blake Morgan finds that companies excelling in
the area of customer experience are
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“

— Digital Marketing Institute

ing years as customer experience continues to become more important than
price and product to consumers.
What this reveals is a virtuous cycle consisting of employee engagement, positive CX and financial return. This should
be reflected by an alignment of important metrics such as customer satisfaction (CSAT), net promoter score (NPS),
employee happiness and revenue and/
or profit growth.
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Building a CX-driven culture starts at the top, and this is also
where Quantanite begins its three stages of a digital transformation. Stage 1 is all about defining value, and this centers
around securing a commitment from senior management and
setting clear and ambitious targets for teams to aim for.

to be measurable through the gathering and analysis of data
– indeed, analytics should be used to evaluate every aspect of
customer experience.
By placing the needs of your customer and/or the health of
your customers’ businesses at the forefront of your priorities,
the cultural foundation from which a successful digital transformation strategy is built should be laid.

Beyond this, policies and processes will require reviewing,
with those preventing the optimized delivery of CX needing to
be updated or replaced. The targets set in Stage 1 also need

Empathy

Mapping
One easy and inexpensive tool to help build a CX-driven culture is empathy mapping.
Empathy mapping sessions are a great way of ensuring your digital transformation projects align with customer
insights. An empathy map typically represents a group of customers or users to identify how they hear, see, think,
feel, say and act, based on observations and data gathered by your team (of customer service agents, for example).
Team members should arrive armed with responses to questions such as:
•
•
•

What are some of our users’ aspirations and concerns?
What would their friends and colleagues be likely to say when using our product?
What would the user see while using our product in their environment?

By collecting these detailed insights, an organization can truly immerse itself in its customers’ environments,
an important step if it is to successfully deploy a CX-driven digital transformation.

“

On a large team, not everyone has the chance to talk to every user.

Empathy maps help synthesize your team’s collective knowledge
about your users as a group, bringing you closer to a common
understanding of who they are.

You can use empathy mapping to refresh your team’s understanding before an important decision, or to
quickly synthesize your data directly after an observation session. Empathy mapping is best treated as an
ongoing activity. As your understanding grows and evolves, revisit the activity periodically.
— IBM
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2 - BE FLEXIBLE, ADOPT CLOUD
customer service capacity, flexibility and agility are values that
your organization should seek to embrace.

on what it is and how organizations can and should embed it.
While presenting the spectrum of such discourse is not the subject of this white paper, KPMG’s wide interpretation provides
some useful context, and highlights generally the importance
of embracing flexibility to remain relevant in the digital era:

The concept of agility has been subject to increasing volumes of
discussion in recent years, with many different interpretations

“

It can mean a fundamental shift in how organizations
function when agility is truly embraced.
The entire operating model of organizations potentially changes. In our view this ranges from structure
and governance, to capabilities and processes, technology, sourcing, people and culture, and performance
management. All these domains are optimized for customer focus, speed and flexibility, while increasing
transparency, predictability and control, and while lowering costs through efficiency.

— KPMG, Agile Transformation: 2019 Survey on Agility
A critical enabler of flexibility in your digital transformation strategy is the cloud.
Defined as the delivery of different services hosted through the
internet, cloud computing continues to grow exponentially in
terms of importance and sheer monetary value. Indeed, migration to the cloud should form the bedrock of most if not all
CX-centred digital transformation strategies, not least because it
allows your organization to operate flexibly.
According to MarketsandMarkets, the global cloud computing
market is expected to grow from $371 billion in 2020 to $832 billion by 2025 at a compound annual growth rate of 17.5%, while
Gartner predicts that by 2022 some 90% of companies will be
using cloud services. Furthermore, a study by KPMG found that
56% of technology executives consider cloud migration as ‘an
absolute necessity’ due to COVID-19.
The shifting working patterns brought about by the coronavirus
pandemic highlights a timely example of how cloud technologies enable flexibility within an organization.
An acute uptick in home working has been widely observed
during the course of 2020. Deloitte, for example, has gathered
data from Switzerland which shows a doubling in the number
of people remote working during the pandemic.
The research also finds that the vast majority of people working from home do not believe their productivity is harmed, although it
does acknowledge the existence of several challenges.

“

This increase will have a significant impact on businesses, and we
will probably see many moving to more flexible workplace models.
The current crisis is serving as a large-scale remote working
experiment, demonstrating what works and what does not.
— Deloitte
10
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Cloud solutions are key to overseeing this transition seamlessly. From a logistical perspective, migration to cloud-hosted systems and processes will reduce the amount of physical
hardware that needs to be shifted from an office to a home
setup.

Another major benefit of cloud adoption is the ability to scale
quickly – this too ties into the overarching theme of embracing
flexibility within your CX-driven digital transformation strategy.
Fast-growing companies with expanding customer bases will
need to match this with resources geared towards maintaining
or enhancing CX, the ability to scale a multichannel contact
center being one specific example. With the cloud, this is simply a case of paying your provider for extra capacity, and once
more this saves on having to purchase expensive hardware and/
or grow a physical office space.

THE CLOUD

In most cases, employees will be able to access the programs and systems they need through a single device, while
customers benefit from the multitude of options that cloudbased omnichannel contact centers provide. An agent working from home can serve customers via webchat, email, text/
WhatsApp, and video and voice calls, all hosted on the cloud.

Why switch to

the cloud?
•

Flexibility to work remotely

•

Reduced long-term costs

•

Faster implementation

•

Increased scalability

•

Enhanced security

•

Boosted employee productivity

•

Scope for integration of extra
channels and services

3 - EMBRACE AUTOMATION
As well as migrating to the cloud, automation of processes and
services throughout an organization is a mainstay of most digital transformation strategies.
Whether it’s something as simple as automated invoice and
expense management or deploying a sophisticated chatbot to
handle a multitude of customer inquiries, automation carries a
twofold benefit in terms of optimizing the customer experience.
Not only do automated solutions offer convenience and quick
fixes for simple tasks, they also free up valuable time that will
enable employees to enhance CX by dealing with complex issues in greater volumes.
Spending on automation and AI business operations is predicted to have trebled over the past four years. In 2016, around
$5.8 billion was spent by organizations globally, a figure which
is thought to have risen to $16.7 billion in 2020 and reach $34.2
billion by the end of 2023.

Meanwhile, Microsoft claims three
in 10 US consumers rate chatbot
interactions as ‘very effective’ in
dealing with customer service issues.
Such functions are now widely seen as critical components of
an omnichannel customer experience, with organizations underpinning this by migrating away from traditional customer
support centers (operated predominantly via phone communication)...

...to multichannel contact centers fitted with
sophisticated technology and staffed by digitally savvy employees.

In the realm of CX, it is estimated around 85% of customer service interactions are already automated, with more than six
in 10 US consumers preferring automated self-service for simple customer service tasks.
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Front-end operations such as contact centers should also be
linked to back-office operating departments via automated
technologies.

ing of labor requirements, and subsequent creation and management of staff schedules to accomplish goals on a day-to-day
and hour-to-hour basis.

Smart technologies such as robotic process automation, intelligent virtual agents, workflows and AI and machine learning have all markedly impacted how businesses function, and
the efficiencies gained trickle down to the end customer who
is provided with a more optimized experience as a result.

It particularly helps to link back-office HR and finance teams to
other departments thanks to intelligent, automated systems
that cover the likes of payroll, holiday allocation and other administrative tasks.
The result is an organizational setup that automatically knows
its pressure points in terms of customer interaction – it will be
able to anticipate peaks in demand for services and deploy resources accordingly.

An example of automation consolidating front and back offices is workforce management, commonly known as WFM.
This is an integrated set of automated processes designed to
enhance the productivity of employees via accurate forecast-

4 - INVEST IN STAFF AND SKILLS
As well as curating a culture centered around CX, embracing
cloud-based flexibility and embedding automation into your
organization, employees will also need to be equipped with the
tools and training required to operate effectively during and after digital transformation projects.
Adoption of automation will inevitably increase the complexity
of non-automated work that staff will be required to carry out in
the post-DX environment.
Therefore, retraining existing employees is advisable where
possible. Not only will they be familiar with your organization’s
products, services and customer base, but also less expensive
to bring up to speed than new recruits.
On average, the cost of hiring an employee in the UK is £3,000,
and training is critical to keeping turnover low –

DX TRAINING

...a study by jobs website totaljobs.com carried out
on 2,500 UK workers across a range of industries
revealed that two thirds changed jobs because of a
lack of training and development opportunities.

Organizations will need staff with outstanding problem-solving
and customer service skills that stretch far beyond the ability
to handle multichannel interactions. With simpler customer
service inquiries being resolved via automation, human agents’
time will be spent handling more complex issues that could
have a telling impact on customers’ perceptions of your organization which, collectively, can boost or harm important metrics
such as CSAT and NPS ratings.
But there is a distinct danger that digital skills shortages are undermining such efforts. Estimates suggest that G20 economies
could lose up to $11.5 trillion by 2028 if skill-building does not
catch up with the rate of technological progress.
However, companies are realizing this and making moves to reduce digital skills deficits. According to the Open University, UK
enterprises increased their digital training budgets by 13%
during the 12 months to June 2019.
It is a trend that will need to continue. Bringing your workforce
up to speed should be a central part of your digital transformation strategy – it is paramount to its overall success and will further ensure DX aligns with your CX ambitions.

DX training
six key advantages

1. Helps to drive a digital culture
2. Offers the prospect of continuous learning
3. Attracts new talent
4. Makes technology mainstream
5. Assists in nurturing and discovering talent
6. Drives innovation
*Source: Digital Marketing Institute
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The major reason
companies choose to
engage third-party
vendors is to provide
a better customer
experience, with 45%
of its people identifying
this as a key factor.

DX PROCCESSES

On top of the four sections of advice given in this white paper,
another crucial consideration is whether to outsource part or
all of your digital transformation planning, implementation
and evaluation, or drive the initiative purely in-house.

There are six key DX processes that are
most frequently outsourced to vendors.
These are:
• Performance and analytics reporting (39%)

“

• Implementation of front-end applications (38%)
• Implementation of back-end applications (37%)
• Web/user experience design (33%)
• Managed services (32%)

Other important justifications include reducing burdens on inhouse resources (43%), reduction of risk and liability (40%), and
the premise that third-party vendors house a greater pool of
expertise (39%).

• Digital organization and operations (29%)
*Source: Digital Marketing Institute

THERE ARE, OF COURSE, ADVANTAGES
AND DISADVANTAGES TO TAKE INTO ACCOUNT.
However, outsourcing naturally stretches your organization
geographically, and could even introduce a time zone and language barrier depending on where your third-party vendor is
located. This location must be evaluated. For these reasons,
outsourcing from the UK to South Africa (GMT+2) may be more
advantageous than doing so to India (GMT+5.5), for example.

The most obvious benefit is the breadth of experience and
knowledge that you will be able to instantly access, and the immediate flexibility to scale quickly that this provides. There will
be third-party vendors with specific experience in your industry, whether it be fintech, healthcare, education, energy, manufacturing, retail, entertainment or otherwise – our advice is to
find a partner which specializes in your field, as they will bring
much greater value.

It may also result in a reduction in control over digital transformation projects – it is critically important to consider how
much control you are willing to compromise in order to acquire
the aforementioned benefits, and whether such a level will be
reached.

Another advantage to be derived from outsourcing is that it
frees up time and resources. Your organization will save having
to purchase costly software, hardware and licenses, as well as
extra office facilities that would be required by a larger in-house
team. Your existing team can, on the other hand, focus their efforts on internal processes and core competencies.
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CONCLUSION
Outsourced or in-house, one thing is certain – now is the time to digitally
transform, and the foundations for this must be firmly focussed on enhancing customer experience.
The multitude of benefits that DX can offer (and cited in this report) are profound, but such fruits will only blossom if a digital
transformation strategy is focussed on genuine improvement
rather than innovating for innovation’s sake.
It can be easy to get carried away with the excitement that automation, robotics, cloud computing and similarly pioneering
technologies can bring to the table, but no business can succeed
without customers and therefore CX must be central to a successful DX strategy.
And COVID-19 has accelerated this requirement, having significantly reprogrammed both business and consumer behaviors.
Businesses have transitioned to operating remotely, customer
preferences and expectations have shifted, spending habits have
changed and, ultimately, the lockdowns and social distancing
brought about by the pandemic has exponentially heightened the
importance of technology.

HOW COULD DIGITAL TRANSFORMATION BENEFIT YOUR COMPANY?
•
•
•

CX-FOCUSSED

•

Consider these questions – can you see the opportunities
that answering them might bring?

Are you using technologies already? How have these benefitted your company?
Could logical changes help to inspire your staff? Would
reskilling opportunities be viable?
How flexible and adaptable is your organization? Could
the cloud help?
Are your staff being put to best use? What parts of your
operation could be automated?

Digital transformation is increasingly considered a necessity
for long term sustainability and survival across many industries. But it doesn’t have to be a daunting task – if executed
effectively, it can be a significant differentiator and competitive
advantage.

7 benefits of a

CX-focussed digital
transformation
•

Improved resource management

•

Greater return on investment

•

Data-driven customer insights

•

Develop a progressive, innovative, collaborative culture

•

Increased agility and flexibility

•

Enhanced skill sets and greater productivity

•

Competitive advantages
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