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Key FindingsDigital Transformation Needs To Address 
the New Human-Machine Paradigm

Automation now plays a pivotal role for businesses that want to 
elevate and scale customer experience (CX) with the efficiency 
needed today. With the advent of digital and automated engagement 
mechanisms, customers have come to expect real-time personalized 
services and interactions. Hence, delivering experiences that drive 
loyalty and efficiency requires organizations to holistically weave 
human-assisted and automated service capabilities into customer 
journeys. 

Although this synergy is recognized, unmet needs and expectations 
persist among customers. To inform business leaders of these 
changing customer needs, Infobip commissioned Forrester 
Consulting to develop a custom study of 1,210 consumers across 
mainland China, Hong Kong, Indonesia, Japan, Malaysia, Philippines, 
Singapore, South Korea, Thailand, Taiwan, and Vietnam, to highlight 
the strategic components needed to build a hybrid CX.

Among Asia Pacific customers, this study 
identified four unique consumer personas that 
decision-makers need to be mindful of when 
strategizing automation-human interplay.

The strategic play of a hybrid CX is key to 
better serve customers and boost their loyalty.1

Connectivity among tech silos as well as 
access to human agents, when requested,  
will need to keep pace with the unique needs 
of consumers.
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Phone

Online  
live chat

Automated  
Self-Service Has 
Accelerated.    
However, 
Human 
Touchpoints Are 
Here to Stay 

As digitalization accelerates, APAC consumers have increasingly adopted self-service and automated 
support in their CX. Customer preferences for automated chatbot services in purchase journeys have 
risen from 24% to 26%, highlighting the opportunity for organizations to invest in automation and scale 
convenience, providing the autonomy that customers seek. However, consumers still habitually rely on live 
human support — phone and online live chat interactions were the top two preferred touchpoints across all 
support scenarios, especially in mainland China, Malaysia, Philippines, South Korea, and Vietnam. However, 
in Indonesia, social media was the most preferred interaction touchpoint.

The hybrid preferences of consumers reinforce the need to optimize digital channels, while ensuring 
accessibility of human agent engagement.

Top Three Preferred Interaction Touchpoints Since 2019
General customer 
service/support

Social media

Pre-sales support Sales support Post-sales support Feedback/complaint

46% 44% 46% 43%46%

34% 32% 32% 34%33%

38% 39% 40% 34%37%

REDEFINING HUMAN AND AUTOMATED ENGAGEMENT — HOW APAC CONSUMERS HAVE 
IMPACTED THE CX AGENDA

FORRESTER OPPORTUNITY SNAPSHOT: A CUSTOM STUDY COMMISSIONED BY INFOBIP | MAY 2022

O
verview

Experience
Personas

C
hallenges

C
onclusion

Base: 1,210 consumers who have interacted with brands for purchase and/or customer service/support in the 
past 6 months 
Source: A commissioned study conducted by Forrester Consulting on behalf of Infobip, February 2022
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The Strategic Placement Of Human 
Touch In Hybrid Experiences Is Pivotal In 
Differentiating And Improving CX 

The individual merits of automation and human touch are amplified 
when strategically applied together. Our study suggested a strong 
correlation exists between the value of human agent interactions 
in addressing highly emotional or complex cases and the CX 
scores identified – a yardstick measurement that determines how 
successfully a company provides customer engagement. When 
human interaction was tapped on for general customer service and 
complaint cases, a boost in CX was reflected in upswings of the CX 
score (from 3.37 to 3.63 for complaints).2 Even so, slight nuances 
existed across markets with consumers from Hong Kong, Japan, 
Malaysia, Singapore, and Taiwan demonstrating equal preference for 
self-service through emails and contact forms for such requests.

For less complex requests like delivery tracking, self-service 
touchpoints sufficed in resolving customer enquiries quickly. As the 
need for human touch had been diminished, CX scores did not show 
a significant improvement even if human assistance was utilized.

Note: CX scores are calculated by averaging scores across three key dimensions of CX quality – 
effectiveness, ease and emotion
Base: 1,210 consumers who have interacted with brands for purchase and/or customer service or 
support in the past 6 months 
Source: A commissioned study conducted by Forrester Consulting on behalf of Infobip, February 2022

Influence Of Human Interaction On CX Scores 
Across Support Scenarios

Feedback/
complaint

General 
customer 
service/support

Post-sales 
support

Sales 
support

Pre-sales 
support

CX score

3.2

3.4

3.6

3.8

4.0
3.92

3.70

3.37

3.63

4.2

Interaction with a human agent

Interaction without a human agent
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Excellent CX Boosts Customer Advocacy, 
Retention, And Wallet Share

CX-centric leaders have seen an effective impact on customer 
retention and loyalty.3 This is evident in how brands in Thailand 
(4.2) and Indonesia (4.1) had higher CX scores compared to brands 
in other markets, and how brands in the retail industry (4.1) edged 
past the average CX score (3.9) across all surveyed industries. 
Optimal CX was achieved when automation and human touch were 
successfully and consistently paired across customer journeys in 
these top performing segments. As CX scores of 4.0 and above fall 
into the top-most category of ‘good’, these segments stood out for 
their performance. As a result, this boosted customer loyalty.

This study demonstrated that enhancing CX scores positively 
contributed to customer loyalty across the three dimensions of 
advocacy, retention, and spending — all directly accelerating 
business growth. 

Note: CX scores are calculated by averaging scores across three key dimensions of CX quality – 
effectiveness, ease and emotion
Base: 1,210 consumers who have interacted with brands for purchase and/or customer service or 
support in the past 6 months 
Source: A commissioned study conducted by Forrester Consulting on behalf of Infobip, February 2022

Influence Of CX Scores On Customer Loyalty

CX score Loyalty score

Very poor
2.5

3.4

4.0

4.5

4.8

Poor

OK

Good

Excellent
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Base: 1,210 consumers who have interacted with brands for purchase and/or customer service or 
support in the past 6 months 
Source: A commissioned study conducted by Forrester Consulting on behalf of Infobip, February 2022

Engagement 
Preferences 
Among Unique 
Consumer 
Personas

While reaffirming how hybrid touchpoints is key, distinguishing between the unique needs of customer 
personas is needed to enable positive CX. This study identified four distinct personas that emerged in 
the digitalization age, whom decision-makers must consciously cater to in their digital and in-person 
engagements. Therefore, catering to differing needs among these personas is important.

Age: 30 to 44 years old

Income: Across income 
levels

Engagement preference: 
Prefer to keep all 
communications within 
a single touchpoint, be it 
human-assisted or digital

Neutrals

Age: Less than 24 years old

Income: Low or medium-
income

Engagement preference: 
Prefer to keep 
communications digital, 
high confidence in digital 
interactions

Low-touch  
digital natives

Age: More than 45 years old

Income: Medium-income

Engagement preference: 
Prefer human-assisted 
touchpoints

Reserved high- 
touch seekers

Age: 25 to 39 years old 

Income: High-income 

Engagement preference: 
Comfortable with cross-
channel interactions  
across human-assisted  
and digital touchpoints

50% 25% 13% 12%
Affluent  
hybrid shoppers
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Prominence Of 
CX Personas 
Varies Across 
Markets and 
Verticals

In the age of customer-centricity, personas have evolved to support the molding of differentiated customer 
journeys. To win at CX, organizations must tailor their strategies with these nuances in mind to drive 
competitive differentiation.

In China, the Affluent hybrid shoppers segment saw higher resonance. Contrastingly, the Reserved 
high touch seekers segment was more pronounced in Japan as consumers there demonstrated greater 
reluctance in committing to big-ticket transactions online. However, Low-touch digital natives were more 
distinct in Hong Kong, Singapore, and Taiwan with consumers from these markets being more inclined to 
profess that accessibility to human agents was not very important to them. In Malaysia, a stronger incidence 
of the Neutrals persona was observed.

Divergent trends were also evident across verticals with Reserved high-touch seekers being closely related 
to the banking, financial services and insurance (BFSI) sector, where consumers prioritized access to their 
relationship managers when reaching out for a request. In comparison, Low-touch digital natives exhibited 
greater affinity with the retail industry where the shift to e-commerce and increased utilization of cloud 
services have equipped retailers to better service customers through an enhanced digital business model.

17% of consumers within the retail industry 
represented digital natives, where 
consumers leaned towards digital 
touchpoints for majority of their interactions.
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Refine Your 
CX Initiatives 
Based On Your 
Customer’s 
Unique 
Interaction 
Preference

The need for greater flexibility in the fusion of human interaction and automation is highlighted with different 
interaction preferences across consumer personas. A digital-first self-serve experience (e.g., automated 
chatbot support) is most suitable for Low-touch digital natives, while Reserved high-touch seekers prefer 
human assisted support (e.g., online live chats). Affluent hybrid shoppers require a seamless omnichannel 
experience between human assisted and digital touch points, while Neutrals should have the accessibility to 
both digital touchpoints and human agent engagement.

Interaction 
Preferences Across 
Personas

Base: 1,210 consumers who have interacted with brands for purchase and/or customer service or 
support in the past 6 months 
Source: A commissioned study conducted by Forrester Consulting on behalf of Infobip, February 2022

Human-assisted

Digital 
touchpoints

Physical 
touchpoints

Self-serviceAffluent hybrid shoppers

Reserved high-touch seekers

Low-touch digital natives

Neutrals

13%

12%
No clear 
preference

25% Personalized 
human touch

Digital-first
50%

Integrated CX across 
multiple human and 
digital touchpoints
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Challenges Persist In Delivering Hybrid CX

It is imperative to optimize the hybrid experience for customers 
based on their persona preference. However, to enable this, 
organizations need the internal capabilities to build flexibility and 
agility among their customer touchpoints. Notably, the current 
constraints that customers have identified in their user experience 
indicated that organizations are still plagued with silos and 
roadblocks when implementing CX. This impedes the needed 
synergy between digital and human ecosystems. 

To-date, human-led service capacity has been stretched due to 
resource constraints, leaving organizations ill-equipped to address 
demands for human agents as part of the makings for a hybrid CX 
experience. Almost two in five consumers (38%) felt that it was not 
easy to connect with a human agent, and the percentage rose to 
three in five (60%) among those whose recent customer service 
interaction failed to meet expectations.

To plug these gaps to access human-led service 
capacity, organizations are now tapping onto standalone 
or bolt-on artificial intelligence (AI) capabilities.4 That 
said, they do not recognize that delivering hybrid 
CX demands additional investment in processes and 
tools. Such investments are key to achieving seamless 
communication, as well as synergizing capabilities of 
both machine and man for CX excellence and improved 
customer satisfaction.
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Project Director:

Amelia Lau, Market Impact Consultant

Project Support:

Tamira Lee, Market Impact Consultant

 
Contributing Research:

Forrester’s Customer Experience 
research group

Conclusion

To better address ever-evolving customer expectations and deliver 
superior CX that generates tangible business value, decision-makers 
must: 

• Tailor hybrid CX via the incorporation of nuances from specific 
consumer personas. A cookie-cutter approach is no longer 
viable as consumers demand differentiated experiences.

• Map customer journeys for opportunities where automation 
and human assistance are best positioned. Start by identifying 
these opportunities to maximize the two synergies, so both can 
play to each other’s strengths.

• Reconcile the CX ecosystem to compel collaboration. Removing 
organizational silos requires brands to harmonize business 
processes that directly support customers’ journeys.

• Leverage cloud ecosystems to compel instant, always-on 
collaboration and seamless omnichannel interactions for an 
elevated CX.
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Methodology
This Opportunity Snapshot was commissioned by Infobip. To create this 
profile, Forrester Consulting supplemented this research with custom survey 
questions asked of 1,210 consumers who had interacted with brands for 
purchase and/or customer service or support in the past 6 months. The 
custom survey began and was completed in February 2022.

ENDNOTES
1 For this study, hybrid refers to a mix between digital and automated self-service touchpoints.
2 CX scores were calculated by averaging scores across three key dimensions of CX quality — 
effectiveness, ease, and emotion.
3 Source: “CX Leaders: Take A Systematic Approach To Ensure Success,” Forrester Research, Inc., 
May 11, 2021.
4 Source: “The Three Customer Service Megatrends In 2022,” Forrester Research, Inc.,  
March 15, 2022.
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DATE OF INTERACTION

Less than one week 
ago 28%

One week to less than 
two weeks ago 25%

Two weeks to less than 
one month ago 19%

One month to less than 
three months ago 18%

Three months to less 
than six months ago 10%INDUSTRY

Financial services and/
or insurance 17%

Retail 17%

Telecommunications 
services 17%

Others 49%

Demographics
REGION/COUNTRY

Singapore 10%

Malaysia 10%

Indonesia 9%

Thailand 9%

Vietnam 9%

China 9%

Philippines 9%

Hong Kong 9%

Japan 9%

Taiwan 9%

South Korea 9%

AGE

18 to 29 years old 19%

30 to 39 years old 29%

40 to 49 years old 28%

50 years old and 
above 24%

Note: Percentages may not total 100 because of rounding.
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