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B
usiness transformation has 
taken on a new form in the AI 
era. As the AI hype settles, it’s 

crucial that organisations shift from 
speculative excitement to actionable 
strategies to ensure a successful 
AI-driven digital transformation. 

WNS’ group CEO Keshav R Murugesh 
offers expert insights into how AI is fun-
damentally reshaping business land-
scapes, outlines the tangible benefi ts 
it offers and shares the practical steps 
leaders should take to successfully inte-
grate technology into their operations.

How has AI reshaped the digital 
transformation landscape and 
what are the tangible benefi ts 
that businesses can expect to 
realise today?
One of the greatest elements 
of life today is that we are con-

stantly seeing change, which is most 
defi nitely the case with technology. 
As far as generative AI (GenAI) is con-
cerned, it is completely rewiring the 
way businesses are approaching trans-
formation and reinvention.

The advent of GenAI means that 
everything must change - the tools we 
have used up until now will be unrecog-
nisable tomorrow. This shift is empow-
ering a number of enterprises to 
reshape their business functions and 
generate innovative concepts for ser-
vices that will diversify their revenue 
streams and evolve their operations.

Enterprises need to look at GenAI as a 
tailwind for their business, as opposed 
to a headwind. Strategically, businesses 
have only just started dipping their toes 
in this model but momentum is grow-
ing. We’ve worked with clients to achieve 
improvements in customer experience 
and productivity increases of up to 40%.

As organisations prioritise internal 
improvements and productivity gains, 
they must be cautious not to neglect 
the additional value levers that GenAI 
offers, such as market expansion, 
innovation and revenue growth. The 
GenAI journey is not just about effi -
ciency; it is about reimagining what 

is possible and charting a course 
towards sustainable success.

Industries are embracing AI at 
different speeds. Are there 
specifi c sectors where 
AI-powered digital 
transformation has led to 
signifi cant, practical outcomes?
All industries have the oppor-
tunity to transform their opera-

tions. Even if a process change is small, 
the impact can be endless. Take travel 
as an example. Travel management 
companies can now create personal-
ised itineraries, while also streamlining 
the booking process. But the real inno-
vation comes in its ability to predict 
as well as prevent travel disruption by 
foreseeing likely delays and reacting to 
this data by proactively changing plans. 

On the logistics side, GenAI is help-
ing the shipping industry contextualise 
millions of inbound customer queries 
with hyper-automation and large lan-
guage models (LLMs). Businesses are 
now resolving incoming queries and 
workfl ows in an instant because of the 
speed of this technology. 

In banking, GenAI is having a huge 
impact on fraud and money laun-
dering detection. In healthcare, it’s 
helping those on the frontline deliver 
more comprehensive care thanks to 
the volume of data it’s able to analyse, 
massively expediting diagnosis. These 
are just a few examples of many. 

What are the practical steps 
businesses should be taking to 
ensure digital transformation 
success?
Simply put, businesses need to 
get started. The opportunity is 

here and now and so leaders need to 
focus on creating value, not on per-
fecting the tech stack. This means vis-
ualising a fully AI-enabled solution and 
working backwards from there by iden-
tifying the value-led capabilities.

In most cases, having a trusted part-
ner with genuine domain expertise 
who can help you leverage GenAI to 

solve operational challenges and drive 
strategic growth journeys will acceler-
ate this process and put businesses on 
the path to success quicker.

Businesses also need to start thinking 
bigger. AI can no longer be restricted 
to small groups - all users in a business 
must be empowered to unleash value 
from technology. 

While technology is often the 
focal point of AI discussions, 
the human element is just as 
crucial. What cultural shifts 
need to take place and how can 
organisations future-proof 
their workforces?
Whether it’s the advent of a new 
technology or a major global 

event, businesses and people have con-
sistently adapted. The rise of AI will be 
no different. As technology continues 
to evolve, businesses must keep upskill-
ing and reskilling talent. When people 
are properly trained, technology ena-
bles higher levels of human ingenuity. 
At WNS, we’ve made active investments 
in employee training and re-skilling with 
over 17,000 learners engaged across 
more than 20 curated GenAI training 
programs. Leaders need to invest in 
their people now for long-term success.  

What leaders need to 
know about business 
transformation in 
the age of AI 

Q&A

WNS’ group CEO Keshav R Murugesh explains why the 
time has come for leaders to embrace AI and shares 
his key considerations for those embarking 
on their digital-led business transformation journey

Visionary leaders must create 
a clear path between GenAI 
vision and business value

Ultimately, the illiterate of the 21st 
century will not be those who cannot 
read or write, but those who cannot 
unlearn what they have learned in the 
past. Businesses need to build data 
literacy inside their organisations. As 
leaders, we need to embrace AI democ-
ratisation as well as upskill employees. 

Future-proofi ng is a key 
concern for businesses today. 
How can organisations ensure 
they are prepared not just for 
the current AI landscape but 
for future advancements?
The AI journey for organisations 
should be built around setting 

the relevant goals and success meas-
ures. Visionary leaders must create a 
clear path between GenAI vision and 
business value. 

Leaders must also be prepared to 
mitigate potential risks, whether it’s 
security, compliance or reputational 
concerns. Elements of the business 
will need reassessment and a strong 
risk mitigation framework must be put 
in place. 

We are at a defi ning moment in his-
tory and the adoption of AI is not a 
responsibility we can shirk. Business 
leaders all over the world need to be 
asking themselves: how can we scale 
quickly but also responsibly?

What are the most common 
challenges organisations face 
when operationalising AI and 
how can these obstacles be 
overcome to ensure long-term 
success?
Organisations will need to 
navigate uncertainties when 

operationalising AI. The fi rst is a 
common pitfall - thinking that AI will 
solve all our problems immediately. 
Leaders must remember that GenAI 
is a tool for innovation and not a solu-
tion in itself. The human touch behind 
technology will remain crucial for long-
term success.

This means thinking of AI as a col-
laborator and not a competitor. AI can 
help us make decisions more easily 
but human ingenuity will always be 
required. AI is a toolkit, not a quick fi x.

How important is a business 
transformation partner for 
organisations who are 
embarking on this journey?
Businesses want to focus on 
what they are good at. Working 

with a partner allows businesses to 
concentrate on their own industry, 
whether that is travel or banking, 
while their partner fi gures out how to 
leverage technology effectively. 

Allowing a partner to come in, make 
sense of what their data is telling them 
and provide outcomes in a simple 
format, is the best way to take advan-
tage of technology. At the end of the 
day, companies often can’t navigate 
all aspects of technology and GenAI on 
their own. They need a partner. 

For more information 
please visit wns.com
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on their digital-led business transformation journey

Companies with clear values that use data 
effectively can engage with their customers 
through multiple means, helping to win 
business and build brand loyalty 

Savvy businesses 
turn to data for a 
multichannel edge

very Monday morning, you 
head to the same coffee 
shop. You queue, order, pay 

by debit card and wait patiently to 
collect your drink. 

But what if on one of those Mon-
days, your phone unexpectedly 
pings while you’re standing in the 
queue: “Your coffee is on us today, 
thanks for being a great customer.”

The notification isn't from the cof-
fee shop, it's from your bank, which 
has recognised your spending habit.

Or maybe you’re a frequent flyer 
with a particular airline. As you dis-
play your boarding pass, the air 
steward greets you by name: “Wel-
come! I understand you're vegetari-
an and I will make it a priority that 
your meal preference is honoured.”

These are just two examples of how 
businesses can surprise and delight 
customers, simply by using data 
well. By bringing together offline 
and online, a customer’s experience 
is elevated from an unremarkable 
everyday occurrence to a ‘wow’ 
moment. That’s according to Anto-
nia JA Hock, founder and CEO of an 
eponymous customer experience 
(CX) consultancy.

It’s a common mistake to assume 
that customers can be wowed only 
over one channel, says Hock. 

“Customers no longer typically 
start and stop their engagement on 

one platform, so holistic design is 
essential. I might find you on Tik-
Tok, start my purchase in your app 
and decide to come into a physical 
location to complete. The ‘wows’ 
should not depend on the medium 
of engagement.”

Hock’s first step when advising on 
omnichannel strategy is setting 
‘standards of excellence’ – non- 
negotiables that determine how the 
company will approach CX, reflec-
tive of the firm’s values and what 
they want to be known for.

One client, for instance, selected 
eight focus areas, with an emphasis 
on storytelling. 

“They have decided that custom-
er storytelling has to be absolutely 
critical to every experience they 
deliver: social media, on the app, 
listening mechanisms or in person. 
In all of their experiences, this con-
cept of storytelling should be a 
guiding principle.”

Businesses often jump straight 
into choosing channels, analysing 
data or implementation design. 
This approach might lead to a good 
app, website or bricks-and-mortar 
experience, but ultimately results 
in a mismatched CX across chan-
nels, Hock explains. “We've all had 
that experience where the app is 
great, but we hate going into the 
store – often the case with banks or 

airlines. Or the in-person experi-
ence is great, but the app is terribly 
lacking – typical of luxury retail.”

Another ‘standard of excellence’ 
for this client was gratitude, a value 
built into every way the client 
engaged with its customers.

These ‘standards’ or values 
should be on-brand and reflect effi-
ciency, emotional engagement and 
capability, Hock says. 

“Only then should you start layer-
ing in data analysis, feature sets 
and implementation strategies that 
are aligned.”

There’s a reason CX consultancies 
exist. Companies across sectors are 
acutely aware of a customer base 
that is increasingly demanding and 
less loyal. 

According to ServiceNow’s Con-
sumer Voice Report 2024, 61% of UK 
consumers are less loyal to brands 
than two years ago. The decline 
coincides with the cost-of-living 
crisis, but isn’t just price-led.

The report says consumers are 
less tolerant of brands that “don’t 
deliver exceptional experiences”. 
Rather than suffer a subpar experi-
ence, they’re voting with their feet.

Today’s customers have complex 
needs. For instance, consumers 
appreciate the benefits of AI but 
don’t trust it entirely, so they want 
the option of a human touch. Servi-
ceNow’s research concluded that 
organisations must “balance high 
tech with high touch” as consumers 
demand 24/7 convenience and real-
time responses, supported by a 
friendly face when required. 

This is the tailored experience 
HSBC is striving to deliver – eradi-
cating channel siloes and being 
more responsive.

For Christopher Dean, managing 
director, customer channels at 
HSBC UK, leveraging data to 
improve customer outcomes is a 
priority, making them more predic-
tive and personalised.

Data from a range of sources, such 
as call or chatbot transcripts or 
social media posts, can inform those 
intercepts between cross-channel 
interactions, enabling them to 
nudge appropriately, Dean says.

While app-based interactions 
must be quick, easy and discovera-
ble, he says, they can create a “run-
way” to other channels. In-app 
activity can indicate financial needs 
where phone, video or in-person 
conversations are more appropri-
ate, such as around savings, debt 
consolidation or wealth advice.

Irrespective of channel, Dean says 
the business should have only one 
scorecard – the customer – because 
in today’s age of instant gratifica-
tion, customers won’t hang about. 

In addition to undertaking tradi-
tional market research, HSBC 
launched an ideas hub, which 
invites customer-facing staff – 
branch cashiers, colleagues in 
telephony or software engineers – 
to raise pain points in the customer 
experience. The information fed 
into the hub then informs a trans-
formation roadmap, which covers 
physical and virtual channels. 

It’s important that all company 
tech and digital platforms integrate. 
After breaking away from Walmart, 
Asda is undertaking a massive digi-
tal transformation focused on 
omnichannel, loyalty-led, personal-
ised customer experience. Included 

in its transformation initiative is the 
loyalty programme Asda Rewards, 
which has accrued 6.2 million mem-
bers in its first two years and now 
accounts for 52% of total sales.

Under Walmart ownership, Asda’s 
tech was not its own to tinker with. 
But Mark Baxter, Asda’s senior 
director for loyalty, is very aware of 
the importance of digital integra-
tion in creating a joined-up CX.

“Tech convergence is definitely in 
our plans,” he says. “Having dispa-
rate platforms, requiring different 
logins that don't speak to one 
another dilutes the ability to under-
stand  our customers.”

Baxter says a good integrated 
strategy contains five main stages 
and  sequencing is crucial. 

“It starts with setting out your 
scope and ambition; what do you 
want to do?”

Next, he says, thinking about the 
future is vital: “What new tech is 
coming down the line? How will 
customers be shopping differently?” 

Then comes the rollout: “What are 
we going to integrate first, who will 
move first on to which platform and 
who will follow?”

The final two stages, he says, are 
about getting it done: “We build a 
workstream. Plan who is going to do 
what, by when and which team and 
resources are needed. You reevalu-
ate at every point.” 

Finally, he says, it’s about deploy-
ment and assessment. “Did it work? 
If not, why not? What do you need 
to change?”

A seamless, personalised custom-
er experience isn’t just for large, list-
ed multinationals. It’s a possibility 
for all businesses: it’s just a case of 
scaling and prioritising accordingly. 

Regardless of company size, sec-
tor or geography, Hock’s approach 
to CX overhaul focuses on three out-
comes. “Unless you’re going to drive 
revenue, retention or referrals, it’s 
probably not a good investment.” 

Sam Shaw
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In-house CX professionals citing the following as having greatest impact on CX strategy in the next 12 months
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Holistic design is 
essential. The ‘wows’ 
should not depend 
on the medium of 
engagement

Implementing AI to improve 
workforce management

Augmenting the CX with AI

Analysing and implementing 
customer feedback

Building an omnichannel  
contact centre

Personalisation technology with 
greater self-service potential
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