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Week 7 Argument

The proliferation of digital technologies has undeniably transformed traditional business
models, particularly in customer service, where "untact” services—those minimizing face-to-face
interaction—are gaining prominence. While proponents of untact services, such as those
discussed in the reviewed article, argue that these innovations enhance customer experience by
offering convenience and efficiency, a critical examination reveals a more nuanced reality that
warrants a balanced discussion on their actual effectiveness and consumer acceptance (Lee &
Lee, 2020).

Proponents of untact services often highlight the seamless integration of advanced
technologies like Al, 10T, and machine learning as pivotal in reshaping consumer interactions
(Ameen et al., 2021). They argue that these technologies enable businesses to offer personalized
and efficient services that meet the evolving preferences of modern consumers who value speed
and convenience. For example, the article points out how untact services like online banking and
virtual car showrooms allow consumers to perform transactions and experience products without
the constraints of physical presence and human interaction.

However, this optimistic portrayal overlooks several critical aspects. First, the article
broadly generalizes consumer preferences for untact services without substantial empirical
evidence (Lee & Lee, 2020). It assumes a universal preference for digital interactions over
human contact, which is not consistently supported by consumer behavior studies. Such a
sweeping assumption can be seen as a hasty generalization, a logical fallacy that fails to
acknowledge the diversity in consumer preferences and the situational nuances that influence

their choices.
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Moreover, the article exhibits a potential confirmation bias, primarily focusing on the
positive outcomes associated with untact services while underreporting the challenges and
failures. This bias could skew the perception of untact services’ effectiveness, as it does not
critically engage with the limitations or the broader implications of replacing human interactions
with digital solutions. For instance, while untact services may offer convenience, they can also
lead to isolation and frustration among consumers who might value personal touch and
assistance in their service encounters.

Comparatively, real-world experiences and media reports suggest a more balanced view,
where digital transformations are welcomed for efficiency and criticized for their lack of
personal engagement (Levy, 2021). For example, the frustration with overly automated customer
service systems and the desire for human interaction in complex service scenarios are common
consumer complaints that challenge the article's overwhelmingly positive stance.

In conclusion, while untact services represent a significant innovation in customer service
enabled by digital technologies, their adoption and effectiveness should not be viewed through a
one-dimensional lens of technological advancement. A more critical approach is required to
understand the full spectrum of consumer reactions and the situational effectiveness of these
services. Therefore, the argument for untact services should consider both the empirical evidence
of consumer satisfaction and the inherent value of human interaction in the service industry. This
balanced perspective is crucial for businesses that integrate untact services without

compromising consumer trust and satisfaction.
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