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Abstract: India offers unique opportunities and challenges in connecting customer experience to the rapidly 

expanding digital economy and a variety of socio-cultural contexts with Artificial Intelligence (AI).  This paper 

explores how organizations can blend automated AI technologies with authentic human interaction to enhance 

customer experiences. This study examines the balance between AI-driven automation and human interaction in 

Indian marketing using secondary data from Case Evidence in the peer-related research, industry reports and 

fields. Hybrid Human-I models involve AI performing a daily routine, high-volume tasks and humans 

performing complex, mentally subtle interactions and optimizing both operational capacity and customer 

satisfaction. Drawing on the recent statistics and comparative case analysis, the paper-specific best methods, 

cultural and control effects and developing technical trends. The discussion covers the challenges, trends, and 

future directions for seamless human-AI collaboration in customer-focused industries. 
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1. Introduction: India’s rapidly expanding e-commerce sector and growing digital economy have 

accelerated the adoption of Artificial Intelligence (AI) in marketing and customer service. With incr easing 

smartphone penetration and internet access, Indian consumers are interacting more frequently with AI-powered 

tools such as virtual assistants, chatbots, and automated customer support systems.  India ranks fourth globally 

(HAI Stanford, 2024) and first in AI adoption in the Asia-Pacific region, with 59% of firms already using AI 

and projections of reaching 70% adoption by 2025 (IndiaAI, 2024).  

But the distinctive cultural identity of India has many characteristics like multilingualism, collectivist 

orientation, and high levels of reliance on personal relationships that create unique customer expectations. 

While AI-driven automation offers efficiency, robustness, and consistent service availability, Indian consumer 

perception strongly favours empathetic human connection, especially for complex needs or emotional support 

(Sampath, 2024). 75% of Indian consumers prefer to engage with human agents when dealing with complex 

support issues. It highlights the improved customer experience that results from the combination of automation 

and genuine human interaction (Kikani & Ramchandani, 2025). Understanding this balance is pivotal for 

marketers designing engagement strategies that harness AI while preserving the human touch. 

http://www.jetir.org/


© 2025 JETIR August 2025, Volume 12, Issue 8                                                          www.jetir.org (ISSN-2349-5162) 

 

JETIRHC06044 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org 303 
 

Understanding and balancing both dimensions of automation for operational excellence and the human touch 

for relational satisfaction is pivotal for marketers seeking to develop customer engagement strategies that 

leverage AI’s capabilities without compromising personalized service. This paper examines the adoption of AI-

driven automation and authentic human interaction in Indian marketing, aiming to identify best practices, 

sector-specific insights, and strategic recommendations for enhanced customer experience. 

2. Objectives: 

1. To Examine the current patterns of human–AI interaction in Indian customer experience 

management. 

2. To Analyze sector-specific case studies to derive best practices and strategic recommendations.  

3. To analyze the challenges and opportunities in balancing automation with human touch for 

enhanced customer experience. 

3. Literature Review: Recent studies highlight the importance of both AI and human touch in Indian 

customer service ecosystems. Babar et al. (2025) opines that the integration of AI-powered marketing 

automation tools enables Indian businesses to optimize lead management, personalize campaign messaging, and 

improve operational efficiency, particularly in B2B contexts. Sampath 2024 further confirms that such 

integrative models rely critically on ideal transition protocols and AI-assisted real-time insights, which 

empower human agents to provide contextual and empathetic responses. 

Emerald Insight (2024) finds that around 75% of Indian consumers prefer human agents over automated 

systems when addressing complex or emotionally sensitive issues.  Al-Shafei (2024) argues that the root cause 

of this preference lies in the cultural characteristics of customers, including collectivism and high-context 

communication, which enhance the significance of empathy, trust, and relational nuances in customer 

interactions. 

Furthermore, research by Jaiswal et al. (2025) assert that Indian enterprises are investing in developing their 

human agents’ emotional intelligence and communication skills to offer personalized customer experiences that 

machines alone cannot replicate. This human-centric approach aligns with consumers' expectations and plays a 

crucial role in maintaining brand loyalty in a culturally diverse and socially rich market. 

Rane et al. (2024) suggest that the integration of automation and human interaction cultivates adaptive and 

resilient customer service environments, addressing the changing needs of Indian consumers. Kashik (2025) 

examines the current state of AI governance in India, focusing on the Indian government’s Responsible AI 

programs designed to ensure fairness, accountability, and transparency in AI systems. 

Yanamala & Suryadevara (2025) assert that design should prioritize bias mitigation, algorithmic evaluations, 

and the safeguarding of consumer data in accordance with emerging data privacy rules, like the Digital Personal 

Data Protection Act, 2023. 

 Further, Biju & Gayathri (2025) underline the necessity of embedding socio-cultural considerations in 

regulatory frameworks, ensuring AI adoption respects India’s diverse demographic fabric and consumer rights. 

Ethical challenges such as job displacement fears, data misuse, and cultural bias require robust, contextual 

approaches to build consumer trust and facilitate socially responsible AI-driven marketing. 

4. Methodology: This study adopts a secondary data–based research design, relying exclusively on 

existing peer-reviewed academic literature, industry reports, government publications, and credible 

databases. The approach enables a comprehensive synthesis of current knowledge on human–AI 

interaction in customer experience management, with a specific emphasis on the Indian marketing 

ecosystem.  
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5. Sector - wise Case Studies: 

table 1: comparative overview of human–ai hybrid models and service outcomes in major indian sectors (2023–2025) 

Sector & 

Organization 

AI 

Functions 

Human 

Roles 

Key Outcomes & Metrics Source 

Banking – 

HDFC Bank 

(Eva) 

24/7 

multilingual 

chatbot for 

FAQs 

Escalatio

n handling 

85% accuracy; resolve more 

> 3 million queries p.m, reduced 

average response time by 50% 

and increased first-contact 

resolution rates by 18%  

Kevit.io 

FinTech – 

Yellow.ai 

Platform 

WhatsAp

p-based AI 

support 

Escalatio

ns, 

relationship 

management 

Resolution time decreased by 

75%; Net Prompter 

Scores(NPS)improved by 45% 

Yellow.a

i (2025) 

E-

commerce – 

Flipkart - 

Flippi & 

Immerse 

AI 

shopping 

assistant 

Product 

issue 

resolution 

NPS improved by 12% Ughade 

& Shah 

(2025) 

Telecom – 

Reliance Jio 

AI self-

service in 

MyJio app 

Complex 

network 

issue 

resolution 

Increased operational 

efficiency ; high-value account 

retention 

Padmava

thi & 

Purnima(20

22) 

FinTech – 

Paytm 

Tiered 

chatbot 

service 

Cross-

department 

escalations 

Agent workload decreased by  

35%; service quality maintained 

Puneeth, 

& 

Nethravathi 

(2021) 

Mobility – 

Ola (Kruti) 

Multiling

ual AI 

assistant 

Edge-case 

handling 

High accuracy; improved 

multilingual support 

Jonwal 

(2025) 

AgriTech – 

Krishi Sathi 

AI 

chatbot for 

farmers 

Agronomi

st 

intervention 

Accuracy 97.5%; contextual 

relevance 91% 

L. 

Khedekar 

et.al (2024) 

6. Findings and Discussion: 

    6.1. Key Findings: AI is great at handling simple tasks like answering common questions, tracking 

orders, and sorting issues, which helps in fast services and 24/7 availability. Humans add value with their 

ability to understand feelings and solve complicated problems, which is important for tough or sensitive 

situations (Jaiswal et al., 2025). The case studies of HDFC Bank, Flipkart, Jio, and Paytm demonstrate that 
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enterprises leveraging real-time AI-agent collaboration improve first-contact resolution and customer 

satisfaction metrics like Net Promoter Scores by over 10% (Sharma & Kapoor, 2024).  

Marked by high-context communication and relational values, India’s cultural context demands 

personalization and trust-building. Regulatory frameworks such as the Personal Data Protection Act, 2023 

ensure ethical AI use, influencing consumer trust positively (Kashik, 2025). Ethical deployment that mitigates 

algorithmic bias and respects privacy is essential to sustaining consumer confidence over time (Basha, 2023). 

The evidence affirms that hybrid human-AI service models offer significant advantages in Indian customer 

engagement by combining the efficiency, scalability, and 24/7 availability of AI with the empathy, trust-

building, and contextual judgment provided by human agents (Jaiswal et al., 2025; Sharma & Kapoor, 2024).  

In 2023, about 73% of Indian enterprises reported adoption of AI technologies in their marketing and 

customer service strategies, highlighting strong interest and ongoing integration of AI-driven automation in 

India’s digital market ecosystem.  Notably, over 78% of Indian FMCG companies adopted chatbots or virtual 

assistants in 2023-2024, exceeding global benchmarks by 13.2%, reflecting high relevance to Indian 

consumers. AI investments in marketing budgets show that Indian companies allocate between 16-20% of their 

marketing spend to AI-enabled technologies, yielding average revenue growth improvements of over 18%, 

underscoring the business value of AI-human hybrid marketing approaches.  

Case studies from Indian companies illustrate the operational benefits of AI chatbots, which decrease 

average response times by 50% and enhance first-contact resolution by 18%. And moreover, seamless 

transitions to human agents help sustain customer satisfaction and trust. 

6.2. Discussion: This research emphasizes that balancing automation with human touch is not merely 

operational but strategic for Indian businesses aiming to enhance customer experience. The success of the 

hybrid model depends on thoughtful human-AI role definition, harmonious integration, and responsiveness to 

cultural expectations (Jaiswal et al., 2025). However, challenges remain. Human engagement with artificial 

intelligence may inadvertently amplify the biases present in AI algorithms, which could adversely affect human 

decision-making if not properly managed (Glickman et al., 2025). This calls for rigorous bias audits, 

transparency, and continuous monitoring of AI systems to prevent erosion of trust. Moreover, workforce 

adaptation through training is crucial not only in technical skills but in developing agent competencies to 

collaborate effectively with AI tools (Wallinheimo et al., 2023).  Deep learning from these findings will 

empower practitioners and researchers to design, govern, and evolve human AI collaborative systems that meet 

India’s unique cultural, regulatory, and market demands while delivering enhanced, personalized customer 

experiences.  

   7. Recommendations:  

1. Enterprises should clearly define and document which customer interactions are AI-handled 

versus those requiring human agents, based on complexity, emotional intensity, and customer segment. 

2. Prioritize systems that enable full context and sentiment data transfer during AI-to-human 

handoffs to avoid customer frustration and repeated explanations. 

3. Equip human agents with skills tailored to India’s diverse cultural and linguistic landscape, 

fostering empathy and effective communication. 

4. Utilize customer satisfaction metrics such as the Customer Satisfaction Score, Net Promoter 

Score, and direct feedback to dynamically modify the balance between automated services and human 

assistance. 

5. Deliver ongoing training programs enhancing employees' ability to interpret AI outputs and 

collaborate effectively with AI systems. 

8. Conclusion: This study reviewed the evolving panorama of Human-AI interaction in customer experience 

management within the Indian marketing ecosystem, emphasizing the necessity to balance automation with the 

human touch. In conclusion, the hybrid human-AI paradigm represents a sustainable path for Indian marketing 
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ecosystems to harness the strengths of technology without losing the irreplaceable human element in customer 

experience. Enterprises that invest in culturally sensitive, ethically sound, and technically robust frameworks 

will gain competitive advantage through enhanced satisfaction, loyalty, and operational excellence. 
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