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Al comes of age: ‘ﬁf'

Putting customers and
employees at the heart

of data-driven journeys @
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A global survey of 750 customer service, marketing and sales executives identifies
how leading organisations use artificial intelligence (Al) to build empathy, loyalty
and trust across the customer (CX) and employee experience (EX).

Al is increasingly critical to companies’ operations.

More than three-quarters of AN
respondents agree that Al will a
be a critical part of their CX
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The leading drivers for implementing Al
across the customer experience are to:

Improve quallty Increase leferentlate from
and consistency customer loyalty competitors through
a unique CX
The most mature businesses, the "Al leaders," are driving
use cases across the breadth of the customer journey: .

Marketmg Al-driven Post-interaction analysis
automation performance insights and quality assurance

Leading companies currently use Al in these areas

In which of the following areas is your organisation currently using Al? (%)

@ Alleaders @ Allaggards
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Marketing automation

Al-driven
performance insights
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Post-interaction analysis
and quality assurance
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Conversational Al chatbots
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Predictive analytics/
digital engagement
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Sentiment analysis

Interaction routing/
segmentation and next best action
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Conversational Al voicebots

Agent assistance
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Forecasting/
scheduling employees
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Al is allowing leading organisations to deliver more empathetic
experiences and better optimise the customer journey.

Al leaders agree:

“Al is helping our customer “We use Al to understand  “Al will become a critical
journey feel more empathetic pain points in the part of our CX operations
to the customer” customer journey” in the coming years”

Where Al leaders are: Where Al laggards are:

Leaders are using Al as a tool for listening and learning,
and are conscious of bias and ethics risks.

To implement Al in an ethical way, organisations...

Survey respondents are concerned about the
impact of Al biases on customers and employees.

Their greatest concerns are:

902

compared to
76y

Evaluate customer and employee
feedback for continual improvement.

Algorithmic Exclusion
prejudice bias

47 46% 450,
Require ethics training Build ethics reviews into Engage in Conduct
for employees Al development and CSRinitiatives algorithmic audits

implementation processes

Al leaders record substantial improvements in
customer lifetime value from integrating the

technology across the customer journey.
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Mature Al strategies create e
valuable, empathy-driven
customer journeys.
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Leaders see improved customer:

Satisfaction Lifetime Value

Al leaders'
employees
experience: |

Increased Increased
productivity engagement
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