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The Customer
Contact Landscape
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We’'ve Become More Techno-Optimistic Lately

68% 11%

A

2026

\
{ \

B Technology is making our lives much easier (5)

B Technology is making our lives somewhat easier (4)
Technology is making our lives neither easier nor more difficult (3)
® Technology is making our lives somewhat more difficult (2)

B Technology is making our lives much more difficult (1)
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Definitions

Simple query: Complex query:
changing account password, a warranty claim, or checking reporting a broken-down
or a delivery update terms and conditions boiler, or suspected fraud
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Email More Popular Than Phone for Simple Queries...

reephone <o |
In person at an office or branch _ 25%
email | /-
web cro. N >+
'‘Contact Us' form on website _ 36%
WhatsApp or similar _ 22%
sms/ext || T 23
Provider's smartphone app _ 22%
Social network such as Facebook, X, Instagram _ 13%
By post - 6%
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...But for Complex Queries, Preference for Phone and In-Person
Contact Increases...

tetephone o1 | -
In person at an office or branch _ 33%
S —
Web chat _ 21%
'Contact Us' form on website _ 24%
WhatsApp or similar _ 13%
sms/text |GG 2%
Provider's smartphone app _ 13%

Social network such as Facebook, X, Instagram - 8%

By post - 6%
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...And When It’s Urgent, Phone is Prioritised

Telephone call

In person at an office or branch

Email

Web chat

'‘Contact Us' form on website

WhatsApp or similar

SMS/text

Provider's smartphone app

Social network such as Facebook, X, Instagram
By post

©CCMA 2026
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More People Have Posted About Positive Customer Experiences Than

Have Posted About Negative Ones

Reviews site such as Trustpilot, Feefo, Google Reviews
Facebook
Instagram

Other online forum or social network

10%

(o)
. 13%

®m Good experience W Bad experience

©CCMA 2026

21%

17%

15%

Ceema

26%
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Saturdays Most Convenient for Customer Contact; Lower
Preference for After 6pm Weekdays

8am to noon weekdays

Noon to 3pm weekdays

3-6pm weekdays

After 6pm weekdays +31
Saturdays
Sundays +38

pppppppppp
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Introducing the
Personas
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I/ B Efficiency Optimisers

@ - focused on getting the job done
~ as quickly as possible
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Efficiency Optimisers
focused on getting the job done

as quickly as possible

Experience Enthusiasts
want to get the most of every

moment, and love to share

Ceema ‘
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L 7 Efficiency Optimisers

@ - focused on getting the job done
~ as quickly as possible

Experience Enthusiasts

want to get the most of every

moment, and love to share

Knowledge Gatherers
enjoy challenges, and pride

themselves on their expertise
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Efficiency Optimisers

focused on getting the job done

as quickly as possible Simplicity Seekers
’@ no-nonsense, always looking

for the straightforward path

Experience Enthusiasts
want to get the most of every

moment, and love to share

Knowledge Gatherers
enjoy challenges, and pride

themselves on their expertise
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L 7 Efficiency Optimisers
@ . focused on getting the job done
g as quickly as possible ’@ Simplicity Seekers

no-nonsense, always looking

for the straightforward path

Experience Enthusiasts

want to get the most of every

moment, and love to share "y P :
Tradition Maintainers

prefer established ways, sceptical

of change for change's sake

Dd

Knowledge Gatherers
enjoy challenges, and pride

themselves on their expertise
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Does Tech Make Our Lives Easier or More Difficult?

Experience Enthusiasts 32% 49% 13% 4%|
Tradition Maintainers 22% 11% 3%
Simplicity Seekers 33% 10% IS 9%

B Technology is making our lives much easier (5) B Technology is making our lives somewhat easier (4)

Technology is making our lives neither easier not more difficult (3) ® Technology is making our lives somewhat more difficult (2)

m Technology is making our lives much more difficult (1) Don't know/rather not say
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Contacted Bank in Last Six Months

49%

Knowledge Gatherers

44%

Experience Enthusiasts

Efficiency Optimisers 32%

Tradition Maintainers

30%

Simplicity Seekers 28%
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Level of Certainty That Self-Serve Transaction Was Successfully
Completed

Tradition Maintainers 53% 40% 7%
Efficiency Optimisers 51% 45% 4%
Simplicity Seekers 46% 34% 20%

Knowledge Gatherers 35% 63%

Experience Enthusiasts 30% 68%

m Often/sometimes not sure B Usually very sure Don't know/rather not say
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Propensity to Switch Channel

Tradition Maintainers 69% 19% 10%

Simplicity Seekers 30% 44% 13% 13%

Knowledge Gatherers 40% 30%

Efficiency Optimisers 17% 59% 23%

B Prefer to persevere using the same channel

m Willing to try a different contact channel once I'm certain the first one doesn’t work
m Will immediately/fairly quickly try a different channel if the first one doesn’t work

Don't know/rather not say
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Should Advisors be Chatty and Friendly, Or Concise and
Efficient?
Experience Enthusiasts 85% 9% 5%

B Prefer chatty and friendly m Prefer concise and efficient ® No preference Don't know/rather not say
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Propensity to Share Feedback After Experience

Efficiency

Optimisers
Posted online after bad experience 17%
Posted online after good experience 17%
Contacted provider after bad experience 26%
Contacted provider after good experience 13%

©CCMA 2026

Knowledge
Gatherers

Experience | Simplicity

Enthusiasts

Tradition
Seekers |Maintainers
12% 20%
17% 24%
18% 28%
15% 18%




Ever Stopped Buying From a Provider After a Poor Experience?

Experience Enthusiasts 66% 31%
Knowledge Gatherers

Tradition Maintainers

Efficiency Optimisers 9%

Simplicity Seekers 34% 52% 14%

® Have stopped buying due to poor customer service

B Have not stopped buying due to poor customer service

Don’t know/rather not say

Supported by

Ceema ‘ &

Route101
©CCMA 2026



Simple Query

Efficiency
Optimisers

Knowledge
Gatherers

Experience
Enthusiasts

Simplicity
Seekers

Tradition
Maintainers

Email 38% 36%
Telephone call 30%

‘Contact Us' form on website 22% 26% 21%
Web chat 24% 24% 14%
In person at an office or branch 29% 22% 18% 21% 39%
SMS/text 16% 38% 22% 21% 9%
WhatsApp or similar 14% 21% 13% 5%
Provider's smartphone app 24% 14% 13% 3%
Social network eg Facebook, X, Instagram 2% 29% 15% 9% 1%
By post 2% 1% 6% 6% 6%

©CCMA 2026
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Complex Query

Efficiency Knowledge Experience Simplicity Tradition
Optimisers Gatherers Enthusiasts Seekers Maintainers
Telephone call 36%
Email 31% 36% 21%
In person at an office or branch 24% 26% 37%
‘Contact Us' form on website 12% 17% 7%
Web chat 24% 35% 17% 11% 4%
Provider's smartphone app 7% 32% 9% 5% 0%
WhatsApp or similar 4% 34% 13% 3% 1%
SMS/text 3% 29% 15% 7% 0%
Social network such as Facebook, X, Instagram 0% 23% 10% 3% 0%
By post 2% 11% 7% 6% 5%
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Urgent Query

Efficiency Knowledge Experience Simplicity Tradition
Optimisers Gatherers Enthusiasts Seekers Maintainers
Telephone call 86% 62% 79%
In person at an office or branch 32% 27% 18% 20% 29%
Email 11% 35% 24% 18% 9%
Web chat 15% 33% 15% 12% 5%
‘Contact Us' form on website 9% 29% 10% 13% 3%
WhatsApp or similar 4% 34% 12% 3% 1%
SMS/text 3% 29% 13% 6% 1%
Provider’s smartphone app A% 27% 8% 3% 0%
Social network such as Facebook, X, Instagram 1% 17% 10% 2% 0%
By post 0% 10% 7% 1% 1%

©CCMA 2026
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Preferred Times of Day and Week for Contact (Net Convenient)

Efficiency
Optimisers

Tradition
Maintainers

Knowledge
Gatherers

Experience
Enthusiasts

Simplicity Seekers

8am to noon weekdays

+31

+34

Noon to 3pm weekdays

+34

3-6pm weekdays

After 6pm weekdays

Saturdays

Sundays

©CCMA 2026
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Efficiency .
Optimisers <@ =
DO =

+ Minimise journey friction and customer effort
+ Make it easy to switch from self-serve to phone

- Be available on weekends

DON'T

- Make lots of small talk

+ Deflect without clearly communicating
customer benefits
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Knowledge
Gatherers

DO

+ Make switching easy, with nudges and links to
alternative channels

+ Maximise self-serve capabilities, enabling self-
resolution of complex queries

+ Provide comprehensive FAQs and knowledgebases

+ Embrace advanced automation and Al as long as
the customer benefits are clearly apparent and the
tools are sophisticated

DON'T
+ Force phoning when an email or self-serve option
would suffice

+ Implement outdated or limited automation or Al
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Experience TN
Enthusiasts / \

. PRGNS A}

- Make it easy to share post-experience, for example by
embedding links to review sites in the contact journey

- Invite feedback, good and bad

- Ensure advisors are personable and friendly; greet
customer by name

+ Connect with CRM data to incorporate customer
behavioural history into the contact experience

DON'T
- Be overly businesslike or abrupt

« Treat customer like a ‘number’

Ceema ‘
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Tradition

Maintainers /
(=)

DO

- Deliver maximum phone availability and minimal
waiting times

- Always make a phone option available

+ Over-communicate to provide reassurance during
self-serve journeys

DON'T
+ Implement automation or Al without thorough

prior communication

- Deflect without thoroughly testing alternative
journeys with this persona

Ceema ‘
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Simplicity
Seekers

DO

+ Minimise journey friction and customer effort
+ Use straightforward language

+ Be available during office hours

* Prioritise FCR

DON'T

+ Contact during evenings or weekends

+ Force usage of FAQs, knowledgebases which require

significant cognitive effort

+ Implement automation or Al without thorough

prior communication

Ceema ‘
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https.//www.ccma.org.uk/personas/

Efficiency Experience Knowledge Simplicity Tradition
Optimisers Enthusiasts Gatherers Seekers Maintainers

=%
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Deep Learning Explosion
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Generative Al
2020s




Agentic Al
Today







How do you develop your Al Maturity?

A AI
Conversations
Real-Time
E’ Agent Assist
o
= Quality ‘
v Automation
= Customer
g Transcription / Insight ‘
0 Auto-Summary ‘
‘ Knowledge

MATURITY



A
CONTACTBABEL

REAL DATA. REAL INSIGHTS.

Analyst Insight

How & Why Businesses are Implementing Al

Steve Morrell

Managing Director, ContactBabel

&) Routel01



CONTACTBABEL

REAL DATA. REAL INSIGHTS.

The UK Al
Decision-Makers’ Guide

The Inner Circle Guide to
Al-Enabled Agent Assistance

BEEEE

The UK Customer Experience
Decision-Makers’ Guide

UK Contact Centre Verticals:
Finance

Al for Contact Centre
Cost Reduction

The Inner Circle Guide to
Customer Engagement &
Personalisation

About ContactBabel

Research based on surveys with 400+
UK contact centres and 2,000 UK
customers annually

More than 50 free contact centre & CX
research reports published each year
available at www.contactbabel.com

Read by 1,000+ UK organisations

&) Routel01


http://www.contactbabel.com/

What we’re covering

1. Why is Al being used?

2. The Three Pillars of Al — what’s it being used for?
o Automation
o Assistance / augmentation

o Analytics

3. Al outcomes and the customer view

&) Routel01



Why is Al being used?

Views on the role of artificial intelligence in the contact centre e Since 2017’ the

importance of Al to the
contact centre, and the

a strongly disagree belief that it will
augment agents, has
increased

Neutral

 There has been very
little change in attitude
towards the use of Al to
replace agents

Agree

B Strongly agree

Al will be used to replace agents Al will be used to support agents Al will be unimportant to our
contact centre

&) Routel01



CONTACTBABEL

REAL DATA. REAL INSIGHTS.

Most important outcomes from current or future use of Al
Reduce agent headcount 32%
Detect fraud attempts 31%

Predict customer behaviour 16%

Support multiple languages

Cut call durations 25%
Reduce call queues 17%

Improve knowledge base 13%

Improve accuracy of responses 12% | 1%

Handle more enquiries through self-service 1%

Better understand customers 44% 3‘%{ 1%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Critically important Important Of limited importance B Unimportant

Why is Al being used?

Most important desired
outcomes from AI are:

 Better understand customers

« Increase self-service success

Least important is to reduce
agent headcount

&) Routel01



What we’re covering

1. Why is Al being used?

2. The Three Pillars of Al — what’s it being used for?
o Automation
o Assistance / augmentation

o Analytics

3. Al outcomes and the customer view

&) Routel01



0%

Inbound interactions by channel, 2006-2029

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029

Other

SMS

Fax

H Letter

M Social media

B Web chat

Email

M Telephone (self-

service)

H Telephone (live)

Have digital interactions stalled?

Live voice channel
still #1

Telephony self-
service is stagnant

Web chat
iIncreasing slowly,
but email volumes
are still twice as
high

Social media falling
away

&) Routel01



Trends in Al for automation

Current and planned use of chatbots / voicebots » Joint #1 reason for
implementing Al is to handle
more enquiries through self-
150 service
P  Cost per web chat is 55% of a
"o plane phone call, compared to 99%
Plan to use within 2 years in 2018
« Voicebots can be used for
v customer authentication,
routing and self-service,
drawing from same knowledge
Chatbots Voicebots base as chatbots

&) Routel01

46% B Use this now




Use of automation in web chat and email

CONTACTBABEL

REAL DATA. REAL INSIGHTS.

Level of email automation, 2015-2025 Level of web chat automation, 2015-2025

100 R — 100%

90% 90%
80% 80%

70% B Fully automated 70%
B Fully automated
60% 60%

50% Partial automation 50%
Partial automation

40% 40%

. Manual / template .
30% 30% Live agent
20% 20%

10% 10%

0% 0%
2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

&) Routel01




Are digital channels working?

Proportion of interactions that require an alternative channel to On ave rage_ .
resolve the issue, by channel

23%
1 [s)
>% 16%
20%

- 18% ° = More than 50% e 29% of social media
26-50% enquiries

e 18% of emails

« 18% of web chats

11-25%

« 21% of web self-service
W Less than 10% SESSIOnS

...then require a phone call

Web chat Social media 9\) ROUte1 01



— hy do customers move from web to voice?

y
CONTACTBABEL

REAL DATA. REAL INSIGHTS.

Why customers move from web self-service to live telephony

The information / functionality was available, but the customer
N 4 14% %%
could not find it

Customers need to be taken through phone security [$4 21% 12% Eve n if th e i nfo rm ati O n i S

there (and customers
can find it), complexity
and need for
Customer wanted the reassurance of talking to someone re a SS u ra n Ce a re
strongest drivers for
Complex issue(s) requiring a live agent esca latl on

The information / functionality required was not available on
' fon / functionality required w 23% 10% B
the website

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B Strongly agree Agree Neutral Disagree M Strongly disagree & ) Route1 01




What we’re covering

1. Why is Al being used?

2. The Three Pillars of Al — what’s it being used for?
o Automation
o Assistance / augmentation

o Analytics

3. Al outcomes and the customer view

&) Routel01



Customer appetite for voice remains high

Customer preference for telephony, 2018-25 Email is preferred channel for
high emotion (35%)

—High complexity

Web self-service preferred for
high urgency (36%)

—High urgency

Face-to-face is #2 for high
complexity (21%)

—High emotion

Younger demographic more
likely to send email / social

Gen-X like web chat

Older customers phone or F2F

2018 2019 2020 2021 2022 2023 2024 2025 & R 101
) oute



sinesses agree that voice channel works best

CONTACTBABEL

REAL DATA. REAL INSIGHTS.

Businesses’ view on best channels for customers to use

% 3%
1% 1%

0,

14%

B It would make no difference
B Web self-service / mobile app
B Social media

Email
B Web chat
B Physical visit to store / branch

B Telephone

High emotion High urgency High complexity & o Route1 01



Reduce cost per contact

Single screen (in-call nav is >20%) Note generation

Dynamic information Call summaries

Voicebots Reduce mishearing Process initiation
Intelligent routing Auto-fill Call disposition codes

4

. 4 4

Average call
cost:
£6.17

Pre-call In-call Post-call
ID&V - 47 seconds Average: 422 seconds Average: 101 seconds ,
% Routel01



What we’re covering

1. Why is Al being used?

2. The Three Pillars of Al — what’s it being used for?
o Automation
o Assistance / augmentation

o Analytics

3. Al outcomes and the customer view

&) Routel01



Trends in Al for analytics

Al for analytics

Sentiment analysis (analysing muitiple calls) % % % Joint #1 reason for
implementing Al is to
understand the
customer better:
next-generation
analytics

Customer journey analytics

Predicting customer behaviour 9% % % AutO'QA WI l.l. a l.SO
grow strongly

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B Use this now Plan to use within 2 years W No plans

&) Routel01



What we’re covering

1. Why is Al being used?

2. The Three Pillars of Al — what’s it being used for?
o Automation
o Assistance / augmentation

o Analytics

3. Al outcomes and the customer view
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Actual Al outcomes

Have you seen these outcomes from your current use of Al?

Improving knowledge base
and increasing self-service
seen as most positive (80%+

SUCcess)

Detecting fraud, predicting
customer behaviour least
successful (<50% success)

Reduce call queues 24% 13% 64%
Better understand customers 25% % 63%

Reduce agent headcount % % 60%

o 65% of those that were using
Improve knowledge base % % 64% AI for this purpose SaW
reduced headcount

Handle more enquiries through self-service 36% 8% 56%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

E‘-/:) Routel01




Customer concerns about Al

CONTACTBABEL

REAL DATA. REAL INSIGHTS.

To what extent are you concerned about each of the following when
dealing with Al in customer service?

Data security

o5
0
124 0
-

Hidden or unclear use of Al (not knowing if it’s Al or human) 24%
Lack of empathy or understanding 21%
Job losses for customer service staff 22%

Being misunderstood or receiving inaccurate answers 14% 4%' 2%

Difficulty reaching a human agent 50% 28% 15% 5%' 3%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B Very concerned Concerned Neutral Less concerned M Not at all concerned

Customers fear AI will be
used to keep them away

from human agents (see

IVR)

Lack of trust in answers
given

Strong demographic slant:
69% of 65+ group had
strong concerns about
being kept from agents,
compared to 29% of 16-24
y/0 group

&) Routel01



CONTACTBABEL

REAL DATA. REAL INSIGHTS.

Customer experience with Al

How does Al compare to human agents in your experience?

I

9%
° 12%
13%

17%

Understanding Overall Friendliness Ease of use
of the issue  resolution of and tone
the issue

12%

Accuracy of
information

B Al systems are much better than human agents

Al systems are a little better than human agents

Al systems are no different to human agents

Al systems are a little worse than human agents

B Al systems are much worse than human agents

Speed of
response

80% of customers
believe they have

experienced AI CX
(usually chatbots)

Speed of response was
positive

Understanding and
resolution of issue
were weakest

&) Routel01




Summary

Al for CX — at the foot of a very large mountain
62% of customers say that there are circumstances when they would prefer to use Al
Self-service automation has stalled as rules-based bots reach their Llimits

The voice channel is not dying. Voicebots will take over from IVR / keyword speech rec

Al can trim 20-30% of overall call time, but consider agent burnout

Analytics will emerge and move beyond first-contact resolution to no-contact resolution:
proactive personalised outbound, and identification of the issues driving inbound volumes

&) Routel01



SHORTCUT TO MODERN CX

Zendesk Contact
Center

Al-powered resolution for every interaction,
every channel, every time

David Cousins - Head of Sales & GTM - UK/I &
MEA - Zendesk Contact Centre

ggkoutem | Annual Conference 2026



FORCES OF CHANGE

Contact centers are being reshaped by Al
in ways that once felt impossible

4 \

FROM

Dynamic service interactions that

Endless queues and >
proactively detect and resolve issues

scripted responses

Siloed customer data and >
company knowledge

Unified intelligence that flows seamlessly
across every channel

Lack of insights and tools that >
drive meaningful change

\ %

&/ HRoute101 | Annual Conference 2026

Connected systems that optimize
performance in a single click




Bookending Benefits of Al

ENSURE IMPACT HAS ROI

Bookending the benefits of Al for Customer Experience

e Consider the Customer Experience, Agent Experience and
Supervisor Experience

e  Establish suitability of knowledge and assets

e Establish the suitability of processes

e Ensure Measures of Success are in place for the entire journey
e  Work Backwards and don’t assume

e Use data to iterate and improve over time. Be adaptable

e Think Big, start Small and fail Fast (as needed)

ggRoutdm | Annual Conference 2026
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Foundations are imperative

ZENDESK RESOLUTION PLATFORM

NOT

S
s

Understand Complexity and Value

Understand that Al needs to operate in tandem to people, processes and technology. Success relies upon a firm foundation,
one which allows for scalability, flexibility and agility

ggRoutdm | Annual Conference 2026



IMPACT

Work Backwards

( - = N
VALUE vs. EFFORT MATRIX Work Backwards from the customer to ascertain Value vs Effort
_| - = . e ([ Examples
= - STRATEGIC INITIATIVES® = . .
i ? . e Quick Wins
vighest ma JE e for Hieh = o  Summarisation
| NPPRRSIIIREAN | PLAN AND EXECUTE I o  Transcription and Comprehension
: 7 & o  Structured Al Conversations
§ - o  Al-based call routing
< | B = e  Strategic Initiatives
> : - S @ -
| L2 HLd @’ “ = o  Highly Fluid Al Conversations
J = . P - o  Agentic Processes
= DOINSPARETIME = Drainy S ; o  Multi-model conversation
( @+ #
Low

Law EFFORT High

&/ HRoute101 | Annual Conference 2026



Customer Experience Automation

START SMALL
Q _____
® O 000 —0—
60

G

Highly structured Mixed

| Bill payment . Returns / refunds

| Password resets ' Account changes

| Prescription refills . Warranty claims

| Booking changes | Document submissions

&/HRoute101 | Annual Conference 2026

Outage support

Troubleshooting
Complaint resolution

Recommendations



ZENDESK RESOLUTION PLATFORM

Powering the
Agentic Contact
Center

0 Unified agent workspace
° Al embedded across the platform
° Constant improvement of operations

° Resolution-focused innovation

&/HRoute101 | Annual Conference 2026

Zendesk Resolution Platform

CONTACT CENTER

GLOBAL VOICE Al ROUTING

QA + ANALYTICS

KNOWLEDGE + DATA

SECURITY + GOVERNANCE \|

o




This is where Zendesk Contact Center
comes in

Our integrated Contact Center is fully part of an

unified stack of best in class solutions built for CX. 0w 0 a w0 ®( v
Anticipation of issues become the norm, because S e e

. . . Sam Mason | | can't access my account | sm
knowledge is captured and capacity is freed up to act '

Shared work

on early customer signals.

ot ced Dwight Torff | Can't find discount code for beef 18m

Satisfaction statistics
22 Following T "M | #54264 60 d

Completed work

Unified Agent Workspace 5t me with ths.

) Last 30 days

R Open tickets

e discount code for paper

Multimodal Experiences
Updates

Analyst Copilot

Voice Al Agents

ed you “Need help

Oscar Rosser | Switch to Spanish language
| your app to Spanish?

Real-time Voice Copilot

Unified WEM

QgRoute1o1 | Annual Conference 2026 zendesk



CONTACT CENTER

AHT § | CSAT @
THE

COFFEE

CLUB.

40%

The Coffee Club serves up ReDuCTION N
personalized service with T
Zendesk
Australia-based franchise café chain 12%+ -
enhances customer experience, improves call INCREASEIN CSAT “Now our agents can see who is calling and
Cj:ﬁ::\f gifggzgizoanqjgfE::\é?i;ﬁ?;? personalize the call. It not only saves time for

everyone, but It's really lovely to hear
customers' positive reactions: ‘Oh, you know

400+

who | am!”

WORLDWIDE
LOCATIONS

Voice of Customer Manager
The Coffee Club
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CUSTOMER IMPACT

Leading businesses are driving results with Zendesk

Contact Center

-~

Accelerate Transformation

~

S2M

annual cost savings

O one.nz
Op
N

<30 sec

Chat and phone
wait times

-

~

Automate with
Agentic Al

& DUNLOP

89%

Faster answer time

\

—Z TELUS

50%

Increase in

agent efficiency
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-

~

Adapt and
Scale

FFFFFFFFFFFF

31%

increased revenue

"

\

& SupportZebra

45 days

Deployment time for
leading BPO




NiCE

Create Impact with Al: Assist to
Conversational Al

Leading the Al-first Future of CX

Create a

QgRoute1o1 Annual Conference 2026 world




L
Al-First Experiences are Now

the Standard

Al has permanently reset expectations for speed,
intelligence, and personalisation

Consumer Al Adoption in pe
WAU (weekly active users) x
=
2023 2025
100M 800M
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70% of customer service journeys will begin
—and be resolved — in conversational,
third-party assistants built into their mobile devices by 2028.

Gartner
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The reality in 2026

Human Agents and Al Agents,
using separate systems, fragmented data.
Leading to duplication and lack of control.

Knowledge Base

Human Analytics I\
Agents Agents

Knowledge Base Workflows

Workflows Observability
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Enterprises need to orchestrate Al
Agents, Human Agents, Workflows,
Knowledge, Channels

and Data at scale

&/ HRoute101 | Annual Conference 2026



NiCE CXED

Al platform built for CX transformation

=

Orchestrate end-to-end
customer engagement

@ i3

c)( A‘ mOdeIs

Automate

. . Empower

experiences with

workforce

Al Agents
performance
Customer v
Engagement Data
Seamless Engagement Connected Intelligence Open Ecosystem Trust and Observability
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Knowledge Management

Transform scattered knowledge into dynamic, Al-ready NiCE | CXEID
intelligence that powers agents, Al systems, and self- @ rowcanwe ey )
service.

Clear all filters Q How are credit card points redeemed? % ExpertAl @O

. ( v
Location -J ‘.';2} Generating from: Banking » Personal Banking
Personal Banking (8) b's To redeem credit card points, start by logging in to your online account. Navigate to the rewards section where you can
Advisors (4) choose how to use your points. Options typically include travel, gift cards, merchandise, cash back, loyalty programs,
- - — third-party sites, and charitable donations. The value of your points can vary depending on the issuer and the
Financial Institutions (3) redemption option chosen. Some cards may offer better value for travel or cash back, while others might have lower

value for certain redemptions. It's important to understand the value of your points before redeeming to maximize

0 D e | ive r‘ a CC u r‘a te’ SO u rce_ b a C ke d a n SWe r‘S a C ro S S h u m a n Classification E their worth. If you're unsure about the process, contacting your issuer’s customer service can provide additional

guidance.

Include attachments

agents, Copilot, Al Agents, and self-service > Source rticies: © Helptul  ® Not helptl

Searching in: All results » Banking
About 15 results

Connect to existing enterprise knowledge—or easily
. Earning Rewards With Your Credit Card
0 u p I O a d ) C re ate ) a n d C u rate p ro p rl eta ry CO n te nt hﬂps"//eXP‘?r"demo:R ing/Personal_Banking/Credit_Cards/Earning_Rewards_ With_ Your_Credit_Card

Turn real interaction signals into insight revealing what
works, what doesn’t, and where to improve—so your
Q knowledge keeps getting smarter at scale

What's the interest rate for a
12-month savings account?

We offer a fixed annual interest
rate of 4.0% for balances of $1000
or more on a 12-month term.

&/HRoute101 | Annual Conference 2026



4 shrken

ReskTime sA

SLA per skill

B Costome rgogemens

B revoring

= Tecmestsuppontn
[—r
g mqunes e
ot uson
Comectoutusion
Aowse

)

MewcsStotus Metrcs breskdown  Pre

Al skils

Operational

Forecasting &
Scheduling

70 Routel101

i pom o ¢

Aagents

Bitng nquey Bot

TechsupportAgenc

A Contacs Requirig Attention

& wagenTs

Retums s

Retums & Refns

TechsupportAgent

Bing inquries

oy Mcknney

Workforce Empowerment

Optimise a Hybrid Workforce

Inbox

Paul smith
Customer Service
Insurance Inquiry

o,

Liam Davis
Customer Senvce
Applcaton status

Amara Kapadia
Customer Senvice
Customer service

Maggie Winsiow
Customer Senvce
Insurance il

Performance
Coaching

Annual Conference 2026

NIiCE
CXaD

Voien Cat
Report Claim

P-1094-29810  High Pririty

Accon  Roltonshios  Polcies  ActonPans  Claime

Summary  Insurable Assets.

Claims

e £3 vrenom
? e B 2o smense &

B 0-25300300

Claim ool Clam Typo.
Property Damage. Hameowners

polcy Etective Do
H26326

This has

esutte in significant damage to th oot of the propety.

View Surveitnce images

status Aduster
Undec Review sim Adoms

Real-time
Assistance

+ AddCownage  SunCim  Change Address

i App Space

G =

B o

Paul was identified as a policyholder who was likely to be
impacted by Hurricane Stan.

Costomer s frustrated tht ther home vas

P e storm and wantingto gt the
property repaired quickly,

/' NiCE Al Agent: Claim Report
Customer has reviewed and accepted the caim
review package. NICE Al Agent completed this ask,

5 Salesforce Acton: Claim Creation
ol H0-22364346 has been cesed n Salstorc

View Claim
NICE Al Agent: Dispatch Contractor
and Ik totrackthe contractor

*4 Suggested Response
ve scheduied a contractor with Ramsey Roofing (o
arrve this aternoon between 2:00-300pm. They
Wil assess the damage and potentialy take next

ke arping the oof, 1o revent any further
damage untithe fullrepaic can be completed,

O

®02
©>60-80

©>20-40 ©>40-60
©>80-100

0

Quality &

Compliance

)

250

®

help, orders

ntems

FINANCIAL SERACES.

BLUNG & PAVMENT
B cRoTANDDEBITC..

Tre 2 OiMar GaMar Oswar

smaTTIvE enoTE pacenTseTIvE
War5,2026,5035.  Mar 5,2026, 5043,

WarS, 2026,6523..  Mar', 2026, 4542,

oS, 2026, 4474, Mar', 2026,4505..

War5,2026, 4264 Mar5,2026, 4283

Analytics &
Feedback

NiCE



Copilot for Agents

Guide agents in real time with answers,
recommendations, and automated workflows to
accelerate resolution and ensure consistent quality

Q Recommend the next best action to drive faster,
more accurate solutions

Deliver context-aware, conversation-ready
responses grounded in your knowledge

Automatically generate concise, accurate
summaries to keep communication seamless

Start fast with an out-of-the-box experience or tailor
it to your exact needs with a fully customisable,
@ adaptive workspace
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L O

BB ®» B

o+ o ® &«
Liam Davis AN
dfw_forward_email_... 2.5hr
253-895-8956
BAC OB Phone
U R
® o
-
Call Time - 5:36
— @)
Julie Gerver 11]
skill 25h

NiCE CXE&iDd
18, Voice & sms +
#22073579 Open &
As Agent Smith 9:10 AM
Okay, I've looked into your installation request. It looks like the system wasn't letting you
schedule because the date you wanted was a bit too far out.
Lp Liam Davis 9:10 AM
Yeah, that makes sense, | wanted it for a birthday gift and her birthday still isn't for another few
weeks. Ideally | would like it to be installed the day before. Does this work or do | have to call
back later?
As AgentSmith 9:10 AM
No worries at all — | can take care of the booking for you. What day is her birthday?
Lp Liam Davis 9:10 AM
That's so good to hear! Her birthday is March 2nd.
As AgentSmith 9:10 AM
Give me a minute, I'm going to put you on hold and pull up the more detailed version of our

calendar.

@ Callon hold 9:11 AM

@ Call resumed 9:12 AM

AS

LD

Agent Smith 9:12 AM
Thanks for your patience, Liam. | do have some openings on March 1st, earliest would be
9:00am, would that work for you?

Liam Davis 9:12 AM
Yes, that date works perfectly.

Agent Smith 9:12 AM
Great! I've gone ahead and secured that installation appointment for March 1st.

— Unavailable
(00:21)

App space =
¢ 4 G Q & 1C

Liam is a OneTread customer and would like to schedule an
installation of a spin bike as a surprise birthday gift.

=
\,: Customer Sentiment
Liam has been trying to navigate the @
installation process online.
Customer Ticket History F:"l.
Click “open” to view their history from the CRM.
6

[_ov=n IFY

\/ Schedule an Install Completed
We will see you at 9:00am on Saturday, March 01,
2026. Make sure to have the pathway clear for your
spin bike install.

Y= AutoSummary
The customer called in about scheduling his bike
installation. He was unable to schedule because he
was booking too far out in advance. Agent was able
to book his install for March 1, 2026.

7z

Search Copilot




Copilot for Supervisors

Manage human and Al agents together, powered by real-

[\ [(¢] (& (one]

time visibility, proactive alerts and automated workflows. = : -
ﬁ LS AGEN' GIAIAGENTS  CONTACTS .J
oyl [ — I
@ Get continuous real time visibility into Al and human w o I
performance, including containment rate, sentiment,
and risk signals, with the ability to intervene or escalate . . - — =
i N St a nt | Y' iling nquiry Bot o 222 725 a - 7% Heaithy © ositve
° Use Al-driven alerts that surface emerging issues, with
clear explanations of context and recommended e T S e e e .
a ct i O n s 78734 ©  Returns &Refunds Guy Mckinn ey 642 % Ciitical ® Negative Repeated clarification requests ®

Q Interact with operational and performance data using
natural language, to gain clarity and visual insights
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H T |
“With Expert and Copilot, our agents

are confident, consistent, and
supported every step of the way.”

Enhancing guest experiences
with real-time copilots and

.. Elisha Wright
expert insight e

Global Director of Learning Design
and Delivery
Hyatt Hotels Corporation

Knowledge
Hundreds usage

increasing across
tenured and new staff

‘ ‘-‘ ’ A

__,__
| <

L . —
MY
|

of legacy articles
restructured and
migrated

u"'/
e

A\

Steady '. =
250+ improvement 2 N N

in First

gir \
Contact Resolution i 2 h
Y
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NIiCE > - I

agents using Copilot
across the Americas




NiCE CXa@®

Q How can we help you?

Clear allfilters

IQ how to get cl

Location

Personal Banking (14)

Shared Content (10)

Advisors (&)

Financial Institutions (5)

Tax Professionals (1)

Classification
Page fype

Include attachments
Conter

%> Generating from: Per:
To earn and redeem credi

1.**Choose the Right Carc
You frequently spend in.

2.*Use Your Card Regula
categories that offer high

3, **Meet Initial Bonuses*
specified timeframe o ec

4. **Track Your Rewards™:

5.**Redeem Rewards™": Lc
redeem your points (trave

6. *Consider Transfer Opt
sites like Amazon or Uber.

7."Explore Additional Op.
card issuer.

8.**Customer Service*: It
redemption.

> Source articles:

Knowledge
Management
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Prone 15 Pro

Agentic Experience Automation

Automate Customer Engagement

Hi, my car has broken
down and | need some|
help

I'm sorry to hear that. Can
you please share with me
your location?

Share location

Your location
1-287 5, Edison, N) 0887, USA-

Multimodal
Experiences

@ Nexoraparcel -

Al Agent - Robin

Jobs

Yourelp cstomers g e parce You
ore et mock apace P
s

e

Customer Service

-

Tolkto AlAgent  Advanced Edtor

would be the best.

o s ot O

- Always present yourself os on expert in your job.
= o

4 wock sl it s e i

4l

4 completecon

Setings

PRR——

Agentic Al
Agents

oted t yourjob, even ifyou know the.

A Tool

843ms »

Al Ops
Center

Lot Upacred 264540 oto: I

NA o

Top 15 Actons 8y Voume

e escios om0 3,253 s e
et e s b ot o oo
ingo,

tonton gy 130011360 08)

ncuing sbout payment

ncuing shout paying ot

Automation
Opportunities

CE



Al

Agentic Al Agents

<
)
Goal-driven, context-aware Al agents that automate - i
a n d e I evate eve ry C u Sto m e r i nte ra Ctio n S ; V;f: ;‘:‘SWT“ B t\:,:urdslge(tfetzt:tri e e pareel Yo ore chie 2 reck  perce Furharmers, you el i Sending pacels reun he v and corsul the e har resut
A nsucions and Contest ©
Plans, decides, and executes multi-step actions .
to complete tasks on its own 3 o
Adapts in real time to every customer’s input, ;
history, and business context
) @ ecome v rsowcniner

Build with enterprise-grade controls and e
safeguards you can trust

Save up to
30%!

Getitnow.

Scales effortlessly across workloads, channels,
and use cases as your business grows

0 Phones

Latest Releases

iPhone 15 Pro + iPhone
12BGB  Space Blac 256GE » [
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Multimodal Experiences

Deliver seamless, multimodal experiences that
blend voice, digital, and interactive moments into
one continuous conversation.

&/ ORoute101 | Annual Conference 2026

Blend natural conversation with guided visuals to
resolve issues faster and smarter

Capture accurate, structured information through
intuitive, interactive experiences

Unlock richer interactions using native mobile
capabilities—from camera to Face ID to GPS

Deliver consistent, seamless experiences across
every channel

To protect your privacy, please
choose a verification method

Face ID Touch ID

v Hi, my car has broken
! down and | need some

hel
RNexora -

o Weleame back Thys! How ean | help?

I'm sorry to hear that. Can
you please share with me
your location?

Pick your seat

A B C D E F

Save up to 6806 66 Share location

30%! Add - [ ]

Get it now. . . 7
as -
. . . 9 . . . i l:::-u i'-)a ':'/";.,' 2_-.4.4
- - -_ -

[ Phanes B SIMOnly
Seat 0BA Total Price: $0.00
Latest Releases
€999 f'm Your location

1-287 S, Edison, N] 0887, USA

WBZK 295

iPhene 15 Pro , N N p——
12BGB » Space Black 256GE - =
i \ :
ﬁ' \f (8

| can see the damage to the
rear of the car. The license

plate is WOB ZK 295



~© Lufthansa

16M automated
conversations per year for
rebookings, refunds and
more.

16M

Conversations Automation rate for
automated in refunds &
2025 rebookings

80%

12K 16+

messages / min
peak loading

Al agents live with
real-time Al translation
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Lufthansa Chat Assistant i

X

-

‘ 1:29 AM

Okay. I'll get information on flight
LH400 on 22 September 2025.

22 5ep 2025

FRA ¥ JFK

= LH400

Operatad by Lufthansa

Frankfurt Mew York J F Kennedy
Durstion 8h 25m

Departed On Time

mis 13119
Scheduled 10:55 Scheduled 13:20

Termina Terminal
1 1
Gat Gat

Z20 . oos

How would you like to continue?

That's all, thank you

Please type here...™.

“We believe Cognigy.Al to be
the most comprehensive,
user-friendly Al Agent
platform on the market.”

Nick Allgaier

Product Manager
\ "Digital Assistants”
Lufthansa Group



How we measure impact

The anatomy of a service call: An average customer service call can be divided into
various sections that yield potential for automation

60 sec ) | 90 sec ) ( 240 sec

Greeting & Verification & Understanding Problem Solving & Closing &

After Call

Intro Authentication the Issue Resolution Work

240 seconds
Wrap-up
240 seconds AHT
Al-driven Al-driven Al-driven Al-driven
Identification Routing Problem Resolution 3 Wrap-Up )
95% automation rate 70% automation rate 80% automation rate

—81% automation rate (390 seconds of 480 automated)
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Al Agents Rollout Roadmap

Strategic progression

FAQ Automation (MVP) ID & V extended FAQ Transactional Self- Outbound Notifications
Automation Service and Reminders
A CSAT A Agent efficiency A 24/7 Availability A Show-up rates
Agent Load A Verification speed A Self-Service Rate A Engagement rates
Call Volume AHT, Call Volume Manual Workload Missed actions
Requirements Requirements Requirements Requirements
* Structured FAQs / Knowledge * Contact Center Integration * Backend access via API * Contact data access
base * LLM API Key * Business Process Logic Trigger logic (event- or rule-
* Channel Embedding * Access to CRM/customer DB based)
(Web/Phone) - Authentication logic defined * Omnichannel delivery setup

Impact with Al )
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The Agentic CX Platform

Channels .
+ Assistants Self Improving Cycle System

Connectors

(Systems of Record)

D\
\ Engagement Shared Assets
D . ) offi
Orchestration @ ESY 0 office 365
Tools &

‘% Workflows
L

Unified >
@ Workforce % Knowledge
4

Understand

salesforce

Digital
& Context
Agent

2 Connectors

CX Data 31 party

@ & Models Al Agents

3rd Party Tools

3rd Party
Experience Memory CCaa$

5
&
0
<J
[ +more

Observability + Al Ops Unified Data Layer Advanced Analytics Security & Compliance
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