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AND THANK YOU TO OUR SPEAKERS:

La u ra  Ma lin sky, To m  
Gu n n e r, a n d  Na ta le e  

Wig g in s , NICE

Ka ty Fo rsyth , RED 
Re c ru itm e n t

Aliso n  Mu sc u tt, 
Rive rfo rd  Org a n ic  

Fa rm e rs

Nic ky Wo o d s ,
 Ca rn iva l UK

Jo  Ca u so n , 
Th e  In s titu te  o f 

Cu s to m e r Se rvic e

Nic o le  Gre e r, 
Te le p e rfo rm a n c e  UK

Sa sh a  Bu rn s , 
Allia n c e  Me d ic a l

Em ily Me rke l, 
JCu rv

Eric  Jo rg e n so n , 
Ze n d e sk

Co u rte n e y Sh e p p a rd , 
UCAS

Jo n  We lls ,
 Ca rn iva l UK
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We want you to leave feeling:

T H E  A I M S  O F  T O D A Y ’ S  E V E N T

C O N N E C T E D I N F O R M E D E M P O W E R E D
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“THE FUTURE OF CX IS 
TECHNOLOGY-LED BUT PEOPLE-

FOCUSED”

CCMA Contact Centre Technology Report 2024

Wh e n e ve r te c h n o lo g y is  d e p lo ye d , it sh o u ld  b e  with  th e  a im  o f im p ro vin g
th e  e xp e rie n c e  fo r th e  c u s to m e r o r fo r o u r c o lle a g u e s . 

Th a t c o u ld  m e a n  a  sm o o th e r, fa s te r, m o re  e ffic ie n t e xp e rie n c e , o r a
ric h e r a n d  d e e p e r o n e  –  o r b o th .
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THE AI-POWERED CONTACT CENTRE

CUSTOMER 
EXPERIENCE

Co n ve rsa tio n a l AI d e live rin g  

se lf- s e rvic e  a c ro s s  Vo ic e , Vid e o  

& Dig ita l Ch a n n e ls

Co n ve rsa tio n a l In te llig e n c e  fo r 

In te n t & Se n tim e n t

Pro a c tive  AI Po we re d  Ou tre a c h

EMPLOYEE 
ENABLEMENT

OPERATIONAL 
EXCELLENCE

In te llig e n t Co n te n t Su rfa c in g  

Co n ve rsa tio n a l Co a c h in g  a n d

Ne xt- Be s t- Ac tio n  (Co - Pilo t)

Au to - Su m m a risa tio n

Qu a lity Ma n a g e m e n t, 

We llb e in g  Ma n a g e m e n t

Co a c h in g  & Tra in in g

Pro vis io n  o f Pe rso n a lis e d  

Su p p o rt fo r Bo th  Cu s to m e r a n d  

Co lle a g u e

Re a l- Tim e  In s ig h ts  Su rro u n d in g  

Pe rfo rm a n c e , En g a g e m e n t a n d

Are a s  fo r Fo c u s

Ad a p tive  Wo rk Pa tte rn s  a n d  

Pro c e s se s
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 “AI JFDI”

“Fo rg e ttin g  th a t Kn o wle d g e  is  Po we r”

Co n n e c tin g  th e  ……..

“Lo s in g  th e  h u m a n  to u c h …”

Spoiler alert..
Don’t forget the Brilliant Basics

??
??? ?

?
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ANALYSE CURRENT OPERATIONS AND PAIN POINTS

 AI JFDI 
“DELIVERED AT ALL COSTS?” 

FOCUS ON HIGH IMPACT, LOWER RISK AREAS FOR 
PHASE 1…

ACCORDING TO A STUDY BY PWC, 32% OF CUSTOMERS WOULD 
STOP DOING BUSINESS WITH A BRAND THEY LOVED AFTER JUST 

ONE BAD EXPERIENCE

APPROXIMATELY 73% OF 

CONSUMERS PREFER TO 

SWITCH TO A COMPETITOR 

AFTER MULTIPLE BAD 

EXPERIENCES. 

(ZENDESK) 

ALIGN AI INITIATIVES WITH YOUR BUSINESS 
OBJECTIVES

https://www.pwc.com/us/en/services/consulting/library/consumer-intelligence-series/future-of-customer-experience.html
https://www.zendesk.co.uk/blog/cx-trends-2024/

https://www.pwc.com/us/en/services/consulting/library/consumer-intelligence-series/future-of-customer-experience.html
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KNOWLEDGE IS POWER

43% 33%

33% su p p o rt c o s t 
re d u c tio n  h a s  b e e n  

re p o rte d  a fte r 
kn o wle d g e  b a se  
im p le m e n ta tio n

“In  th e  a g e  o f AI a n d  a u to m a tio n , a  we ll- m a in ta in e d  kn o wle d g e  b a se  is  wh a t 
s e p a ra te s  g o o d  c u s to m e r s e rvic e  fro m  g re a t c u s to m e r s e rvic e .” 

Co lin  Sh a w, Pio n e e r o f Cu s to m e r Exp e rie n c e  a n d  Fo u n d e r o f Be yo n d  Ph ilo so p h y

Ac c o rd in g  to  a  
Fo rre s te r s tu d y, 

c u s to m e rs  p re fe r 
kn o wle d g e  b a se s  o ve r 

a ll o th e r se lf- se rvic e  
c h a n n e ls .

Th e  m o s t c o m m o n  
re a so n  fo r se lf- se rvic e

fa ilu re  is  th a t 43% of 
customers can’t find 
content relevant to 

their issue. 
(Gartner)

https://www.forrester.com/report/2018-Customer-Service-Trends-How-Operations-Become-Faster-Cheaper-And-Yet-More-Human/RES142291
https://www.forrester.com/report/2018-Customer-Service-Trends-How-Operations-Become-Faster-Cheaper-And-Yet-More-Human/RES142291
https://www.gartner.com/en/newsroom/press-releases/2024-08-19-gartner-survey-finds-only-14-percent-of-customer-service-issues-are-fully-resolved-in-self-service#:%7E:text=Customers%20Struggle%20to%20Resolve%20Even,resolve%20fully%20in%20self%2Dservice.
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INVEST IN INTEGRATIONS

DEVELOP & MAINTAIN AN 
OMNICHANNEL STRATEGY
Connecting the .. .. ..

How will you manage transitions from bot to human without losing 
information/context for the interaction?

 43% o f o rg a n isa tio n a l le a d e rs  s a y th a t c re a tin g  o m n ic h a n n e l e xp e rie n c e s  
is  o n e  o f th e  m o s t c h a lle n g in g  ta sks  in  im p ro vin g  c u s to m e r e xp e rie n c e . 
(Fo rre s te r)

https://www.csgi.com/wp-content/uploads/Great-CX-Cuts-Cost-And-Drives-Business-Results.pdf
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RETAINING THE HUMAN TOUCH
• 78% o f CS e xp e rts  s a y AI/  a u to m a tio n  h e lp s  th e m  sp e n d  m o re  tim e  o n  th e  m o s t

im p o rta n t p a rts  o f th e ir ro le  a n d  m a ke s  th e m  m o re  e ffic ie n t, wh ile  6 2% a g re e
th a t th e se  to o ls  h e lp  th e m  u n d e rs ta n d  th e ir c u s to m e rs  b e tte r (Hu b Sp o t).

• Em p lo ye e  p ro d u c tivity wa s  th e  n u m b e r o n e  m e th o d  (44%) wh e n  a ske d
re sp o n d e n ts  to  a  G2 su rve y we re  a ske d  h o w th e ir o rg a n isa tio n  m e a su re s  th e  ROI 
fro m  its  in ve s tm e n ts  in  AI so ftwa re  o r AI- p o we re d  so ftwa re .

• 6 1% o f su rve ye d  c o n su m e rs  b e lie ve  h u m a n s  u n d e rs ta n d  th e ir n e e d s  b e tte r th a n  AI 
(Su rve yMo n ke y Re p o rt 2024)

• With in  3 ye a rs , th e  EU m ig h t m a n d a te  th e  “rig h t to  ta lk to  a  h u m a n ” (Ga rtn e r).

78%

61%

https://blog.hubspot.com/service/state-of-ai-in-service
https://learn.g2.com/hubfs/2024-buyer-behavior-report.pdf
https://www.surveymonkey.com/curiosity/25-stats-about-ai-in-customer-experience-that-show-how-consumers-really-feel/
https://www.cxtoday.com/contact-centre/by-2028-the-eu-will-mandate-the-right-to-talk-to-a-human-in-customer-service-predicts-gartner/#:%7E:text=CX%20Leaders%20Awards-,By%202028%2C%20the%20EU%20Will%20Mandate%20%E2%80%9Cthe%20Right%20to%20Talk,service%20force%20the%20EU's%20hand%3F&text=Gartner's%20latest%20report%20has%20made,within%20the%20customer%20service%20sector.
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TECHNOLOGY-LED, 
PEOPLE-FOCUSED

KNOWLEDGE IS POWER

INVEST IN SEAMLESS 
SYSTEM INTEGRATION

AUGMENT NOT REPLACE

CXREDEFINING
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Th a n k yo u !
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