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Most important aim of CX improvement programme, by vertical market

Increased customer retention rates Lower customer service cost More new customers Higher cross-sell and upsell rates
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Most important aim of CX improvement programme, by revenue 
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Investment in CX improvements, by revenue

New technology Business process improvements Training for employees External consultancy Other
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Inbound interactions by channel
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How do you think inbound channels will change in your contact centre in 
the next 12 months?
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Investment in CX channel, by vertical market

Telephone Digital Physical stores Other
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Telephone Digital Physical stores Other
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Board level support/executive commitment for CX

Building customer-centric culture

Amount of time available for CX improvement

Organisational readiness for change
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CX technology

Number of dedicated CX employees

How well does your organisation currently support your CX programmes?

Excellent Good Fair Average Poor
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ARE TECHNOLOGY ISSUES HOLDING BACK CUSTOMER EXPERIENCE?  
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To what extent is legacy technology holding back customer experience? 
(by contact centre size)

No problem

Minor problem

Major problem
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To what extent is the lack of a single view of the customer across 
channels holding back customer experience? (by contact centre size)

No problem

Minor problem

Major problem
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To what extent is the lack of sufficient IT resources or budget holding 
back customer experience? (by contact centre size)

No problem
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DOES CX TECHNOLOGY AFFECT CUSTOMER EXPERIENCE?  
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What effect does technology have on your customers’ experience? (if used)

Strongly positive Somewhat positive Neutral Somewhat negative Strongly negative
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THE ROLE OF ANALYTICS IN CUSTOMER EXPERIENCE  
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THE ROLE OF AI IN CUSTOMER EXPERIENCE 
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Call transcription

Updating the knowledge base
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Agent assistance / co-pilot (in-call)
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Voicebots

Predicting customer behaviour

Current and planned use of AI contact centre applications

Use this now Plan to use this within 2 years No plans Don't know
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Most important outcomes from current or future use of AI

Critically important Important Of limited importance Unimportant Don't know / NA
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Handle more enquiries through self-service
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Cut call durations

Reduce agent headcount

Support multiple languages

Predict customer behaviour

Detect fraud attempts

Outcomes seen from current use of AI (only businesses using AI now) -
definite responses only

Yes No

http://www.contactbabel.com/research


INTEGRATION  
IS KEY 
A key challenge is breaking down 
internal silos. 

Most enterprises operate multiple 
systems that don’t integrate 
well - CRM, ERP, contact centre 
platforms, data warehouses and 
more. To enable AI and create 
seamless omnichannel customer 
experiences, these systems need 
interconnecting. This allows key data 
to flow reliably across solutions, 
facilitating seamless and effortless 
customer journeys. 

As a specialist customer experience 
AI solutions provider, Sabio can 
help overcome these barriers. With 
growing overlaps between vendors, 
choosing the right CX technology 
approach is tougher than ever – with 
options including single “walled 
garden” ecosystems or multi-vendor 
best-of-breed strategies.  

But expert guidance enables 
organisations to navigate this 
landscape. 

DRIVING ACTIONABLE 
INSIGHTS FROM AI  
With AI projects dependent on 
quality data, getting an accurate 
and unified view of customer 
interactions is critical and this 
requires aggregating data from all 
channels and touchpoints. Whether 
it’s call centre transcripts, CRM 
records or other sources, this data 
must be standardised. Only then 
can organisations derive actionable 
insights from AI. 

However, businesses must be 
careful to avoid bias when training 
algorithms. If the input data has 
already been summarised or 
categorised by an AI, this can create 
feedback loops. Ongoing human 
oversight is essential to ensure 
fairness and transparency. 

While AI often grabs the headlines, 
intelligent process automation 
can streamline many customer-
facing processes too. This includes 
payment processing, onboarding 
and application handling – indeed 
automating the routine allows agents 
to focus on complex customer 
issues instead. 

A MEASURED 
APPROACH   
Ultimately, AI and automation must 
align to wider CX strategy and 
objectives and customer-centric 
metrics taking precedence over 
operational ones is key. Alongside 
hard commercial benefits, the eBook 
advises focusing on softer benefits 
like customer effort scores and 
satisfaction ratings. 

With a measured approach, AI and 
automation provide a real chance 
to deliver personalised, frictionless 
experiences customers now expect.  

SABIOGROUP.COM    INFO@SABIOGROUP.COM         @SABIOGROUP

LEARN MORE  
DOWNLOAD 
SABIO’S EBOOK 
REVOLUTIONISING  
THE CUSTOMER 
EXPERIENCE

HOW AI IS 
REVOLUTIONISING  
THE CUSTOMER 
EXPERIENCE JOURNEY
The customer experience (CX) landscape is changing faster 
than ever, with new technologies emerging constantly. AI in 
particular holds huge potential to transform CX - but only if 
deployed carefully. 

With so much hype around AI, the reality is that the 
technology itself is no longer the main barrier. The issue now 
lies in bringing together the right combinations of solutions, 
people and aligning business goals. 

https://sabiogroup.com/
https://twitter.com/sabiogroup
https://go.sabiogroup.com/uk-ai-ebook-revolutionising-the-customer-experience.html?utm_source=contactbabel&utm_medium=report&utm_campaign=2023-11-gpco-ai-ebook-revolutionising-the-customer-experience
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First-time resolution

Short queue / wait time for response

Polite and friendly employees

Choice of channels

Issue handled by one employee

Short call / web chat times

UK-based employees

Long opening hours

What do you believe is the importance of these factors to a customer 
when contacting your organisation?
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Your question/issue is solved first-time

Short queue/wait time for response

UK-based employees

Polite and friendly employees

Issue handled by one employee

Choice of channels

Long opening hours

Short call/web chat times

What’s most important to you when contacting an organisation? 
(top 3 choices, by age range)

16-24 25-34 35-44 45-54 55-64 65+

http://www.auroramr.com/
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What are the top 3 most important factors to you when contacting an 
organisation by phone or digital channel? (by socioeconomic group)

Short call/web chat times

Long opening hours

Choice of channels

Issue handled by one employee

Polite and friendly employees

UK-based employees:

Short queue/wait time for response

Your question/issue is solved first-time



WHAT DO CUSTOMERS ACTUALLY GET WHEN CONTACTING AN ORGANISATION?  
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0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

The queue time is too long

There are too many options on the phone menu

I'm only calling because I could not solve my issue online

The agent can't help and passes me onto someone else

I have to call multiple times as it was not resolved

I can't hear clearly and/or I have to repeat myself

I'm asked too many security questions

Customer issues – an overview

Very often Fairly often Infrequently Never



FIRST-CONTACT RESOLUTION & THE CUSTOMER EXPERIENCE  
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16-24 25-34 35-44 45-54 55-64 65+ Average

Customer Issue: "I have to call back multiple times and explain 
the issue from the beginning" (by age range)

Never

Infrequently

Fairly often

Very often



• 

• 

• 

• 
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QUEUE / WAIT TIMES 
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HIGH EMOTION INTERACTIONS 
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HIGH URGENCY INTERACTIONS 
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HIGH COMPLEXITY INTERACTIONS 
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THE VIEW FROM THE BUSINESS 
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Strongly agree
15%

Agree
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Neutral
17%

Disagree
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Strongly disagree
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“We have a detailed understanding of the reasons customers make 
contact, when they make contact, and all the methods that they use.”
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40%

Neutral
37%

Disagree
12%

Strongly 
disagree

7%

“We have a detailed understanding of failure demand within the contact 
centre, and know where process issues or bottlenecks are occurring.”
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Usefulness of CX learning methods

Very useful Somewhat useful A little useful Not useful DON'T USE THIS METHOD
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Usefulness of CX benchmarks

Very useful Somewhat useful A little useful Not useful DON'T USE THIS METHOD
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Net Promoter Score by range distribution
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Net Promoter Score

Customer satisfaction score

Overall revenue / sales

Cost per service interaction

Customer retention rate

Cross-sell / upsell rate

Customer Effort Score

First-contact resolution rate

Quality score

Other

0% 5% 10% 15% 20% 25% 30%

CX metric upon which the Board / senior management most judge the 
success of the CX programme
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Are customer-facing employees financially rewarded based on 
any CX factors?
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AI-driven self-service
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Voice of the Customer initiatives

Customer journey analytics

Personalisation of customer experience

AI agent assistance

Predictive/proactive customer service

Omnichannel/connected journeys

Importance of CX developments in the next 2 years

Critically important Important Of limited importance Unimportant
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