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INTRODUCTION

It is easy to talk about prioritizing relationships and journeys over transactions. It is easy to trumpet 
the value of meaningfully connecting over merely communicating.

Talk does not, however, bring customer centricity to life. It does not allow brands to cultivate the 
kind of loyalty that will hold up in the face of fierce competition.

What, then, can brands do to turn these principles into reality? How can they ensure their 
experiences with customers not only satisfy immediate needs but pave the way to significant loyalty 
and lifetime value?

To answer these questions, Customer Engagement Insider conducted an investigation into the 
future of customer engagement.

Built on a survey of actual customer experience and marketing leaders, the investigation revealed 
the essential ingredients of an end-to-end experience. It uncovered the limitations that are 
preventing companies from properly serving, let alone connecting with, customers throughout 
their journeys. It explored the evolving role employees will play in engaging with customers – 
and how growing resourcing challenges may threaten their success. It evaluated how brands are 
approaching specific engagement initiatives, including personalization, social conversation, and 
issue-based marketing. It also revealed the impact technology like artificial intelligence will have on 
the way brands understand and connect with their customers.

As it walks you through the findings, this Market Study will reveal what your brand can do to reduce 
customer effort, improve employee capabilities, and ultimately transform every facet of your 
engagement strategy.
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METHODOLOGY & DEMOGRAPHICS

Customer Engagement Insider built its analysis on a survey of actual customer engagement, 
customer experience, digital strategy, marketing, business development, operations, customer 
service, and executive-level leaders. Open in August and September 2022, the survey attracted 
respondents from companies of all sizes and most industries.

Example job titles included senior vice president of customer service, head of customer success, 
vice president of customer experience, director of customer management, customer operations 
director, director of account management, head of marketing and customer engagement, customer 
service director, head of quality assurance, manager of strategy, and executive vice president of 
corporate affairs.
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KEY FINDINGS

1
 The idea of an end-to-end experience is a popular concept, but what does it mean 

in practice? For today’s customer engagement leaders, it is about optionality. The 
majority believe that good end-to-end experiences empower customers to 
seamlessly move between channels. Such movement is not essential, however, 
because leaders also believe an end-to-end experience allows customers to achieve 
numerous engagement goals without transferring to a new channel or agent.

2
 Unfortunately, the majority of brands are not yet ready to meet this standard. Only 

20% would call their experiences “seamless,” while only about 40% provide 
agents with a 360-degree view of customers.

3
 For today’s businesses, the most important form of personalization is “predictive 

personalization.” Brands aim to use customer data to anticipate future intentions, 
needs, and opportunities.

4
 Increasing personalization, unsurprisingly, ranks as the #1 priority for future 

marketing outreach. Other top focuses include leveraging loyalty and rewards 
programs and SMS-based marketing.

5
 In pursuit of meaningful customer connections, brands recognize the importance 

of inclusive user experiences, employee-centric reputations, and diverse 
workforces that reflect the realities of the customer base.

6
 Social media can mean different things to different brands, but the majority hope it 

means a platform for better customer service. More than half of companies want to 
elevate their social support options in the months and years ahead.

7
 With 87% of brands fearing staffing challenges – challenges that may intensify as 

a recession looms – the time has come to consider ways to optimize resources. 
Increasing self-service, leveraging proactive engagement, and leveraging flexible 
work models are three popular options for maximizing productivity.

8
 Granted, it is not enough to ensure employees are available to engage with customers; 

brands also have to ensure they are capable of truly connecting with them. Mindful of 
that reality, 82% of brands see empathy as an essential skill for customer-facing 
employees.

9
 Other necessary skills include comfort in most channels and mastery of complex 

products and processes.

10
 Whether to optimize resources or empower customer autonomy, self-service is clearly 

top-of-mind for today’s engagement leaders. Unsurprisingly, they identify self-
service as the most valuable use case for artificial intelligence investments.
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WHAT EXACTLY IS AN END-TO-END EXPERIENCE?

Buzzwords may make for great conversations, but 
they are rarely enough to drive action. The customer 
engagement community knows this all too well; constant 
talk about omnichannel resolutions, human connections, 
and actionable intelligence has steadily failed to ignite 
substantive transformation.

Clearly, it is not enough to enthusiastically embrace terms 
and concepts. Customer centricity hinges on precisely 
defining and vigorously operationalizing emerging principles.

Whether they will successfully operationalize the ideal 
remains to be seen, but companies have begun to define 
the key facets of an “end-to-end experience.”

According to 64% of companies, an end-to-end 
experience empowers customers to effortlessly move 
between channels. A nod to the omnichannel mindset of 
today’s customers, this statistic confirms that brands cannot 
allow fragments to develop between their touch points. 
Instead, they must unite every channel to create the most 
seamless, empowering experience possible.

Although an end-to-end experience makes easy channel 
spanning possible, it does not make it essential. A 
substantial 61% of companies believe an end-to-end 
experience enables customers to achieve different 
engagement goals – such as account changes, 
purchases, and technical support – without transferring to 
a new agent or channel.

Collectively, the top two qualities of an end-to-end 
experience argue that customers should have easy access 
to the outcome they want, where they want it. “Where they 
want it” may change based on context, but that change 
cannot result in additional customer effort.

The majority of companies do not, however, believe it 
is enough to deliver fast and high-quality engagement 
throughout the journey. They also strive to present 
themselves as a unified brand at all touch points.

Fifty-four percent (54%) see consistency of brand voice 
and policies as an essential quality of the end-to-end 
experience; the same number believes it is pivotal for all 
employees to espouse the brand’s culture. The latter 
reflects a more fundamentally “human” notion, but both 
ultimately speak to the idea that the relationship between 
a brand and its customers is a singular one. It may involve 
different conversations, invoke different sentiments, and 
take place in different channels, but it should never come 
across as a series of disconnected, unrelated experiences.

Indeed, to embrace the idea of an end-to-end experience 
is to embrace the idea that there is no on/off switch 
when engaging with today’s customers. Every moment 
represents an opportunity to either strengthen or weaken 
a singular, everlasting relationship.
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Which of the following are key signs that a company 
is delivering a successful “end-to-end experience”?

Customers can easily start an engagement in most/all contact channels

Customers can move between contact channels without undue effort (long wait times, complicated systems, 
repeating information, etc) 
 
 
Customers can achieve different engagement goals (support, questions, billing, purchasing, etc) without 
transferring to different agents or touch points

Customer-facing functions (marketing, sales, service, etc) have a clearly unified/collaborative strategy

Every phase of the customer journey is “personalized” to a given customers profile, needs, intentions, etc

The brand’s voice, policies, etc are consistent no matter where the customer connects

The company can capture data from all touch points and interaction types

The company predicts and proactively engages with customers based on interaction data

The company can “intelligently route” customers to the right channel, bot, or agent based on context

All employees understand and espouse the company culture

ARE BRANDS READY TO DELIVER?

Brands have a shared sense of what an end-to-end 
experience entails. The majority, unfortunately, have a 
shared inability to deliver in the status quo.

A mere 20% say they are currently delivering a 
seamless experience across their channels. A 
staggering 59%, meanwhile, confess that their agents 
lack a 360-degree view of the experience.

Indeed, the typical company is not simply failing to 
maximize the experience at different phases of the 
customer journey. It outright lacks the foundation to even 
connect its touchpoints in a seamless, consistent, end-to-
end engagement strategy.

As they look to the future of customer engagement, it 
is imperative for brands to address these operational 
challenges. Without achieving the connectivity and 
visibility necessary for an omnichannel experience, these 
brands will have no way to even properly accommodate – 
let alone meaningfully delight – today’s ever-demanding, 
increasingly omnichannel customers.

54.1%

63.93%

60.66%

39.34%

44.26%

54.1%

47.54%

49.18%

47.54%

54.1%
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Do you feel you are delivering a seamless customer engagement 
experience across all channels and functions/intentions?

19.67% Yes 

80.33% No

Do agents have easy access to a complete, 360-degree view 
of customers and their experience engaging with your brand?

40.98% Yes 

59.02% No
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REDEFINING PERSONALIZATION IN TODAY’S LANDSCAPE

Customer Engagement Insider’s State of Marketing 
Technology and CCW Digital’s CX Trends, Challenges 
& Opportunities market studies collectively uncovered 
a sobering reality: while roughly three-quarters of 
companies believe they are personalizing their 
communication, only 15% of consumers agree.

This dramatically inflated sense of self-worth is not, 
however, leading to complacency. A substantial 68% 
of companies professed a commitment to increasing 
personalization, fueling optimism about the future of 
customer engagement.

What caliber of personalization should these companies be 
aiming to achieve? The answer is not unanimous, but there 
is a hierarchy.

For 39% of companies, the goal is to achieve predictive 
personalization. Not simply about great conversations, 
this approach involves leveraging customer data to 
anticipate future needs and intentions. If successful, 
brands can tailor subsequent journeys, deliver relevant 
proactive communication, and ultimately create more 
valuable experiences.

Approximately 28% of companies want to put the human 
connection back in personalization. Believers in the idea 
of poignant personalization, these companies are not simply 
looking to enhance transactions and resolutions based on 
customer data. They believe in connecting with customers 
through meaningful, human-centric conversation.

Twenty-three percent of companies (23%) take a 
contrasting approach by prioritizing productive 
personalization. Instead of emphasizing the emotional 
quality of the conversation, they are focusing entirely on 
its substantive relevance. They may not wow customers 
with great small talk or highly emotional support, but they 
do hope to provide information, guidance, resolutions, 
and recommendations that are precisely aligned with a 
customer’s unique preferences, needs, and intentions.

The idea of “using a customer’s name throughout the 
call” once embodied the idea of personalization, and 
10% of companies still possess that vision. They 
are focusing on polite personalization, which does not 
guarantee unique experiences for customers but does 
guarantee references to factual information like their 
names, purchase histories, and account statuses. These 
organizations clearly subscribe to the idea that “customers 
just want their problems solved” and see small gestures of 
“personalization” as a way to enhance but not distract from 
that goal.
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Which of the following types of “personalization” do you believe is most important 
when engaging with today’s customers?

Poignant personalization - you engage customers in highly tailored, meaningful conversations at all touch points

Predictive personalization - you leverage customer data to not only deliver relevant interactions 
but anticipate and proactively elevate “the next call”

Productive personalization - you deliver relevant, tailored (but not always highly intimate) 
content and engagement throughout the journey

Polite personalization - you always reference the customer’s name and other account items to form 
basic connections, but the actual experience is not always customized

27.87%

39.34%

22.95%

9.84%
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HOW BRANDS WILL MARKET TO NEXT-GENERATION CUSTOMERS

Conversations about customer experience strategy often 
focus on inbound support interactions, but that approach is 
untenable in today’s engagement landscape. If the goal is to 
deliver an exceptional end-to-end experience, it is imperative 
to build strong relationships at the marketing level.

Taking this concept to heart, many companies aim to make 
outbound marketing more personal. A healthy 64% plan 
to emphasize “personalized outreach,” making it the #1 
priority for the future of marketing.

Not simply statistically consistent with the stated desire 
to increase personalization, the finding is utterly logical 
in today’s marketplace. By removing cost and logistical 
barriers, the digital transformation has spurred a dramatic 
increase in marketing outreach. Brands are quite simply 
relentless in their efforts to reach customers through 
email, social, and text-based communication. The result is 
an unprecedented amount of noise from brands making 
similarly lofty promises about cost and product quality 
using similarly flashy collateral. Tailoring the communication 
to a specific customer’s precise preferences and needs is 
the best way to cut through this noise.

Successful marketing is not, however, a mere exercise in 
attracting customers. It also involves retaining them, and 
49% plan to leverage loyalty and rewards programs to 
achieve that goal.

By increasing brands’ ability to reach new customers, 
the digital transformation reduces the effort in switching 
to competitors. This means that brands can no longer 
rest on their laurels and assume silent customers are 
wholeheartedly happy ones. Loyalty programs reflect 
an acceptance of this reality – and a desire to continue 
fighting for a customer’s trust, even as exciting new options 
become increasingly accessible. They also represent a way 
to capture intelligence about customers’ preferences and 
buying habits.

Digital engagement channels may be noisy, but many 
of today’s companies know they cannot ignore them. 
Forty-three percent (43%) aim to elevate their SMS and 
text marketing strategies, while 39% plan to amplify the 
marketing value of their mobile applications and websites.

Customers are reliant on these channels, but dependence 
does not guarantee tolerance. Impersonal, aggressive 
text communication is making customers increasingly 
selective about which messages they open. Familiarity with 
industry-leading websites that are both visually arresting 
and highly intuitive is making customers increasingly 
judgmental; about 90% will assess a brand based on its 
web platforms.

To thrive in this new normal, companies cannot simply be 
present in text, mobile, and web channels. They need to 
be exceptional, pairing innovative digital technology with 
immensely relevant and personalized content.
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Which of the following marketing strategies will you more 
actively employ in the coming years? 

SMS/Text-based communication

Experiential marketing (high-tech websites, concepts, store experiences, etc)

Viral/unorthodox marketing campaigns

Personalized outreach

Discounts and offers

Loyalty and rewards programs

Influencer marketing

Partnership marketing

Geo-targeting

Social marketing

Advocacy marketing (incentive word-of-mouth)

Phone outreach

Bigger emphasis on mobile app and website

Other

42.62%

27.87%

9.84%

63.93%

24.59%

49.18%

22.95%

37.70%

16.39%

36.07%

27.87%

13.11%

39.34%

4.92%
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Connecting with customers hinges on more than just 
delivering stellar service in marketing, sales, and support 
interactions. It also comes down to what the brand 
represents throughout the engagement process.

According to Customer Engagement Insider’s State of 
Marketing Technology Market Study, a whopping 90% 
of brands recognize the impact brand reputation and 
values have on consumer purchasing decisions.

What factors most notably dictate brand reputation and 
impact philosophical alignment with today’s customers? 
The most notable answers are inclusive experience design 
and employee-centric cultures.

More than 57% of companies say the inclusiveness 
of their user experience and the reputation of their 
employee experience are top priorities when designing 
an engagement strategy.

The former addresses the idea that all phases of the 
customer journey should not only demonstrate relevance 
and value but recognition and respect for all customers. 
This means providing customers with the opportunity to 
confirm gender identity (and then tailoring communication 
accordingly), avoiding heteronormative assumptions in 
content and support conversations, and respecting culture’s 
impact on a customer’s needs and preferences. It also means 
ensuring communication channels are fully accessible.

Not just a guideline for employee-led conversations, 
the call for inclusiveness also applies to automation. Bot 
experiences, too, have to demonstrate an unequivocal 
level of acceptance and appreciation for the diverse 
customers who are opting to engage with the brand.

For all the talk about how it would make customer 
complaints go viral, social media has also revealed a 
universal empathy for employees. When commenting on 
service incidents, customers do not exclusively support 
each other. In many cases, they take the side of the 
employee that has to deal with disrespect and frustration 
while making modest wages in an unglamorous line of work.

By prioritizing employee experience reputation as a way 
to win support from customers, brands are confirming their 
acknowledgement of this reality. They know customers 
are increasingly willing to say “no” to brands that, despite 
delivering high-quality products at a great price, underpay, 
exploit, or otherwise mistreat their workforce.

Empowered employees are, of course, famously more 
likely to provide great service and achieve meaningful 
connections with customers. The commitment to 
the employee experience will, therefore, go beyond 
demonstrating an admirable philosophy. It will also outright 
lead to better engagement, and in turn higher degrees of 
customer satisfaction.

WHICH VALUES ARE MOST IMPORTANT TO DEMONSTRATE 
THROUGHOUT THE CUSTOMER EXPERIENCE?
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Inclusiveness of user experience (support experience and language accounts for different ages, genders, 
sexualities, abilities, etc)

Inclusiveness of operation (employees encompass diverse demographics, viewpoints, and cultures)

Cultural sensitivity (content and policies are thoroughly screened for potentially offensive or alienating language)

Politics (engagement reflects your company’s stance on hot-button political or social issues)

Generational shifts (branding is adapting to the unique qualities and needs of Millennials and Gen Z)

Environment, climate change, and related sustainability issues

Charity, philanthropy and community issues

Economic sensitivity (pricing and promotion takes into account the real challenges facing your audience)

Employee experience reputation (important to prove employees are “taken care of” and not  
exploited or underpaid)

Geo-political awareness (international partnerships, supply chains, etc take into account the global  
reputation of countries/regimes)

Which of the following issues are priorities when building 
and executing your customer engagement strategy? 

Other top-ranking brand priorities include the diversity 
of the internal team and cultural sensitivity of 
communication. The former reflects the belief that a 
company should, at least to a practical degree, reflect 
the customer base it is trying to serve. If employees and 
leaders do not even slightly mirror the audience, what 
confidence will buyers have that the brand understands its 
values and empathizes with its concerns?

Whereas personalized communication is a favorable way to 
cut through today’s noisy marketing landscape, insensitive 
or downright offensive content will command unfavorable 
attention. Brands have gained negative press – and lost 
valuable support – by sending correspondence that is in 
poor taste.

If a brand is unwilling to even screen its marketing emails 
for potentially tasteless content, why should customers 
believe it will work diligently to deliver the best possible 
products and service experiences?

57.38%

54.10%

34.43%

27.87%

4.92%

31.15%

19.67%

31.15%

57.38%

13.11%
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THRIVING IN THE ERA OF SOCIAL MEDIA

Little ambiguity about the value of social media exists 
within the customer engagement community. The target for 
success, however, continues to move.

Some take an almost begrudging stance to social, establishing 
accounts because they “have to” but doing nothing to make 
such platforms the centerpieces of their strategies.

Others play into the gamification and “ego” elements, 
measuring success based on how many likes and followers 
they attain.

Yet another group views social entirely as a means to an 
end, quantifying performance in terms of sales conversions 
or support call deflections.

What aspects of social will brands prioritize in the future? 
For the greatest percentage of companies, the answer is 
social customer support.

Fifty-four percent (54%) say they intend to more actively 
support customers on their social channels. This endeavor 
reflects a growing recognition that customers – not 
businesses – get to choose where the engagement takes 
place. If customers choose to seek answers or solutions on 
Twitter or Instagram, savvy businesses respond accordingly.

Granted, there are some more business-centric benefits 
to a quality social support offering. Social support can 
publicly establish a brand’s customer centricity, as a steady 
stream of responsive, personalized, helpful Tweets will 
prove how much it cares about providing value. It may also 

lead to efficiency, since public social media support almost 
functions as an accessible “knowledge base.” If concerned 
customers see 25 Tweets about an ongoing power outage 
or 5 Facebook responses about correcting a billing issue, 
they will have less need to actively call – and thus less 
need to place a burden on the organization’s resources.

Other top priorities include better leveraging social 
networks to communicate company news and updates 
(48%), developing loyalty programs for followers (41%), 
and monitoring social sentiment (32%).

The former two reflect the acceptance that social media 
is not a “side hustle” for today’s businesses; it is a 
centerpiece of their engagement strategy. As a result, 
it needs to be a platform on which companies make 
important announcements and share real-time updates.

A customer’s follow, meanwhile, should no longer reflect a 
standalone gesture. It is tantamount to a customer professing 
their loyalty to – if not advocating for – a brand. Consequently, 
loyalty programs should incentivize and reward customers for 
wearing the brand’s logo as a badge of honor.

Because so many customers are congregating on social 
channels, some of the most vital feedback about a brand’s 
performance – and the general attitude of the market 
place – resides on such platforms. Recognizing this reality, 
a comparatively high percentage of brands will invest 
into social monitoring solutions that allow them to better 
understand what customers want, how customers feel, and 
what engagement initiatives will yield future success.
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Social customer support

Personality/meme/humor content on your social channels

Communicating company news, updates, announcements on social

Influencer marketing

Social sentiment monitoring

Discounts and other marketing promotions over social

Loyalty programs/offers for social followers

Targeted social sales efforts (DM potential leads)

Social purchasing/commerce options

Which of the following social engagement strategies will you 
prioritize in the next few years? 

54.10%

13.11%

47.54%

18.03%

31.15%

26.23%

40.98%

21.31%

11.48%
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THE FUTURE OF EMPLOYEE ENGAGEMENT

Customer engagement leaders have long acknowledged 
the connection between employee experiences and 
customer experiences. Marketplace trends have amplified 
this connection, as employees have never played a more 
pivotal role in the engagement process.

Whether by humanizing messaging or adapting to sudden 
shifts in customer needs and sentiment, employees help 
to meet the rising demand for personalized experiences. 
Thanks to their ability to incorporate emotions and 
creativity into their decision-making, they are also vital for 
supporting customers whose needs cannot be addressed 
in a restrictive self-service environment.

Employees and their surrounding culture, moreover, help to 
define a brand’s reputation – and the types of customers it 
will be able to attract.

Granted, as the importance of employees rises, so too does 
the challenge of attracting and retaining them. Recent CCW 
Digital research identified “The Great Resignation” as the #1 
operational pain point affecting today’s customer contact 
functions. And while impending economic concerns may 
reduce employees’ willingness to quit, they will not solve 
resourcing challenges. If anything, they will make it even 
harder for brands to deliver the incentives and experiences 
needed to cultivate a team of great employees.

Only 13% of companies do not feel they are facing any 
staffing challenges, which means the overwhelming 
majority have to take action. They have to find a way to 
meet a higher standard for the customer experience while 
dealing with limited resources.

AI, unsurprisingly, represents the most popular option. 
Approximately 48% of companies will leverage self-
service and AI-driven engagement to reduce interaction 
volume and, therefore, the burden on employees.

Self-service is not the only option for reducing inbound 
volume, and 44% of companies are keenly aware. They 
will emphasize proactive engagement with the hope of 
making sales and providing support before the customer 
needs to connect.

If successful, both endeavors will provide a two-pronged 
benefit. Beyond reducing inbound volume levels, they 
will enable employees to avoid the most transactional, 
repetitive issues and turn their attention to more valuable 
work. These more fulfilling engagement options will help 
attract stronger talent, while reducing the dissatisfaction 
that leads to employee turnover.

The next-two most popular initiatives focus directly on 
hiring; 41% will adopt flexible work models to attract 
better talent, and 26% will invest more heavily into gig-
based and other outsourcing models.

The former reflects a need to adapt to the changing reality 
of today’s labor landscape. Even as the highly favorable 
job landscape fades, a growing percentage of employees 
refuses to revert back to the pre-pandemic work standard. 
These employees will not spend forty hours per week in 
the office, and brands that accept that reality – instead of 
combating it – stand to attract their interest. By ensuring 
flexibility and the overall employee experience remain 
priorities through and long after onboarding, these 
companies stand to retain this coveted, high-value workforce.
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Gig work represents a scalable way of accommodating 
this new work preference. Whether done independently or 
through a partner, gig models help companies readily access 
engaged, passionate, knowledgeable talent exactly when 
they are most essential. This allows companies to attract the 
talent that most values flexibility without having to wholly 
sacrifice the stability and familiarity of existing operations.

How are you / will you address staffing and resourcing challenges  
within your customer engagement operation? 

N/A - we’re not facing or anticipating any staffing or resourcing challenge

We’ve closed or restricted some contact channels

We’ve reduced operating / engagement hours

We’re only allowing customers to speak to agents for certain issues

We’re advising agents to stick to the script and only follow specific protocol

We’re holding agents more accountable for average handle time

We’re accepting longer wait times due to staffing shortages

We’re emphasizing more self-service and AI options throughout the end-to-end experience

We’re being transparent with customers about staff shortages, essentially asking for some leniency/tolerance

We’re considering gig/outsourcing options to improve capacity

We’re adopting more flexible work models to attract more potential employees

We’re shifting employees from other teams/roles

We’re increasing proactive engagement to hopefully reduce inbound volume

13.11%

With proven success cultivating agents in the new normal 
and a roster of talent already available, outsourcing 
partners help companies bypass recruiting challenges. 
Companies will have to sacrifice some degree of control 
over this workforce, but the gains in capacity (and, in some 
cases, quality) may far surpass any reservations.

ESSENTIAL EMPLOYEE QUALITIES

Thanks to AI technology, proactive engagement strategy, 
and outsourcing opportunities, companies will not have to 
rely entirely on their own hiring to close resourcing gaps.

They cannot, however, take their foot off the gas that is 
effective recruiting and employee development. With 
customer standards rising, the employees that companies 
do hire – not to mention the existing personnel who will 
continue supporting the engagement process – will require 
some core competencies. If companies fail to cultivate a 
team with such competencies, they will subsequently fail to 
connect with customers.

What competencies are most essential for the customer-
facing employee of the future? The most universally 
accepted answer is empathy.

A substantial 82% of companies concur that empathy 
– and the general ability to emotionally connect 
with customers – will be an essential quality of 
future employees. Today’s customers expect a human 
connection to complement transactional support, and 
employees must possess the ability to organically rise to 
the occasion.

By optimizing their workflow, giving them leeway to “ditch 
the script,” coaching them on core business values, and 
providing them with actionable customer intelligence, 
organizations can certainly empower employees to 
demonstrate more empathy.

Different employees will, however, possess inherent 
ceilings for emotional intelligence. The quest for a more 

11.48%

9.84%

6.56%

1.64%

11.48%

19.67%

47.54%

24.59%

26.23%

40.98%

19.67%

44.26%
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Fluency/comfort in most or all contact channels

Empathy / ability to “connect” with individual customers

Ability to solve complex problems and/or master challenging product issues

Ability to deal with argumentative/hostile customers and escalations

Ability to handle multiple issues/conversations at once

Comfort working/training/developing in a remote setting

Ability to collect and share meaningful feedback

Cross-functional skills (support agents can sell, sales agents can de-escalate, etc)

Agents reflect the different cultures and languages of your customer base

empathetic engagement experience consequently does 
begin at the recruiting level. It is essential that companies 
source talent that can and will eagerly use internal 
resources to form external customer connections.

Other essential employee skills include comfort in 
most channels (61%), mastery of complex issues and 
products (61%), and cross-functional abilities (51%).

Today’s companies describe the ideal end-to-end 
experience as one in which customers can seamlessly move 
between channels but also achieve all engagement goals at 
a single touch point if they so choose. The aforementioned 
qualities empower brands to meet this standard.

By attracting talent with fluency in all channels, companies 
ensure that the same employee can “journey with 
customers” as they move between channels. This further 
eliminates the risk of fragmentation or undue effort 
during channel spanning. It, simultaneously, heightens 
the likelihood of the employee achieving a meaningful 
connection with the customer.

By attracting talent that can support highly complex issues 
and cover multiple engagement functions like sales and 
service, the company minimizes the need for transfers 
and escalations. Customers will be able to get what they 
want from the first agent with whom they speak, leading to 
simpler, more resolute, more effective experiences at all 
phases of the journey.

Which agent skills and competencies do you see as  
ESSENTIAL for engaging with today’s customers? 

60.66%

81.97%

60.66%

40.98%

31.15%

34.43%

40.98%

50.82%

26.23%



2022 CEI MARKET STUDY | Future of Customer Engagement

19www.customerengagementinsider.com   |

AI’S ROLE IN THE FUTURE OF CUSTOMER ENGAGEMENT

The future of customer engagement is one in which 
the best brands deliver highly relevant, immensely 
personalized communication that is consistently and 
conveniently available throughout the journey.

Currently dealing with uninspiring digital experiences, 
ineffective data strategies, and insufficient resources,  
many companies lack the necessary framework for 
reaching this standard.

In theory, AI represents an encouraging solution. Modern 
AI solutions promise capabilities like elevating self-service, 
improving journey orchestration, optimizing workflow, 
empowering agent performance, eliminating rote tasks, 
and strengthening data management.

Not all solutions, however, are generating equal 
enthusiasm. As a result, not all solutions hold equal 
placement on companies’ priority lists.

Today’s businesses are most encouraged by AI’s power 
to transform self-service. A significant 57% believe it will 
drive an increase in self-service quality, while 56% say  
it will allow brands to deploy effective self-service in 
new channels.

Whereas self-service has historically been static and 
generic, AI offers the opportunity to create more dynamic 
experiences. Customers can converse with bots in their 
natural language, and those bots can in turn surface 
responses, answers, and solutions that are uniquely 
relevant to their needs and intentions.

Equally importantly, AI helps businesses expand these 
capabilities into all channels. Instead of forcing customers 
to engage with a website chatbot or call to access the 
IVR, companies can deploy conversational bots in familiar 
channels like social media or SMS messaging. This further 
enhances the accessibility and efficacy of self-service, 
leading to higher utilization and more trust.

Confident in this chain of results, 51% expect AI to  
yield a marked increase in self-service utilization  
and containment.

Whether in the form of more effective self-service or  
more traditional process automation, AI also has the 
potential to improve agent performance – at a time when 
resource challenges are significant. More than 54% of 
companies believe in this opportunity, confident that AI 
will absorb simple tasks so that agents can engage in 
more meaningful conversations with customers.

The “more meaningful conversations” qualifier is 
immensely important. Brands are not simply looking for 
AI solutions that can make agents’ lives easier – or free 
them from tedious tasks. Rather, they are looking for AI to 
create a dynamic in which agents feel more empowered 
to wow customers.

In reality, this goal is an important one for any AI – or, 
really, any technology – investment. The best solutions 
do not simply create superficial efficiencies; they help 
companies transform those efficiencies into more effective 
experiences and more impressive results.
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More self-service utilization/containment

Bringing self-service to more channels so that customers will have more contact options

Improvement in self-service quality (bots handle more complex work, become more personalized, etc)

AI absorbs simple tasks so that agents can engage in more meaningful conversations with customers

Intelligently routing customers to the most productive bot or agent for their issue

Surfacing relevant marketing offers at key moments of truth

"Scoring" leads and prospects to improve sales conversions

Capturing more actionable intelligence that can improve the overall end-to-end experience

Surfacing actionable intelligence to frontline agents to improve real-time conversation

Streamlining knowledge management to ensure more accurate and high-quality engagement

Improving scalability to help companies navigate growth and/or resourcing challenges

Natural language understanding / speech technology to improve call quality and data mining

When it comes to the future of customer engagement, what do you believe will be 
the most valuable AI opportunities?

50.82%

55.74%

57.38%

54.10%

39.34%

8.20%

24.59%

42.62%

26.23%

32.79%

29.51%

22.95%
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AUTOMATING INTERACTIONS: IS SELF-SERVICE THE GATEWAY TO 
UNPARALLELED CUSTOMER CONNECTIONS?

Increasingly unwilling to settle for impersonal, transactional 
interactions, today’s customers possess a new standard for 
their experience with brands.

“Customers expect a supportive, personalized, and 
effortless journey, regardless of which brand they’re 
talking to, which industry it’s in, or which channels 
they’re interacting on,” affirms Jessica Popp, CTO of 
Ada. “No organization’s customer experience can 
escape comparison — the walls between personal and 
professional lives or B2B and B2C brands are crumbling.”

Despite all the hype about customer centricity and 
“competing on the customer experience,” few brands 
are meeting this standard. Only 15% of consumers feel 
brands are personalizing experiences, and a staggering 
60% often face long wait times. The majority of consumers 
are also dissatisfied with the knowledge and empathy 
demonstrated by customer service agents.

How can companies overcome these challenges, restore 
confidence, and yield valuable interactions for every 
customer throughout the end-to-end experience? In 
theory, self-service is the answer.

Thanks to the impact of innovative artificial intelligence 
technology, modern self-service platforms enable 
businesses to increase the value and frequency of their 
customer interactions. These platforms allow brands to 
offer instant, personalized conversational experiences 
with customers whenever and wherever they choose to 
interact. 

“Customers want on-demand service that’s available 
when they need it,” says Jon Aniano, SVP Product, CRM 
Applications of Zendesk. “They want to have the freedom 
to communicate over whatever channel they choose and 
don’t want to waste valuable time getting agents up to 
speed on their order or issue.”

In practice, many brands are squandering this opportunity. 
By deploying antiquated tools with the wrong goals and 
intentions, they end up increasing customer frustration 
while decreasing customer trust. These issues also affect 
agents, who will face increasingly angry customers – with 
little relevant insight about who those customers are and 
what they are hoping to achieve.

It is time to transform self-service from a mechanism for 
deflection into the impetus for higher-value interactions 
and lasting customer connections. This briefing provides a 
roadmap for success.
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4 MISTAKES BRANDS ARE MAKING  
WITH SELF-SERVICE

A whopping 86% percent of customers are willing to 
use self-service for at least some issues, but only 15% 
have confidence in today’s chatbots. What is leading 
to such a dramatic gap? Four of the most common self-
service mistakes follow.

Focusing on deflection, rather than 
empowerment
Many customer experience teams take a reductive 
approach to self-service, viewing chatbots and IVR 
systems solely as a means of deflecting costly inbound 
contact volume.

“Traditional chatbot solutions aim to contain or deflect 
interactions at all costs,” explains Popp from Ada. “In other 
words they aim to speak to customers less. Brands should 
be craving to have more conversations, not fewer. They 
should see every interaction as an opportunity to build 
trust, deliver value, and ultimately, drive growth.”

Brands that view self-service as a method of deflection 
rather than engagement routinely succumb to three pitfalls:

1. They introduce bots at inopportune moments of the 
journey, while making it difficult to escalate to a live agent.

2. They neglect to consider the conversational element of 
self-service, deploying bots that are unintuitive and do 
not understand, let alone adapt to, natural language.

3. They underestimate the data opportunity, failing to 
capture vital insights about customer behaviors and 
sentiments that can inform overall experience design 
and higher-level business decisions.

These misfires create negative experiences that frustrate 
customers and fail to resolve their issues. Since these 
customers will ultimately escalate to a live agent, the 
deflection approach ironically prevents companies from 
achieving the very efficiency gains they are so eagerly 
pursuing.

Failing to connect self-service and agent-led 
experiences
Given that only 20% of companies feel they are 
delivering a seamless end-to-end experience, it should 
come as no surprise that the process of escalation from 
self-service to a live agent is a notoriously frustrating one.

Lacking visibility into the customer’s previous self-service 
interaction, agents will inevitably ask customers repetitive 
questions. In some cases, they will place customers on 
hold as they look up information in their (often convoluted) 
CRM systems and knowledge bases.
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“Customers have made it abundantly clear that they 
want and expect great service at every turn, but it’s 
a high bar,” says Aniano from Zendesk. “They expect 
their product history, past interactions with agents, and 
recommendations to follow them from one platform to 
another – every experience should flow as a personalized, 
seamless, digital conversation. These natural-feeling 
conversations are essential to keeping customer loyalty.”

Beyond frustrating customers, cumbersome escalations 
ultimately condition customers to avoid self-service. If 
customers know they are going to have to escalate to an 
agent and repeat everything they said, why would they 
even attempt to engage with a bot? Brands, in turn, lose 
efficient and scalable opportunities to engage with and 
learn about their customers. Service costs will rise as 
customer relationships weaken.

Agents, meanwhile, have to continue answering repetitive 
inquiries that could have been automated. Worse, they 
have to address these concerns without valuable context 
that could have been gathered during an initial self-service 
interaction. As a result, brands are subjecting employees 
to additional frustration, monotony, and inefficiency at a 
time when attracting and retaining agents has never been 
more challenging.

Forgetting to personalize interactions  
and resolutions
Self-service may be best-suited for simple, repetitive 
issues, but that does not mean the actual experience 
should be superficial and generic. Customers seek 
highly personalized, contextually relevant interactions at 
all phases of the journey, including in their self-service 
experiences.

Unfortunately, the typical bot interaction fails to meet this 
standard.

Today’s self-service platforms are rarely more dynamic and 
personalized than a static FAQ page. They demonstrate 
little recognition of the customer, minimal ability to adapt 
based on specific intent or sentiment, and no anticipation 
of future customer needs. And insofar as many tools lack 
robust customer intelligence, conversational AI, or journey 
design functionality, even the most eager, customer-centric 
organizations lack the insight and capability to continuously 
improve these self-service experiences.

“Simply put, chatbots have two jobs: helping customers 
help themselves instantly, and representing the brand,” 
says Popp from Ada. “Standing up a simple FAQ bot will 
not succeed at either. Today, brands need to go beyond 
answering questions to fulfilling requests, with the 
ultimate goal of anticipating — and meeting — customer 
needs proactively — all while delivering a personalized 
and empathetic experience.”

Because brands mistakenly assume that “simple issues” 
inherently warrant simple answers, these self-service 
platforms additionally fail to offer resolutions beyond what is 
mandated in general knowledge bases or policies. In many 
cases, these bots do not even attempt to offer resolutions – 
they simply collect feedback or provide generic guidance on 
where customers can go for more help.

Since customers engage specifically because they feel the 
“standard” answer is insufficient, the inability to go beyond 
that in a bot makes the entire experience feel futile. 
Difficulty escalating to live agents further exacerbates 
the issue, as customers exert more effort to access the 
same support they could have gotten by skipping the bot 
altogether.

Adopting an overly narrow mindset
When it comes to the value of self-service, the issue is not 
simply that brands are failing to deliver sufficient degrees 
of conversation, personalization, and resolution. It is also 
that they are adopting a narrow view of the valuable 
interactions bots can facilitate.

The truth is that bots can do far more than simply answer 
basic customer support questions. They can help guide 
customers through websites and mobile applications, 
deliver contextually relevant product recommendations 
and discounts, simplify registration and check-in 
processes, provide valuable research to prospective 
buyers, share timely proactive alerts and announcements, 
empower customers to make changes to orders or account 
information, facilitate refund and return requests, collect 
actionable customer feedback, offer “onboarding” for 
new customers, and share post-purchase (or post-service) 
follow-up messages.

Collectively, these use cases underscore how self-service 
platforms can help brands engage with customers, 
educate them on the brand’s unique value proposition, and 
cultivate greater lifetime value.

By only focusing on select service use cases, brands 
miss these crucial engagement opportunities. In the best 
case scenario, customers are left to their own research 
to determine whether they want to support a brand. In 
the worst case scenario, they come across a competitor 
that better and more enthusiastically communicates the 
relevance of its vision and quality of its offerings.
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HOW TO TRANSFORM SELF-SERVICE AND 
ELEVATE CUSTOMER RELATIONSHIPS

Impersonal, unintuitive self-service experiences are 
commonplace, but they do not have to be inevitable. 
By pairing innovative technology with customer-centric 
strategy, brands can transform their self-service experiences 
into successful, high-value engagement opportunities.

More importantly, they can unlock vital data, achieve more 
trust, and ultimately create more loyalty and advocacy. Key 
steps to success follow.

Rethink The Interaction Framework
The goal for a customer-centric organization is not to 
provide an acceptable experience. It is to maximize the 
value of each interaction at each touch point. With that in 
mind, savvy businesses do not only consider the issues 
best-suited for bots but ensure they steadily deliver the 
best possible response.

While some brands will settle for the minimum viable option, 
others will go above and beyond to ensure their bots deliver 
experiences that are low in effort and high in value. Ada’s 
Interaction Framework helps to illustrate this hierarchy.

 Answer means providing basic responses to common 
questions, such as “How do I do this?” This typically 
equates to 30%+ containment.

 Action means customizing responses that facilitate 
action, such as providing a payment status to a customer 
or upgrading their plan in a conversation. This typically 
equates to 50%+ containment.

 Anticipate means understanding the individual desires of 
the customer and proactively addressing them, such as 
with a proactive notifcation. This typically equates to  
70%+ containment.

Self-service platforms that simply answer questions 
may mitigate some issues, but they do not reflect the 
high-value, “VIP” experiences today’s consumers are 
increasingly seeking. They are a generic, table-stakes 
offering in the digital world.

Bots that can take immediate action to solve problems, 
on the other hand, provide a more convenient, valuable 
experience for customers. Those that anticipate and 
resolve specific customer needs reach an even higher 
standard: an experience that is frictionless, personalized, 
predictive, and proactive.

In today’s hypercompetitive landscape, this caliber of 
self-service experience is the key to not only reducing 
inbound contact volume but growing customer 
satisfaction and loyalty.
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Create A Complementary Relationship 
Between Bots and Agents
As “silos” are the notorious enemy of operational excellence, 
it goes without saying that organizations have to seamlessly 
connect self-service and agent-led experiences. They have 
to make it easy for customers to pivot to live support, and 
they have to ensure the receiving agent has 360-degree 
context in what the customer has been trying to achieve.

Successful bot-agent interplay is not, however, merely about 
integrating different touch points. It also involves thinking 
critically about the complementary role bots and agents can 
play. There are three facets to this strategy.

1. Consider which issues and responses are best-suited for 
bots and which should reside with agents. From there, the 
company can orchestrate its journeys to guide – but not 
outright force – customers to the best possible option.

2. Make intelligence gathering a priority for bots, ensuring 
that they capture specific information about customer 
needs, behaviors, preferences, intentions, and 
communication tendencies. By acquiring this information 
during the initial conversation, the bots will either have 
what they need to solve the customer’s problem – or at 
least provide a successful handover to a live agent.

3. Train agents for more complex interactions. At present, 
many companies will find themselves in a “be careful 
what you wish for” scenario. They want “self-service to 
handle simple issues so that agents can handle complex 
ones” but they have not recruited, trained, or managed 
agents to handle less predictable, more emotionally 
nuanced conversations. It is imperative that they reverse 
this course, giving agents the coaching and confidence to 
provide a caliber of support that AI cannot replicate.

“Customers want to see if they can do anything to fix their 
issue on their own before they reach out to a human,” 
summarizes Popp from Ada. “AI bridges that gap. It 
enables companies to help customers help themselves in 
an experience that’s consistent with the brand. The result: 
customers maintain autonomy and companies get higher 
brand affinity. And when customers are experiencing a 
problem they perceive as especially complex, companies 
need to make it as easy as possible to reach a human 
agent, and connect with them quickly.”

“Brands are starting to embrace a customer-centric 
mentality that crosses the channel divide,” adds Aniano 
from Zendesk. “Regardless of where people start 
conversations and where they end, automation enables 
brands to provide a consistent experience throughout the 
entire customer journey.”

Think Beyond Service To Elevate The Entire 
Customer Journey
Today’s customers and companies are jointly prioritizing 
end-to-end experiences over one-off transactions. Brands 
see the holistic journey as a way to build relationships that 
will not only grow more lucrative over time but become 
defensible in the event new competitors emerge. Customers 
expect brands to recognize their personas and past 
interactions in order to precisely tailor conversations and 
accurately anticipate future needs.

“While customer support departments are traditionally 
created to handle a certain type and number of inquiries, 
we are seeing a shift towards it evolving to more customer 
needs across the entire customer journey, such as 
product discovery and purchase,” explains Aniano from 
Zendesk. “New ways to support customers will emerge 
— for example, Zoom has expanded their ability to tailor 
experiences for their customers by leveraging AI-powered 
automation to serve existing customers while also creating 
new opportunities for the team to drive sales.”

Bots can drive many of these opportunities, providing 
businesses with a scalable, cost-effective way to increase 
touch points and strengthen relationships.

From enhancing experiences in the hospitality and travel 
sectors, to providing pre- and post-sales support in the 
technology realm, to strengthening product discovery and 
sales conversions in e-commerce organizations, to providing 
proactive alerts in the utilities space, bots are a way to 
deliver relevant, two-way communication – and effective 
calls to action – at the right time and in the right channel.

Leverage Innovative AI Technology To 
Strengthen Self-Service Interactions
Because bots are such a popular technology, many falsely 
assume that all self-service platforms are making expert 
use of AI. The reality, however, is that many bot experiences 
leverage little-to-none of the advantages of modern-day AI.

The most successful companies, on the other hand, eagerly 
harness AI to dramatically strengthen experiences.

Thanks to conversational AI, leading bots enable customers 
to communicate in their natural language. Beyond reducing 
customer effort, natural language understanding opens the 
door to a treasure trove of actionable intelligence. Brands 
will learn how customers frame issues, how they respond 
to suggested answers, and how they feel about the overall 
self-service experience. From there, they can make vital 
improvements to achieve higher levels of containment and 
customer satisfaction.
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Other AI-driven enhancements include robust analytics 
capabilities that allow companies to gather, unify, and 
operationalize actionable data about specific customers, 
intelligent routing that facilitates seamless escalations to live 
agents, and proactive alerts that deliver relevant content to 
customers when contextually appropriate.

To simultaneously improve the relevance and speed of self-
service content, predictive suggestion solutions are also 
beginning to emerge.

“ Ada recently launched a new feature called Predictive 
Suggestions, a powerful use of Ada’s AI that suggests 
answers to customer questions even before they’ve 
finished asking them,” reveals Popp from Ada. “With 
Predictive Suggestions, when the customer begins  
writing their inquiry, they are provided with a list of 
potential questions and actions that can be solved by  
the chatbot. Not only does this reduce customer time to 
solve their inquiry, but this new feature guides them to 
phrase their questions to receive a more relevant and 
accurate response.”

Ultimately, AI-driven self-service will help companies 
achieve a long-elusive goal: delivering customer centricity 
at scale. Customers will receive more valuable experiences 
even as the cost of serving them falls.

“It’s not enough for brands to simply have a presence 
across digital channels,” adds Mike Murchison, CEO and 
Co-Founder of Ada. “We’re showing brands of tomorrow 
how to make everyone feel like a VIP – and, just as 
important, how to employ their tech and human resources 
strategically to keep costs down without sacrificing the 
quality of the brand experience.”

SUCCESS IN PRACTICE: THE REWARDS 
OF RETHINKING SELF-SERVICE

Fixating on deflection may be a recipe for failure, but self-
service ultimately can yield quantifiable business results. 
When brands follow the aforementioned best practices, 
they simultaneously reduce operational costs while 
strengthening customer success metrics.

“ The potential gain for companies is massive: nearly one in 
five business leaders say they get a “very high” return on 
investment (ROI) from using AI or automation,” declares 
Aniano from Zendesk. “Most organizations start with 
CSAT, but fostering an organization-wide understanding 
of the importance of indicators like first response time, 
average handle time, Net Promoter Score (NPS), and 
Customer Effort Score (CES) creates multiple lenses 
for viewing the quality and progress of your customer 
experience efforts.”

“ It’s not uncommon for Ada’s clients to see a 30% 
containment rate in their first 30 days of deployment,” 
adds Popp from Ada. “This directly and immediately 
improves the experience for customers and agents alike. 
For example, live agents at Digicel - the largest mobile 
network in the Caribbean - are now picking up live chats 
in under 10 seconds on average. Customers are happier, 
interactions with human agents are more valuable, and 
the business realized over $750,000 of cost savings in 
their first year with Ada. Everybody benefits from self-
service when it’s deployed correctly.”

Company Challenge Solution & Result

Tile Managing the 
holiday surge 
and ballooning 
headcount

291% ROI on CX 
Investments

Zoom Hundreds of millions 
of new users 
flocking to platform

19,000+ hours 
saved in live chat 
handle time

Digicel Driving customers 
to adopt digital 
channels, reducing 
dependency on 
costly phone 
support

$750,000 savings 
per year

Numerous recognizable brands have achieved this duality 
of customer centricity and scalability; example success 
stories follow.

https://www.zendesk.com/customer/tile-ada-zendesk-achieving-291-roi-cx-investments/
https://www.ada.cx/case-study/zoom
https://www.ada.cx/case-study/digicel
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Are you meaningfully engaging with customers throughout 
their digital journeys, or are you simply communicating  
with them?

If you are like most companies, you fall into the latter camp. 
The typical brand may offer an array of digital channels, but 
it does not unify them to create seamless and personalized 
end-to-end experiences. It does not actively listen to 
customer preferences and intentions, let alone accurately 
anticipate future needs. Quite simply, it does not position 
itself as anything more than a company that sells some 
products and answers some questions.

If you want to thrive in today’s marketplace, however, you 
know to avoid these widespread pitfalls. You recognize 
the need to transform disparate, transactional digital 
interactions into cohesive, customer-centric journeys. You 
aspire to deliver self-service and agent-led experiences 
that are consistently frictionless, highly personal, and 
immensely valuable.

Granted, wanting to design meaningful customer journeys 
and actually delivering on that goal are two vastly different 
things. You may want to form lasting relationships with 
customers, but is your organization ready to achieve the 
necessary caliber of customer engagement? Is it ready to 
ensure digital experiences foster lasting loyalty rather than 
palpable frustration?

To confidently answer these questions in the affirmative, it is 
imperative to adopt the following four keys to success.

KEY #1 | DELIVER A SEAMLESS, 
CONSISTENT END-TO-END EXPERIENCE

Success in the era of customer centricity is about building 
lasting relationships with customers, not simply delivering 
acceptable, one-off “transactions.”

In order to achieve these relationships, it is imperative to 
provide a consistent and seamless end-to-end experience. If 
customers encounter undue friction, conflicting messaging, 
or gaps in quality as they move from channel to channel, 
they will not feel like they are communicating with a singular 
brand. They will certainly not trust the brand to respect their 
time, honor their preferences, anticipate their needs, and 
continually improve the caliber of their interactions.

FROM COMMUNICATION TO CONNECTION 
RETHINKING CUSTOMER ENGAGEMENT IN THE DIGITAL WORLD
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“It doesn’t take too many disjointed journeys for customers 
to abandon a brand they have interacted with for years, 
and we’ve heard that directly from some of our customers. 
Fragmented experiences are very frustrating for both the 
customer and the agent. Just adding digital channels isn’t 
enough—companies have to ensure there is a consistent 
experience across all those channels.” - Lenore Files, 
Twilio

Beyond imposing additional effort on customers, fragmented 
experiences adversely affect the customer contact 
operation. When channels are not seamlessly connected, 
data does not successfully flow between touch points. As a 
consequence, businesses do not gain a 360-degree view of 
their experiences and find themselves unable to sufficiently 
understand or address customer needs and pain points.

As the market study reveals, most companies lack the 
framework to deliver frictionless and consistent journeys; 
only 20% believe they offer a seamless, end-to-end 
engagement experience. However, some brands are 
successfully integrating their touch points and streamlining 
their processes. They are, in turn, cultivating impressive 
degrees of customer engagement, satisfaction, and loyalty.

“Take Cover Financial, a current Twilio Flex customer, as an 
example—if their customer wants a quote, all they need 
to do is fill out information online or in the Cover app, 
and they will receive an automated quote over text with 
a prompt to talk to an agent for specific details. All they 
need to do is text right back. It’s a very easy and seamless 
experience for the customer, and as a result, Cover has 
had a 10% increase in engagement.” - Lenore Files, Twilio

KEY #2 | COLLECT, UNIFY, AND 
LEVERAGE CUSTOMER INTELLIGENCE

It takes a deep understanding of customers to properly 
engage with them, but what does it take to achieve that 
deep understanding?

The answer is a robust customer intelligence strategy 
that captures, unifies, analyzes, and operationalizes all 
interaction data from all customers in all touchpoints.

Far more than merely scoring interactions, this caliber of 
intelligence hinges on assessing how customers behave 
and feel at all critical moments of truth. By compiling that 
robust information into a single customer profile and then 
democratizing those profiles to all relevant stakeholders, 
companies can ensure that every bot and employee will 
consistently deliver the most relevant, personalized, and 
resonant experience to each and every customer.

“While CRMs are critical and important, they should not 
be viewed as the only source of customer data. Data 
that companies already own that is locked away and 
inaccessible. Messaging channels often aren’t logged to 
any system of record, marketing and support functions 
don’t talk to one another, and only 1% of call recordings 
get listened to. Companies have huge amounts of data 
they don’t do anything with, such as billing history, 
loyalty card data, click streams, intelligence gleaned from 
conversations, etc. The key is to pull all of these disparate 
data sources together into one repository to create a 
complete view of customers. Understanding what they’ve 
clicked on your site, the different types of transactions 
they’ve had, inquiries or questions they have had—pulling 
that together into one signal profile of that customer is 
key. Doing so has given companies the ability to deliver 
personalized experiences truly tailored to that specific 
customer, fully delivering on the promise of hyper-
personalization.” - Lenore Files, Twilio

Modern customer data platforms provide a vital framework 
for success, leveraging AI to gather, analyze, protect, surface, 
and enhance data from all phases of the customer journey.

“At Twilio, we handle this issue of data silos by capturing, 
synthesizing, and governing both first party AND zero 
party data with the Segment customer data platform. 
Then we surface relevant pieces of this data to agents, 
front line personnel, even self service bots if needed, so 
that every customer interaction is personalized with all 
available data. No more fragmentation, asking customers 
for the third time to spell their last name, etc. Given this, 
the single view of the customer gets better automatically 
and in real time, by mining live customer interactions and 
flowing insights back into the single user profile. Use the 
information you already have to deliver personalization. 
Customers feel understood and heard, and reward you 
with repeat business.” - Lenore Files, Twilio
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KEY #3 | ENSURE SELF-SERVICE 
OFFERINGS ARE ABOUT VALUE,  
NOT DEFLECTION

Insofar as the typical customer experiences long wait times 
when contacting a brand, it should come as no surprise 
that 86% are willing to self-serve. Insofar as the typical 
self-service experience is impersonal, unintuitive, and 
ineffective, it should also come as no surprise that only 15% 
actually trust bots to solve their problems.

To remedy this situation, successful brands are repositioning 
self-service from a mechanism for deflection into a vehicle 
for customer empowerment.

Rather than automating “boring” or “repetitive” interactions, 
these customer-centric brands identify use cases in which 
self-service can add value. They subsequently work to 
optimize the experience of actually using the bot, leveraging 
customer profiles, natural language understanding, 
conversational AI, and intelligent searching to create 
experiences that are fast, intuitive, and personalized.

When customers encounter bots of this caliber, they are 
eager to engage. This not only leads to higher containment 
and resolution rates but gives the company the ability 
to reach more customers at more phases of the journey. 
Service capacity, brand recognition, and sales conversion 
opportunities will all rise as a result.

Since customers are actually “conversing” with bots, as 
opposed to simply demanding escalation to live agents, 
companies also gain a plethora of actionable intelligence. 
They will learn what customers want, how they phrase their 
needs and concerns, and which processes and knowledge 
base entries are most and least helpful.

With that intelligence, brands can better anticipate customer 
needs, reorchestrate journeys, update knowledge content, 
and train agents. More importantly, they can form better 
connections with customers at a time when engaging – not 
simply communicating – is the key to business success.

Great self-service strategy, of course, also accounts for 
a simple reality: bots cannot yet solve every problem. 
Customer-centric companies, therefore, ensure customers 
can seamlessly escalate to a live agent when preferable 
or necessary.

“Lemonade is billed as insurance for the 21st century, 
and they are disrupting this space. They are mobile 
first and digital first. They started with a chatbot named 
Maya and are now adding a live agent backup, in 
addition to providing SMS as a channel. They were 
able to experiment and test the solution out in order to 
determine additional investment.” - Lenore Files, Twilio

KEY #4 | PROVIDE A PREDICTIVE, 
PERSONALIZED EXPERIENCE 
THROUGHOUT THE CUSTOMER JOURNEY

Transactional customer experiences involve providing 
all customers with the same resources for completing 
purchases and same scripted answers to their support 
inquiries. Engaging experiences, on the other hand, involve 
tailoring every phase of the journey to the nuances of 
specific customers and their issues.

“Customer lifetime value is earned by delivering 
personalized, data-driven experiences at every stage of a 
customer’s journey. This covers not just post-sales support, 
but pre-sales and sales as well.” - Lenore Files, Twilio

To achieve this caliber of personalization, it is important to 
break from past misconceptions. True personalization is not 
simply about referencing a customer’s name or engaging 
in small talk during a conversation. It is about honoring their 
preferences, anticipating their needs, empathizing with their 
concerns, and accordingly tailoring all responses.

In the digital world, this may entail delivering custom 
promotional offers in the exact channel they want to 
receive a message – at the exact time they want to hear 
from you. It may involve customizing websites and mobile 
apps based on their specific purchasing histories and 
shopping preferences.

It certainly involves leveraging data about their past 
interactions to “fast-track” them to a bot or agent that is 
best-suited to solve their exact problem. That solution, 
moreover, should always account for the urgency, nuance, 
and context of the specific customer’s specific request – it 
should not just be a scripted answer dictated by “policy.”

“The customer wants to know they matter, that they are 
important to the brand they do business with, and so 
they want a more personalized experience each time 
they interact with that brand. Bottom line, there are many 
companies that provide the same goods and services, 
so it’s the experience the customer has that keeps them 
coming back to that specific brand.” - Lenore Files, Twilio

To demonstrate that customers matter, successful 
companies enable them to engage in real conversations 
throughout the digital journey. Instead of collecting basic 
information and then directing them to call, customer-
centric brands empower social, chat, and messaging 
representatives with the data, tools, and autonomy to 
actively listen to customers – and seamlessly provide them 
with the most relevant information or support possible.
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“Nike was planning to get to 30% digital by 2023, but 
then COVID-19 hit and they went straight to 100% digital 
and moved their 35k store athletes (representatives) to 
working digitally. Now when a customer is curious about 
the Air Jordans they saw in the most recent episode 
of Last Dance, they can seamlessly chat or SMS with a 
Nike athlete. As a result, they have seen 5x higher sales 
conversion rates.” - Lenore Files, Twilio

THE QUANTIFIABLE IMPACT OF 
MEANINGFUL CUSTOMER ENGAGEMENT

Far more than a mere wishlist of hypotheticals and ideals, 
the aforementioned four keys are a proven roadmap for 
success. They are the differentiators that help brands 
outpace their competitors when it comes to winning, 
retaining, and empowering customers in today’s increasingly 
competitive, highly digital world.

Example success stories, each with measurable results, 
follow.

Company Challenge Solution & Result

Chime Bank Digital banking is 
on the rise, and 
Chime is leading 
the pack, so they 
wanted to provide 
a personalized 
member support 
experience and 
iterate quickly using 
analytical insights.

IVR, Mobile 
Customer Care, 
Omni-Channel 
Routing

12% improvement 
in customer 
satisfaction

Vacasa Vacasa’s leading 
vacation rental 
management 
platform maximizes 
revenue for 
homeowners 
and helps guests 
relax comfortably 
in professionally 
managed homes.

Vacasa needed to 
better understand 
how to reach its 
customers with 
the right message 
through their 
preferred channels.

Twilio 
Programmable 
Messaging

Email (Twilio 
SendGrid)

SendGrid 
Marketing 
Campaigns

Twilio Flex

3-10X in bookings

https://customers.twilio.com/2140/chime/
https://www.twilio.com/use-cases/contact-center/ivr
https://www.twilio.com/use-cases/contact-center/mobile-customer-care
https://www.twilio.com/use-cases/contact-center/mobile-customer-care
https://www.twilio.com/use-cases/contact-center/omni-channel-routing
https://www.twilio.com/use-cases/contact-center/omni-channel-routing
https://customers.twilio.com/2598/vacasa/
https://www.twilio.com/messaging
https://www.twilio.com/messaging
https://www.twilio.com/messaging
https://www.twilio.com/email
https://www.twilio.com/email
https://www.twilio.com/sendgrid/marketing-campaigns
https://www.twilio.com/sendgrid/marketing-campaigns
https://www.twilio.com/sendgrid/marketing-campaigns
https://www.twilio.com/flex
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APPENDIX

Automate Your Customer Experiences 

E-Commerce Provider Mercato Automates Contact Center Operations at Scale with Airkit

https://runway.airkit.com/rs/808-SHH-991/images/Airkit_for_Contact_Center.pdf
https://runway.airkit.com/rs/808-SHH-991/images/Airkit%20%26%20Mercato%20Case%20Study.pdf



