
A CX perspective on 
the Contact Centre 

Automation, AI and the 
transition to a new era

CIO PULSE REPORT

Copyright 2023 Freeform Dynamics Ltd



Key research findings

Why this discussion … and why now?

Customer experience is far too important to be left only to the digital marketing specialists. 

Yes, getting customer experience (CX) right for your online presence is essential, but it is only 

one part of a far bigger picture.

Indeed, CX spans your entire organisation. Research and development? There’s not much 

point designing products that customers will dislike using and have a bad time with. 

Aftercare? If users can’t get good support and advice, or if they are frustrated because the 

product can’t readily be repaired, reused or recycled, then again, that is bad CX. 

And the visibility of CX is today greater than ever, thanks to a society that is interconnected via 

social media, online review websites and so on. Engaging with customers has therefore 

become a complex, technology-empowered task – one which is a crucial part of modern CX, 

and which increasingly demands the involvement of IT leaders.

So we asked 50 CIOs how can businesses build better CX, and where should their customer-

facing efforts be focused? How do today’s customers want or expect to make contact with 

companies, and perhaps more importantly, what do they not want? 

Management summary

From call logging and email through websites and mobile apps to social media 

and AI, technology is a key enabler of an organisation’s CX. 

Driving better CX means removing process disjoints and inconsistencies, and 

enabling customer-facing staff to respond faster and more effectively.  

Traditional contact centre technologies such as phone, email, text and chat 

remain very popular, and offer significant opportunities for enhancement. 

Significant opportunities exist to use AI-type technologies to assist and guide 

both customers and agents, and to achieve faster issue resolution.   

However, there is considerable caution about AI directly interacting with 

customers, so its usage may need to be behind the scenes and not obvious.     
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Who is driving the CX agenda?

CX is everywhere – or it should be

Customer experience spans the entire organisation, from product inception and creation to 

aftercare and disposal, and our CIOs’ picture of who champions or drives CX reflects that to a 

considerable extent. For example, much of CX is technology-powered so IT management is 

significantly involved, while for many senior and line-of-business managers, customer 

satisfaction is a key performance and profitability indicator, so they too are often drivers. 

More attention needed?

However, it is concerning that significant minorities are “Not involved but should be” – it 

suggests that work may be needed to raise awareness of CX’s centrality. Most of these groups 

should at least be following the topic, and contributing towards better CX where they can. 

For instance, aspects of CX may need to be built in at the development stage, while the 

visibility of CX is greater than before, thanks to social media, etc. That means it can affect the 

organisation’s reputation and the cost of acquiring, servicing and retaining customers, which 

concerns the management teams and can impact shareholder value. 

Not interested Role doesn’t exist Unsure/NA

Champions/drivers Followers Not involved but should be

Shareholders

Product management

Research and development team

Sales and marketing teams

Customer service management

Line of business management

Senior management (main board)

IT management 58% 22%

20%

36%

36%

36%

20%

33%

16% 14%

6%

12%

12%

10%

16%

16%

8%

56%

50%

36%

34%

32%

27%

14%

To what degree have each of the following been
involved in driving the organisation’s CX agenda?
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Addressing the areas generally accepted as CX enablers, as an IT leader, how
close would you say your organisation is to its ideal state in relation to the following?

Quite a way from where we need to be (‘Not a big consideration’ responses not shown)

Generally where we want to be OK for now, but could definitely do better

6% 22% 65%

30% 46% 22% 24% 36% 32%

18% 40% 40% 16% 46% 24%

14% 40% 34% 10% 22% 44%

Robust, joined up
business processes

Well trained and motivated
customer-facing staff

Customer-centric product
/services design

Effective monitoring and
feedback mechanisms

A responsive and effective
contact centre

Rich and responsive
web experience

Rich and responsive
mobile applications

The role of the contact centre in CX
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Tying it all together is the challenge

When we drill into the CX enablers, it is clear that the main concerns do not relate to the 

customer-facing staff. That might at first appear good because there is considerable customer 

preference for human interaction for anything beyond simple enquiries. However, effective CX 

requires those staff to be empowered and supported, in particular by joined-up processes and 

effective technology, and it is here that CIOs are most likely to perceive a need for 

considerable improvement.

It comes together in the contact centre 

Everything that plays a part in customer experience comes together in the modern contact 

centre. Whether it’s customer-facing staff, chatbots, mobile apps, social media or even 

product and service design, it can all affect customer satisfaction. Elements such as the 

organisation’s online presence may need specialist skills and capabilities, but those websites 

and apps must still operate seamlessly within the overall contact centre ecosystem. Otherwise 

disjoints and frustration can arise, as we will see later in this report. 



Given the pace of technology advancement in the contact centre and
customer interaction space, how well have the following kept up with the

latest ideas and developments in your organisation?

Keeping up with evolving technology

Fully up to speed Some knowledge, but could be better

Limited awareness No knowledge Not applicable here Unsure

Sales management

Product teams

Marketing management

Customer service manager(s)

Software/service developers

IT Infrastructure management 26%

24%

16%

14%

12%

8%

34%

33%

30% 30%

30%

18%

42% 20%

48% 14%

42% 26% 2%

2%

2%

4%

Getting ready for better CX

There could be a lot of work to do to get your organisation ready for better CX. Both ideas and 

technology are moving fast in this area, but how up-to-date are your various stakeholders 

likely to be with these advances, and with the state of the art as regards contact centres and 

CX in general? 

It seems that many of our IT leader respondents believe that they and their developers are at 

least partially up to date, although still with plenty of room for improvement. However, other 

key stakeholders often have limited awareness of the state-of-the-art and the possibilities 

when it comes to customer interaction. Indeed, it may well be that many of these other parts 

of the organisation see CX technology simply as an issue for IT management to sort out.

The relatively low rankings of sales and marketing management here are particularly 

worrisome. Sales and marketing are where the customer journey really begins, so they are 

where CX expectations can and should be set. Similarly, a customer’s primary experience of an 

organisation is through its products, so it would be advisable for all of these teams to be better 

informed in this area. 
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ESTABLISHED

EMERGING

FUTURE?

Numbers don’t add up to 100% because we’ve focused on the positive responses

Agent-based
telephone interaction

Agent-to-customer
Web conferencing

68%
54%

18% 14%

48%
38%

14%
22%24%

6%12% 6%

Agent-based
web chat

Agent
assistance

AI-driven
chatbots

Prescriptive voice
navigation

Other AI-driven
self-service

Natural language
voice interaction

Metaverse-based
experiences

Agent-based
email

Automated
email response

SMS/mobile
messaging

12% 16%
33%

4% 6%
17%14%

22% 16% 12% 16%

43%

18%14%

45%

18% 14%

33%26% 24% 28%28% 26% 24%

What’s important in CX today

Live voice remains top for customer interaction, whether by phone or web conferencing, but 

several of the areas where we see the greatest future interest (“becoming important” and “on 

the radar”) involve messaging and chat. This is mainly text-based at present, but there is some 

interest in growing the use of voice-driven navigation and interaction. 

Note though that other factors will also affect preferences or choices when it comes to modes 

of communication. For example, the customer’s age or generation may be relevant, and of 

course, the complexity of the issue can have a major impact. 

Important already Becoming important On the radar

How would you sum up the importance of the following in CX?

What makes the contact centre tick?
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How much do you agree with the following?

AI is the future, but…

16%

26% 24%57%
44%

16%

42%

40%

16% 24% 36%
34%

10% 6% 6% 2%

Customers distrust
obvious AI usage

Gaining executive
commitment to investments

for AI in CX is difficult

Stakeholders skeptical
of AI for customer

related matters

IT team doubts
AI's maturity for
mainstream use

Strongly agree/agree Neutral Strongly disagree/disagree Unsure

Strongly agree/agree Neutral Strongly disagree/disagree Unsure

The potential of AI is broadly appreciated

There is a lot of optimism around AI in CX, especially when used well, for example replacing 

scripts and the like, routing enquiries accurately, and supporting agents in their decisions. For 

instance, an AI assistant could consider more than an unsupported human, such as the cost of 

servicing vs the potential cost of loss, before suggesting the optimal next course of action. 

But caution is required to avoid objections

There were several voices of caution and even suspicion, however, particularly when it comes 

to AI interacting directly with customers. For now, the clear implication is that the use of AI 

should be discreet – and preferably indirect too. Examples are the ‘behind the scenes’  agent 

assistance and augmentation roles mentioned above.
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22%

26% 32%

66% 60% 58%

10%

4%

2% 10%
4%

6%

20%

74%

2% 4%

AI can positively impact
customer experience

/satisfaction

AI automation will
replace rules-based

approach

AI investments will
yield significant

revenue and profit

AI can reduce costs
in customer-facing

activities



How much are the following inhibiting or encouraging
the adoption of new “AI” and automation tools in CX?

Understanding the objections

Exposing real value in AI and all the related automation technologies means understanding 

and dealing with both potential objections and the excitement or hype that AI arouses. The 

latter is important because these can otherwise lead to projects failing because they were too 

ambitious, or worse, projects which succeed but are seen as failures because they did not 

meet some unrealistic set of over-inflated expectations. 

When we drilled into the inhibitors and drivers identified by our CIOs, we saw their answers 

group into two sets: one was primarily positive while the other tended negative. The positives 

centred on opinion and strategy, hence the need for careful expectation management. The 

negatives were more to do with practical issues, such as the availability of skills, funding and 

good practice, and the potential for a mismatch with company processes and culture.

AI’s boosters and blockers

Cost / Value calculations

Availability of solutions from my suppliers

Technology maturity

Customer opinions & feedback

Staff opinions & feedback

Corporate strategy

General understanding of the art of the possible 14%

14% 14%

22%

20%

10%

10%

18%

6% 14%

8%

12% 34% 22%

16%

10%

12%

16%

14%

14%

35%

32%

30%

38%

26%

27%

12%

12%

18%

20%

34%

30%

12%

32%

27%

Availability of good practice

Internal processes and systems

Funding

Company culture

Availability of skills 20% 20%

24%

22%

32%

28%

10%

10%

14%

10%

14%

30%

16%

26%

22%

18%

40%

18%

26%

22%

16%

4%

20%

10%

20%
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Major blocker Huge driverSome pushNo impactSlight inhibitor
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How much is CX in your industry sensitive to the following
(regardless of how well your organisation has them covered)?

(Ranked in order of sensitivity)

What really matters in CX?

How to meet customer expectations

It is important to know what matters to customers, especially if you want to understand how 

different systems, processes or technologies could drive better CX. While our study showed 

that CX is significantly sensitive to all of the issues listed below, we also saw common themes 

emerge, including several areas where IT leaders in particular could drive improvements.

One was the need for customer-facing staff to deal with inquiries speedily and effectively, and 

with a clear customer focus – there is an opportunity here for AI assistance, employed in 

tandem with smart processes and systems to help with expectation and trust management. 

Another is the many disjoints and inconsistencies that can arise. A platform that provides a 

joined-up view of the customer and which tracks their CX journey, all while maintaining data 

privacy of course, may well be essential here. 

Lack of perceived empathy
and customer centricity6

Poorly designed digital experiences,
e.g. via the web and mobile7

Disjoints/inconsistencies across
sales/service channels8

Slow response to customer
inquiries, questions and issues1

Customer-facing staff not
adequately trained or informed2

3 Lack of trust, e.g. with regard
to commitments, data privacy, etc

4 Expectation management, e.g.
reality falling short on promises

5 Customers being asked the
same things over and over

Bots that are not as useful as
their initial greeting suggests9

Self-service interactions too
often require human intervention10
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Who can you learn from?

Certain companies and sectors are often seen as exemplars of good – or bad – CX. The 

question is whether we could, or should, look to any of them for ideas on how to improve our 

own CX performance and capabilities, and if so, which ones? 

Our respondents’ thinking is reasonably clear. The ones to watch are those that sell individual 

products or professional services, and/or have a low switching cost. This makes sense when 

you consider that these organisations must constantly work to acquire and retain customers, 

and to maintain a positive public-facing reputation. 

Conversely, our respondents are less likely to look to sectors where the customer base has 

little or no real choice of supplier, or where the sale is of an ongoing consumer subscription or 

service which requires a degree of effort (mental, as well as physical) to switch. Of course, 

these organisations also have reputations to maintain, but their focus is more likely to be 

avoiding criticism and negative publicity, plus perhaps reassuring shareholders and other 

stakeholders.  

Telecom companies

Government/public sector

Financial services industry

Retail sector

Consumer product companies

Professional services industry

IT/cloud providers 2%18%37%35%

34%

34%

36%

30%

18%

24%

31% 35% 20%

27%

13%

10% 35% 35%

29%

29%

31%

29%

2%

6%

19%

6%

Yes, generally a good source of ideas Occasionally, if they do something relevant

Generally not useful or relevant Only if looking for examples of bad practice Unsure

As you look to improve your CX in your organisation, 
do you ever look to any of the following for insights and best practices?

Where to look for better CX
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How much would you agree or disagree with the following statement?

8%

36%

18%

28%

6% 4%

The direction of travel is away
from agent-based to automated

customer interaction

Final thoughts

CX is everywhere, and it’s increasingly digital

Customer experience can impact, and be impacted by, pretty much everything that an 

organisation does. And while automated self-service applications and chatbots are able to 

handle a growing proportion of customer enquiries and demands, customer service staff 

remain essential in most organisations, especially for more complex interactions. 

We saw this clearly when we asked our respondents about the likelihood of moving from 

agent-based to automated customer interaction. The response was divided, with only small 

numbers strongly agreeing or disagreeing. Once again, we see that the opportunity for AI-

type tools, at least in the short term, may be more to support humans than replace them.

The demand for modern digital CX tools, such as AI assistants for agents, is just one of the 

reasons why IT leaders are being called to support or drive the CX conversation. The need for 

better-designed digital experiences across the web and mobile is another, and a third is the 

opportunity to use technology to bring greater consistency and coherency across the various 

CX communication modes and channels in use. 

All this is important because, in our increasingly hybrid world, CX has changed. Customers 

want to use the communication channels that suit them and the task at hand, they expect a 

joined-up experience across all those channels, and they have little tolerance for friction and 

delay.

The opportunity for IT and CX leaders alike is clear: properly designed, a modern multi-

channel contact centre, consistent, digitally-enabled and AI-empowered, can become the hub 

of all your CX activity. This coherent approach to CX can boost customer and staff satisfaction, 

improve customer attraction and retention, and thereby help drive profit and growth.

Strongly agree Agree Neutral Disagree Strongly disagree Unsure
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