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The Al Revolution

INTRODUCTION

Customer service is evolving at a
fast pace. In today’s subscription
economy, in which company growth
and health depends on customer
renewals, customers’ expectations
are heightening. People don’t want
to tell a company they’re having a
problem. They just want it fixed.
And if problems do arise, customers
increasingly expect the company to
acknowledge their pain, and fast.

This report explores how the Al revolu-
tion is creating a new customer service
paradigm, specifically answering these
key questions:

() Given the rapidly evolving range of
communication channels, are we ap-
proaching a breaking point where
customer service teams can’t keep
up?

( How far along are organisations in
adopting Al-powered technology to
transform customer service?

(' What does Al mean for today’s cus-
tomer service teams?

To find out, ServiceNow and Devoteam
questioned more than 1,000 IT profes-
sionals who are responsible for the cus-
tomer service function. Their insights
shine a light on the critical role that
Al-based technologies will play in trans-
forming customer experiences and em-
powering the customer service staff of
the future to lead the way.
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The Al Revolution Introduction

METHODOLOGY

ServiceNow and Devoteam commissioned
research company Loudhouse to survey
1,082 senior IT professionals from 11
countries who are involved in the customer
service function. Respondents are based
in Belgium, the Czech Republic, Denmark,
France, Germany, Luxembourg, Netherlands,
Spain, Sweden, the United Kingdom, and
the United States.
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RESEARCH
HIGHLIGHTS

Truly omnichannel customer experiences that span
telephone, email, chat, social media and text/SMS
are only offered by 50% of businesses. The primary
challenge for customer service professionals today
is to provide instant, 24/7 customer support and
engagement opportunities.

A third of organisations have either rolled out or are trialling
virtual chat assistants and chatbots to process high-volume
routine tasks and customer enquiries, providing customers
with instant resolution and the always-on support they now
expect.

The use of Al and self-service technology in cus-
tomer service has increased and Al-driven tech-
nologies will become more prominent in customer
service strategies.

Al technologies will compliment human customer
service agents, freeing them up from repetitive tasks
and enabling them to assume more high-value roles
that will drive job satisfaction.

Customer acceptance of Al-driven customer engagement is
higher than anticipated. The majority of organisations that are
using VCAs and chatbots say customers are displaying openness
to the use of these emerging technologies.

Al-driven technologies present a real opportunity
for customer service to pre-empt issues before
they occur and open up an avenue to transform
customer engagement, where ‘wow’ experiences
become the norm.

Research highlights
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MEETING
CUSTOMER —
EXPECTATIONS

MEANS
OFFERING
CHOICE TEXT OR SMS

Yet customers aren’t tied to using one channel to engage with a brand. While well-
established channels (email, website, telephone) are more frequently used, there is a
clear demand for choice among consumers, who select a channel based on the type
of information, assistance or feedback they are looking for:

____________________________________________________________________| Meeting customer expectations means offering choice

Figure 1: The channels offered to customers by businesses

() Theuse of social media almost doubles when customers are providing
feedback on satisfaction levels

( Chat usage is highest for customers looking for support for products
they have bought

The telephone is a prominent channel for reporting a problem or
making a complaint, suggesting a desire from customers to reach an
agent who will understand their issue
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Figure 2: The channels for choice for different queries
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The Al Revolution Businesses struggle to meet demand for ‘always-on’ customer service

BUSINESSES More than nalf 99
STRUGGLE (557 surveyed
TO MEET availale to
DEMAND FOR to customer
‘ALWAYS-ON’
CUSTOMER

aware of the growing consumer
demand for immediate gratification

due to pervasive digital communication

channels and in the last two years have been
focusing their attention on creating more instant
ways to serve their customers:

() 39% have increased the use of chat

According to the research, organi-
sations cite ‘providing service and

() 51% have increased the use of self-service technology

support 24/7’ as their number one
customer service challenge.
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Figure 3: The availability of customer service teams
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Businesses struggle to meet demand for ‘always-on’ customer service

Figure 4: The percentage of organisations that
provide 24/7 responses, by vertical sector
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THE
POTENTIAL OF
Al ISN'T FULLY
REALISED...YET

Currently, a third of organisations have
either rolled out chatbots for customer-
facing support or are in the process of
trialling the technology.

7
~
7
7
7
7
7
7
7
7
7
7

The potential of Al isn't fully realised...yet
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The potential of Al isn't fully realised...yet

Figure 5: The adoption of chatbots for customer service Figure 6: How chatbots are being applied in the customer service function
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The Al Revolution I Early technology adopters see benefits

I A R I Y While our data highlights that VCAs and

chatbots are not yet being used to their

full potential, there's clear evidence of the
advantages of adopting these Al-driven
technologies even at the most basic level.

Nearly three-quarters (74%) of organi-

sations who have introduced VCAs and
chatbots are already seeing benefits
around handling high-volume, routine

questions and tasks, providing always-on

support and freeing up customer service
agents.




The Al Revolution

Figure 7: The tangible benefits of virtual assistants and chatbots
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Early technology adopters see benefits

Figure 8: The levels of customer acceptance of VCAs and chatbots
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The Al Revolution I Customer service will prevent issues, not fix them

CUSTOMER
SERVICE WILL S
PREVENT

I S S u E S ’ Al - NATURAL LANGUAGE PROCESSING (VOICE & TEXT)  44% =
N 0 I F I X I H E M Al - SENTIMENT ANALYSIS AND TEXT MINING 38% =

Figure 9: The priority technologies under consideration

AUGMENTED AND VIRTUAL REALITIES 33% =
BLOCKCHAIN 33% =

Al-driven technology in its many forms — virtual assistants, chatbots, natural language
processing (NLP) or sentiment analysis and text mining — collects and analyses large
amounts of information related to customer service.

This data can expose new opportunities or identify issues, such as questions being typed
into virtual assistants by other customers, that are going unanswered and could help
predict what's causing problems for other users, often before they notice it themselves.
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3 8%

say Al will allow their
organisation to offer
more sophisticated
products and services

5 0%

say Al will enable the
customer service oper-
ation to become more
efficient
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EMPOWER
CUSTOMER
SERVICE

AGENTS

X

Organisations 9’
believe people

have a critical
role to play
alongside
technology.
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Think of an airline and a flight cancella-
tion. Al can detect the customer making
a call or starting a live chat and will know
it is likely to be due to the cancellation.
The system can recognise by the way the
customer speaks or the speed at which
they type that they are in a high-stress
moment. The system can immediately
escalate the interaction to a human agent
to arrange an alternative.

26

Furthermore, that agent can re-book
the customer on a new flight in minutes,
without asking the customer for details
they already hold on file.

Working together, the human-machine
partnership can attain the holy grail of
exceptional customer service, changing a
high-stress moment into a positive cus-
tomer experience that would build loyalty
and advocacy.

Al will empower customer service agents
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CONCLUSION

The reality is that Al-driven technol-
ogies are already improving our lives
without us even knowing it. Customer
acceptance of virtual agents and
chatbots is proving overwhelming-
ly positive as, ultimately, they just
want quick and efficient resolution
to problems or questions. Customers
don’t care where this support comes
from, as long as organisations can
escalate to an empathetic human
when it's needed the most.

ABOUT DEVOTEAM

At Devoteam, we deliver innovative
technology consulting for business.

As a pure player for Digital Transformation
of leading organisations across EMEA,
our 6,500+ professionals are dedicated
to ensuring our clients win their digital
battles. With a unique transformation
DNA, we connect business and technology.

Present in 18 countries in Europe and
the Middle East, and drawing on more
than 20 years of experience, we shape
Technology for People, so it creates value
for our clients, for our partners and for our
employees.

Devoteam will achieve yearly revenues of
€640 million in 2018 (e).

At Devoteam,
we are Digital Transformakers.

© 2018 ServiceNow Inc / Devoteam. All rights reserved
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ABOUT SERVICENOW

ServiceNow (NYSE: NOW) makes work,
work better for people.

Our cloud-based platform and solutions
deliver digital experiences that help

people do their best work.

For more information, visit: www.service-
now.com.
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