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Similarly, the most tangible role of artificial 
intelligence (AI) in consumers’ shopping activity 
is already seen via the devices they use, such as 
smartphones, and in ads and sponsored content 
that links to prior behavior. But most consumers 
simply aren’t aware that these are AI in action.

Know What Customers Don’t (Now)

Only 47% of executives say they understand 
clearly how robotics and AI will improve 
customer experience. That has to change—
immediately. Smooth, consistent transitions 
from machine to human is crucial. Consumers 
increasingly show loyalty to the retailers, 
brands and devices that consistently provide 
exceptional value and variety with minimum 
friction or stress.

Using these tools wisely to provide seamless 
payments and consistent experiences across 
platforms and in-person transactions is crucial 
to customer satisfaction. 

Recognize Areas for Improvement

Non-U.S. consumers have more of an 
appetite for their customer experience to be 
digitized for tasks such as scheduling doctor’s 
appointments, making hotel reservations and 
getting tech support. Americans are much  
more interested in digital experiences for 
refilling prescriptions and buying cars.
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Q: Which of the following interactions do you wish were more 
digital than they are today?
Source: PwC Future of Customer Experience Survey 2017/18

* InVision: What the Oscar team learned designing apps for healthcare 
* Medium: How we designed Oscar 2.0

Take Oscar Healthcare, for example*, a search engine and health insurance 
company, was designed to simplify research, selection and purchasing of non-employer 
healthcare plans. The company’s digital experience simulates conversations a customer 
would have with a representative on the phone and is seen as simple to use.
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Tech and people together, improving 
customer experience

There are areas customers identify for improvement, creating 
clear opportunities for advancements by using new technologies 
and digitizing more of your business and processes. Advances 
in technology will have an impact on customer experience, and 
the majority of consumers are aware of that. But that impact 
could be positive, frustrating or a little bit of both. 

Good customer experience minimizes friction, maximizes  
speed and efficiency and maintains a human element, 
embedded within the automation, AI or other technologies.  
It leaves consumers feeling heard, seen and appreciated. It has 
a tangible impact that can be measured in dollars and cents. 

The price premiums consumers are willing to pay adds up for 
companies who heed the call for a customer experience that 
goes beyond the usual and brings together the best elements  
of people, technology and service.

17pwc.com/future-of-cx



© 2018 PwC. All rights reserved. PwC refers to the US member firm or one of its subsidiaries or affiliates, and may sometimes refer to the PwC network. 
Each member firm is a separate legal entity. Please see www.pwc.com/structure for further details.

This content is for general information purposes only, and should not be used as a substitute for consultation with professional advisors.

PwC has exercised reasonable care in the collecting, processing, and reporting of this information but has not independently verified, validated, or audited 
the data to verify the accuracy or completeness of the information. PwC gives no express or implied warranties, including but not limited to any warrantties of 
merchantability or fitness for a particular purpose or use and shall not be liable to any entity or person using this document, or have any liability with respect to 
this document. This report is for general purposes only, and is not a substitute for consultation with professional advisors. It is intended for internal use only by 
the recipient and should not be provided in writing or otherwise to any other third party without PwC express written consent. 426580-2018 FS

Authors

David Clarke 
Global Chief Experience Officer 
clarke@pwc.com

Editor

Jennifer Merritt 
Editor-in-Chief, Digital 
jennifer.merritt@pwc.com 

pwc.com/future-of-cx

Contributors

Anil Swami 
Service Experience Transformation Leader 
anil.swami@pwc.com

David Yoffie 
Service Practice Leader 
david.yoffie@pwc.com

John Swadener 
Partner, Experience Center 
john.r.swadener@pwc.com 

Matt Lieberman 
US Advisory Marketing Leader 
matthew.lieberman@pwc.com

LET’S MEET

Are you ready to transform your 
customer experience and make 
what’s next for your organization?

Rik Reppe 
Partner, Customer Experience 
rik.reppe@pwc.com

Steve Barr 
Consumer Markets Leader 
steven.j.barr@pwc.com 

Thomas Puthiyamadam 
Global Digital Services Leader 
tomp@pwc.com

Marketer

Sarah Weiss  
Tech and Emerging Tech Marketing 
sarah.c.weiss@pwc.com

Ron Kinghorn 
US Consumer Markets Advisory Leader 
ron.kinghorn@pwc.com

https://www.pwc.com/us/en/advisory-services/publications/consumer-intelligence-series/meeting-request.html

