














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.

Similarly, the most tangible role of artificial
intelligence (Al) 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 Al in action.

Know What Customers Don’t (Now)

Only 47% of executives say they understand e

clearly how robotics and Al will improve

customer experience. That has to change—

immediately. Smooth, consistent transitions @
O

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 e

to customer satisfaction. PY

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.

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
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Tech and people together, improving
customer experience
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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, Al 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.
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Are you ready to transform your
customer experience and make

what’s next for your organization?

LET’S MEET
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