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Customer service is the key channel for organizations to
nurture relationships with customers and shape brand
perception, delivering strategic value. For this research,
we surveyed around 9,500 consumers and 500 agents
and supervisors, as well as 1,000 executives from across
the globe, to gather their views on the current state of
customer service across sectors and their expectations
of the function over the next few years (we have used
the terms "consumer" and "customer" interchangeably
in this report). We found that, despite its growing
strategic importance, the customer service function
faces numerous challenges, leading to dissatisfaction
among consumers and agents, as well as operational
inefficiencies. However, with the advent of generative Al
(Gen Al) and Al agents, organizations have the capacity to
empower their people to deliver a new level of customer
service, bringing top- and bottom-line benefits.

The importance of customer service cannot be
overstated

Customer service is not just about answering queries
and resolving issues. It is one of the most powerful
capabilities available to organizations to drive purchases,
encourage loyalty, and shape brand perception. It
connects directly with customer sentiment, significantly
influencing the brand relationship.

* 58% of consumers think that customer service is
very/extremely important in shaping their overall
perception of a brand.

As many as 65% of consumers say that, when they
experience good customer service, they go on to
recommend the brand to friends or family.

» 55% of consumers say they will become repeat
customers if they are happy with customer service.

But customer service is broken

Despite its significance, customer service is failing to
meet consumer expectations. Basic requirements, such
as fast and effective issue resolution, ease of access, and
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empathetic behavior from customer service staff, are still
too often perceived to be lacking. Customer service agents
are also dissatisfied, and organizations face low operational
efficiency, agent attrition, and increasing customer
expectations, in alignment with new standards.

* 65% of executives say their organizations face low
operational efficiencies in the customer service function.

» Less than half (45%) of consumers report being either
“satisfied” or “very satisfied” with customer service across
various brands.

» Fourinten (39%) consumers overall (57% in the 18-24
age group) often choose to tolerate issues rather
than put themselves through cumbersome customer
service processes.

* 61% of consumers rank effective and speedy issue
resolution among their top five priorities, but only
45% report regularly receiving it. Long wait times, slow
issue resolution, and unempathetic agents are among
consumers' top frustrations.

» Only 16% of agents surveyed report overall satisfaction
with their roles.

Gen Al is a game changer and a trigger for customer
service transformation

Gen Al is transforming customer service by serving as an
advanced assistant that enhances self-service options and
augments human agents. This dual role enables organizations
to deliver more efficient, personalized, and satisfying
customer experiences, while also improving the experiences
of human agents. Currently, 86% of organizations have
already implemented Gen Al, initiated pilots, or started
exploring its potential in their customer service functions.
Gen Al-augmented customer service can deliver a step-
change in the way organizations handle customer

queries and issues and address long held concerns about
operational efficiency.

» 33% of organizations exploring/using Gen Al are already
seeing improved first contact resolution rates, while
another 52% expect to see this benefit.
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- 24% of organizations exploring/using Gen Al are already
seeing reduced operating costs, while another 65% expect
to see this benefit.

* 73% of human agents report that Gen Al has reduced
the time they spend on mundane tasks, while 70% have
experienced a reduction in their overall workload.

Agentic Al: Shaping the Future of customer service

In 2024, the focus of many organizations was on using

Gen Al to augment human agents and enhance self-

service capabilities. In 2025, Gen Al is evolving toward
autonomous Al agents capable of handling end-to-end
tasks and collaborating as multi-agent systems. As agentic
Al systems scale, they will become more specialized and
autonomous, handling repetitive tasks independently,
collaborating between systems and other agents, while
human agents focus on providing personalized and value-
adding customer experiences. Consequently, the traditional
customer service function will be transformed into a
customer experience (CX) center, operated by hybrid teams
of human and Al agents.

Currently, 61% of executives view customer service as
primarily a support function, but this is expected to drop
to just 22% within three years, as organizations recognize
the function’s burgeoning strategic importance. Together,
Gen Al and agentic Al offer a transformative shift beyond
the functional, elevating customer service to a strategic
value driver. By boosting productivity and efficiency, Gen
Al and agentic Al free up resources for premium support
and proactive sales, strengthening the function's role in
shaping brand perception, fostering customer loyalty and
retention, and driving revenue.

However, less than half of organizations feel they

are prepared to offer Al-powered customer service.
Organizations that adopt a “lift and shift” approach
without establishing the necessary foundations struggle
to fully leverage the transformative potential of Al.

Gen Al and agentic Al are the key to unlocking the
commercial potential of customer services

As the customer service function evolves, organizations
can monetize it in multiple ways. For example,
organizations can charge for premium customer service,
for which our survey results suggest 60% of consumers
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would be willing to pay more. With Gen Al support, human
agents can turn their service interactions into sales
opportunities, contributing directly to the top line. Gen
Al-enabled customer service can also drive additional
revenue and growth through new services, higher lifetime
value (LTV), and referrals.

Reimagining customer service requires an organizational
shift

Strategic and cultural shift: An enterprise-wide recognition
of customer service as a strategically central function that
drives brand perception, loyalty, retention, and revenue

is key to its successful transformation. Today, nearly 6 in

10 executives consider surmounting cultural challenges,

such as the lack of agent engagement with organizational
aims and objectives, as the key to improving the customer
service function.

Operations: Operational factors such as lack of coordination
of departments, lack of proper training, and a high employee
churn rate are significant barriers to optimizing customer
service. Nearly three-quarters (74%) of executives cite

poor coordination of departments as a major barrier to

improving customer service, and only half of organizations
have integrated insights derived from customer interactions
into the operational and decision-making processes of
other functions.

Technology: The IT systems of most organizations require a
significant overhaul. Nearly eight in ten (79%) executives cite
outdated and legacy systems as a major barrier to improving
customer service, while 73% consider fragmented, siloed IT
systems to be a significant challenge. Further, limited access
to data hampers customer service teams' ability to deliver
high-quality service. Most organizations have only partially or
minimally integrated back-end systems (56%) and data layers
(71%).

To implement this necessary shift, we recommend a
phased approach

Redesign: Organizations must completely reimagine their
approach to customer service by embracing a new paradigm
where Al agents and humans collaborate to deliver seamless
and effective customer experiences. To achieve this,
organizations need to clearly define the roles of Al agents and
humans, mapping the existing processes of the given scope
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and delineating which ones will be handled by Al agents and
which ones will be managed by humans, with the help of

Al. The transformation of processes is essential, requiring

a novel business process design focused on end-to-end
customer experiences and process-as-a-service. Additionally,
organizations must create strategies for managing and
supporting teams that include both human colleagues and
Al agents, ensuring seamless collaboration and enhancing
human performance with Gen Al assistance.

Deployment: Implement the new vision for customer
service through a structured deployment process, which
includes deploying a modern cloud-based contact center as
a service (CCaaS) solution and integrating it with the existing
CRM system, data platform, and a suite of Al, Gen Al, and
agentic Al assistants. Gradually deploy Al agents ensuring

a seamless integration within existing systems, while
building a solid data and Al foundation that safeguards data

security and privacy. Then, define a solution to orchestrate
and coordinate the interactions between agents. Assess
future human skills requirements and create a development
framework to enhance job satisfaction and growth for
human agents. Additionally, implement a comprehensive
change management plan to educate employees about Al
agents and their role in enhancing customer service and
employee experience.

Continuous improvement: Continuously monitor and
evaluate Al agents’ performance and compliance and the
overall system as deployment progresses. As humans and Al
agents integrate, new KPIs and monitoring methods must be
established, as traditional KPIs may not apply. A critical KPl is
the accuracy of Al-generated responses, which must be high
to ensure system effectiveness. Make necessary adjustments
based on feedback and performance metrics, gradually
scaling up Al deployment while ensuring a robust and secure
data and Al foundation.
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Who should
read this
report and

The report will primarily benefit chief experience officers
(CXOs), heads of customer service/customer care and
heads of aftersales. It offers insight into upcoming shifts
in customer service dynamics, including evolving customer
expectations, and the impact of generative Al (Gen Al)
and Al agents. The research seeks to understand how the
customer service function can better meet the needs of
customers through empowering customer service agents
and yield top-line and bottom-line benefits. The report
covers how organizations can better support and manage
their human agents.

Given the need for a broader transformation that will
impact other functions, this report will also benefit
executives beyond customer service who are integral
to this shift, and who stand to benefit from the
transformation. As such, the report also targets chief
executive officers (CEOs), heads of operations, heads
of sales, chief marketing officers (CMQOs), chief digital
officers (CDOs), and chief information officers (ClOs). In
addition, given the importance of agent experience and
change management in the shift to a Gen Al-powered
customer service model, the report also offers insights
for chief human resource officers (CHROs).
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Customer service is not just customer support. It
encompasses every interaction a customer has with
an organization, direct or indirect. It's more than just
resolving issues or handling complaints; it's about
delivering a comprehensive customer experience (CX).
In a crowded and competitive market, exceptional
customer service can provide a significant edge.

A critical touchpoint in the customer journey

Excellent customer service creates a robust brand
image and profile, makes customers feel valued and
appreciated, and encourages brand advocacy and
long-term loyalty, in addition to driving purchases. Our
research shows that around or over half of consumers
consider customer service to be a highly important factor
in choice of brand or service provider (49%); deciding to
continue using a product or service (54%); and shaping
overall brand perception (58%). This is even more
pronounced in the US and Nordics (Sweden, Norway),
where 68% and 63%, respectively, consider customer
service to be a crucial shaper of brand perception.

“Companies that do not prioritize investing in customer service
will struggle to compete in today’s market. Customers have more
options than ever, and the deciding factor often isn’t the product
or price —it's the experience."

Debora Mendola
Regional Managing Director at Transcom,
a global contact center operator
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Figure 1.

Customer service plays a crucial role in influencing customer decisions and perceptions

How important is customer service in your decision-making process?

49%
When you are choosing L
abrand or service provider TN S
15% 34% 29% 15% 7%
B Extremely important
54%

B Veryimportant

I Moderately important

M Slightly important
Not important at all

In your decision to continue
using a product or service

I

|
18% 36% 25% 15% 6%

58%

In shaping your overall
perception of a brand

}
22% 36% 23% 13% 6%

Source: Capgemini Research Institute, Customer service transformation survey, November-December 2024, N = 9,500 consumers.
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Consumers are willing
to pay for premium
customer service

As many as 60 percent of consumers are willing to pay for
premium customer service (e.g., priority access or accelerated
issue resolution) for regular services such as banking, utilities,
and telecom services. Consumers in the US and the Nordics
indicate a higher propensity to pay for premium services

(see Figure 2).

%

of consumers are willing to pay for premium
customer service

Figure 2.

Willingness to pay for premium customer service is higher in the US and Nordics

Unleashing the value of customer ser

For services that you use regularly would you be willing to pay for a premium quality of customer service?

% of consumers who say they would be willing to pay

Overall
Nordics (Sweden, Norway)
us
Singapore
Japan
Australia
Netherlands
UK

Germany
France

Italy

Spain

Brazil

60%
70%
65%
63%
63%
62%
62%
61%
61%
58%
53%
47%
41%

Source: Capgemini Research Institute, Customer service transformation survey, November—December 2024, N = 9,500 consumers.
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Exceptional customer
service fosters positive
relationships and drives
growth

%

of consumers in the 18-24 age group say they
would leave a brand if customer service were poor

US writer and civil rights activist Maya Angelou said:
“People will forget what you said and did but will never
forget how you made them feel.”

Excellent customer service resonates deeply with the
consumers who have chosen your brand. It connects
directly with customers on an emotional level, making
them feel valued and understood. Exceptional customer
service, then, acts as a powerful sales and marketing tool
for brands, and can accelerate sales. When a consumer
approaches an organization or brand with a request,
incident, orissue, that organization can turn the interaction
into a moment of truth to win the loyalty of the consumer.
While this applies to private organizations, excellent
customer service is equally crucial for government
agencies. By delivering high-quality customer service,
government agencies can help citizens save time, leading
to higher productivity and overall public satisfaction, which
in turn contributes to economic growth.

As many as 65% of customers say that, when they experience
good customer service, they go on to recommend the brand
to friends or family, while 55% become repeat customers.
Conversely, poor customer service leaves 44% of consumers
feeling frustrated and neglected, and 40% subsequently
discourage friends or family from using the brand (see Figure
3). Further, 55% of consumers say they would leave a brand

if customer service were poor, even if the product or service
were good.

Our research shows that younger consumers tend to feel

a stronger emotional connection to brands and are more
likely to become repeat customers if they experience good
customer service. However, they are also more inclined to
share negative experiences, discourage others from using a
brand and, ultimately, leave a brand if they experience poor
customer service. Notably, 66% of consumers in the 18-24
age group say they would leave a brand if customer service
were poor, compared with 43% in the 57+ age group (for
more details, please refer to the Appendix).
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Figure 3.
Customer service significantly impacts brand loyalty

Unleashing the value of customer servic

How does good customer service impact you?
% of consumers who selected the following

I recommend the service or brand to friends or family — 65%

| feelvalued and cared for | NNRNRNRDIEIEEEE 5 <
I become arepeat customer  [NNNEGEGEGEGEGEEEE 5%
| feel a strong emotional connection to the brand | 34%

lincrease my spending with the company [N 33%

I share positive experiences online or on social media P 25%

How does poor customer service impact you?
% of consumers who selected the following

| feel frustrated and neglected

I discourage friends or family from using the service or brand

I lose confidence in the brand

I reduce my spending with the brand

| share negative experiences online or on social media

_ 44%

A 0%
84

I 29%

F 21%

Source: Capgemini Research Institute, Customer service transformation survey, November—December 2024, N = 9,500 consumers.
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Organizations recognize
the criticality of
customer service

Jeff Bezos, Founder of Amazon, emphasized the importance
of customer service by saying: “We see our customers as
invited guests to a party, and we are the hosts. It's our job
every day to make every important aspect of the customer
experience a little bit better."” Today, organizations recognize
the significance of customer service. Seven in ten executives
believe that consumers would leave a brand if the customer
service were poor, even if the product or service were good.
More than half (54%) agree that exceptional customer service
provides a strong competitive advantage. In consumer-facing
sectors such as travel and hospitality, banking, and insurance,
this percentage is above 60%.
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“Al offers an unparalleled opportunity to transform customer service by completely rethinking how
brands interact with their customers. It is more than a technological shift; it enhances the experience for
human agents, reshapes end-to-end processes, and seamlessly integrates the services provided by both
human and Al agents to deliver an exceptional customer experience every day."

Arnaud Bouchard
Global Augmented Service Offer Lead,
Capgemini
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Across most sectors,
customer satisfaction
is low

Less than half of consumers surveyed (45%) report being
either “satisfied” or “very satisfied” with customer service
across various brands (22% are dissatisfied while 33% are
neutral). As Figure 4 shows, while satisfaction levels are
relatively high in insurance, at 53%, they are low across most
industries, demanding urgent action.

When we examine customer satisfaction across countries,
consumers in the US, UK, and Australia report higher than
average satisfaction levels. In contrast, those in Brazil, Italy,
and Spain report the lowest levels of satisfaction (please see
the Appendix for more details).

Unleashing the value of customer service

Figure 4.

Customer satisfaction is low across most industries

How satisfied are you with the customer service provided by the following product or service providers?
% of consumers who say they are satisfied or very satisfied

Overall

Insurance companies 53%

Banks

Consumer products companies

Travel and hospitality service providers

Retailers

Automotive companies

Telecom companies

Utilities

Government agencies

Source: Capgemini Research Institute, Customer service transformation survey, November—December 2024,
N =9,500 consumers.
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Consumers have unmet
requirements and
frustrations

There is a noticeable gap between what consumers

consider important in customer service and the service

they receive. For example, 61% of consumers rank effective
issue resolution among their top five priorities but only 45%
report regularly receiving it. Similarly, 56% of consumers
value a prompt response, yet only 40% report regularly
receiving one. Improving response times and issue resolution
would enhance customer satisfaction. The gap in follow-up
is particularly noticeable, and is a missed opportunity in
improving service. Consumers also have unmet needs in
terms of ease of access to customer service and the empathy
shown towards them (see Figure 5).

Older consumers (in the 57+ age group), in particular,
experience significant unmet customer service needs in
nearly every area (please refer to the Appendix for more
details).

Unleashing the value of customer servic

Figure 5.

In several areas, organizations are not meeting consumer expectations

Which aspects of customer service are most important to you and how would you assess the customer
service provided by brands/service providers with which you frequently engage?

0,
Effective and speedy issue resolution 45% o1
Prompt responses (i.e., shorter wait times) >6%
o 40% B % of consumers who
) 549% consider the aspect
Empathetic responses 46% important (i.e., rank it
among the top five)
0,
Ease of access 42% >3%
Follow-up t luti 46%
ollow-up to ensure resolution 35% B % of consumers who
459 say they experience
Personalized interactions ° 579 this often or always
45%
Seamless transfer between channels 47%/0
) ) 34%
Proactive customer service 36%

Source: Capgemini Research Institute, Customer service transformation survey, November—December 2024, N = 9,500 consumers.
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Additionally, 54% of consumers surveyed rank rude or
unprofessional representatives among their top five most
frustrating aspects of customer service, followed by long wait
times at 49%. Further, 46% of consumers are frustrated by
unhelpful or unempathetic representatives. Other significant
frustrations include the complexity of interactive voice
response (IVR) options (42%), slow issue resolution (41%), and
frequent call transfers (41%). So, there are many areas where
customer service processes can be streamlined and improved
(see Figure 6). Older consumers, in particular, struggle with
finding customer service contact information, language
barriers, and restricted service hours, while younger
consumers express frustration with frequent call transfers
and having to repeatedly explain theirissues (please see the
Appendix for more details).

The top frustrations not only hinder effective relationships,
but also directly influence how customers feel about a brand
or organization.

Unleashing the value of customer service

Figure 6.

Consumer frustrations point to critical areas for improvement

Which aspects of customer service do you most want to see improved?

B % of consumers who rank the following among their top five most
frustrating aspects of customer service that they would like to see improved

Rude or unprofessional representatives 54%
Long wait times 49%

Unhelpful or unempathetic representatives

Complexity of IVR options

Slow issue resolution

Frequent call transfers and repeated explanations of issues

Difficulty finding customer service contact information

Difficulty accessing human agent

Language barriers

Limited contact options

Lack of follow-up to ensure issue resolution and closure

Restricted service hours

Source: Capgemini Research Institute, Customer service transformation survey, November-December 2024, N = 9,500 consumers.
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Cumbersome customer
service processes have
led to unresolved issues
and pent-up demand

The existing gaps and frustrations in customer service

have resulted in significant pent-up demand. Four in ten
(39%) consumers often choose to tolerate inconvenience

or find their own solution, rather than put themselves
through cumbersome customer service processes. When

we say tolerate, we mean that they would rather live with
products or services failing them than bother to contact
customer service to address the issues. This tendency is
more pronounced among younger consumers (see Figure

7), as there is an additional behavioral barrier of speaking

to customer service agents or organizations. As highlighted
previously, this has implications for brands as younger
consumers are more likely to leave a brand if they do not find
the customer service satisfactory. Further, on a regional or
national level, the proportion is highest in the Nordics at 58%,
while it is lower in Brazil at 30% (please see the Appendix for
more details).

Unleashing the value of customer service

Figure 7.

Younger consumers are more inclined to avoid contacting customer service due to cumbersome processes

| often choose to tolerate an issue (leave it unresolved) or find my own solutions because
contacting customer service is too cumbersome

% of consumers who agree with the statement

57%
45%
39% 40%
I I I 28%
Overall 18-24 25-40 41-56 57+

Source: Capgemini Research Institute, Customer service transformation survey, November-December 2024, N = 9,500 consumers.
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Customer service agents
report notably low levels
of job satisfaction

Customer service agents face significant challenges, as
reflected by their low satisfaction levels across various
aspects of their roles. High workload, poor rewards and
recognition, lack of career growth opportunities, inadequate
training and development support, and the nature of the
work itself are some of the key factors that contribute toward
dissatisfaction among customer service representatives.

Further, many organizations view their customer service staff
merely as a cost, failing to recognize that these employees
are the virtual face of the organization. Customer satisfaction
and agent satisfaction are two sides of the same coin.

“Customer satisfaction starts
with happy agents. Companies
must treat employees as partners,
understanding their needs and
challenges. When employees

Feel valued, they're more likely

to deliver exceptional service,
reducing attrition and enhancing
customer interactions.”

Aline Schwenk
Director at Amazon

Our research also shows a significant disparity in job
satisfaction between customer service agents and their
managers or supervisors. Only 16% of agents surveyed say
they are satisfied with their job overall, compared with 68%
of managers and supervisors (see Figure 8). This raises the
question: How can supervisors feel satisfied in their roles
when their team members are so unsatisfied? We find that
their objectives are often misaligned and, even when they
are not, they are not properly tracked and rewarded. While
supervisors are provided with the necessary tools to perform
their tasks, agents are not. This gap is distinctly concerning.
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Unleashing the value of customer service
Figure 8.
Only 16% of customer service agents are satisfied with their jobs, compared with 68% of managers or supervisors
% of agents and supervisors who say they are satisfied or very satisfied with the following aspects of their work
68%
0,
62% 59% 58%
[ 54% o 54%
>1% 48% 51% 6% 48% 49% 49%
24% 23% 22% 22%
21% 21%
16% 19% 19% 19% 19% 15% 15%
Overall job Support Empowerment Effective communication Remuneration Workload Training and
satisfaction and guidance to complete my job role from my organization (pay and benefits) development
to complete my job role opportunities
Tools and Emotional Nature of work Career advancement Targets and KPIs Rewards and
resources to well-being opportunities recognition
| complete my job role
"""""""""" ' [l Customer service agents/front-line staff [l Managers or supervisors
*Agents: 16% satisfied or very satisfied, 44% dissatisfied or very dissatisfied, 40% neutral.
*Managers or supervisors: 68% satisfied or very satisfied, 7% dissatisfied or very dissatisfied, 25% neutral.
Source: Capgemini Research Institute, Customer service transformation survey, November-December 2024, N = 506 customer service agents and supervisors (N = 315 agents and N = 191 managers/supervisors).
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Customer service
agents do not see
themselves as customer
advocates

While a significant 70% of customer service agents
identify as brand representatives, despite their front-line
role, only 28% identify as problem solvers. Further, less
than half (45%) see themselves as customer advocates,
indicating a potential lack of empathy and source of poor
CX (see Figure 9).

Customers do not just care about getting their

tickets resolved; they value empathy and the genuine
commitment of the organization’s representatives to
address their issues. Customer service representatives
should be able to foster genuine human connections,
build trust with customers, and embody the role of
customer advocates and allies.

Less than half

of customer service agents see themselves as
customer advocates, indicating a potential lack
of empathy and source of poor CX
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Figure 9.

Less than half of customer service agents see themselves as customer advocates

How strongly do you identify with the following roles (in addition to your role as a customer service
agent or supervisor)?

0,
93% 87% 86%

70% 7%
o

Product
specialist

Customer Mentor*

advocate

Brand Collaborator

representative

Relationship
builder

Technologist

Retention
solver agent

Sales agent Educator Problem

Il Customer service agents/front-line staff [ Managers or supervisors

Source: Capgemini Research Institute, Customer service transformation survey, November-December 2024, N = 506 customer
service agents and supervisors (N = 315 agents and N = 191 managers/supervisors).

Unleashing the value of customer serv

Brand representative (embodying the organization's values
and mission in customer interactions)

Sales agent (driving revenue through upsell and cross-sell
opportunities)

Retention agent (focusing on customer loyalty and reducing
churn by resolving issues and ensuring long-term satisfaction)
Problem solver (addressing and resolving customer issues
efficiently and effectively)

Customer advocate (championing the customer's needs and
ensuring their voice is heard within the organization)
Educator (providing customers with the information,
guidance, and skills they need to use the organization's
products or services effectively)

Relationship builder (creating long-term, positive relationships
with customers by establishing trust and rapport)
Technologist (understanding and helping customers with
technical aspects of products or services)

Product specialist (providing deep insights and expertise on
specific products or services to guide customer decisions)
Collaborator (liaison between functions such as sales,
operations, customer service)

Mentor* (providing the required guidance and support to
junior agents)

*Only managers/supervisors surveyed.
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“Customer service is experiencing a transformative revolution. While
Gen Al and agentic Al are driving this change, the true value extends
far beyond technological advancements. Organizations can now
deliver innovative services and personalized experiences, empowering
both customers and agents in unprecedented ways."

Alex Smith-Bingham
Group CX Offer Lead, Capgemini

Organizations are
struggling with customer
service issues

Customer service leaders are navigating a complex and
challenging landscape, brought about by rising customer
expectations, the proliferation of channels and touchpoints,
and rapidly evolving technologies. Consequently, they are
grappling with numerous issues such as long call-handling
times, disjointed touchpoints, lack of customer insights,
high costs, and high agent dissatisfaction and turnover

(see Figure 10).
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Figure 10.

Close to eight in ten organizations struggle to meet rising customer service expectations

Unleashing the value of customer serv

What are the critical issues that your organization’s customer service Function/department currently Faces?

% of organizations who selected the following among the top five issues for their organization's customer service function

Rising customer expectations (e.g., on speed of response, personalized service, quality of interactions, self-service options, proactive service)
Poor customer satisfaction

Low operational efficiency (e.g., long call handling times, high call abandonment rates, frequent call transfers, low first contact resolution rates)
Poor agent satisfaction/high agent attrition rates

Disjointed customer touchpoints

High cost of operations

Poor service quality impacting brand perception

Redundant, unsupported, or obsolete technology
Lack of customer insights to deliver effective and personalized service (lack of knowledge of customer in terms of interaction history,
product portfolio, etc. which hinders the ability to provide effective and personalized service)

Lack of additional revenue through cross-sell or upsell

Poor digital experiences for customers using self-service or digital support channels

Ensuring safety and confidentiality of customer data

79%

Source: Capgemini Research Institute, Customer service transformation survey, November—-December 2024, N = 1,002 executives.

ce
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Not only are organizations failing to meet basic service
needs, but future expectations are also rising quickly.
Further, most organizations are unprepared for emerging
trends in customer service (see Figure 11). Executives

do not consider the evolution of the customer service
function from a cost center to a revenue generator as a

significant trend, which underscores their lack of ambition
and possibly their underestimation of its potential to drive
revenue. Organizations that succeed in transforming their
customer service function will be those who understand and
implement the necessary mindset shift to recognize it as a
strategic function.

Unleashing the value of customer service

Lack of strategic outlook and recognition of customer service
as a value driver, missing cultural alignment with agents,
poor interdepartmental coordination, siloed systems, and
lack of data and knowledge management are some of the
key factors hindering progress. These issues are discussed in
greater detail later in the report.

Capgemini Research Institute 2025
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Unleashing the value of customer service
Figure 11.
The preparedness of organizations on most emerging trends is low
Trends likely to shape the customer service function over the next three years, and organizational preparedness for these trends
62% 58% 58%
o ° 56% 54% 5% 51%
49% 49% 49% 0 o
42% 41% a2% % 41%
¥ 38% 359, 38% 37%

28%

Proactive customer service Al-powered customer Seamless omnichannel Utilizing customer service Rising focus on Evolution of the
that identifies and service customer journeys through insights to drive transparent, accurate, CUSFomEF service
addresses potential issues the integration of data, improvements across and ethical Al usage function from a cost
before they arise channels, and processes functions center to a revenue
generator
Evolution of agent roles from Personalized customer service Rise of automation Empathetic and more Increasing
handling routine support tasks to interactions at scale in customer service human-like chatbots significance of
more value-driven roles self-service channels
B % of executives identifying the trend as one of the top five trends shaping customer service B % of executives who think their organizations are prepared for the trend

Source: Capgemini Research Institute, Customer service transformation survey, November-December 2024, N = 1,002 executives.







In addition, customer service remains underused as a means
of generating business insights. Only around half (53%) of
organizations have integrated insights from customer service
into the operations and decision-making processes of various
departments/functions. However, those that have done so
are experiencing improvements such as enhanced product
development processes (67%), increased customer retention
(63%), and improved brand reputation (61%) (see Figure 12).

%

of organizations that have integrated
customer service insights are experiencing
improvements such as enhanced product
development processes

32

Organizations that tap into customer service insights
across various functions have realized numerous
benefits, including improved product development
processes, increased customer retention, enhanced
brand reputation and trust, more effective marketing
strategies, and the ability to deliver a seamless

and consistent experience across touchpoints

(see Figure 12).

Unleashing the value of customer service

Using these insights, organizations can tailor their
interactions and services to meet customer expectations
consistently. When all functions are aligned and informed

by these insights, they can work together to provide a

unified and coherent CX. For example, if customer service
identifies a product issue based on customer interactions,
this information can be shared with the product development
team to address the problem in future updates. Similarly,
marketing campaigns can highlight solutions to these issues,
ensuring that messaging reflects customer expectations. This
alignment helps create a seamless journey for customers,
where they feel understood and valued at every touchpoint.
As a result, customers perceive the brand as reliable and
cohesive, fostering trust and enhancing brand image.

A\
\
A

Capgemini Research Institute 2025



Figure 12.
Integrating customer service insights across functions and departments has brought numerous benefits

How has your organization benefited from integrating customer service insights across
Functions/departments?

Improved product development processes

Increased customer retention

Improved brand reputation and trust

Enhanced marketing strategies

Seamless and consistent customer experience across all touchpoints
Improved sales performance

Streamlined operations (supply chain/logistics)

Optimized technology investments

Increased resilience and adaptability

Source: Capgemini Research Institute, Customer service transformation survey, November—December 2024, N = 526 executives from organizations that
have integrated customer service insights into the operations and decision-making processes of various departments/functions.

Capgemini Research Institute 2025
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Gen Al addresses key
customer pain points
while enhancing
operational efficiency,
productivity, and the
overall agent experience

Gen Al is transforming customer service by boosting
customer-facing self-service options and providing assistive
capabilities for human customer service agents.

¥

Boosting self-service

In the realm of self-service, Gen Al powers
automated assistants that understand

and respond to customer queries, guide
customers through troubleshooting
processes, and provide personalized solutions
based on contextual understanding. These
assistants make self-service more accessible
and satisfying for customers by being
available 24/7, providing prompt responses
to reduce waiting times, ensuring faster
resolution of issues, and demonstrating
empathy through personalized and context-
aware interactions, including multilingual
support.

Unleashing the value of customer service

Augmenting human agents

Gen Al enhances the capabilities of human
agents by providing them with real-time
assistance, augmenting creativity and
insights. It analyzes customer interactions,
suggests relevant responses, and offers
recommendations based on historical
data and customer profiles. This support
enables human agents to handle enquiries
more efficiently, resolve issues faster,

and deliver a higher level of service.
Additionally, Al can take over routine tasks,
allowing human agents to focus on more
complex and value-added interactions,
ultimately improving overall productivity
and customer satisfaction.
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Figure 13.

Applications of Gen Al assistants in customer service are extensive

Boosting self-service g Augmenting human agents

. Engaging in personalized, empathetic customer . Drafting text/voice responses
interactions using contextual understanding and
sentiment analysis . Making call notes and summaries
. Identifying and routing the issue to the right . Providing real-time language translation support

agent (human or virtual)
. Offering contextual insights for personalized
. Drafting and executing high-quality follow-ups interactions

and closures

. Recommending responses/tone based on real-time

. Providing proactive customer service by sentiment analysis
pre-empting issues and reaching out to
customers . Assisting in resolving complex queries by extracting

the right information from across knowledge bases

- Conducting multilingual interactions

. Aiding in team management with personalized
training programs, performance tracking, and
real-time feedback

*For details on the adoption levels of use cases, please refer to the Appendix.
Source: Capgemini Research Institute analysis.
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Gen Al paves the way for an enhanced customer service
model by addressing a host of issues discussed in the
previous section and setting the stage for a larger
transformation. Our survey shows that human agents,
supervisors, and executives agree that, by harnessing Gen
Al capabilities, organizations can significantly improve
customer satisfaction, human agent productivity and
experience, and operational efficiencies within the
customer service function. In fact, 86% of organizations
have already implemented Gen Al, initiated pilots, or
started exploring its potential in their customer service
functions (see Figure 14). At 53%, the automotive

industry has the highest share of organizations that have
implemented Gen Al in the customer service function,
followed by the retail industry (44%). In the telecom sector
this is lower, at 24%. Among countries, organizations in the
Netherlands (54%) have the highest share, followed by Italy
at 46%, while those in India have the least (23%). Please
refer to the Appendix for more details.

%

of organizations have already implemented Gen Al,
initiated pilots, or started exploring its potential in
their customer service functions

Figure 14.

Unleashing the value of customer service

Most organizations are actively adopting or exploring Gen Al for their customer service activities

How would you describe the maturity of Gen Al initiatives in your customer service function/department?

13% 3%

23%

25%

25%

We are not interested in working on Gen Al initiatives

We are yet to begin exploring Gen Al capabilities

We have started exploring the potential of Gen Al

We have begun working on some pilots of Gen Al initiatives

We have enabled Gen Al capabilities in some of our customer
service activities

We have enabled Gen Al capabilities in most of/all our customer
service activities

Source: Capgemini Research Institute, Customer service transformation survey, November—December 2024, N = 1,002 executives.
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Gen Al is improving

customer satisfaction
by addressing consumer
concerns around speed

and quality of issue
resolution

50"

Eneco Mobility by using Gen Al

Reduction in average case wrap-up time realized by

Speed and quality

As noted previously, consumers have unmet
needs and frustrations related to the speed and
effectiveness of issue resolution, while nearly
eightin 10 organizations are struggling to meet
rising customer expectations around speed and
quality of customer service. Gen Al empowers
customers to resolve their issues quickly and
efficiently on their own while equipping human
agents with contextual awareness and the data
they require to provide fast, effective solutions
to customers.

Mala Anand, CVP Customer Experience &
Success at Microsoft, says, “We are applying
generative Al at scale with significant impact.
We've achieved a 12-16% reduction in average
case handling time, a 31% increase in first call
resolution, and a 20% reduction in misrouted
calls. Looking ahead, we expect that generative
Al will accurately predict customer needs and
behaviors, allowing companies to proactively
address potential issues and offer solutions even
before problems arise. This will elevate customer
satisfaction and loyalty to new heights.”

Unleashing the value of customer service

Around three in ten (31%) organizations that are exploring/
using Gen Al have already seen an improvement in response
times and 33% have seen animprovement in first contact
resolution rates. It isimportant to note here that a significant
percentage of organizations are only at an exploratory or
nascent stage of Gen Al implementation and hence have
not yet seen such benefits. Implementing Gen Al use cases
without adequate back-end data support hinders the ability
to reap benefits at scale. For example, without access to
360-degree customer data, Gen Al tools cannot personalize
interactions, offer the right products, or communicate
appropriately with customers. Additionally, concerns about
the reliability and accuracy of Gen Al tools and their outputs
also hinder adoption and the realization of benefits.

But as organizations strengthen some of these foundations
and the tools mature, a significantly larger percentage

of organizations will adopt and benefit from Gen Al. For
example, an additional 58% of organizations expect to see
faster response times and 52% expect to see better first
contact resolution rates in the future (see Figure 15).
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Eneco eMobility, an EV charging service provider, uses
Gen Al to cut average case wrap-up time by nearly 50%.
The Gen Al solution allows human agents to focus on
engaging with customers, rather than on the tasks they
previously had to manage while listening and responding.?
Maarten van der Beek, Chief Technology Officer at

Eneco eMobility, says, The case summary functionality
helped us increase efficiency within the customer care
team by reducing the average case wrap-up time by almost
50% while still increasing customer satisfaction rates. The
agents can now focus on the customers rather than the
tasks they used to do while listening and responding to
them."

Klarna, a Swedish payments firm, has seen its average
ticket resolution time fall from 11 minutes to less than two
minutes by implementing a Gen Al-driven virtual assistant
capable of handling a wide range of customer queries,
including refunds, returns, and payment-related issues, as
well as providing chat support in over 35 languages.®

Empathy

Gen Al can also help build empathy and create
a personal connection in conversations by
gauging sentiments and analyzing context in
real time, then tailoring responses accordingly.
For example, wishing someone well in their new
home when they call to change their address

is a small gesture, easily achievable with Gen

Al capabilities, yet it can significantly enhance
CX. Additionally, Gen Al helps organizations
understand and cater to the diverse needs of
customers from different cultural backgrounds.
This is particularly important for global brands
in industries such as airport management, air
travel, hotels, and tourism.

Accessibility

Ease of access is a key expectation for
consumers, with more than half considering

it a critical aspect of good customer service.
However, over one-third feel frustrated by the
lack of accessibility, including service hours,
language barriers, access to human agents,

and limited contact options. Harnessing Gen Al,
organizations can provide 24/7 availability across
multiple channels and seamlessly involve human
agents when needed.

Gen Al also plays a crucial role in promoting
inclusiveness by expanding accessibility options.
For example, nearly 1.3 billion people, or

one in six worldwide, experience significant
disabilities.® Text-to-voice and voice-to-text
conversion, image recognition, multilingual and
multi-channel support, adaptive interfaces, and
proactive support are some ways in which Gen Al
can bridge the accessibility gap.


https://www.capgemini.com/news/client-stories/eneco-emobility-supercharges-its-customer-care-with-generative-ai/
https://www.capgemini.com/news/client-stories/eneco-emobility-supercharges-its-customer-care-with-generative-ai/
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Personalization and proactiveness

By analyzing customer preferences, past
interactions, and behavior patterns, Gen Al
can provide personalized responses that
address specific needs. Additionally, Gen
Al can equip human agents with detailed
customer history and context, such as
previous enquiries and preferences,
reducing the frustration of repeated
explanations.

For example, a leading broadband

company 'S“Lg;f) t’tsai;“gr‘g?tegtfgr%;”ng; For ~ "Gen Al offers a huge opportunity for proactive customer service
The platform allowed customers’ technical and support. Based on past interactions, behaviors and trends,
issuels o behprﬁactivﬁlydiqehtified and y Gen Al can anticipate what a specific customer might be looking
resotvedq, wnich resutted in improvemenctin . .

CSAT scores by 12% P for and make sure they get their questions answered before they

maybe even have them.”
Our survey findings show that

organizations expect their CSAT scores to
increase by an average of 14% due to Gen e

Al usage. .
Bastian Brandt

Area Vice President and Head of Cloud Sales,
Germany & Austria, Salesforce
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Figure 15.

Organizations are already seeing faster responses and increased first contact resolution rates from use of Gen Al

Which of the Following benefits do you expect to realize through the use of Gen Al in customer services?
% of executives who selected the following

Faster response times

|

31% 58%
Enhanced customer satisfaction |G ——
26% 60%
Increased first contact resolution rates | EEE—
33% 52%
More personalized interactions
30% 52%
B We have already started realizing this benefit B We expect to realize this benefit

Source: Capgemini Research Institute, Customer service transformation survey, November—December 2024, N = 861 executives from
organizations that are exploring, piloting, orimplementing Gen Al for customer service activities.

Unleashing the value of customer service

Gen Al boosts
operational efficiency
and productivity

Gen Al can address the challenge of low operational
efficiencies that more than 6 in 10 organizations are
grappling with in their customer service function. By
automating repetitive tasks, summarizing calls, translating
them if necessary, extracting relevant information from
multiple databases, suggesting the next best action or next
best offer and drafting responses and follow-ups, Gen Al can
significantly improve efficiency and productivity, and lower
operating costs. Nick Clarke, a senior executive in the airline
industry, says, “Generative Al can help companies understand
customers faster, deeper, and at scale, which can not only
lead to better service delivery, but also reduce the cost

to serve.”

» BT Group equipped 300 customer service experts with
Al-generated case summaries and automated resolution
notes, significantly reducing the time for paperwork by as
much as 55% for some complex cases.?

» Sony Electronics has deployed a Gen Al-enabled virtual
agent as the first point of contact for all incoming
queries. Initial results show that almost 16% of
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contacts were successfully contained by self-service
options, which is likely associated with better customer
outcomes due to better call workflows and streamlined
customer feedback.?

« US-based carinsurance organization Jerry deployed a
Gen Al system for customer care in May 2023. By June
2023, the system was responding to 100% of inbound
messages within 24 hours, up from 54% in April. Further,
it responded to 96% of messages within 30 seconds.
The organization expected a 400% ROl and $4 million in
annualized savings by end-2023.7

« Klarna's Gen-Al driven virtual assistant saves time and
reduces repeat queries by 25%, and Klarna projected
an increase in profit margin of $40 million in 2024.
Sebastian Siemiatkowski, co-founder and CEO of Klarna,
says: “This Al breakthrough in customer interaction
means superior experiences for our customers at
better prices, more interesting challenges for our
employees, and better returns for our investors.""

Our survey findings show that organizations expect a 12%
reduction in operating costs and nearly 18% increase in
agent productivity on average through Gen Al usage.

Unleashing the value of customer service

Figure 16.

Executives agree that Gen Al has improved efficiency

Which of the following benefits do you expect to realize through the use of Gen Al in
customer service activities?

% of executives who selected the following

Reduced operating costs _

24% 65%
Reducedissue handing tme
25% 62%
Agent productivity
31% 54%
Il We have already started realizing this benefit B We expect to realize this benefit

Source: Capgemini Research Institute, Customer service transformation survey, November—-December 2024, N = 861 executives from
organizations that are exploring, piloting, orimplementing Gen Al for customer service activities.
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Gen Al is enhancing the
human agent experience

The majority (73%) of customer service agents surveyed
report that Gen Al has reduced the time they spend on
mundane tasks such as follow-up contact and note-taking.
The freed-up time can be allocated to more fulfilling and
higher-value-adding work. Further, 70% have experienced a
reduction in their overall workload with Gen Al, raising quality
of output and improving the human agent experience.

%

of customer service agents report that Gen Al
has reduced the time they spend on mundane
tasks such as follow-up contact and note-taking

The examples below illustrate the impact of Gen Al on human
agent experience, roles, and output:

» United Airlines' Gen Al platform, Mars, integrates data
from diverse sources (such as weather systems and crew
schedules) to streamline processes and free staff from
repetitive tasks, allowing them to focus on complex
operational challenges.”

» Comcast’'s Ask Me Anything (AMA) feature acts as an
enhancement of their agent-facing customer service
interface. This feature allows human agents to query a
large language model (LLM) in real time during customer
conversations, providing accurate responses and
reducing the need for context switching. Agents who
used the feature gave positive feedback 80% of the time,
indicating the feature’s effectiveness in improving agent
experience.”?

» Australian telecom organization Telstra rolled out a Gen
Al tool, Ask Telstra, to help its human agents find answers
and summarize customers’ recent history in seconds. More
than eightin ten (84%) agents said it positively impacted
customer interactions and 90% said they were more
effective and encountered 20% less follow-up on calls.™

» USrazor-blade subscription service, Dollar Shave Club's
chatbot is deployed with the intention of liberating
support staff and allowing them to have more engaged,
meaningful, and consultative conversations. Trent
Hoerman, Senior Program Manager, says: “We wanted to
deflect these kinds of tickets and have more meaningful,
consultative conversations with our members and Answer
Bot has been the answer.”"

Gen Al can also assist in matching and routing service
requests or calls to the right human agent. For example, if a
customeris angry about a delayed delivery, Gen Al can use
sentiment analysis to detect the anger in the customer's
message and direct the query to an agent with a high success
rate in managing delivery-related complaints and calming
frustrated customers.
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As Figure 17 shows, organizations expect Gen Al to enrich
agent roles. Human agents, supervisors, and executives agree
that it will help them engage in more impactful customer
interactions. Human agents and supervisors also see
themselves growing into new roles specializing in validating
Al output, Al-human collaboration and managing hybrid
human-Al teams.

However, the gap between executives seeing agents taking
on more value-adding responsibilities, and where agents see
their role going, is significant. Addressing this can increase
adoption for change, aspiration of their roles, and the value
that agents can deliver to an enterprise. Failing to address
this will impact deployment of new capability and drive fear
of job replacement.

%

of customer service agents say that Gen Al will
enrich their roles by enabling them to engage
in more impactful customer interactions

Figure 17.

Gen Al will enrich customer service agent roles by enabling evolved customer interactions

Unleashing the value of customer service

What could be the role of customer service/contact center agents in a world where there is less demand
fFor their traditional services?*

% of executives and agents (including supervisors) who agree with the following

Engaging in more impactful customer interactions
(e.g., those that require more judgement and empathy)

Engaging in more value-adding responsibilities
such as driving sales and strategic differentiation
(e.g., acting as brand representatives)

Specializing in Al-human collaboration
and managing hybrid human-Al teams

B Executives

82%
88%

B Customer service agents/front-line staff B Managers or supervisors

*Human agents and supervisors were asked the following question: “Where do you see opportunities to grow as generative Al in
customer service becomes more common?”
Source: Capgemini Research Institute, Customer service transformation survey, November—-December 2024, N = 1,002 executives and
506 customer service agents and supervisors (N = 315 agents and N = 191 managers/supervisors).
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Gen Al driven insights can
add value across functions

@,}

Product development

Gen Al can aggregate qualitative insights
about the product/brand, such as customer
likes, dislikes, issues, and preferences related
to service needs. This enables organizations
to improve and add new features that align
with customer needs. It can also help design
and deliver better service propositions (e.g.,
delivery and support options) according to
customer requirements.

%

of organizations are ready for Al/Gen
Al-powered customer service

Sales and marketing

Gen Al can lead to better sales and marketing
outcomes, such as improved outreach and
enhanced profitability, by identifying the
right upsell and cross-sell opportunities.

For example, using sentiment analysis,

past purchase history, and probability of
purchase analysis, Gen Al can suggest the best
recommendations, including how and when
to present them. Marketing teams can design
targeted campaigns, personalize content,
and develop more effective communication
strategies based on insights into consumer
preferences and behavior.

&

Training and development

Gen Al can analyze customer service
representatives' interactions to identify
areas for improvement and suggest training
programs to bridge those gaps.

Operations

Gen Al can identify inefficiencies in customer
service interactions, such as frequent

call transfers, call drops, escalations, and
long hold times. Based on these insights,
operations teams can streamline processes,
improve resource allocation, and optimize
call routing.



\
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The future of customer
service will be redefined
by a step change

in efficiency and
personalization

%

of organizations plan to integrate Al agents in
the next 1-3 years

In 2024, organizations focused on experimenting with
Gen Al assistants to augment human agents and power
self-service. In 2025, Gen Al is evolving from copilots
that handle isolated tasks to autonomous Al agents
capable of independently handling end-to-end tasks and
collaborating as multi-agent systems. Our recent Gen

Al research revealed that 82% of organizations plan to
integrate Al agents in the next 1-3 years.'®

Agentic Al represents a shift that will redefine customer
service. As agentic Al systems scale, they will become

Unleashing the value of customer service

more specialized and autonomous, handling tasks
independently. The role of human agents will evolve to
provide more personalized and value-adding customer
experience (CX) or navigate more discretion-based decisions
enhancing the agentic Al's perception, reasoning and action.
Consequently, the traditional customer service function

will evolve into a CX center, operated by hybrid teams of
human and Al agents (see Figure 18). As many as 64% of
organizationsin our recent Gen Al research agree that Al
agents will significantly improve customer service."”



iy’ N

“With agentic Al, we see an order of magnitude improvement in the speed and ability to resolve customer
issues. Al agents can manage many seemingly complex and human-heavy business processes, as these processes
Follow clear rules. Al agents excel at applying these predefined rules to automate tasks. And as a result,

what we've discussed for a while in customer service is becoming a reality: human agents can now focus on
more complex issues with higher value, while simpler ones are handled through automation, providing faster

resolution for customers.”

Terence Chesire
VP Outbound Product Management, CRM
and Industry Workflows at ServiceNow
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Figure 18.
The future of customer service will feature hybrid human-Al teams

o

% Al agents, under human supervision Human agents, augmented by Al

3 ; ; ‘ ‘

s | ,tArl]agergts c;nﬁanli:ljleb thesledtatsl:jstt))y;waklng ml’ortrnted decisions based ondava\labte dita but | ! Human agents are essential to navigate these situations (that require a high level of |

o ! US| BT E L= |2 MU= SIS E EnS S et ey e R LS, b ! discretion and empathy) and provide tailored solutions. Al provides insights to support I

S § Examples: § § decision making. §

.g '+ Handling service disruption inquiries in utilities ! [ Examples: !
i * Assisting with service plan changes or upgrades in telecom ] !« Financial advisory services « Assisting with lost or stolen credit cards 1

« Managing hotel booking modifications and special requests in hospitality « Handling fraudulent credit card charges « Luxury travel planning
L © Addressing feedback and complaints about online orders in e-commerce J | )

Simple automation Al agents, under human supervision

These tasks can be efficiently handled by deterministic automation systems without the need
for Al agents or human intervention.

Al agents can handle these tasks by following structured guidelines and coordinating with
multiple systems, with human agents supervising and validating the outcomes.

Task predictability

Examples:

« Automated password reset

« Billing and payment processing

« Order tracking in e-commerce

\ * Account balance inquiries in banking

Examples:

« Technical troubleshooting with guided steps in telecom

« Compliance checks in financial services

« Healthcare claims processing with predefined rules in insurance

« Reversing credit card charges in banking )

Rule-based

Task complexity

Source: Capgemini Research Institute analysis.
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“Al will move beyond simple, repeatable tasks to handle more
complex scenarios. Al will excel in diagnosing and troubleshooting
complex patterns by analyzing broad data sets and customer service
insights. It will identify clear diagnostic issues and take initial actions,
while Flagging areas with lower confidence For human intervention.
Humans can then, either on their own or in collaboration with other
agents, take the right decision and action.”

Daniel Pickworth
General Manager, Technical Strategy and
Innovation at Microsoft

What is agentic Al?

An Al agent is a reasoning engine that perceives, reasons
and acts to achieve a goal. It has the following key
characteristics:

Autonomous

It makes decisions and takes actions
independently, without constant human
input. It analyzes information, applies logic,
plans the best course of action, and executes
tasks via API calls, system integrations, or
in-app workflows.

Goal-oriented

©)

Itis designed to achieve specific outcomes,
not just execute fixed tasks.

Adaptive

Itimproves over time using machine learning
or past experiences.

@
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Context-aware

It uses relevant enterprise, user,
or external data to make informed
decisions and take actions.

Proactive and reactive

It responds to conversations, reacts to its
environment (sensors, APIs, user input),
and anticipates future needs.

Language-aware

It utilizes generative Al language models
for advanced reasoning, language
understanding, and generation.

Figure 19 illustrates an example of how agentic Al can
work in a customer support situation. Rather than just
following predefined workflows, the Al agent analyzed the
entire situation and orchestrated solutions. It identified
the next steps to ensure customer loyalty, including
triggering a personal interaction with a human agent.
Throughout this process, it also updated the Al system's
knowledge base to enhance future customer service
interactions.

Figure 19.

Scenario illustrating the potential of agentic Al in customer support

Unleashing the value of customer service

An Al agent from a travel company orchestrates support for a business traveler after a flight cancellation

You have a flight booking
for a business trip,
but the flight is cancelled
Detects flight cancellation : /
Proactively rebooks you |

on the next available

| !« Coordinates the
flight : i rescheduling of the

Adjusts hotel check-in

Goal-oriented, proactive
and reactive

Context-aware, adaptive

Your meeting needs to be
rescheduled; the new time
will coincide with lunch time

o
gz

S

o |

°y Coordinates with cab : | meeting

2o agencies for airport ' | * Realizes it coincides with
£ transfers : i lunch time, so provides
2 5 Handles lounge booking : restaurant

recommendations based
on your food preferences
and the meeting location

You reach the hotel after a
stressful and busy day

= Recognizes that you've had

a hectic day and would

appreciate a relaxing

evening

= Coordinates with the hotel
to offer a complimentary
spa based on your card
points

= Remembers your
preferences and
recommends art exhibitions.

= Suggests a booking at a

Broadway show

Autonomous, adaptive

You return to your city and resume
your regular office routine

1 = Nudges the customer service

1
|
representative (human agent) to 3
call you and provides inputs for |
the interaction. The human agent: 3

- Calls and apologizes for the i
flight cancellation |
- Checks on you to ensure your |
experience was satisfactory !
and you received proper |
support |
- Offers a discount on your next |
booking j

Proactive

Source: Capgemini Research Institute analysis.
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Unlike traditional Gen Al systems that generate a single
output based on a given prompt, agentic workflows
use an iterative, interactive approach to case or query
resolution, where the Al agent is empowered to engage
in a more dynamic and self-reflective process. This
contrasts with the traditional "non-agentic" approach,
where Al models are simply prompted to generate
outputsin asingle pass. Like humans, Al agents are also
capable of working together, sharing goals and making
collective decisions to tackle tasks more effectively (as
seen in multi-agent systems).

Antony Passemard, Director, Product Management,
Applied Al, Customer Experience at Google, comments
on what differentiates agentic Al: “Agentic systems are
a major disruptor in customer service. Unlike traditional
systems where interactions were turn-based, meaning
an agent would speak, and then the customer would
respond, agentic Al allows for live conversations, making
interactions fluid and natural.” However, he cautions,
“Al agents require a more sophisticated control and
evaluation mechanism. Monitoring their behavior,
evaluating their performance, and refining them to

Unleashing the value of customer service




The figure below shows how the introduction of agentic Al could enhance the efficiency of a customer service workflow today.

Figure 20.

Example of how agentic Al could work in the customer service function today

Before introduction of agentic Al (how a human agent handles an issue)

( Manual customer inquiry intake )

Customer contacts Human agent Maa\jally Reads and Searches multiple systems to Applies predefined process Updates the
customer servicevia - verifies customer = GRS - interpretsthe - retrieve customer data and - rulestothe case and manually -  Writesaresponse - P
" . " customer g ticket/CRM
phone/email identity details inquiry knowledge management articles operates the systems

( Manual billing and payments processing )

Customer calls Human agent Verifies identity Searches the knowledge Resolves the query Follows up with
regarding billing - retrievesbilling - andperforms -  managementsystem -  and processesthe - confirmation and
issue or payment history manually ~ manual data entry forinstructions payment manually updates records

After introduction of agentic Al (how an Al agent handles an issue)

( Agentic Al customer inquiry intake )

4 Automatically Al drives the conversation by
Céfstg::err(;:?;ets _ Alimmediately _interpretsintent _ MEEy _ Alretrievesdatafrom  _ uilizingscriptsand reasoning  _ Aldeliversa  _ ! puiomaticaly
greets and d classifies th logs the integrated systems based on the cl d updates the
via phone/email verifiesidentity ~ 2N¢ Cassities the inquiry mezdenlizelntan (CE[EEER ticket/CRM
customer inquiry business context
(Agentic Al billing and payments processing )
Human agent
provides oversight
Al retrieves billing Confirmation is and intervenes for
Customer calls Al swiftly verifies records and resolvas Al triggers payment sentand records exceptions
regarding billingissue  — identitywith  — e - securely via - ot
or payment secure methods ple q integrated channels SreLpate:

automatically automatically

Source: Capgemini Research Institute analysis.
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“Agentic systems are a major disruptor in customer service. Unlike traditional systems where interactions were
turn-based, meaning an agent would speak, and then the customer would respond, agentic Al allows for live
conversations, making interactions fFluid and natural. However, Al agents require a more sophisticated control
and evaluation mechanism. Monitoring their behavior, evaluating their performance, and refining them to
ensure they do not go off track is crucial.”

Antony Passemard
Director, Product Management, Applied Al,
Customer Experience at Google
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While agentic Alis still in its early stages, here are some
real-life examples of how agentic Al systems are being used
currently in customer service:

- Truelayer, a fintech pioneerin the UK and EU, has
deployed Ema, an Al agent to transform their customer
support capabilities. This has enabled their customer
support team to focus on the most complex support
cases while automating the rest. Within just a few
weeks of training, Ema was able to resolve over 82%
of cases. In addition, Ema autonomously bridges her
technical knowledge gaps. She also accurately identifies
which tickets should be handed over to human agents
and proactively assists them in resolving those tickets
faster. This seamless handover to customer service
representatives is a critical feature that traditional
chatbots lack.'

« Dutch bank ABN Amro has implemented a customer-facing
Al chatbot agent named “Anna,” that operates across both
text and voice channels. Anna supports over 2 million text
and 1.5 million voice conversations on a variety of topics
such as unblocking a debit card, changing ATM withdrawal
limits, and navigating digital banking services. The agent
has consistently delivered high customer satisfaction and
reduced drop-off and transfer rates. Additionally, the bank
experienced a 7% increase in intent recognition accuracy,
leading to more effective customer interactions.”

Gen Al and agentic
Al's transformative
potential can reset
the “north star” fFor
customer service

Our survey highlights the evolving strategic importance of
customer service in enhancing brand perception, driving
insights, and fostering customer loyalty. Currently, 61% of
executives view customer service as primarily a support
function, but this is expected to drop to just 22% within
three years. Meanwhile, customer service as a driver of
brand perception is projected to rise from 33% to 55% (see
Figure 21).

Gen Al and agentic Al can enable this transformation

and elevate customer service from a support function

to a strategic value driver. By boosting productivity and
efficiency, Gen Al and agentic Al streamline core customer
service operations, freeing up valuable resources.
Organizations can redeploy skilled, experienced staff

to value-adding activities such as premium support and
proactive sales, utilizing the freed-up capacity to explore
new monetization opportunities. Further, Gen Al empowers
agents to build deeper connections with customers by
delivering personalized, engaging interactions. This will
further strengthen the function’s role in shaping brand
perception, fostering customer loyalty and retention, and
driving revenue.

Terence Chesire from ServiceNow says, “Visionary customer
service leaders can leverage Gen Al to free up capacity and
demonstrate gains, enabling them to engage in strategic
conversations about driving value with customer service.”

%

Share of cases resolved by Ema, an Al agent
deployed by Truelayer, a fintech firm
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Figure 21.

The customer service function is evolving into a value driver

What is the current strategic positioning of your customer service function and your organization’s
ambition For its future positioning?

% of executives who selected the following

Primarily a support function —only meant 61%

to handle customer queries and issues

Adriver of customer loyalty

An insight driver (providing valuable feedback to improve
other functions — e.g., sales, marketing, product design)

Adriver of brand perception
55%

B Current positioning B Future positioning (three years from now)

Source: Capgemini Research Institute, Customer service transformation survey, November—December 2024, N = 1,002 executives.

Unleashing the value of customer service

Less than half

of organizations
are prepared

for Al-powered
customer service

Organizational preparedness for Al and Gen Al-powered
customer service is lacking, with only 49% of respondents
agreeing that their organizations are ready for this
transformation. Even this appears optimistic, as the
necessary foundations for implementing Gen Al and agentic
Al atscale are notyetin place. It cannot succeed with just

a “lift and shift” approach as it's not only about answering
queries quickly. Vincent Lascoux, Chief Customer Success
Officer at Odigo, a cloud-based contact center as a service
(CCaaS) provider, comments, “To fully utilize Gen Al, you
need to manage operations around it well. For example,
supervisors should use feedback in real time and customize
interactions. Further, organizations should be able to extract
relevantinsights from Gen Al and put them to strategic use
across departments.” Similarly, agents should be able to see
an elevated experience with Gen Al. Only when Gen Al is
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used in such a holistic way will it deliver benefits at scale;
otherwise, organizations would only be scratching the
surface.

Key obstacles include: First, a lack of quality enterprise data
necessary for successful customization of Gen Al, coupled
with weak data foundations, governance, management
platform. Second, organizations often fail to address privacy
and security imperatives early in the project, neglecting to
design guardrails to ensure compliance with regulations.
Third, the transformation of the enterprise operating
modelis often lacking, particularly the processes needed

to continuously update Al solutions, and the organizational
transformation, change management and upskilling.
Organizations must address these issues before they can
make progress. For a more detailed discussion, please refer
to the section on “Reimagining the future of customer service."

Trust in technology and cost are also significant barriers

to adoption. Vincent Lascoux from Odigo says, “Scaling

Al solutions from proof of concept to industrial-level
implementation is challenging due to the need for reliability
and stability. The quality of Al-generated interactions and
the security and protection of data are significant concerns
for clients adopting Gen Al/Al technologies. As costs come
down and ROI becomes clear, it will lend more stability

to the decisions around implementing Gen Al and thus
encourage adoption at scale.”

“Scaling Al solutions from proof of concept to industrial-level
implementation is challenging due to the need for reliability and
stability. The quality of Al-generated interactions and the security
and protection of data are significant concerns for clients adopting
Gen Al/Al technologies. As costs come down and ROl becomes clear,
it will lend more stability to the decisions around implementing Gen
Al and thus encourage adoption at scale.”

Vincent Lascoux
Chief Customer Success
Officer, Odigo
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The future of customer service will require a
complementary mix of human and virtual agents

Given the unique strengths of both human and virtual
agents, the future customer service function will be a
complementary mix of both, augmented by Gen Al.

Debora Mendola from Transcom says,

While the preference for chatbots has increased, phone
support remains crucial

Consumer preference for digital and self-service channels
such as chatbots/live chat and messaging services has grown
in the past few years, but phone support remains the top

choice overall for accessing customer support (see Figure 22).

The quality of chatbots has improved over the past few
years

Consumers feel that chatbots have improved in quality,
reliability, and accuracy over the past two years, with notable
advancements in understanding context, human emotion,
and responding with empathy (see Figure 23).

Unleashing the value of customer service

Figure 22.

Phone, email, and chatbot/live chat are the top three preferred channels for customer support

Preferred channels for accessing customer service

% of consumers who select the following channels among their top three choices

Phone support

Email support

Chatbot/live chat

WhatsApp or messaging services

Self-service portals

Social media

In-store support

Online community forums

W Preferred channel 1-2 years ago M Preferred channel now

Source: Capgemini Research Institute, Customer service transformation survey, November—December
2024, N =9,500 consumers.

Capgemini Research Institute 2025
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Figure 23.

Over seven in ten (71%) consumers feel that chatbots have improved in quality in the past one to two years

| Feel that customer service chatbots...

% of consumers who agree with the statements

...have improved in quality in the past 1-2 years

...have become more reliable and accurate in
providing solutions in the past 1-2 years

...have become better able to understand
wider context in the past 1-2 years

...have become better able to understand
human emotion in the past 1-2 years

...have become better able to respond

with empathy in the past 1-2 years

Source: Capgemini Research Institute, Customer service transformation survey, November—-December
2024, N = 7,764 consumers who have used customer service chatbots.

Unleashing the value of customer service

A balanced approach with human and virtual agents
is essential to meet customer expectations

Depending on the situation and requirements,
consumers may prefer either human or virtual agents.
Consumers prefer human agents for skills such as
empathy and creative problem-solving, while virtual
agents are valued for speed and convenience (see
Figure 24).

US-based fast-food chain Wendy's, for instance, has
introduced a Gen Al-driven drive-through service that
combines the strengths of human service crew and
chatbots. Gen Al-powered chatbots handle customer
orders, including multilingual requests, reducing
average wait times by 22 seconds and freeing up human
staff to manage exceptions. The service is currently
deployed across 100 locations in 17 US states and has
helped Wendy's increase order accuracy, speed, and
customer satisfaction scores.?°

The stark difference between the preference for
empathy versus efficiency should guide organizations'
channel strategies.

Capgemini Research Institute 2025



Figure 24.
A significant share of consumers prefers human agents for empathy and creative problem-solving, while virtual agents are
favored for speed and convenience

Do you prefer human agents or chatbots/virtual agents (which one do you Feel performs better in terms of the qualities you are looking for)?

71%

2o 8% 7%

Personalization Effective follow-up Clear Security Easy
and closure communication and privacy access/convenience

Creative Knowledge Accuracy Inclusivity and Responsiveness
problem-solving and expertise and reliability cultural sensitivity and speed

B Human agents B Chatbots/virtual agents B Either/no preference

Source: Capgemini Research Institute, Customer service transformation survey, November—December
2024, N =9,500 consumers.

Capgemini Research Institute 2025
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As well as raising brand profile and promoting business
growth by securing customer loyalty and referrals, customer
service can bring additional revenue from premium service
offerings.

For example, organizations can charge higher rates for
priority support, personalized assistance, and exclusive access
to certain features or representatives. Our research shows
that three in five consumers are willing to pay for premium
service for industries they use regularly, such as banking,
utilities, and telecom services.

Additionally, customer service teams can manage front-

line sales by upselling relevant products and services

during customer interactions. Global organizations such

as Amazon, Apple, and Hilton Hotels? train their customer
care employees to recommend additional products

based on customer enquiries, purchase history, and Al
recommendations. Gucci, the Italian luxury fashion house,
doesn’t employ traditional customer service agents; instead,
they hire "online sales associates."?? These associates are
encouraged to take their time and build genuine connections
with customers, much like an in-store sales associate or
personal shopper would. In this endeavor, they are assisted
by Al-generated data-driven insights on customer behavior
to providing frictionless service and personalized sales
support.?

Advances in Gen Al and the advent of agentic Al can bring
to life these unique value propositions. Al can enhance
the speed and quality of responses, foster customer
loyalty, transform agent-customer interactions, and offer
insights into consumer behavior to uncover new growth
opportunities.

Mala Anand, CVP, Customer Experience & Success,
Microsoft, says, “Contact centers are transforming from
mere cost centers into profit centers by harnessing human-
digital collaboration. With Al agents handling repetitive
tasks, customer service agents can focus on creating
customer lifetime value through strategic problem-solving,
personalized customer engagement, and meaningful
interactions throughout the customer journey.”

For example, Delta Airlines recently introduced a Gen
Al-powered assistant, Delta Concierge, that enables a
seamless, multi-modal travel experience, where a single
customer itinerary is connected from start to finish through
technology and partnerintegrations. These include real-time
travel support, proactive navigation, and notifications for
passport expirations, visa requirements, and destination-
specific details such as weather forecasts. Customers also

benefit from wayfinding tools for easier airport navigation,
including check-in counters and security lines. While in flight,
they receive personalized experiences such as seatback
announcement translation and personalized entertainment
experiences.? Delta Concierge finds the best path for
customers by understanding their needs and preferences,
while tapping into an ecosystem of connected travel
partners.?®

Airlines are famous for providing better service for their
higher spending customers; this model may work for
otherindustries, but there are numerous models on how
to monetize better service depending on your industry,
customer expectations, and competition.
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Figure 25.

Customer service offers opportunities to derive commercial value

Unleashing the value of customer service

Premium customer
service at a price, as an
additional revenue
stream

B Offering premium
service at a price: 60%
of consumers are
willing to pay for a
premium quality of
customer service (e.g.,
issue resolution within
a certain timeframe).!

Unlocking the commercial
proposition of customer service

How can Gen Al support new
commercial value propositions in
customer service?

New service
offerings

Curating new
services/diversifying
with partner
products/services

For example, Prime,
the paid service from
Amazon, opens a host
of revenue streams
such as e-books and
healthcare.

Upsell and cross-sell

opportunities

m  Customer service
teams can take the
role of front-line sales
by building on their
service interactions to
upsell relevant
products and services.

. By enabling quicker and increased First contact resolution, which builds positive customer sentiment.
By making the right information available to agents, which gives credibility to interactions, generating trust and loyalty.
By enabling organizations to understand consumer needs faster and better, which allows them to design more effective/new offerings and service propositions.
. By fostering tighter collaboration between different parts of the customer journey, which enables the delivery of high-quality personalized customer service.

Customer

retention through
customer experience

and loyalty

It costs ~5 times more
to acquire a new
customer than it does
to retain old ones?

55% of customers
who are happy with
customer service will
become repeat
customers.

Customer acquisition
through customer
advocacy

The cost of acquiring a
new customer via a
referralis a third of
other acquisition
methods?

65% of customers who
are happy with
customer service are
likely to refer the brand
to friends and Family.

Referrral_Programs_2.pdf?offset=120.

Sources: 'Capgemini Research Institute, Customer service transformation survey, November—-December 2024, N = 9,500 consumers. 2Capgemini, A customer-centric business model unlocks value
forinsurers, 2024.3 Wharton, “Do referral programs increase profits?” 2013, retrieved from https://faculty.wharton.upenn.edu/wp-content/uploads/2013/05/Schmitt_Skiera_VandenBulte 2013

Capgemini Research Institute 2025
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“Contact centers are transforming from mere cost centers into profit centers by harnessing human-digital
collaboration. With Al agents handling repetitive tasks, customer service agents can fFocus on creating
customer lifetime value through strategic problem-solving, personalized customer engagement, and
meaningful interactions throughout the customer journey.”

Mala Anand
CVP, Customer Experience &
Success, Microsoft
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“Transforming customer service into a strategic powerhouse goes
beyond upgrading technology - it demands an organizational
shift. That includes aligning vision, breaking down silos, and

using Al-driven insights to turn every customer interaction into a
commercial opportunity.”

Christina Schehl
EVP, frog (part of Capgemini
Invent)

Reinventing customer service calls for a critical
organizational shift and technological interventions.

B

Strategic outlook and organizational culture

While many organizations currently view customer service
as a support function, a shift in mindset to recognize
customer service as driving brand loyalty, retention,

and revenue will be fundamental to transforming the
function.

The transformation also hinges on a profound shift in
organizational culture. Nearly six in ten (58%) executives
consider culture-related challenges, such as lack of agent
alignment with organizational aims and objectives, as
key obstacles. Frequently, agents do not see themselves
as customer advocates, which hampers their ability to
deliver exceptional service. To overcome this barrier, it is
essential to foster a culture in which agents feel valued,
empowered, engaged, and equipped with the right tools
and training. The gap between supervisor experiences
and those of their staff need addressing.
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Figure 26.
@ Operational issues hindering customer service
Operations What are the barriers that your organization Faces to improving its customer service?
Nearly three-quarters (74%) of executives cite poor inter- % of executives who selected the following among the top five barriers

departmental coordination as leading to fragmented and
inconsistent customer service, which can frustrate customers
and erode trust. Additionally, it hinders organizations from
using customer service insights to drive improvement across
functions.

Lack of employee training and development _ 79%

Airline industry executive Nick Clarke highlights this lack
of interdepartmental coordination and the need for
enhancements to existing ways of working: “It's an acute
problem across many industries, especially tourism, due to
journey length and the numerous customer touchpoints.
Top leadership needs to emphasize that everyone in the Poor coordination across departments
organization can influence the customer experience, not just (resulting in inefFficiencies, slower resolution times, _ 74%
front-line staff. Additionally, providing the right information and a disjointed customer experience)
to the right people at the right time and implementing
effective reward systems are essential to incentivize teams to
deliver a great customer experience.”

Source: Capgemini Research Institute, Customer service transformation survey, November—December 2024, N = 1,002 executives.




©®

IT landscape and technology

A modern, integrated, and scalable IT infrastructure

is the backbone of exceptional customer service. It
enables access to up-to-date information, allowing
rapid, customer-focused resolution and ensures that
customer interactions are consistent across channels
and touchpoints. However, the current IT landscape in
organizations requires a significant overhaul. Eight in ten
(79%) executives cite outdated and legacy systems as a
key barrier to improving customer service. Additionally,
73% find fragmented IT systems (where contact center
infrastructure is not integrated with CRM systems)

to be asignificant challenge. Further, technology
implementations are frequently driven by IT departments
without the necessary business engagement and
transformation readiness.

Figure 27.
Technology barriers to improving customer service

What are the barriers that your organization faces in improving its customer service?

% of executives who selected the following among the top five barriers

Outdated/legacy IT systems | 5%

Fragmented/siloed IT systems landscape _ 73%

(customer service lacks access to CRM systems)

Source: Capgemini Research Institute, Customer service transformation survey, November-December 2024, N = 1,002 executives.
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Further, availability of data is a key challenge for
improving customer service. Most organizations have
only partially or minimally integrated back-end systems
(56%) and data layers (71%), which limits customer
service teams’ access to data and insights, and their
ability to deliver high-quality customer service.
Underlining the importance of data and data integration,
Bastian Brandt from Salesforce says, "Establishing
arobust data foundation and strategy is essential

for effectively leveraging generative Al in customer
service. Companies that ensure easy access to their data
empower their agents to make informed decisions and
provide accurate guidance to customers, significantly
enhancing the customer experience.”

71"

of organizations have partially or minimally
integrated data layers

Unleashing the value of customer ser

Figure 28.
Lack of integration within the data and technology stack hinders seamless workflows and processes for most organizations

Where is your organization’s customer service function on its technology adoption journey?

Integrated back-end systems
(CRM, sales, support, etc.)

1
44% 39% 12% 5%

Cloud adoption

32% 35% 25% 9%
Integrated data layer
(integrated data lakes/single source of truth)

I

29% 35% 30% 6%
Aladoption | S
24% 46% 26% 4%
Workflow automation m 1
21% 42% 28% 9%
M Fullyintegrated/adopted M Partially integrated/adopted
B Minimalintegration/adoption, Minimal integration/adoption,
with plans to enhance this soon with no plans to enhance this soon

Source: Capgemini Research Institute, Customer service transformation survey, November—December 2024, N = 1,002 executives.
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The advent of Gen Al and agentic Al heralds a completely new
world for customer service. This is not merely a technological
evolution; itis an organizational revolution that demands

a complete redesign of customer service from the ground

up. Below, we describe the steps necessary to achieve this
transformation.

Phase 1: Redesign

With the customer service landscape undergoing such
profound change, organizations must take a step back
and completely reimagine their approach to customer
service. Itis crucial to think in a new paradigm rather
than attempting to fix minorissues in a system that

is changing completely. A simple transfer of existing
processes will not suffice.

Steps to redesign customer service:

B © @0

Embrace a new paradigm

Recognize that customer service is no longer human-only work supported by
automation. Rather, it is a collaborative effort carried out by teams composed of
both human workers and Al agents.

Define functions

Clearly delineate which end-to-end processes, interactions, channels or functions
will be handled by Al agents and which ones by humans, helped by Al. Al agents
should take on repetitive and transactional tasks, allowing humans to focus on
value-added activities.

Transform processes

The agentic Al approach requires a novel business process design methodology
focused on end-to-end customer experiences and process-as-a-service. Al agents
follow customer service processes in a fundamentally different manner compared
to previous automation technologies such as robotic process automation (RPA).

Define how digital/human teams will operate

Create strategies for managing and supporting teams that include both
human colleagues and Al agents. Define how humans will operate within the
operating model and ensure seamless connection. Identify the value-added
tasks for humans and assign repetitive, more transactional tasks to Al agents.
Additionally, augment human capabilities with Gen Al assistance to enhance
performance in value-added tasks.
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Phase 2: Deployment

Once the vision for redesigning customer service
is established, the next step is to roll out this vision

through a structured deployment process:

Implement a cloud-based CCaaS with CRM,
data platform, and Al integration

Deploy a modern cloud-based contact

center as a service (CCaaS) solution using
hyperscalers or SaaS providers, and integrate
it with the existing CRM system, data
platform, and a suite of Al, Gen Al, and agentic
Al assistants.

Gradual deployment of Al agents

Prioritize the deployment of agentic Al by
starting with a few Al agents and gradually
increasing their number. This phased
approach ensures smoother integration and
improved management of the transition.
However, if your organization has not utilized
Gen Al at all, begin by experimenting with and
deploying Gen Al use cases first.

Build a solid data and Al foundation

Alongside the deployment of Al agents,
it's crucial to establish a robust data

and Al foundation, especially if there is
alegacy architecture. Modernizing the

IT infrastructure is essential to ensuring
data security and privacy. Trust is vital, as
exposing customer data to third-party or
external large language models (LLMs) can
lead to unintended data leaks. By deploying
LLMs on local servers without internet
access, it is possible to securely transcribe
and analyze conversations without
compromising private data.
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Assessment of human skillsets

Complete a comprehensive assessment of
the future human skills requirement. Through
the deployment of Al agents, humans will
handle more complex and emotionally
charged interactions, which require empathy
and understanding. Humans will require
upskilling and development, therefore, create
a development framework that enables
improved job satisfaction and growth.

Change management and education

Implement a comprehensive change
management plan to address the
organizational changes. Educate employees
about Al agents and their role in enhancing
customer service and augmenting human
capabilities. Encourage employees to
embrace the new technology and see it as
avaluable tool that will enhance employee
experience.

Phase 3: Continuous improvement

As the deployment progresses, it is essential to
continuously orchestrate, monitor and evaluate
the performance and compliance of Al agents and
the overall system. With the integration of both
humans and Al agents in the operating model, new
key performance indicators (KPIs) and monitoring
methods must be established. Traditional KPIs used
for human-only teams may not be applicable. One
critical KPlis the accuracy of responses generated
by Al agents, which is required to ensure system
effectiveness. Additionally, measuring the number
of cases digitally contained due to the efficiency of
Al agents helps in understanding the impact of Al
on improving the overall effectiveness of customer
service. Gen Al can be utilized for monitoring and
continuously improving the operating model, creating
a continuous cycle of enhancement.

Necessary adjustments and improvements should be
made based on feedback and performance metrics.
Gradually scale up deployment of Al agents while
ensuring that the data and Al foundation remains
robust and secure.
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Research methodology

In November and December 2024 we surveyed:

* 9,500 consumers from 13 countries across North
America, Europe, Asia-Pacific (APAC), and Latin America.

* 1,002 executives (director level and above) from large
organizations with annual revenue exceeding $1 billion.
The executives surveyed belonged to organizations
operating in 10 industries and headquartered in
countries across North America, Europe, APAC, and
Latin America.

* 506 customer service agents and supervisors (315
agents and 191 supervisors) from in-house and
outsourced contact centers.

The surveys were complemented by interviews with more
than 15 industry executives.

The distribution of survey respondents is provided in the
following figures.

Survey of consumers

Consumers by country of residence

us

UK

France
Germany
Italy

Spain
Netherlands
Nordics (Sweden, Norway)
Singapore
Japan
Australia

Brazil

26%

Consumers by age group

11%

31%

29%

28%

W 18-24
W 25-40
W 41-56
W57+
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Survey of executives

Consumers by annual household income

12%

18%

B Less than $20,000
B $20,000-$34,999

15%
B $34,999-$59,999
14% W $59,999-$99,999
B $99,999-$149,999
$149,999 or more
21%

21%

Organizations by headquarter location

us

UK

France
Germany
Italy

Spain
Netherlands
Nordics (Sweden, Norway)
India
Singapore
Japan
Australia

25%

Source: Capgemini Research Institute, Customer service transformation survey,
November-December 2024, N = 9,500 consumers.
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Unleashing the value of customer service

Organizations by industry

Retail

Consumer products
Banking

Insurance

Telecom

Utilities

Public services
Automotive

Travel and hospitality

Life sciences
(OTC pharmaceuticals)

15%
12%
10%
10%
10%
10%
10%
10%

Organizations by annual revenue*

7%

[l USD 1 billion to < USD 5 billion

[ USD 5 billion to < USD 10 billion

Il USD 10 billion to < USD 20 billion

Il USD 20 billion to < USD 50 billion
More than USD 50 billion

13% 32%

17%

31%

*N=902 organizations (i.e., excluding public sector agencies/government organizations).
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Executives by designation

2%
0.3%
18%
29%

28%

23%

B Clevel

[ President

B SVP/EVP

B VvP
Senior director
Director

Executives by Function

5%

5%
5%

B Customer service/
customer support/
customer care/
customer experience/
after-sales service

B Operations

Bl Marketing

B Sales
IT

80%

Source: Capgemini Research Institute, Customer service transformation survey,
November-December 2024, N = 1,002 executives.

Unleashing the value of customer service
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Survey of customer service agents and supervisors

Distribution by type of role Distribution by type of contact center

38% 41%

B Agents
(i.e., front-line staff) M In-house

62% [ Manager or supervisor 59% | Outsourced
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Distribution by location of contact center

9%

23% 25%
B North America
[ Europe
B APAC
B LATAM

43%

Distribution by size of contact center

5%
23% 21% M Less than 100 employees
[ 100-499 employees
H 500-999 employees
[ 1,000-4,999 employees
5,000-9,999 employees

14% 10,000 or more employees

20%

17%
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Distribution by industry

Retail 13%

Telecom 12%

Banking 12%

Travel and hospitality 12%

Insurance 1%
Automotive 8%
Public services 8%
Consumer products 8%
Utilities 8%
Life sciences (OTC drugs) 7%

Source: Capgemini Research Institute, Customer service
transformation survey, November—-December 2024, N = 506
customer service agents and supervisors (N = 315 agents and
N =191 managers/supervisors).

The study findings reflect the views of the people who
responded to our online questionnaire for this research and
are aimed at providing directional guidance. Please refer

to the methodology for details of respondents and get

in touch with a Capgemini expert to understand specific
implications.

Unleashing the value of customer service
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Appendix

Customer service refers to the assistance and support provided by a company to its customers before, during, and after purchasing and using its products or services. It includes all
interactions that a customer has with a company across all touchpoints, from initial awareness to post-purchase care.

Please note, we have used the terms "consumer" and "customer" interchangeably in this report.

Customer service significantly impacts brand loyalty

How does good customer service impact you?

% of consumers who selected the following Overall 18-24 j 25-40 m
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How does poor customer service impact you?
% of consumers who selected the following Overall 18-24 25-40 m-

Base 9500 1075 2772 2,687 2,966
lfeelfrustratedand neglected aw 36/ ””” 44/ 7777 st 0%
loseconfidenceinthebrand s 3% 3% 4% 0%
Ishare negative experiences online or on social media e | e 2w o %
 Idiscourage friends or family from using the service orbrand aow | ae% e 3w | %
©Ireducemyspendingwiththebrand T 30/ 777777 R % 9%

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,

| would leave a brand if the customer service is poor, even if the product or
service is good

Source: Capgemini Research Institute, Customer service transformation survey, November—-December 2024, N = 9,500 consumers.
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SatisFaction with customer service

How satisFied are you with the overall customer service you have received across brands?
% of consumers who say they are satisfied or very satisfied

Overall 45%
Australia 59%
us 55%
UK 53%
Nordics (Sweden, Norway) 45%
Singapore 43%
Netherlands 40%
Japan 40%
France 40%
Germany 38%
Spain 30%
Iltaly 30%
Brazil 25%

Source: Capgemini Research Institute, Customer service transformation survey, November-December 2024, N = 9,500 consumers.
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The gap between what consumers consider important in customer service and how frequently they receive it, by age (positive Figures indicate unmet needs)

Empathetic responses

Effective issue resolution

Proactive customer service

Source: Capgemini Research Institute, Customer service transformation survey, November-December 2024, N = 9,500 consumers.
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Consumer frustrations

% of consumers who rank the following among their top five most frustrating
aspects of customer service that they would like to see improved

Rude or unprofessional representatives

Unhelpful or unempathetic representatives (lacking proactivity and empathy in addressing customer issues)

Slow issue resolution

Lack of Follow-up to ensure issue resolution and closure

Source: Capgemini Research Institute, Customer service transformation survey, November-December 2024, N = 9,500 consumers.
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Cumbersome customer service processes have led to unresolved issues and pent-up demand

1 often choose to tolerate an issue (leaving it unresolved) or find my own solutions because
contacting customer service is too cumbersome

% of consumers who agree with the statement

Overall

Nordics (Sweden, Norway) 58%
Australia
UK

us
Singapore
Japan
France
Netherlands
Germany
ltaly

Brazil

Spain

Source: Capgemini Research Institute, Customer service transformation survey, November-December 2024, N = 9,500 consumers.



©®

90

Maturity of Gen Al initiatives in the customer service Function

Unleashing the value of customer service

Overall
Netherlands
Italy

Nordics (Sweden, Norway)

Australia
France
Brazil
Spain
Japan
Germany
us

UK
Singapore
India

3% %
8% 18%
6% 18%
4% 20%
8% 24%
4% 30%
4% 14% 16%

2% 14%
4% 20%
3% 12%
5% 17%
6% 11%
11%
2% 12%

By country

25%

How would you describe the maturity of Gen Al initiatives in your customer service function/department?

. We are not interested in working on Gen Al initiatives

[ We are yet to begin exploring Gen Al capabilities

[l We have started exploring the potential of Gen Al

[ We have begun working on some pilots of Gen Al initiatives

[l We have enabled Gen Al capabilities in some of our customer service activities

[ We have enabled Gen Al capabilities in most of/all our customer service activities




©® .

Unleashing the value of customer service

How would you describe the maturity of Gen Al initiatives in your customer service function/department?

By industry

Overall [EY 13%
Automotive |7 CNPARA %
RO 2%6% 18% 13% We are not interested in working on Gen Al initiatives

Publicservices [EA 18% 21% We are yet to begin exploring Gen Al capabilities
Travel and hospitality 8% |N9% 21% 16%
Utilities  [EEZ 104 30% 6%
Banking |2 4 21% 14%
Insurance [ 20% 25% 9%
Life sciences (OTC pharmaceuticals) 8% 14% 14% 12%
Telecom 12% 10% 14%

Consumer products B0 157 10% | 10%

We have started exploring the potential of Gen Al
We have begun working on some pilots of Gen Al initiatives

We have enabled Gen Al capabilities in some of our customer service activities

We have enabled Gen Al capabilities in most of/all our customer service activities

Source: Capgemini Research Institute, Customer service transformation survey, November-December 2024, N = 1,002 executives.
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Preference for customer support channels, by age

% of consumers who select the following channels among their top three choices
- Preferred channels now

Overall
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% of consumers who select the following channels among their top three choices
- Preferred channels 1-2 years ago

Source: Capgemini Research Institute, Customer service transformation survey, November—December 2024, N = 9,500 consumers.
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Preference for human versus virtual agents, by age

Do you prefer human agents or chatbots/virtual agents

Base | 9,500

(which one do you feel performs better in terms of the qualities you are looking F

Human Agents

Empathy

Easy access/convenience
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Chatbots/virtual agents

Empathy

Easy access/convenience

Source: Capgemini Research Institute, Customer service transformation survey, November-December 2024, N = 9,500 consumers.
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Implementation status of Gen Al use cases in customer service

Plan to use in the next
6-12 months

Gen Al use cases in customer service Deployed Piloted

Agent-assist use cases (using Gen Al to assist human agents)

Drafting text/voice responses 14% 25% ‘ 48%

””” Makingaallnotesandsummaries ez, am
Providing agents with contextual insights to personalize interactions 6% 24% 52%

© Assisting in resolving complex queries by extracting the right information from across knowledge bases 0% 2% %
Providing real-time language translation support 9% 31% 43%

””” R ——————————————_———————— e
Suggesting leads (upsell and cross-sell opportunities) to agents 6% ‘ 26% 52%
Assisting in follow-ups (drafting/scheduling follow-ups) 11% 30% 47%
Extracting relevant information from across channels to facilitate a seamless experience for customers 6% : 27% 50%
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Plan to use in the next
6-12 months

Gen Al use cases in customer service Deployed Piloted

Virtual agent uses cases (using Gen Al to develop virtual agents)

Equipping chatbots to engage in personalized and empathetic interactions (based on contextual 11% 1 239 1 559
understanding, sentiment analysis, etc.) ! ; ]
Equipping chatbots to make the handle vs. forward decision (i.e., when they should forward a request l o 3 . 3 .
to human agents vs. handling it themselves) 8% ! 32% ! 49%
Equipping chatbots to draft and execute high-quality follow-ups and closures 8% 23% 54%
Equipping chatbots for proactive customer service (e.g., pre-empting issues based on predictive 1 | |

. . | 8% [ 31% ! 44%
analytics and reaching out to customers) ! ! !
Equipping chatbots to conduct multilingual interactions 11% 1 23% i 47%
Equipping chatbots to identify and execute upsell and cross-sell opportunities 6% ‘ 27% ‘ 48%



©®

Plan to use in the next

Gen Al use cases in customer service Deployed Piloted 6-12 months

Team management use cases

Identifying agent-specific training needs and creating personalized learning programs 10% 27% 53%
Aiding in handling escalations by providing real-time access to customer, product, and policy information 9%, 29% 48%
Aiding in general team management activities such as hiring, performance assessment, etc. 6% 28% 56%
Operations management use cases
Creating knowledge bases (e.g., for use in self-service portals or by agents) 12% 23% 53%
© Tracking metrics such as response times, resolution rates, and customer satisfaction scores; identifying trends and patterns 1% 25% 48%
Identifying and flagging inefficiencies and non-conformance in processes 8% 24% 53%
””” Forecastingworkloads and assisting inplanning 1y 3% 44%
Insights generation for other functions such as sales, marketing, and product design based on customer feedback 7% 26% 51%

Source: Capgemini Research Institute, Customer service transformation survey, November—December 2024, N = 861 executives from organizations that are exploring, piloting, or
implementing Gen Al for customer service activities.
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Capgemini offers end-to-end support and orchestration to transform your customer service
into a value generator and growth engine - enterprise-wide

Picture yourself in a grand concert hall. As the lights dim and the
chatter subsides, you lean back in anticipation of hearing a world-
class orchestra perform. But as the music begins, something feels
off. The violins rush ahead, the percussion lags behind, and the brass
section drowns out the delicate woodwind instruments. Peering
down into the pit, you notice an odd rarity: the conductor’s nowhere
insight.

Much like many people undervalue a conductor’s influence on
the phrasing, tempo, and volume of an orchestra, businesses
often overlook the need for a strategic orchestrator in leading
their transformation.

Although many businesses say they are in the full swing of improving
the underlying mechanisms powering their customer service
function, what we've often seen is that their efforts aren’t synched
to achieve a company-wide transformation.

Without an outside-in view of their multiple activities, they may
never spot that their business and IT functions are operating in silos
or that their priorities are misaligned. The result could be a disjointed
customer experience, with frustrated employees, and an investment
opportunity sadly wasted.

Introducing our Gen Al Omnichannel Customer Service Hub

Whatever your industry, Capgemini can help you turn your tactical,
reactive call center into an advanced omnichannel service hub that
prioritizes proactive, personalized, and efficient interactions for
both customers and agents.

Together with you, we will assess how your data, the cloud, and
emerging technologies like Gen Al and agentic Al can be integrated
to deliverincremental gains. Rather than chasing end-goal
aspirations, we're more concerned with making consistent progress
given your current needs and capital and operating expense
responsibilities. By addressing specific pain points with the right
expertise, we deliver results sooner than expected, with lasting
impacts on customer satisfaction and operational efficiency.

Are you ready for a business and technology transformation?

Our cross-disciplinary teams of industry experts, strategists,
designers, innovators, architects, data and Al specialists, and
cybersecurity engineers, combined with our strong ecosystem of
hyperscaler and startup partners, offer you end-to-end support,
from creation to execution, on a global scale.

Using the Capgemini RAISE (reliable Al solution engineering)
accelerator, we fast-track custom Gen Al projects with trusted
controls over cost, scale, and delivery. Our Al capabilities have
earned us a place in The Forrester Wave™: Al Services report (Q2
2024), as one of only two leaders in this space.

To learn how to jump-start your customer service transformation,
increase your brand’s value, cut costs, and experience fast growth,
contact our experts.
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