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CONSUMERS AND Al 
Consumers are embracing Artificial Intelligence (AI) and will reward organisations that offer 

more human-like AI experiences. Excerpts from a Capgemini report... 

Artificial intelligence 
(AI) is giving custom­
er experience a shot 
in the arm. Organisa­
tions are increasingly 

adopting conversational chatbots 
for providing customer service. Air­
ports around the world are invest­
ing in mobile androids that help 
travellers with directions. Hotels are 
experimenting with voice-assisted 
in-room controls. Organisations are 
using this technology to achieve a 
range of business goals, such as: 
influencing sales, boosting oper­
ations, driving customer engage­
ment, and generating insights. 

New research from Capgemini's 
Digital Transformation Institute has 
revealed that artificial intelligence 
(AI) is no longer alien to consumers, 
with close to three-quarters (73%) 
indicating they have interacted via 
AI, and 69% of those who have used 
AI being satisfied with those interac­
tions. The report reveals that 55% of 
consumers prefer interactions ena­
bled by a mix of AI and humans, and 
64% want AI to be more human-like. 
These human-like qualities can 
generate significant goodwill and 
drive a greater propensity to spend 
for nearly half (48%) of consumers. 
However, many organizations are 
failing to take consumer pain points 
and preferences into account when 

applying AI technology to their cus­
tomer experience (CX), focusing 
more on traditional metrics such as 
the cost of implementation and ex­
pected return on investment (Rol). 

The report, which surveyed 
10,000 consumers and over 500 
companies across 10 countries, 
found that 63% of Al-aware consum­
ers like AI because of its 24/7 avail­
ability and how it provides greater 
control over their interactions. Con­

sumers are also opening up to the 
possibility of digital alter egos - 48% 
say that the opportunity to be able 
to delegate tasks to an electronic 
personal assistant is exciting, with 
another 46% believing it will en­
hance their quality of life. 

CONSUMERS WANT HUMAN-LIKE, 
NOT HUMAN-LOOKING AI 
Consumers' growing comfort in 
using AI is also increasing their re­
assurance in AI having human-like 
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RECOMMENDATIONS ^ « 
How should organizations augment their customer 

experience processes for an AI world? 

Ensure that consumer concerns form the basis for AI initiatives: 

Front-Runners keep their consumers at the center of their AI 

initiatives, as opposed to the other organizations that are more 

focused on factors such as cost and Rol. 

Make Al-first a strategic priority: An Al-first approach makes AI 

a core part of a service, and not an afterthought. Or as technology 

giant Google sees it, it takes the organization's role beyond 

informing and into executing and assisting. 

Scale up Al-enabled interactions globally: Air France-KLM's Claire 

Charbit. "And, in AI, scale will matter. It is fine to start small, but 

if we really want to make it a part of our process and really a part 

of our industrial model, it needs to be scalable." 

Keep the customer informed: In AI interactions, consumers want to 

be aware when they are being targeted with products or services. 

They want know during customer targeting, during product/ 

service recommendations from companies, while engaging with 

companies: pre-purchase, during purchase, and post-purchase 

and while being protected and authenticated by companies. 

Align incentives to encourage greater use of Al-enabled 

interactions: On an average, more than seven out of ten consumers 

expect incentives in the form of better deals/offers and 

priority services. 

attributes. More than three in five 

consumers (62%) are comfortable 

with human-like intellect. Near­

ly half (49%) say they would have 

a higher affiliation to a company 

if their interactions enabled by AI 

were more human-like. Surprisingly, 

this preference transcends genera­

tions. Acrossallagegroups between 

18 and 55+ years, consumers prefer 

interactions to be enabled by a mix­

ture of human and AI. 

However, customers want their 

AI to be heard, and experienced, but 

not seen. While they are keen for AI 

to have a human-like voice (62%) 

and the ability to understand human 

emotions (57%), physical features 

are deemed 'creepy'. Over half (52%) 

of customers are not comfortable 

when AI is set up to look like a per-

• 

r 
Did you know? 

55% of consumers 
prefer interactions 
enabled by a mix 
of AI and humans, 
and 64% want AI 

to be more human­
like. These human­
like qualities can 

generate significant 
goodwill 

J 

son. The report also finds that two-

thirds of consumers (66%) would like 

to be made aware when companies 

are enabling interactions via AI. 

BUSINESSES FAIL TO PRIORITISE 
CUSTOMER EXPERIENCE WHEN 
IMPLEMENTING AI 
Despite consumer appetite for 

Al-powered customer experiences, 

businesses are prioritising tradition­

al metrics over customer preferenc­

es. The report found that 62% of or­

ganizations are prioritizing cost and 

59% of organizations are prioritizing 

Rol as the most important factors 

when implementing AI technology. 

Just 7% of organizations rank solv­

ing known consumer pain points, 

and 10% rank impact on customer 

experience as important factors in 

implementing Al-enabled use cas­

es. That is a clear oversight, details 

the report, given that consumers 

are willing to spend more when the 

experience is positive. The report 

found that 38% of shoppers have 

purchased more following a good 
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Five angles to deploy Al in customer experience 

Based on our extensive experierce with clients, we have build out their Al in CX initiatives (see Figure 18). 
developed a framework for how organizations should 

Figure 18 Enable a personalized, predictive, real-time and Friction Less customer experience 

Employee 
augmentation 

Use Al for relieving employees ^ 
from repetitive tasks and 

supporting them in decision­
making, improving their focus 

on customer-Facing interaction 

Conversat ional 
interfaces 

Combine chat, voice or any other 
natural language interface to 

transform user interactions into 
human conversations 

Source: Capgemini Applying Al to CX framework. 

€< | Customer 
W understanding 

•̂r Capture customers'data to turn 
them into actionable insights 
of their needs, expectations and 
brand empathy 

Predictive 
personalization 

Deliver unique experiences and 
personalized content to each 
customer, both meeting and 
anticipating their expectations 

r 
Al-enabled experience, with a quar­
ter increasing their spend by up to 
10%. In addition, Al-enabled inter­
actions also foster more loyalty to 
and highertrust in the company. 

Mark Taylor, Chief Experience 
Officer, Digital Customer Experi­
ence Practice, at Capgemini said, 
"It is somewhat ironic that natural 
language processing and machine 
learning provides organizations 
with the opportunity to build deep­
er, more human relationships with 
their customers. By focusing their 
Al implementations to reimagine, 
streamline and simplify customer in­

teractions, organizations can boost 
customer spend and loyalty. To see 
the biggest bottom-line boost, firms 
need to make both artificial intelli­
gence and customer experience a 
strategic priority." 

CONSUMERS WANT 
TRANSPARENCY IN Al BY DESIGN 
While consumers want Al to be hu­
man-like in terms of interaction, 
they want to know when they are 
talking to an Al-enabled system 
and not a human. The report found 
that two-thirds of consumers (66%) 
would like to be made aware when 
companies are enabling interac­

tions via Al. Of all the countries sur­
veyed, this need for transparency 
was felt most acutely by consumers 
of India and Spain with more than 
three in four expecting to be made 
aware of Al-enabled interactions. 

Furthermore, an overwhelming 
80% consumers expect companies 
to ensure transparency in treatment 
and use of data collected, in order 
for them to prioritize interactions 
enabled by artificial intelligence.^ 

Excerpted from The Secret to 
Winning Customers' Hearts with 
Artificial Intelligence: Add Human 
Intelligence by Capgemini. 
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