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HOW CONVERSATIONAL Al IS

REWIRING CONTACT CENTERS

THEY CAN BECOME (FINALLY!) REVENUE,
NOT COST, CENTERS.

ver the past 60 years, contact
centers have evolved far beyond
their analog origins of room-
sized switchboards and crowded
bullpens of elbow-to-elbow operators.
Today, these sophisticated digital
hubs serve as brands' customer nerve
centers, providing service and support
while orchestrating holistic, deeply per-
sonalized experiences.

Now, conversational Al is driving the
next generational step change in how
customers interface with brands, shift-
ing contact centers from passive in-
bound cost centers into proactive out-
bound engines of revenue generation.

But this transition doesn’t come with-
out its challenges. Enterprises can strug-
gle to connect models with live commu-
nication channels, like real-time voice,
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or provide agents with unified data and
context, forcing their customers to start
from scratch and repeat themselves
with every interaction.

This can be compounded by the in-
ability for businesses to intervene during
live interactions, where insights about
negative sentiment or churn risk are sur-
faced afterward. And often too late for
deal-saving interventions or agent sup-
port while customers are still engaged.

In a future of high automation and
high augmentation, how can companies
mature their conversational Al strat-
egies—from frontline technology to
backend culture—to reduce friction, en-
hance collaboration, and empower more
intelligent, intuitive customer journeys?



PILOT TO PRODUCTION, MONEY
SAVER TO MONEY MAKER

This time last year, most contact centers
were still tinkering at the edges of conver-
sational Al, running slow, small-scale pilots
of a few thousand calls to gauge customer
reaction and operational efficiency.

But 12 months later, tinkering has
turned tactical as enterprises and inde-
pendent software vendors (ISVs) have
pivoted from proofs of concept to pro-
duction at scale, ingesting hundreds of
thousands of minutes into their models.

In other words, we're crossing a genu-
ine conversational chasm.

This acceleration is happening across
industries with historically heavy con-
tact center volumes—healthcare, hospi-
tality, retail, financial services—bending
the curve from pilot to production, par-
ticularly in voice Al.

Targeting low-risk, low-touch use
cases at the bottom of the complexity
pyramid such as billing questions, bal-
ance checks, and password resets, some
brands are now offsetting the majority
of their inbounds.

Take Chime, a financial technology
company that now delegates a stagger-
ing 70% of customer support inbound
chats and calls to Al agents.

According to Vineet Mehra, Chief
Growth and Marketing Officer, auto-
mating simple, low-empathy use cases
has reduced the company's costs by
60%, boosted Net Promoter Scores, and
become what he says is an unbelievable
driver of customer satisfaction.

"So [this is] an example of cheaper
and better at the same time really re-
inventing a workflow that we used to
have," Vineet recently shared on the
Marketing Beyond Podcast.

This is catalyzing a seismic shift. Con-
tact centers are shedding their legacy
identity as reactive cost centers and
emerging as proactive growth drivers.
One where conversational Al isn't mere-
ly a deflection tool but is now a power-
ful engagement system.
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In this new environment, intelligent
agents, armed with deep contextual
data, can flag issues and fix account dis-
crepancies before customers ever pick up
the phone or enter the chat. While also
uncovering new revenue streams through
tailored product or service suggestions.

NOT OUT OF THE UNCANNY
VALLEY YET

For all this momentum, there remains
a delicate interplay between propri-
etary data, technology performance,
and customer perception, any one of
which can throw a stick into the con-
versational Al spokes.

Al agents that misunderstand or
misinterpret due to poor context, feel
unnatural or impersonal due to weak
underlying technology...or fail to win
hearts and minds by not resolving is-
sues...risk nudging customers down the
slippery slope straight into the headsets
of human operators.

MANY
CUSTOMERS
SIMPLY

~

PROBLEMS
ARE TOO COM-
PLEX FOR Al

 TO HANDLE.

Conversational Al also does come
with risks. Intelligence without gover-
nance creates liabilities (i.e., who autho-
rized that specific refund?), and systems
often lack built-in identity verification.
This makes it difficult to distinguish be-
tween authorized agents, humans, or
malicious actors.

And having the ability to seamlessly
transition to a human agent based on
sentiment or other triggers must be a
foundational piece of any successful
conversational Al deployment.

The reality is there's still plenty of
meaningful work ahead. Many custom-
ers simply believe their problems are
too complex for Al to handle.
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In our survey of nearly 5,000 consum-
ers and more than 450 business leaders,
we found that while most consumers
(72%) would gladly use an Al agent if it
could guarantee a faster resolution than
a human, only 39% describe them as
helpful. In fact, nearly half (49%) say Al
never resolved their issue at all.

| fell into this mindset recently when
| made a restaurant reservation with
OpenTable's Al agent.

| arrived early and grabbed a seat at
the bar, only to receive a text message
a while later saying I'd missed my reser-
vation. | debated calling the restaurant
to clarify | was already there but ques-
tioned whether an agent could follow
the nuance of the situation.

Until the gap between expectation
and experience narrows, brands and
their contact centers must tread care-
fully to ensure agents are sources of
clarity and confidence, not friction and
frustration.

That requires an “and,” not “or" ap-
proach that gives agents both character
and context: advanced voice and speech
technology paired with customers' com-
prehensive digital signals and behavior.

CULTURAL SHIFT AT THE CORE
Conversational Al is becoming the new
website, the primary way customers ex-
plore and, more importantly, interact with
businesses. But for brands to embrace Al
agents as true ambassadors, they must
not only raise the bar for what success
looks like but reimagine it entirely.

If Al promises to be the quickest,
smartest operator in the contact cen-
ter, should it only be measured by call
containment or speed to resolution of
discrete issues?

It should be a comprehensive ap-
proach, one that evaluates Al agents
on a level playing field with their hu-
man counterparts. This includes key
metrics like first contact resolution
(FCR) and customer satisfaction (CSAT),
as well as more bottom-line impact
ones like churn reduction and overall
cost-to-serve.
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https://www.youtube.com/watch?v=qeUJMwAGMbU
https://www.twilio.com/en-us/report/Inside-the-Conversational-AI-Revolution?tab=1_1
https://www.contactcenterpipeline.com/sign-up/

Instead of viewing Al merely as prob-
lem solvers, brands should also evaluate
these agents as true concierges: capable
of wowing customers with deep histor-
ical knowledge, real-time context, and
unforgettable experiences.

However, achieving this requires more
than a shift in mindset; it demands
a cultural transformation as well. It
means breaking down traditional silos
between contact centers, Marketing,
and Sales; connecting the dots between
inbound and outbound activities and
sharing customer insights often trapped
in internal aisles.
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INSTEAD OF VIEWING Al MERELY AS
PROBLEM SOLVERS, BRANDS SHOULD

TRUE CONCIERGES...

L ALSO EVALUATE THESE AGENTS AS

When teams and departments openly
exchange these fragmented pieces of
customer memory, they can solve inqui-
ries faster, suggest better, more relevant
products and services, and create more
seamless and unified customer journeys.

SUPER AGENTS, SUPERB
OPERATORS

Much like the ACD, IVR, CTl, and cloud-
based platforms that came before it,
conversational Al is the next major tech-
nological leap, ushering in a new era for
contact centers.

It allows Al agents to automate the
mundane while augmenting the mem-
orable. A coach, a researcher, a market-
er, and a customer archivist can now
whisper in the ears of human operators,
helping them show up and show out

with greater speed, accuracy, and em-
pathy than ever before.

As the curve from experimentation to
deployment continues to bow, the brands
pulling ahead understand this isn't just
another customer service tool but a com-
plete customer experience (CX) transfor-
mation, one reliant on cultural evolution
as much as technological innovation.

The result is unprecedented hybrid
harmony, turning every interaction into
a moment that reinforces to customers
why they fell in love with your brand in
the first place.®
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their career, and build a culture that advances the contact center
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