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Driving customer experiences (CXs) on profitable, mu-
tually satisfying journeys these days can be very 
much like driving on today’s roads. 
There are greater demands to be at one’s destination 

quickly, comfortably, and with the least amount of cost and 
hassle. Getting there is being enabled by new technologies 
like AI and innovative methods. 

But the CX pathways, like today’s roads, are often congest-
ed with bumps, potholes, delays, and detours. This has result-
ed in customers navigating often complicated, now AI-pow-
ered self-service systems and becoming stalled by long hold 
times to reach the right agents, who are also using AI tools.

To understand what is happening with CX and employee 
experience (EX), and how contact centers can make both 
journeys easier, we had a virtual conversation with our panel 
of leading supplier subject matter experts.

•	 Anna Convery, Chief Marketing Officer, Verint

•	 Dana Shalev, Senior Director, Product Marketing, GCO, NiCE

•	 Eric Williamson, Chief Marketing Officer, CallMiner

Hopefully, your center, customers, and agents will have many 
good trips together.
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WHAT DEVELOPMENTS, ISSUES, AND TRENDS 
IN CX THAT YOU HAVE HEARD FROM CONTACT 
CENTERS OVER THE PAST 12 MONTHS WILL LIKE-
LY CONTINUE INTO THE NEXT 12 MONTHS? DID 
THESE CHANGE FROM YOUR EXPECTATIONS?  

ANNA CONVERY (AC):
The story of the last 12 months is that expectations moved 
faster than operations. In Verint’s “The State of Customer Ex-
perience 2026 report”:

•	 42% of consumer respondents stated their service expec-
tations rose over the prior year, up from 19% in 2024. 

•	 51% now say businesses fall short when they actually 
need help, the first time in five years of running this study 
we've seen a majority say this. 

The unexpected part of this data was the cause. Businesses 
adopted AI at unprecedented speed, yet customers remained 
frustrated because most deployments stopped short of solv-
ing problems end-to-end. The data is clear that simply de-
ploying AI is not a solution to better CX.

Over the next 12 months, I'd expect much harder questions 
about whether the AI initiatives are providing outcomes.

We also found that channel preference has settled around 
70%/30% digital to phone, which indicates that consumers have 
not leaned into digital fully and abandoned the phone channel 
completely. I don’t expect that split to change into 2027.

DANA SHALEV (DS):
Over the past 12 months, the conversation around AI in the 
contact center has shifted from experimentation to account-
ability. 18 months ago, corporate boards were asking their or-
ganizations to do something with AI.

This year, the boards are asking what those investments 
cost and what they returned, and many pilots haven't sur-
vived that second question.

We expect that scrutiny to define the next 12 months as well. 
Here’s why: 

First, headcount decisions are running ahead of the ev-
idence. More than 80% of organizations expect to reduce 
agent headcount within 18 months, Gartner projects, also 
that half of companies that are cutting support staff because 
of AI will rehire those roles by 2027.

Second, the economics also require a more measured ap-
proach. Gartner's January 2026 analysis projects generative 
AI cost per resolution passing $3 by 2030, potentially exceed-
ing the cost of an offshore human agent.

Not every interaction needs a reasoning model. Matching the 
right technology to each interaction is where the economics 
are won. 

We're also seeing the formation of a hybrid workforce of 
human and AI agents. Employees increasingly see AI as a path 
to mastery, not replacement.

A NiCE survey highlights this trend with 84% wanting AI to 
reduce complexity and workload. As a result, leading organi-
zations will start treating AI agents as a workforce, governed 
by the same focus as human agents on productivity, quality, 
resolution, and compliance.

ERIC WILLIAMSON (EW):
Over the past 12 months, automation has been the dominant 
trend across CX and contact center organizations. 

More teams are looking for ways to automate customer 
interactions, reduce manual work, and create more efficient 
customer journeys, which isn’t surprising at all. It aligns with 
where most of the industry expected CX to go as AI adoption 
accelerated.

What I think is evolving is the level of scrutiny around auto-
mation. The past year was largely about moving quickly and 
proving what was possible, but the next 12 months will be 
more about refinement. 

Organizations will need to determine whether their auto-
mation initiatives are actually improving customer outcomes, 
reducing friction, and meeting customer expectations.

ANNA CONVERY

DANA SHALEV
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"...THE CONVERSATION 
AROUND AI IN THE CONTACT 
CENTER HAS SHIFTED FROM 
EXPERIMENTATION TO 
ACCOUNTABILITY." 
			      -- DANA SHALEV
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That also brings governance, compliance, and guardrails fur-
ther to the forefront. As organizations rely more on AI and auto-
mation, they need to make sure those systems are secure, accu-
rate, and aligned with both business goals and customer needs.

HOW MUCH OF TODAY’S CUSTOMERS’ SATIS-
FACTION AND LOYALTY, OR CONVERSELY THEIR 
DISSATISFACTION AND CHURN, IS BASED ON 
THE PRODUCTS OR SERVICES THEY PURCHASE 
VERSUS THEIR EXPERIENCES PURCHASING AND 
RECEIVING SERVICE AND SUPPORT FOR THEM 
THROUGH THE CONTACT CENTER?

AC: CX is carrying more of the loyalty weight than product 
now. Two numbers from our research illustrate this: 79% say 
they'd switch to a competitor after one bad experience and 
80% say they'd buy again and recommend that brand after 
a great one. That's a thin margin on either side of a single in-
teraction. 

Product quality is a baseline differentiator, but not the only 
one. CX is one of the most critical differentiators. However, 
most customers can't accurately evaluate a product against 
the alternatives they didn't buy. 

Everyone can evaluate what happened when they called 
for help. Service is the part they experience over and over, 
meaning it’s the piece they can describe to someone else af-
terward. Which is why I'd encourage leaders to stop review-
ing service as a cost line.

 A failed resolution isn't a handling expense. It's a retention 
test the brand just took.

DS: Product problems are now nearly universal. 77% of U.S. 
consumers experienced a product or service problem in the 
past year, according to a study by Customer Care Measure-
ment & Consulting (CCMC) and Arizona State University.

When three in four customers encounter a problem, the re-
covery is what they judge. CCMC and Arizona State estimate 
that more than $596 billion in revenue is at risk from poor 
complaint handling.

Not surprisingly, the American Customer Satisfaction Institute 
(ACSI)'s Q1 2026 data shows satisfaction falling and complaints 
at record levels, even as retention rose and profits soared. 

It's tempting to conclude that service is fine. It isn't. Unhap-
py customers are staying because leaving is hard, as markets 
have grown more concentrated and switching costs have risen.

Service is part of what the customer bought, not separate 
from it. Pricing and functionality are hard to tell apart across 
competing brands today, but brands can still differentiate on CX. 

When companies align their brand promise with the experi-
ences they deliver, they can unlock up to 3.5x revenue growth, 
according to Forrester’s “Global Total Experience Score Rank-
ings, 2025,” and significantly boost customer loyalty.

EW: Product quality and CX are intrinsically linked, and in 
many cases they compound each other.

•	 A poor product experience can be frustrating, but custom-
ers are often willing to give a brand another chance if the 
issue is resolved quickly, fairly, and with minimal effort. 

•	 The reverse is also true. What might have been a manage-
able issue becomes a broader reflection of the brand itself, 
making customers far more likely to churn, leave negative 
feedback, or take their business elsewhere.

The organizations that perform best are the ones that look 
at the entire customer journey. It’s not enough to fix product 
issues without improving service, and it’s not enough to im-
prove service if recurring product issues remain unresolved. 

With 60% of consumers leaving a brand after just one or 
two poor experiences, and approximately 82% switching to 
a competitor after multiple negative interactions, the stakes 
are high. Good experiences reinforce loyalty while bad expe-
riences reinforce dissatisfaction.

ARE YOU SEEING ANY CHANGES IN OR PRESSURE 
TO CHANGE QUALITY ASSURANCE (QA) AND 
QUALITY MONITORING (QM), INCLUDING CUS-
TOMER FEEDBACK METHODS?

AC: There’s enormous survey fatigue in the market and custom-
ers expect quality to be addressed in real time, not weeks later.

Quality programs are now moving beyond whether an 
agent said the right thing to whether the right action actu-
ally happened. 

Historically, QA focused heavily on language, process ad-
herence, and scorecards, which can miss the issue mattering 
most to the customer. 

For example, an agent may tell a customer, “I’ve processed 
your refund for $153,” but accidentally enter $135. A tradition-
al quality program may not catch that if the conversation 
sounded right but an automated answer validation can.

As a result, quality isn’t just reviewing the conversation af-
ter the fact, but checking whether the customer’s issue was 
handled correctly. Speed matters too. 

With manual evaluations, even serious issues may not sur-
face until days or weeks later, when the customer has already 
felt the impact or a compliance issue has already happened. 

"...CUSTOMERS EXPECT 
QUALITY TO BE 
ADDRESSED IN REAL 
TIME, NOT WEEKS LATER." 
		       -- ANNA CONVERY
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But automated quality gives teams a way to catch critical 
errors much closer to the moment they occur, so they can 
step in before the problem becomes harder to fix.

DS: All three of these pressures are real.

Formal feedback is drying up. Retently's study of more than 
25 million eCommerce survey invitations found email re-
sponse rates fell from 4.09% in Q1 2025 to 2.50% in Q4, even 
as survey volume nearly doubled. Surveying harder produces 
less signal, but the opinions still exist.

Sampling was always a limited view. Enterprise centers 
processing millions of interactions monthly still review under 
5%, according to the Retently email response survey. 

Moving to full coverage takes more than a bigger scorecard. 
The objective shifts from grading a sample to understanding 
every conversation.

AI agents should be held to the same outcome standard 
as human agents, but measured with a different instrument.

AI agents can be tested at a scale no human process allows, 
running thousands of simulated conversations before a real 
customer is involved, then continuously monitoring live in-
teractions for accuracy and compliance.

Remember, if an agent serves your customers, its quality is 
your responsibility, human or not.

EW: There is definitely pressure to evolve QA, QM, and 
customer feedback methods as the traditional approach is no 
longer enough for how contact centers operate today.

Traditional QA programs often evaluate only a very small 
percentage of interactions, which creates an incomplete and 
sometimes unfair view of agent performance.

As more interactions move across digital, voice, self-service, 
and AI-driven channels, organizations need evaluation pro-
grams that are more comprehensive, objective, and tied to 
business outcomes.

Resistance to formal feedback often comes down to how it 
is introduced:

•	 If agents feel like technology is being used to watch over 
their shoulders, adoption will be difficult.

•	 But when organizations include agents in the rollout and 
position QA as a way to make feedback more objective, 
fair, and useful for career development, agents are more 
likely to see the value.

Additionally, although AI agents should be evaluated with 
the same level of rigor as human agents, they should not nec-
essarily be judged against the same criteria.

An AI agent may need to be measured on containment, 
escalation accuracy, brand integrity, and how well it handles 
questions it should not answer.

However, human agents, especially those who are handling 
complex escalations, should be measured on empathy, reso-
lution, accountability, and whether the customer’s issue was 
truly solved.

Scorecards are still valuable, but only when they reflect 
what quality actually means for the business, the customer, 
and the agent.

The issue is not scorecarding itself. The problem lies with 
poorly designed scorecards that measure activity without ac-
curately assessing performance, miss key areas of the CX, or 
push agents toward scripted behaviors instead of effective, 
human conversations.

When scorecards are optimized around the right outcomes, 
they become more than just a QA tool. They become a way 
to deliver objective feedback, personalize coaching, and help 
agents understand how to improve in ways that directly sup-
port better CX.

WHAT ARE YOUR RECOMMENDATIONS TO  
CONTACT CENTERS TO HELP THEM PROVIDE HIGH 
QUALITY CX, INCLUDING AND ENABLED BY EX?

AC: Organizations should decide what outcome they're ask-
ing AI to provide, then measure that one thing. From our 
research, 61% of consumers now say they'd rather talk to a 
human, and that number went up this year. 

This isn't a verdict on AI, but on automation that gets 
three-quarters of the way there. So put self-service where 
it can finish the job end to end and put AI behind the agent 
everywhere else.

EX isn't a separate consideration; it’s part of how the AI 
strategy works. Agents are telling us the work is getting hard-
er: 94% expect AI to change their role within three years, and 
61% expect more complex, technical work. 

Contact centers can't ask people to take on harder judg-
ment calls while leaving the busywork on their desk. 

The companies that are doing this well get knowledge to the 
agents in the moment and automate manual processes end-
to-end. They use the time they recover for coaching instead of 
handle time targets, then feed what they learn back upstream.

"...ORGANIZATIONS NEED 
EVALUATION PROGRAMS THAT 
ARE MORE COMPREHENSIVE, 
OBJECTIVE, AND TIED TO 
BUSINESS OUTCOMES." 
		       -- ERIC WILLIAMSON
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Brendan Read is Editor of Contact Center Pipeline. He has been covering 
and working in customer service and sales and for contact center 
companies for most of his career. Brendan has edited and written for 
leading industry publications and has been an industry analyst. He also 
has authored and co-authored books on contact center design, customer 
support, and working from home. Brendan can be reached at brendan@
contactcenterpipeline.com.

DS: First, start with your interaction data. Pull the con-
versations with high satisfaction, no callbacks, and short han-
dle time. That's the answer your best agent already gave, and 
it becomes the foundation for everything you automate.

Second, match the tool to the job. Routine questions 
like order status call for a deterministic answer, delivered 
quickly and at low cost. Reserve reasoning models for the 
complex, frequent, multi-intent conversations where they 
earn their cost.

Third, build compliance rigor in from the start, not at 
user acceptance testing. In a regulated context, one halluci-
nation is one too many, and that constraint should shape the 
architecture from day one.

On EX, be honest about the math. Automating routine 
work leaves agents with queues of difficult, high-stakes, of-
ten emotional conversations. 

Gartner found nearly 80% of organizations plan to move 
agents into new roles and 84% are adding skills to agent 
profiles. That harder queue deserves to be paid, staffed, and 
coached for.

EW: Listen to what customers are actually telling you. Or-
ganizations cannot deliver high-quality CX if they do not under-
stand what customers want, where they are experiencing fric-
tion, and what changes would make their experiences better.

Customer insights should be used to drive real operational 
improvements, not just measure performance after the fact.

Recognize that CX and EX are directly linked. Agents 
who are supported, coached, and equipped to do their jobs 
well are more likely to deliver strong CXs. That becomes even 
more important as automation shifts more complex interac-
tions to human agents.

Use AI and automation to remove unnecessary burden from 
employees. Automating tasks like call summaries, after-call 
work, dispositioning, and other repetitive administrative work 
gives agents more time and energy to focus on customers.

The goal should not be automation for its own sake. The 
goal should be better outcomes for customers, employees, 
and the business.
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ENABLING A NEW GENERATION OF CX AND EX PROFESSIONALS to 
create successful customer management strategies, develop  
cutting-edge technologies, refine the skills necessary to advance 
their career, and build a culture that advances the contact center 
within the organization—that’s what we do.

Since 2009, Contact Center Pipeline has leveraged the insight of 
today‘s notable CX and EX thought–leaders, along with our  
advisory board, expert magazine authors, blog contributors,  
and industry insiders; keeping our audience ahead of the trends 
transforming the contact center and customer sales, service, and 
support industries, improving outcomes, and the way companies 
engage with their customers.

Contact Center Pipeline Magazine is published monthly digitally 
and in print. For more information and to subscribe, visit our website.
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