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Demographics

2,800 IT and business decision makers from organizations that operate at least one contact center
were interviewed in Spring 2019, split in the following ways...

...respondent type

m IT decision maker mBusiness decision maker

Figure D1:
Analysis showing respondent
type of all respondents (2,800)

AVAYA

...respondent country

Americas total GGG 900

US mmmw 400
Canada m100
Brazil msm 200
Mexico mmm 200
EMEA total HEEEESS 1200
UK w200
France mmm 200
Germany s 200
Netherlands 100
Russia mmm 200
UAE m 100
Saudi Arabia m 100
South Africa m 100
APAC total mEEE— 8 700
India == 200
China mm 200
Singapore m 100
Japan m 100
Australia m100

Figure D2:
Analysis showing respondent country
of all respondents (2,800)

...organization size

m 1,000 - 2,999 employees
m 3,000 - 4,999 employees
m 5,000 or more employees

Figure D3:
"How many employees does your
organization have globally?”
asked to all respondents (2,800) B
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Contact Center Agents

Over half (55%) of
respondents’ contact center(s)
have 1,000 or more agents
working within them

® 10,000 or more agents m 5,000 - 9,999 agents
m 1,000 - 4,999 agents m 250 - 999 agents

Figure D4:
"How many agents are employed in your organization’s contact center/s?”
asked to all respondents (2,800)
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Challenges Operating a Contact Center

Almost all (98%) admit
that their organization
is challenged by their

contact center operation...

Figure 1:
"What are your organization’s biggest
challenges with operating a contact
center?” asked to all respondents (2,800)

AVAYA

Providing an effective yet tailored approach to
each contact

Extracting and joining data from multiple
sources

Directing customers to the right channel

Employee turnover

Complex, multi-faceted calls

Getting actionable customer feedback

Lack of technology experts

Connecting different channels

Lack of product knowledge

Lack of agents

There are no challenges when operating a
contact center

l 2%

20%

26%
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37%

36%

33%
32%
32%

32%
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Using AI within the Contact Center

...but 99% do utilize Al
within the contact center
to some degree

Figure 2:

“"Specifically, within the contact center,
how is your organization using artificial
intelligence (AI)?” asked to all
respondents (2,800)

AVAYA

Improving customer self-service

Resolving customer issues faster

Predicting customer needs

Automating responses to customer
complaints/enquiries

Helping to navigate customers around the
company website

Predicting customer behavior

Using chatbots to interact with customers

Gather contextual insight before routing
customer to best resource and/or content

Mining for sales leads/opportunities

Removing humans from skills-based tasks

We are not using Al in the contact center

47°%

44%

41%

41%

39%

38%

37%

31%

25%
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Progress of the AI Rollout in the Contact Center

8% [6%

m 0% - 20% - still piloting

B 20% - 40% - early stages of adoption

B 40% - 60% - making progress, but still work to do
B 60% - 80% - later stages of adoption

m80% - 100% - nearly finished adopting

Figure 3:
“"Approximately, how far along is your organization's AI
rollout in the contact center?” asked to respondents whose
organization is using Al in the contact center (2,763)

AVAYA

52%
50% 50%

Total Americas EMEA APAC
[886] [1,185] [692]

Figure 4:

Analysis showing how far, on average, respondents’ organizations
are in their Al rollout in the contact center. Asked to respondents
whose organization is using Al in the contact center (2,763),
split by geographic region (base in chart [x])
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Importance of Al in the Contact Center

949% agree that effective Al

can transform the performance
of their contact center, so it's no
wonder that improving Al is

a top priority in 2019 for 87%

AVAYA

Effective AI can transform the
performance of my organization’s
contact center/s

Improving/adopting Al within our
contact center/s is a top priority for my
organization in 2019

Al is a crucial element in the digital
transformation of my organization

Figure 5:
Analysis showing the percentage of respondents who agree
with the statements above. Asked to all respondents (2,800)
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Importance of Al

"AI is one of the most important technologies for 2019”

62% 62% 62%

Total Americas [900] EMEA [1,200] APAC [700] IT decision maker [1,400] Business decision maker
[1,400]

Figure 6:
Analysis showing the percentage of respondents who completely agree with the statement "AI is one of the most important technologies
for 2019”. Asked to all respondents (2,800), split by geographic region and respondent type (base in chart [x])
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Not Getting the Most Out of Al

Despite so much positivity towards Al, organizations are not confident in their use of it

"We are not
currently getting the
best out of AI within

my organization’s
contact center/s”

Figure 7:

Analysis showing the percentage of respondents who agree
with the statement “"we are not currently getting the best out
of AI within my organization’s contact center/s”. Asked to
respondents whose organization is using Al
in the contact center (2,763)

AVAYA

"Chatbots are the
only form of AI that
my organization
utilizes effectively”

Figure 8:

Analysis showing the percentage of respondents who agree
with the statement "chatbots are the only form of Al
that my organization utilizes effectively”. Asked to
respondents whose organization is using chatbots

to interact with customers (1,029)
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Using AI to Enhance CRM

Over eight in ten (85%) are either investing or exploring AI and CRM,
and 13% are interested in this

1%

Yes, we are Yes, we are Yes, this is No, we do not
already investingalready exploring something that have any plans
in this this we would like to to do this
do
Figure 9:

“"Does your organization have any plans to integrate AI
with its customer relationship management (CRM) solution?”
asked to all respondents (2,800)

Analyze patterns in CRM for daily predictive 51%
lead scores

Analyze industry and social trends for

marketing and sales purposes 50%

Engage and follow-up with leads through

(1)
email 46%
Accurate lead scoring and predictive 469%
marketing o
Predict caller intent with speech analytics 41%
Transcribe and analyze sales calls 39%

Analyze callers’ emotions to optimize phone
experience

39%

We are not far enough along with our

o,
planning to know how AI will enhance CRM 1%

Figure 10:
“"How is your organization using/would like to use AI
to enhance its CRM?” asked to respondents whose organization
is investing in, exploring, or would like integration between Al
and CRM (2,756) o
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Barriers to Integrating AI with CRM

However, there are barriers to this integration — both skills (51%) and experience (51%)
have held back half of respondents’ organizations during this process

Lack of specialized expertise Lack of experience with Al Lack of confidence with Al Lack of funding

m Total B Americas [762] mEMEA [1,023] mAPAC [604]

Figure 11:
Analysis showing the percentage of respondents whose organization has been held back by the above issues when attempting to integrate AI with CRM.
Asked to respondents whose organization is either already investing in, or is actively exploring integrating AI with CRM (2,389),
split by geographic region (base in chart [x])
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Al Strategy

Fully implemented 25%

Partially implemented - with plans o
to expand 58%

Partially implemented - no plans to . 7%
expand

Planning to implement . 8%

There is no organization-wide

0,
strategy for Al LLE

Figure 12:
"Which of the below best describes your organization’s AI
strategy?” asked to all respondents (2,800)

AVAYA

Expand the number of areas of the
business where the strategy is 51%
implemented
Expand what the strategy °
encompasses AR
All of the above

Figure 13:

"How does your organization plan to expand its AI strategy?”
asked to respondents whose organization has partially
implemented an Al strategy but are planning
to expand it (1,628)

Update the strategy in light of
updates to Al
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Changing Investment in Al

Investment looks set to increase in line with expansion — respondents report an average
increase of 23% over the past 12 months and 29% over the next 12 months

Total Americas EMEA APAC
[900] [1,200] [700]
m Average change in Al investment over the last 12 months m Average expected change in Al investment over the next 12 months
Figure 14:

Analysis showing the average change in Al investment over the last 12 months, and the average expected change over the next 12 months.
Asked to all respondents (2,800), split by geographic region (base in chart [x])
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Benefits of an Al Strategy

Driving this planned
expansion and investment
are expected benefits that
Al can bring, particularly

to the customer

Figure 15:

"What benefits do you expect to see
(or have already seen) from your
organization’s Al strategy?” asked to
respondents whose organization has fully
or partially implemented an Al strategy,
or are planning to implement one (2,771)

AVAYA

Better experience for customers

Increased customer satisfaction

Predictive analytics

Automation of certain operations

Higher annual company revenue

Human employees freed for more strategic tasks

Higher customer lifetime value

Real-time contextual insights

Increase in the number of positive mentions on
social media

Fewer cybersecurity incidents

There are no benefits that I'd expect to see/have
already seen from Al

17

55%

55%

48%

46%

44%

41%

40%

33%

33%
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Measuring the Success of an Al Strategy

All organizations with
an Al strategy are
measuring the success
of it, and again, customer
satisfaction is high on the
list of metrics for 62%

Figure 16:

"How is your organization measuring
the success of its Al strategy?” asked
to respondents whose organization has
fully or partially implemented
an Al strategy (2,534)

AVAYA

Customer satisfaction scores

Efficiency/productivity gains

Financial results (profit, revenue, etc.)

Employee satisfaction scores

Fewer operational errors

Quicker cybersecurity incident resolution

My organization is not measuring the success
of its Al strategy

18

62%

60%

41%p
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Beneficial Business Use Cases for Al

Even though most plan
to integrate Al with CRM,
there are other more
commonly cited use cases -
customers comms (59%)
and predicting customer
behaviour (53%)

Figure 17:

"What business use cases for Al does your
organization see as the most beneficial?”
asked to all respondents, showing a
combination of responses ranked first,
second, and third (2,800)

AVAYA

Communications with customers

Predicting customer behavior

CRM

Employee collaboration

Energy efficiency

Vulnerability prediction

Recruitment

20

59%

53%

519%

41%

36%

36%

25%
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The Most Beneficial Business Use Case for Al

19% 1 9o/, 119%

12% 12% 1

1%

Communications with CRM Predicting customer Energy efficiency Employee collaboration Vulnerability prediction Recruitment
customers behavior
H Total B Americas [900] mEMEA [1,200] mAPAC [700]

Figure 18:
"What business use cases for Al does your organization see as the most beneficial?” asked to all respondents,
showing responses ranked first as the most beneficial business use case (2,800), split by geographic region (base in chart [x])
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Using AI to Drive Efficiency

Efficiency is another great
benefit of Al in the
contact center; 99% have
seen gains in this area

Figure 19:

“"How has using AI driven greater efficiency
in contact center service delivery for your
organization?” asked to respondents whose
organization is using Al in their
contact center/s (2,763)

AVAYA

Greater agent productivity

Higher first contact resolution rates

Increase in the average revenue per customer
contact

Improvement in the average number of
transfers per call

Less time spent by supervisors assisting
contact center agents

Greater number of quality SLAs met

There have been no efficiency gains from using
AI within the contact center
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53%
51%
48%
47°%%
47%%

439%
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Barriers Holding Back AI Adoption

Data protection/regulatory fears 40%

Lack of understanding about the

0%
technology
Lack of skillsa?og(t)ilf)sne to facilitate
Data challe ngezéltzclgtglf)data, disparate
N e
Insufficient budget
Lack of stakeholder buy-in

There are no barriers to AI adoption for
my organization

Figure 20:

“"Are there any barriers to AI adoption that are holding back
your organization from a more extensive and thorough
implementation of the technology?” asked to all
respondents (2,800)

AVAYA

Lack of rstanding on where and how
ack of understanding o 43%
Al can be used

Lack of unde_rstanding on hc_)w Al can 43%
benefit the organization

Misunderstanding about what constitutes

Al (e.g. mistaking chatbots for AI) 39%

Fear of Al replacing human jobs 39%

Distinguishing between AI, automation,

robotics, and/or machine learning 38%

Inaccurate reporting on Al capabilities 34%

Confusion surrounding the cost and ROI 34%
of Al

Confusion between actual AI and the
portrayal of Al in film and television

Over-reporting of Al scare stories in the
press (e.g. crashes in driveress cars)

28%

Figure 21:

"What specifically has led to a lack of understanding about AI
within your organization?” asked to respondents whose
organization has been held back by a lack
of understanding about AI (1,045)
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More to Do to Get the Most Out of AI

More can be done to explore Al effectively, but nearly six in ten (57%)
aren’t sure how to do this

9290
819%

My organization has work to do Failing to get on-board with Al My organization wants to adopt Inaccurate and incomplete My organization is currently not
if it is to get the most out of Al now will cost my organization = more AI, but we don't know how reporting of Al in the media able to effectively utilize Al in any
for the next decade to do this is putting my organization off part of the organization
from fully committing to this
technology
Figure 22:

Analysis showing the percentage of respondents who agree with the statements above. Asked to all respondents (2,800)
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Departments Using Al

IT are most likely (61%)
to be making use of Al
according of respondents,
but it is a technology that
touches many departments
across the business

Figure 23:

"Outside of contact centers, which
departments in your organization are
currently making use of AI?” asked to all
respondents (2,800), split by respondent
type (base in chart [x])

AVAYA

IT

Customer service

Security

Marketing

Operations

Sales

Finance

26

m Total

mIT decision maker
[1,400]

B Business decision maker

[1,400]
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The Biggest of Advocate of Al

With IT most likely to
make use of AI, they are
also most likely (42%)
to be its biggest advocate

Figure 24:

“Which department would you say is the
biggest advocate of AI within your
organization?” asked to all respondents
(2,800), split by respondent type
(base in chart [x])

AVAYA

IT

Customer service

Security

Marketing

Operations

Sales

Finance

HR

None in particular

27

58%

m Total

m IT decision maker

[1,400]
B Business decision maker
[1,400] . h
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Use Cases for Al

Each department has got something very specific that respondents would expect them to use Al for,
showcasing the wide array of benefits it can have

IT
[1,696] Finance - ]
a [833] Sales ustoTilbgerwce _
das [943] Marketing [1,508] [;ISIZ] Op[tirggnoo]ns
689% 1.056 )
L1,056] 62%
-
Monitoring Financial analytics  Analyzing customer Communicating with Responding to Performance Manufacturing Threat detection
infrastructure and buying patterns customers customer queries management analytics
applications

Figure 25:
Analysis showing what different departments are most likely to use Al for,
asked to respondents whose organization is making use of Al in each of the above departments, base in chart [x])
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Aims for the Future

Agent assistance and productivity — allowing
agents to stay ahead of the customer
engagement via predictive analytics

Respondents’
organizations have some
lofty aims over the next e e oo g ostor e o 95%

12 months - at least nine
in ten believe that each of
the arfastto the right Iare S e e e i S 94%
Important or essential to

achieve in their contact

Smart interactions — create smart,

center in the next year conversational interactions that yield improved 939%
results
Figure 26: : .
Analysis showing the percentage Smart matching - matching the best agent 91%

of respondents who think that it is either el e Ul

essential or important that their
organization achieves the above in their
contact center/s over the next 12 months.

Asked to all respondents (2,800) Emp"”;iﬁﬁ‘;ﬁf:gf,z;Ssglgst‘;{jtgcﬂiﬁxi A 90%

e

AVAYA 30 VansonBourne



Integrating AI with other Technologies

49%
33%

Looking forward, some
respondents’ organizations
are already investigating
how to integrate Al
solutions with IoT (49%)
and blockchain (33%)

Figure 27:

“"Does your organization plan to
integrate AI solutions and practices
with any other technology, specifically
IoT and blockchain?” asked to all
respondents (2,800)

AVAYA

Yes, we are currently
investigating how we
could do this

Yes, we are thinking
about doing this

Not at the moment,
but it is something
that we’d like to do

No, we are unlikely to

do this

Don’t know

31

35%
39%

12%
19%
! 2%

2%

3%

m Internet of Things (IoT)

m Blockchain
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Developing an AI Solution In-House or Buying from a Third Party

Americas [900]

EMEA [1,200]
m In-house

APAC [700] mThird party
IT decision m Mix of both
maker [1,400]
Business decision
mIn-house m Third party m Mix of both maker [1,400]
Figure 28: Figure 29:
“Is your organization’s current/planned AI solution Analysis showing the percentage of respondents whose
pre-packaged from an outside vendor or do you have your organization has developed/will develop an Al solution in-house,
own AI developers in-house building your AI solution?” bought one from a third party, or have implemented/will
asked to all respondents (2,800) implement one via a mix of both. Asked to all respondents (2,800),

split by geographic region and respondent type (base in chart [x])
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Support from Third Parties

There are a number of different criteria that third party vendors would need to demonstrate
in order to be attractive to surveyed organizations

57% 57%

46% 440/, 45%

Delivering highest-quality Speed of adoption of Al Spot and manage risks Ensuring attainment of business = Removing dependencies on
throughout lifecycle solutions value enterprise resources
m Total m Americas [900] mEMEA [1,200] mAPAC [700]
Figure 30:

"Which of the above elements would your organization look for in third party support when implementing an AI strategy?”
asked to all respondents (2,800), split by geographic region (base in chart [x])
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Attitude Toward the Future of Al

AVAYA

The opportunity for these third
party vendors to make their mark
is clear, as 85% of respondents
agree that their organization will
need to look for more third party
support as Al becomes more
prominent

Al is one of the most important 5
technologies for 2019 93%

Investmentin Al is essential for
my organization to remain
competitive for the future

As Al becomes more prominent,
my organization will need to look
for more third party support

Adopting Al is no longer optional
for organizations like mine

Figure 31:
Analysis showing the percentage of respondents who agree
with the statements above. Asked to all respondents (2,800)
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Research Methodology
and About Vanson Bourne

m  For this study, 2,800 IT and business decision makers were interviewed
in Spring 2019

B They were contacted either by email or telephone and participation
was completely optional. Respondents could drop out at any point
if they no longer wished to continue

B Respondents were selected to participate at random, as long as they
met the stringent, multi-layered screening criteria

B At no point were respondents made aware that Avaya had sponsored,
or were involved in the research

About Vanson Bourne:

Vanson Bourne is an independent specialist in market research for the

technology sector. Our reputation for robust and credible research-based

analysis is founded upon rigorous research principles and our ability to seek

the opinions of senior decision makers across technical and business

functions, in all business sectors and all major markets.

For more information, visit www.vansonbourne.com .
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