
AI isn’t a magic wand; it’s a litmus test. 
Have you been paying attention? Are you ready for 

customers’ new demands? 
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AI has redefined what "good" customer experience looks like. Not long ago, 
customers were (somewhat) patient. They accepted 24-hour email turnarounds and 
clunky handoffs between support channels. Those days? Gone.  

Today, customers expect:  

• Instant answers: 90% of customers rate an immediate response as 
"important" or "very important." (HubSpot Research) 

• Fast resolutions: More than 70% of customers say speed is their top priority 
for issue resolution. (Zendesk CX Trends Report) 

• Hyper-personalization: 80% of consumers are more likely to buy from brands 
that offer personalized experiences. (Epsilon Research) 

• Seamless omnichannel support: Nearly 75% of customers want consistency 
across digital and human interactions. (PwC Future of CX Report) 

But here’s where businesses often get it wrong: They think slapping a chatbot on 

their website or bolting AI onto outdated systems is enough. It’s not. These quick 
fixes don’t meet heightened expectations. Worse, they risk alienating customers 
when things go wrong—and things always go wrong with bad implementations.  

Take the example of American Airlines, which recently implemented AI for customer 
service. While the chatbot promised faster resolutions, it lacked integration with 
their back-end systems. Customers found themselves stuck in endless loops of "I 
don’t understand your question" and were forced to re-explain their issues to live 
agents who lacked access to the chatbot’s interactions. The result? Viral social media 
complaints, frustrated customers, and a spike in churn. (Forbes)  

History Repeats Itself  



The impact of technology on customers’ expectations isn’t new. Fax machines once 
reduced communication wait times, and email made 24-hour responses the norm. 
Each technology introduced customers to a new standard of speed and efficiency.  

AI, however, isn’t just another step forward—it’s a leap. With AI, businesses can 
predict needs, personalize experiences, and act in real time, but only if they adapt 
their operations to match its potential.  

If history has taught us anything, it’s that companies that win with new technology 

use it strategically, not just tactically. They adapt their operations and mindsets, 
define new experiences, and are leaders.  

Tech Investment: Penny Wise and Pound Foolish  

Cost is a major reason many companies resist updating systems, tools, and 
technologies. However, what seems like a cost-saving measure often results in 
greater expenses down the line. By patching together legacy systems, companies 
rely on temporary fixes to solve long-term problems, creating inefficiencies and 
vulnerabilities.  

Take the high-profile Equifax breach, in which a failure to update its software led to a 
catastrophic data leak that cost the company over $1.4 billion in fines, settlements, 
and damages. Similarly, smaller businesses that delay investments in technology 
often cannot compete with more modernized competitors who can deliver faster, 
more personalized, and more secure customer experiences.  

The real danger? Customer churn. A staggering 32% of customers will leave a brand 
they love after a single bad experience. With competitors just a click away, there’s no 
room for error.  

Winning with AI isn’t about the tech itself  

AI’s transformative potential lies not just in the technology itself but in how you 
implement it to create value for the customer and the organization. Here’s how:  

1. Invest in the infrastructure, not just the tool: AI is only as effective as the 
systems it supports. Modernize your backend and workflows to unlock its full 
potential. 



2. Prioritize human-AI collaboration: While AI can handle speed and efficiency, 
complex, emotionally charged issues still require human empathy. Ensure 
seamless handoffs between bots and live agents. 

3. Know your customer: Use AI to unify customer data across touchpoints. The 
days of customers repeating their story are over. 

4. Think beyond cost savings: AI isn’t just a way to cut costs. It’s an opportunity 
to deepen customer relationships, drive loyalty, and stand out in a crowded 
market. 

Here’s what’s at stake  

Companies that get CX right don’t just see better numbers—they create better 
experiences that build loyalty, trust, and advocacy. When customers feel heard and 
valued, they come back and they recommend. The real return isn’t just in dollars but 
in relationships that sustain and grow the business.  

According to Forrester Research, businesses that focus on CX report 4-8% higher 
revenue growth. Every $1 invested in CX generates an average ROI of $3 in 
increased customer retention and acquisition.  

Don’t implement AI as a new technology, implement it to serve the customer better!  

Businesses that fail to meet these demands risk irrelevance. Blockbuster’s downfall 
wasn’t just about Netflix’s technology; it was about Netflix understanding its 
customers’ changing expectations. The same applies today. Innovate not just for 
operational efficiency, innovate to serve the customer better.  

Conclusion  

AI isn’t just another tool—it’s a strategy.  

Are you investing in your infrastructure or just patching gaps and hoping for the 
best? Are you using AI to truly elevate your customer experience, or are you settling 
for efficiency?  

The future belongs to businesses that use AI as a strategy to transform CX and 
operations. AI isn’t just about automating processes—it’s about reimagining how 
you deliver value, creating better and more efficient experiences for customers and 
your business.  



BE BOLD. BE DISRUPTIVE. BE A LEADER.  

Need help integrating AI into your CX strategy? Let’s talk!   
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ImprintCX is a modern marketing and customer experience services company that seamlessly 
combines insights, consulting and activation into one integrated offering. The company is powered by 
sophisticated analytics, deep human understanding and design thinking to help organizations develop 
and deploy retention and lifetime value strategies for their high impact customers. Collectively, the 
ImprintCX team has developed and lead hundreds of customer experience transformations for 
Fortune 500 companies such as Mercedes Benz, Honeywell, Pizza Hut and Walmart.com. 
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