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Al and the Customer
Gap.



THE CX SHIFT

Expectations
Have Already
Changed.

Customers who interact with best-in-
class Al experiences — instant,
personalised, frictionless — recalibrate
their expectations for every
interaction. The benchmark is no
longer your direct competitors. Itis the
best Al experience your customer has

had anywhere.

The old CX model
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Responsive was the standard

Answering within 24 hours was acceptable. Service was
reactive and sequential.

Personalisation was expensive

Tailored experiences required manual effort and were reserved
for high-value segments.

The AlCX model
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Instant is the expectation

Al-powered interactions happen in seconds. Anything slower
feels broken to customers who've experienced the alternative.

Personalisation is default

Al can tailor every interaction to every customer at zero
marginal cost. Generic experiences feel lazy.

THE COMPETITIVE RISK
Customers won't tell you when Al experiences

elsewhere have made yours feel outdated. They!'ll
just leave.



THE APPROACH Three CX Design Principles

AI That Bu“ds Use Al to remove friction, not warmth
Loyalty. Al excels at reducing wait times, finding information,

and handling routine requests. It should escalate —
gracefully — to humans for the moments that require
empathy.

The risk in Al-powered customer

experience is optimising for cost
reduction while eroding the human

: Personalise with care, not surveillance
moments that build loyalty. The

organisations getting this right use Al Customers value personalisation and fear surveillance.
to make human interactions higher- The line between them is transparency and control.
quality, not to eliminate them. Give customers visibility into how their data shapes
their experience.

Design for the exception, not just the average

Al handles the typical case well. The customer
experience is defined by how it handles the atypical —

the complaint, the edge case, the vulnerable customer.

THE CX PRINCIPLE
The best Al customer experiences don't replace

human connection — they protect it for the
moments it matters most.




KEY IMPLICATIONS

CXinthe Al Era.

Al changes the economics, speed, and personalisation of customer experience —
creating both the risk of getting it badly wrong and the opportunity to build

extraordinary loyalty.

IMPLICATION 01

The cost of bad Al CXis high

A poor Al interaction — robotic, unhelpful, or disrespectful — damages brand perception faster and more

durably than equivalent human service failures.

First-mover advantages are real Data becomes the loyalty engine
Customers who have an exceptional Al Al that knows a customer's history, preferences,
experience with your brand develop habits that and context creates experiences that feel

are difficult for competitors to disrupt, even with genuinely personal — and that customers

better technology. increasingly won't trade away.



MOTRAN PERSPECTIVE

Serve Better, Not
Just Faster.

The organisations building lasting customer advantage with Al are not the
ones that have automated the most touchpoints. They are the ones that have
used Al to make every interaction — human or automated — feel more
considered, more personal, and more useful. Speed is table stakes. Quality is

the differentiator.

Questions to Ask Your Team

How does your Al-powered customer experience compare to the best your customers
encounter anywhere?

Are you using Al to reduce service costs, or to improve service quality — and can you tell
the difference?

What happens when your Al can't handle a customer's problem? Is the handoff to a human
graceful or frustrating?

Do your customers trust that your Al is working for them, or do they suspect it is working
against them?

We help organisations design Al-powered CX that builds loyalty.
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Ready to build customer experiences
that Al makes exceptional?



