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UJET leads the way in AI-powered contact center 

innovation, delivering a future-proof, cloud 

platform that redefines the customer experience 

with cutting-edge AI, true multimodality, and a 

mobile-first approach. We infuse AI across every 

aspect of your customer journey and contact 

center operations, to drive automation and 

efficiency. UJET's AI solutions empower agents, 

optimize customer journeys, and transform 

contact center operations for elevated 

experiences and actionable insights. Built on a 

cloud-native architecture with a unique CRM-first 

approach, UJET ensures unmatched security, 

scalability, and prioritized data insights (without 

storing PII). Designed for effortless use, UJET 

partners with businesses to deliver exceptional 

interactions, smarter decision-making, and 

accelerated growth in the AI-driven world.

ALL-IN-ONE

AI-Powered CX for 
Organizations of Any Size

Intelligent
Omnichannel

Mobile &
Multimodal

CX

Workforce
Management

Reporting &
AI Insights

APIs &
Integrations

Self Service &
Virtual Agents

AI-Powered CCaaS, 
WFM & Analytics 

Conversational AI, 
Generative AI, ML, RPA

Agent AI & 
Automation

© UJET Inc. 2024 All rights reserved

https://www.ujet.cx
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About Enghouse Interactive
Enghouse Interactive (EI), a subsidiary of Enghouse Systems Limited (TSX: ENGH), is a leading g lobal 
provider of contact center software, services and video solutions, serving thousands of customers for 
over 40 years. EI solutions enable customers to deliver winning customer experiences by transforming 
the contact center from a cost center into a powerful growth engine.

Enghouse Interactive’s core values – Reliability and Choice – are key differentiators in the global 
marketplace. Reliability speaks to EI’s reputation for consistently honoring its commitments to its 
customers, staff, partners and investors. Choice is reflected in the unparalleled breadth of its CX portfolio, 
which enables customers to choose from a wide array of solutions, whether deployed on premise, in the 
cloud or on a hybrid platform. By leveraging a broad range of technologies and capabilities based on 
open standards, Enghouse Interactive simplifies the advanced integrations customers require.

Respecting local regulatory requirements, and supporting any telephony technology, Enghouse 
Interactive ensures that its customers can be reached by their customers – anytime, anywhere, and via 
any channel.

Contact 
+1 833 ENG INTv or +1 833 364 4688
www.enghouseinteractive.com
hello@Enghouse.com

https://www.linkedin.com/company/enghouse-interactive/
https://twitter.com/EnghouseInterac
https://www.facebook.com/EIAmericas
https://enghouseinteractive.com/blog/
www.enghouseinteractive.com/enghouse-ccaas


https://ujet.cx/contact-sales/?cls=MKTG&clp=Affiliate&utm_source=contactbabel&utm_campaign=contact_sales&utm_content=na&utm_medium=na
mailto:CcaaS3.0@ujet.co
http://www.ujet.cx/
https://www.linkedin.com/company/ujetcx/
https://twitter.com/UJETcx
http://www.ujet.cx
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Quality of product / service Customer experience Price

Importance of the factors on which your organization competes
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48%

25%

38%

30%

53%

38%

14%

20%

25%

17%

14%

18%

20%

26%

29%

32%

22%

25%

15%

19%

6%

8%

12%

12%

4%

10%

3%

13%

7%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

<$10m

$10-100m

$100m - $1bn

More than $1bn

Not a commercial organization

Average

Investment in CX improvements, by revenue

New technology Employee training Business process improvements External consultancy Other



Telephone (live agent)
63.7%

Email
18.9%

Telephone (self-service)
7.4%

Web chat
7.2%

Social media 
(customer service)

1.5%

SMS / messaging 
(WhatsApp, Messenger, 

etc.)
0.8%

Letter
0.5%

Inbound interactions by channel



 

26%
19%

15%
7% 6% 5%

50%

47% 54%

28%

41%

28%

1%

19%
30% 28%

65%
37%

23%
80%

6% 4% 3%

15%

39%

18%

2% 5% 1%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Web chat SMS /
messaging

(WhatsApp,
Messenger,

etc.)

Telephone
(self-service)

Social media
(customer

service)

Email Telephone
(live agent)

Letter

How do you think inbound channels will change in your contact center 
in the next 12 months? (if used)

Greatly decrease

Slight decrease

No change

Slightly increase

Greatly increase
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46%

42%

24%

28%

51%

35%

53%

39%

68%

60%

49%

56%

2%

19%

9%

12%

9%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

<$10m

$10-100m

$100m - $1bn

More than $1bn

Not a commercial organization

Average

Investment in CX channel, by revenue

Telephone Digital Other (inc. physical stores)



20%

15%

8%

7%

5%

34%

30%

32%

24%

21%

22%

19%

28%

30%

33%

13%

16%

15%

18%

24%

11%

20%

17%

21%

16%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Board level support/executive commitment for CX

Number of dedicated CX employees

Available resources / budget

Amount of time available for CX improvement

CX technology

How well does your organization currently support your CX programs?

Excellent Good Fair Average Poor



 

4%
12%

4%

22%

15%

24% 50%

24%

41%

27%

18%

40%

31%

19%

31%

35%

10%

25%

15%

27%

12%
16%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Fewer than 50 50-200 201-1,000 More than 1,000 Average

How well does your organization currently support your CX 
programs? (CX technology) – by contact center agent position range

Poor

Average

Fair

Good

Excellent



 



69%

70%

40%

58%

66%

57%

50%

40%

41%

31%

29%

32%

17%

13%

16%

12%

10%

24%

22%

40%

18%

8%

8%

14%

15%

13%

9%

10%

4%

4%

8%

3%

1%

2%

2%

5%

5%

10%

13%

12%

11%

10%

8%

24%

29%

22%

33%

12%

8%

9%

1%

2%

8%

4%

3%

13%

5%

7%

6%

8%

23%

12%

18%

21%

21%

17%

5%

5%

4%

7%

16%

13%

8%

19%

26%

29%

44%

14%

23%

39%

26%

51%

61%

74%

0% 20% 40% 60% 80% 100%

IP telephony infrastructure

Call recording

Social media as a customer service channel

Touchtone / DTMF IVR

Management information systems

Web chat

Workforce management systems

Mobile customer service app / website

Email management software

Automated outbound dialer

Interaction Analytics

SMS / messaging (e.g. WhatsApp, Messenger etc.)

Automated speech recognition

AI / machine learning

Robotic Process Automation (RPA)

Gamification

Video agents

Technology penetration and implementation plans

Use now, no plans to replace/upgrade Use now, looking to replace/upgrade Will implement within 12 months

Will implement after 12 months No plans to implement





 



ARE TECHNOLOGY ISSUES HOLDING BACK CUSTOMER EXPERIENCE?  

50% 48%
44%

33% 40%

33%

17%
12%

23%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Legacy technology is holding us
back

Not enough IT resource or budget We do not have single view of the
customer across channels

What technology challenges are holding back customer experience? 

No problem

Minor problem

Major problem



DOES CX TECHNOLOGY AFFECT CUSTOMER EXPERIENCE? 

57%

57%

53%

41%

40%

39%

33%

29%

29%

27%

23%

32%

34%

58%

29%

67%

37%

40%

17%

17%

15%

11%

2%

29%

23%

12%

4%

9%

12%

19%

4%

4%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Omnichannel / customer interaction hub

Live web chat (i.e. not chatbots)

Unified agent desktop

Web self-service

Interaction analytics

Speech recognition

AI agent assistance

Touchtone / DTMF IVR

Chatbots & voicebots

What effect does technology have on your customers’ experience? (if used)

Strongly positive Somewhat positive Neutral Somewhat negative Strongly negative
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THE ROLE OF ANALYTICS IN CUSTOMER EXPERIENCE  

63%

59%

57%

48%

47%

23%

23%

36%

45%

37%

2%

3%

2%

2%

2%

2%

2%

12%

14%

5%

5%

12%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Checking the quality of customer interactions

Identifying opportunities for self-service

Identifying dissatisfied customers

Assisting with customer journey analytics

Identifying business process failures

Usefulness of analytics for improving CX

Very useful Somewhat useful A little useful Not useful DO NOT USE ANALYTICS FOR THIS



THE ROLE OF AI IN CUSTOMER EXPERIENCE 

52%

48%

45%

43%

30%

28%

28%

26%

22%

18%

15%

13%

5%

5%

30%

48%

36%

24%

55%

61%

28%

32%

56%

65%

35%

31%

60%

81%

17%

5%

18%

33%

15%

11%

44%

42%

22%

18%

50%

56%

35%

14%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Call transcription

Chatbots

Generating notes and call summaries

Intelligent call routing

Sentiment analysis (analysing multiple calls)

Updating the knowledge base

Fraud detection / customer authentication

Form-filling / starting processes

Customer journey analytics

Sentiment analysis (in-call)

Voicebots

Improve audio clarity & understanding

Predicting customer behaviour

Agent assistance / co-pilot (in-call)

Current and planned use of AI contact center applications

Use this now Plan to use this within 2 years No plans



Most organizations presume what customers need, want, and expect, only to realize at some 
point “We don’t know what we don’t know!” While customers are actually very specific 
about what they engage with your organization, at every step along the customer journey. 

An omnichannel contact center, that offers the choice of voice, chat, email, social media, 
and video channels, provides the best approach for gathering the intelligence you need to
deliver the customer experience your customers expect. The Upside? The richness of the data 
you gather grows every day.

But, this data is only useful if analyzed the right way - objectively. Insight comes from looking 
at every touchpoint along the customer journey. By aggregating and assessing all interactions, 
your organization can develop a more complete view of what your customers think.

By analyzing customer verbatims, and their context, along with intonation and 
inferences, insights can be extracted that will clearly tell you how best to engage with your 
customers, helping you to exceed your customer’s expectations.

Their Perception is Your Reality

 The Customer Will Tell You What Works, and What Doesn’t 

Just Listen

Leverage Actionable Insights Extracted Using AI

SOLUTIONS THAT DELIVER EXCEPTIONAL 
CUSTOMER EXPERIENCES

Click Here to Learn how to use AI to 
Deliver the CX YOUR customers expect

THAT’S WHAT WE DO IT’S IN OUR eDNA

Focus on What Matters

DELIVER EXCEPTIONAL CUSTOMER EXPERIENCE 
(CX) BY UNDERSTANDING THE CUSTOMER’S
PERSPECTIVE

For More Information visit: enghouseinteractive.com

https://enghouseinteractive.com/
https://www.enghouseinteractive.com/products/enghouseai/?utm_medium=Inbound&utm_channel=External Vendor&utm_source=ContactBabel - CX DMG
https://enghouseinteractive.com/
https://www.enghouseinteractive.com/products/enghouseai/?utm_medium=Inbound&utm_channel=External Vendor&utm_source=ContactBabel - CX DMG
https://www.enghouseinteractive.com/products/enghouseai/?utm_medium=Inbound&utm_channel=External Vendor&utm_source=ContactBabel - CX DMG


64%

45%

39%

36%

27%

26%

25%

24%

22%

22%

36%

45%

52%

45%

36%

39%

20%

48%

26%

26%

9%

9%

14%

27%

35%

35%

14%

35%

26%

5%

9%

20%

14%

17%

26%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Better understand customers

Improve accuracy of responses

Handle more enquiries through self-service

Improve knowledge base

Cut call durations

Predict customer behavior

Reduce agent headcount

Reduce call queues

Detect fraud attempts

Support multiple languages

Most important outcomes from current or future use of AI

Critically important Important Of limited importance Unimportant



45%

29%

25%

25%

24%

20%

19%

18%

10%

10%

10%

15%

10%

10%

10%

12%

5%

21%

55%

62%

65%

60%

67%

70%

71%

71%

85%

79%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Handle more enquiries through self-service

Reduce call queues

Improve accuracy of responses

Improve knowledge base

Better understand customers

Reduce agent headcount

Support multiple languages

Predict customer behavior

Detect fraud attempts

Cut call durations

Have you seen these outcomes from your current use of AI 
(only businesses using AI now)

Yes No Don't use AI for this



100%

75%

71%

71%

67%

67%

67%

63%

60%

25%

29%

29%

33%

33%

33%

38%

40%

100%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Handle more enquiries through self-service

Reduce call queues

Improve accuracy of responses

Better understand customers

Reduce agent headcount

Support multiple languages

Detect fraud attempts

Improve knowledge base

Predict customer behavior

Cut call durations

Have you seen these outcomes from your current use of AI 
(only businesses using AI now) – definite responses only

Yes No

http://www.contactbabel.com/research


45%

19%

12%

9%

5%

3%

3%

3%

28%

18%

20%

8%

9%

13%

4%

14%

25%

15%

8%

14%

23%

2%

3%

22%

20%

14%

12%

15%

13%

1%

6%

9%

13%

16%

22%

11%

14%

10%

2%

5%

16%

13%

20%

22%

17%

4%

1%

2%

18%

10%

11%

20%

38%

1%

1%

1%

15%

9%

3%

28%

42%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

First-time resolution

Short queue / wait time for response

Polite and friendly employees

Choice of channels

Short call / web chat times

Issue handled by one employee

US-based employees

Long opening hours

What do you believe is the importance of these factors to a customer 
when contacting your organization?

1st 2nd 3rd 4th 5th 6th 7th 8th



 



 

 To learn more: Talk to an Expert Today

“
Kevin H.
Vice President of Engineering

UJET shares our commitment to ensuring that 
support issues are being resolved with minimal 
touchpoints and in record time.

ALL-IN-ONE

AI-Powered CX for 
Organizations of Any Size

Intelligent self-service, seamless omnichannel 
transitions, personalized interactions at scale.

AI-Powered Customer Experiences

Real-time guidance, automated tasks, 
streamlined workflows, AI-driven 
performance analysis.

Empowered Agents

AI-powered forecasting, real-time dashboards, 
data-driven decision-making for cost 
reduction and efficiency.

Optimized Operations

Cloud-native architecture, CRM-first 
approach minimizing PII storage, seamless 
scaling with business growth.

Unmatched Security & Scalability

Real-time sentiment analysis, trend 

identification, proactive issue resolution, and 

data-driven product innovation.

Actionable Insights

© UJET Inc. 2024 All rights reserved

https://ujet.cx/request-a-demo?&cls=MKTG&clp=Affiliate&utm_source=contactbabel&utm_campaign=request_demo&utm_asset=request_demo


87%

62%

47%

24%

28%

39%

8%

5%

63%

49%

49%

32%

21%

34%

35%

17%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

First-time resolution

Short queue / wait time for response

Polite and friendly employees

Choice of channels

Short call / web chat times

Issue handled by one employee

US-based employees

Long opening hours

Top 3 most important factors to a customer when contacting an 
organization by phone or digital channel (organizations & customers) 

Customer Organization

https://big-village.com/insights/caravan-omnibus-surveys/
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54%

48%

49%

25%

31%

40%

30%

23%

60%

50%

50%

27%

32%

30%

30%

20%

63%

51%

48%

36%

32%

36%

20%

14%

63%

46%

50%

44%

38%

26%

15%

19%

75%

52%

49%

47%

38%

24%

6%

8%

0% 50% 100% 150% 200% 250% 300% 350%

Your question / issue is solved first-time

Short wait time for response

Polite and friendly employees

U.S.-based employees

Issue handled by one employee

A choice of channels

Short call / web chat times

Long opening hours

What’s most important to you when contacting an organization? 
(top 3 choices, by age range)

18-34 35-44 45-54 55-64 65+



 



 

59% 65% 68%

50% 46%
53%

51% 53% 40%

30%
40% 40%

33%

32% 37%

38%
27% 26%

22% 20% 19%

18% 17% 17%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

<$50k $50k-$100k >$100k

What are the top 3 most important factors to you when contacting an 
organization by phone or digital channel? (by household income)

Long opening hours

Short call / web chat times

Choice of channels

Issue handled by one employee

U.S.-based employees

Polite and friendly employees

Short wait time for response

Your question / issue is solved first-time



WHAT DO CUSTOMERS ACTUALLY GET WHEN CONTACTING AN ORGANI ZATION? 

31%

27%

26%

24%

19%

19%

15%

41%

38%

36%

38%

32%

34%

28%

23%

23%

30%

31%

38%

35%

40%

5%

12%

9%

7%

11%

12%

17%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

The wait time is too long

There are too many options on the phone menu

I'm only calling because I could not solve my issue online

The agent can't help and passes me onto someone else

I have to call multiple times as it was not resolved

I can't hear clearly and/or I have to repeat myself

I'm asked too many security questions

Customer issues – an overview

Very often Fairly often Infrequently Never



FIRST-CONTACT RESOLUTION & THE CUSTOMER EXPERIENCE  

23% 21% 20% 18%
13%

19%

33% 34%
39%

28%

25%

32%

33% 34%
34%

42%

50%

38%

11% 10%
6%

12% 13% 11%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

18-34 35-44 45-54 55-64 65+ Average

Customer Issue: "I have to call back multiple times and 
explain the issue from the beginning" (by age range)

Never

Infrequently

Fairly often

Very often



• 

• 

• 

• 



  

https://www.contactbabel.com/the-inner-circle-guide-to-fcr-v2/
https://www.contactbabel.com/the-inner-circle-guide-to-fcr-v2/


QUEUE / WAIT TIMES 

29%
33% 35% 37%

25%
31%

42%

43% 39% 35%

43%

41%

24%
20%

20% 23% 28% 23%

5% 4% 6% 5% 3% 5%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

18-34 35-44 45-54 55-64 65+ Average

Customer Issue: "The wait time is too long" (by age range)

Never

Infrequently

Fairly often

Very often



 

31
34

43
46

53
50

60
56

75

101

73

79

5.4%

6.3%

5.3%

7.3%

6.0% 5.9%

5.4%
5.7%

6.1%

7.1%

6.3%

7.1%

0.0%

1.0%

2.0%

3.0%

4.0%

5.0%

6.0%

7.0%

8.0%
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Historical average speed to answer & call abandonment rate, 2012 - 2023

Mean average speed to answer (seconds) Call abandonment rate

https://www.contactbabel.com/exceeding-us-customer-expectations/


 





• 
• 
• 

• 

https://www.contactbabel.com/the-inner-circle-guide-to-customer-engagement-and-personalisation/
http://www.mckinsey.com/business-functions/organization/our-insights/the-moment-of-truth-in-customer-service




HIGH EMOTION INTERACTIONS 

9% 7% 8% 9% 6% 8%

37%
44%

49%

59% 63%

50%

13%

14%

12%

13% 15%

13%
16%

12%

14%

9%
8%

12%
13%

13%

10%

7% 4%

9%

9% 5%
2%

1%
1% 4%

3% 4% 3% 1% 3% 3%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

18-34 35-44 45-54 55-64 65+ Average

Preferred method for contacting a company 
(high emotion interaction), by age range

No preference

Social media

Web chat

Email

Visit the store / office / branch, etc.

Call customer service

Website self-service / mobile app



8% 7% 7% 8%

51%
49% 49%

50%

14%
12% 13%

13%

11%

13% 14%
12%

8%
10%

11% 9%

4% 5%
4% 4%

3% 3% 2% 3%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

<$50k $50k-$100k >$100k Average

Preferred method for contacting a company (high emotion interaction), 
by household income

No preference

Social media

Web chat

Email
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HIGH URGENCY INTERACTIONS 
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HIGH COMPLEXITY INTERACTIONS 
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THE VIEW FROM THE BUSINESS 
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Strongly agree
23%

Agree
39%

Neutral
23%

Disagree
15%

“We have a detailed understanding of the reasons customers make 
contact, when they make contact, and all the methods that they use.”
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Strongly agree
17%

Agree
25%

Neutral
50%

Disagree
8%

“We have a detailed understanding of failure demand within the contact 
center, and know where process issues or bottlenecks are occurring.”
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Usefulness of CX learning methods

Very useful Somewhat useful A little useful Not useful DON'T USE THIS METHOD



• 

o 

o 

o 

• 

• 

• 

• 
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Usefulness of CX benchmarks

Very useful Somewhat useful A little useful Not useful DO NOT USE
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Net Promoter Score by range distribution
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Quality score – actual vs target
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CX metric upon which the Board / senior management most judge 
the success of the CX program
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Customer satisfaction with individual employee
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First-contact resolution rate

Are customer-facing employees financially rewarded based on 
any CX factors?
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Executive commitment to CX

Voice of the Customer initiatives

Personalization of customer experience

Customer journey analytics

Predictive/proactive customer contact

AI-driven self-service

Analytics of customer interactions

AI agent assistance

Omnichannel/connected journeys

Importance of CX developments in the next 2 years

Critically important Important Of limited importance Unimportant
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