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Executive Summary AMinstitute”

KEY FINDINGS IN THIS REPORT

To understand how organizations plan to use artificial intelligence (Al) to improve customer and employee STUDY KEY FACTS
experiences, we surveyed executives about their Experience Management (XM) needs, their expectations for Al's
impact on their industry and business outcomes, and their current and planned Al initiatives. We found that: - Global executive study

+ XM is becoming an increasingly high priority. Eighty-one percent of executives say that improving experiences
has become a greater priority for their organization over the past three years. The two most cited drivers of this
change are increased competitive pressure (48%) and improved capabilities (48%), closely followed by changing » Conducted in Q4 of 2024
customer (44%) and employee (43%) expectations. Executives plan to increase their spending on both customer
experience (CX) and employee experience (EX) over the next 12 months.

+ Market leaders see Al's transformative potential. Compared to their peers at organizations holding market * Headquartered in 5
share, executives at organizations gaining market share (‘market leaders”) are twice as likely to say that Al will countries
completely change CX. These leaders expect Al to primarily transform product quality and delivery for
customers and quality of work for employees. However, just 15% aim to lead the change Al will bring to their
business landscape.

* Online panel study

* 1,507 executives

+ Al expected to help overcome XM obstacles. Executives most frequently cited technology limitations as an
obstacle to improving experiences (30%); however, a majority of them (70%) believe Al-powered tools could help
overcome these constraints. Similarly, executives experiencing poor integration across systems (62%) and lack
of critical XM skills (61%) see Al as a potential solution for these challenges as well.

+ Executives most expect to see Al accelerate innovation and reduce costs. Executives have high expectations
for Al business impact, with more than half anticipating reduced costs (55%) and accelerated innovation (55%)
through Al-powered experience solutions. However, they dont expect these outcomes to materialize
immediately. Most executives (58%) expect it to take a minimum of 3 years to see significant measurable
results from Al implementation.

+ Almost all companies are making efforts to implement Al. Sixty-six percent of executives consider the current
state of their Al implementation efforts to be significant, while just 1% have no efforts underway. Of Al efforts
underway, employee training and enablement is the most common activity (43%), followed by establishing data sminstitute.com
security & privacy policies and experimenting with Al solutions (39% each). Copyright ® 2025 Qualtrics®. Al rights reserved.
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STUDY OVERVIEW FIGURES IN THE REPORT

The data for this report comes from a 1. Study Demographics

global executive study conducted by 2. State of Customer and Employee Experience

Qualtrics XM Institute in  the fourth 3. Spend on Customer and Employee Experience

quarter Qf 2024. Using an online survey, 4. Drivers of Experience Agendas

XM Institute collected data from 1,501 o i }

executives from companies with 1,000 5. Priority on Experience Improvement and Drivers

or more employees. The surveyed 6. Priority on Experience Improvement and Drivers by Market Share

executives  work at  companies 7. Journeys Needing Improvement

headquartered in either  Australia, 8. Obstacles to Experience Management

?3?)“08/?:&&?;;“8 nyéiso:dKe’mosr thiv:ri 9. Overcoming Obstacles to XM with Al

screened to include positions VP-level 10. Expected Industry Changes due to Al

and above. 11. Expected Changes to CX due to Al by Market Share
12. Executive Ambition Toward Al
13. Using Al in Business Objectives
14. Expectations for Business Outcomes from Al
15. Opportunities for Al to Transform Business Outcomes
16. Opportunities for Al to Transform Customer Outcomes
17. Opportunities for Al to Transform Employee Outcomes
18. Activities Suitable for Al Support
19. Current State of Al Implementation
20. Current Implementation Efforts

21. Specific Al Technology Implementation
Methodology
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Study Demographics XMinstitute’

Study Demographics

CUSTOMER TYPE TOP BUSINESS OBJECTIVE OVER NEXT 3 YEARS
Businesses  41% Delivering the best products _ 18%
Consumers  30% and services ’
Governments 3% Meeting or exceeding the _ 16%
Non-profits 1% customer's needs
We are a government organization 1% Meeting or exceeding profilt _ 15%
goals
We are a non-profit organization 1%
We serve each type . Improving employee 13%

of customer equally 2ot productivity

Making processes more o

- 12%
HEADQUARTERS COUNTRY efficient

Australia 300 Meeting or exceeding sales 199

0
Canada 300 goals

Germany 300 Fulfilling the organization's 9%
mission °
United Kingdom 300
Creating an effective o
United States 301 internal culture 6%
Base: 1501 executives from companies with 1,000+ employees xminstitute.com

Source: Qualtrics XM Institute Q4 Global Executive Study Copyright © 2025 Qualtrics®. Al rights reserved.




State of Customer and Employee Experience

State of CUSTOMER EXPERIENCE

CX Relative to Competitors

Significantly above

industry average A%

Above industry average

%

About industry average 22%

Below industry average 12%

Priority on Improving CX

Critical 28%

Significant priority

49%

Moderate priority 19%

Low/Not a priorityl 4%

Base: 1501 executives from companies with 1,000+ employees
Source: Qualtrics XM Institute Q4 Global Executive Study

Qualtrics

XM institute”

State of EMPLOYEE EXPERIENCE

EX Relative to Competitors
Significantly above _ 4%
industry average ’
sbove industry average [
About industry average _ 22%
— B

Below industry average
Priority on Improving EX

Critical

21%
Significant priority 50%

Moderate priority 24%

Low/Not a priority. 5%

xminstitute.com
Copyright © 2025 Qualtrics®. All rights reserved.




Spend on Customer and Employee Experience

Spend on CUSTOMER EXPERIENCE

Change over past 12 months

Significantly increased 29%

Somewhat increased

No change 15%

Decreased 6%

Change over next 12 months

Significantly increased

30%

Somewhat increased

No change

Decreased . 5%

Base: 1501 executives from companies with 1,000+ employees
Source: Qualtrics XM Institute Q4 Global Executive Study

16%

50%

49%

Qualtrics

XM institute”

Spend on EMPLOYEE EXPERIENCE

Change over past 12 months

31%

Significantly increased

Somewhat increased

17%

No change

Decreased 5%

Change over next 12 months

Significantly increased 31%

Somewhat increased 48%

No change 17%

Decreased 4%

xminstitute.com
Copyright © 2025 Qualtrics®. All rights reserved.
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Drivers of Experience Agendas XM institute”

Agenda Driver of CUSTOMER EXPERIENCE Agenda Driver of EMPLOYEE EXPERIENCE
(select all that apply) (select all that apply)

Chief Customer Officer _ 45% Chief Human Resources Officer _ 50%
Chief executive officer [T s cnser executve orticer [N =7
Chief Operating Officer_ 33%

Chief Experience Officer _ 37%
Chief Experience Officer _ 399
Chief People Officer - 30%
Chief Marketing Officer- 29%
Other executive reporting to - 29%
Other executive reporting to- 249 head of overall organization
head of overall organization ) )
Executive who does not report 17%
Executive who does not report - o eedl o ereErssEElen °
. . 14% g
to head of organization
0,
7
CX Program Leader. 8% EX Program Leader . 8%
No clear ownerl 1% No clear owner I 2%
None of the above go None of the above 0%
Base: 1501 executives from companies with 1,000+ employees xminstitute.com

Source: Qualtrics XM Institute Q4 Global Executive Study Copyright © 2025 Qualtrics®. Al rights reserved.
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Priority on Experience Improvement and Drivers XM institute®

How has the priority your organization puts on improving experience changed over the previous 3 years?

Significantly increased Somewhat increased No change Decreased

N - [

Which of the following are factors driving this priority change?
(Select all that apply)

Increased competitive pressure _ 85
Improved capabilities _ 48%
Changing customer expectations _ 44%
Changing employee expectations _ 43%
Economic uncertainty/growth _ 40%
Shift in organizational strategy_ 37%
Regulatory changes [ 5%
Industry disruptions _ 26%

Other . 2%
Not sure g9

None of the above go
Base: 1501 executives from companies with 1,000+ employees Xminstitute.com
Source: Qualtrics XM Institute Q4 Global Executive Study Copyright © 2025 Qualtrics®. Al rights reserved.
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Priority on Experience Improvement and Drivers XM institute®
by Market Share

How has the priority your organization puts on improving experience changed over the previous 3 years?

Significantly increased Somewhat increased No change Decreased

Gatning market share S R RN T
HoLding market share |HNNNTANN I I T T

Which of the following are factors driving this priority change?
(Select all that apply)

[ Gaining market share B Holding market share

A 4%
Improved capabilities [N 0%

EEE—— s
Increased competitive pressure I 35%

A 43%
Changing customer expectations [ 33%

e
Changing employee expectations I 1%

R 37
Economic uncertainty/growth I 31%

I, ;s
Shift in organizational strategy D 2se

—
Regulatory changes I EEE— 26

. . P 25%
Tndustry disruptions D 20
Other = g;’
Base: 1501 executives from companies with 1,000+ employees ? xminstitute.com

Source: Qualtrics XM Institute Q4 Global Executive Study Copyright © 2025 Qualtrics®. Al rights reserved.



Journeys Needing Improvement

Qualtrics

XM institute”

Which of the following experiences that your organization delivers
to [business customers/consumers] most needs improvement?

Business customers

Service and support handling

Product or solution quality

Delivery and deployment process

Account relationship

Discovery process

Renewal/expansion process
Billing and invoicing process

Buying process

None of the abovel 3%

Base: 1501 executives from companies with 1,000+ employees
Source: Qualtrics XM Institute Q4 Global Executive Study

(select up to three)

39%

38%

36%

29%

28%

28%

27%

25%

Consumers

Purchasing 43%

Receiving useful updates_ 33%
Using online customer service_ 339
resources
Selecting the right product_ 329
/service
Getting help from the customer_ 31%
service department
Learning about a new_ 29%
product/service
Using your products/services_ 27%
Finding your brand/your- 26%

products/services
22%

Repurchasing
None of the abovel 2%

xminstitute.com
Copyright © 2025 Qualtrics®. All rights reserved.
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Obstacles to XM XM institute”

Which of the following do you consider to be significant obstacles
to your organization's efforts to improve experiences?
(select all that apply)

Technology limitations 30%

Insufficient funding 25%

Poor integration across systems 24%

Lack of critical Experience Management skills 24%

Inconsistent executive buy-in

23%
Unclear return on investment 22%

Conflict across internal organizations 22%

Lack of leadership for these efforts 22%

Other competing organizational priorities 21%

Inconsistent middle management buy-in 20%

Non-supportive organizational culture 18%

None of the above 9

o°

Base: 1501 executives from companies with 1,000+ employees Xminstitute.com
Source: Qualtrics XM Institute Q4 Global Executive Study Copyright © 2025 Qualtrics®. Al rights reserved.
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Overcoming Obstacles to XM with Al XMinstitute”

Obstacles executives experience that could be overcome with the help of Al-powered tools
(select all from the obstacles previously selected)

Poor integration across systems _ 62%
Lack of critical Experience Management skills _ 61%
Lack of leadership for these efforts _ 59%
Inconsistent executive buy-in _ 56%
Inconsistent middle management buy-in _ 55%
Unclear return on investment _ 54%
Conflict across internal organizations _ 54%
Tnsufficient funding [ 54
Other competing organizational priorities _ 48%
Non-supportive organizational culture _ 46%
None of the above - 6%
Base: 1501 executives from companies with 1,000+ employees xminstitute.com
Source: Qualtrics XM Institute Q4 Global Executive Study Copyright © 2025 Qualtrics®. Al rights reserved.
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Expected Industry Changes due to Al XMinstitute”

To what degree do you believe Al will change the way your organization
approaches the following experiences over the next 3 years?

Completely change

Significantly change Somewhat change Slightly/will not change

custoner exper tence | NIZER A N IR
cnployee exper ience IS M I

By Priority Placed on CX Improvement
(expecting CX to “completely change” due to AI)

Significant priority - 20%
; ; 8%
Moderate priority l

Base: 1501 executives from companies with 1,000+ employees
Source: Qualtrics XM Institute Q4 Global Executive Study

By Priority Placed on EX Improvement
(expecting EX to “completely change” due to AI)

Significant priority - 21%
Moderate priority - 18%
xminstitute.com

Copyright © 2025 Qualtrics®. All rights reserved.
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Expected Changes to CX due to Al by Market Share Minstitute®

To what degree do you believe Al will change the way your organization
approaches customer experience over the next 3 years?

B Gaining market share B Holding market share

28%

Completely change

50%

Significantly change
49%

Somewhat change
29%

Will not/slightly change

9%

Base: 1501 executives from companies with 1,000+ employees Xminstitute.com
Source: Qualtrics XM Institute Q4 Global Executive Study Copyright © 2025 Qualtrics®. Al rights reserved.
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Executive Ambition Toward Al XM institute®

Which of the following best describes your organization’s level of ambition toward Al over the next 3 years?

Leader Forefront Strategic Integration Specific Use Cases  Understanding
T [ e e

By Primary Customer

B Primary customers are businesses B Primary customers are consumers

12%
We believe AI will be fundamentally change the

business landscape, and we aim to lead that change 15%

19%
We aim to be at the forefront of AI in our industry

19%

. . . . 38%
We aim to strategically integrate AI into activities

and processes across our entire organization 27%

20%

We aim to apply AI to specific use cases

19%

We aim to gain a deeper understanding of AI's

potential 20%

Base: 1501 executives from companies with 1,000+ employees

xminstitute.com
Source: Qualtrics XM Institute Q4 Global Executive Study

Copyright © 2025 Qualtrics®. All rights reserved.
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Using Al in Business Objectives XM institute’

To what degree do you think implementing Al-powered tools would help you improve your organization’s ability...

[ Extremely help B significantly help B Somewhat help [ Slightly/not help

sales goals
Fulfilling the o o
organization’'s mission _—

Delivering the best

Meeting or exceeding o o

profit goals 22% 6%

Making processes more . .
Improving employee
Meeting or exceeding the

Creative an effective

internal culture N/A = sample size too small

Base: 1501 executives from companies with 1,000+ employees Xminstitute.com
Source: Qualtrics XM Institute Q4 Global Executive Study Copyright © 2025 Qualtrics®. Al rights reserved.
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Expectations for Business Outcomes from Al XMinstitute”

Expected business outcomes from using Time for Al-drive experience solutions to make a
Al to improve experience solutions significant measurable impact on business outcomes
(select all that apply) (select all that apply)

Less than a year

Accelerate innovation 559

O
39

1-2 years 33%
Reduced costs 55%
Increased revenue 52%
6-10 years - 13%
Enhanced brand 48%
More than 10 yearsl 3%
Decreased risk 44%
Not sure 1%
None of the above | 1% We are not maklng any 9%
AI-driven experience °
improvements
Base: 1501 executives from companies with 1,000+ employees xminstitute.com

Source: Qualtrics XM Institute Q4 Global Executive Study Copyright © 2025 Qualtrics®. Al rights reserved.
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Opportunities for Al to Transform XMinstitute”
Business Outcomes

Which of the following BUSINESS outcomes do you see as the greatest opportunities for Al-powered tools to transform?

(select top two)

Increase operational efficiency and

. 0,
cost savings 45%

Improve product quality and innovation 38%

Better market and competitive

intelligence 32%

Improve risk management and compliance 30%

Better decision-making 30%

New content outputs (e.g., sales &

marketing materials) 24%

xminstitute.com

Base: 1501 executives from companies with 1,000+ employees
Copyright © 2025 Qualtrics®. All rights reserved.

Source: Qualtrics XM Institute Q4 Global Executive Study
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Opportunities for Al to Transform XM institute®
Customer Outcomes

Which of the following CUSTOMER outcomes do you see as the greatest opportunities for Al-powered tools to transform?
(select top two)

Improve product quality and delivery 45%

Enhance customer support 44%

More personalized experiences 39%

Scale understanding and empathy for
customer across the organization

39%

Seamless cross-channel experiences 33%

Base: 1501 executives from companies with 1,000+ employees Xminstitute.com
Source: Qualtrics XM Institute Q4 Global Executive Study Copyright © 2025 Qualtrics®. Al rights reserved.
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Opportunities for Al to Transform XM institute”
Employee Outcomes

Which of the following EMPLOYEE outcomes do you see as the greatest opportunities for Al-powered tools to transform?

(select top two)

Improve the quality of employees’ work 38%

Save time and effort 38%

Enhance creativity and decision-making 34%

Increase collaboration and

0,
communication 32%

Improve employee well-being 31%

Personalize learning and development 27%

Base: 1501 executives from companies with 1,000+ employees xminstitute.com
Source: Qualtrics XM Institute Q4 Global Executive Study Copyright © 2025 Qualtrics®. Al rights reserved.
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Activities Suitable for Al Support XMinstitute®

How suitable do you consider the following activities for Al support?

[ Extremely help B Somewhat help [ Slightly/not help

Performance tracking & o
X 6%

forecasting

mitigation

Base: 1501 executives from companies with 1,000+ employees Xminstitute.com
Source: Qualtrics XM Institute Q4 Global Executive Study Copyright © 2025 Qualtrics®. Al rights reserved.
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Current State of Al Implementation XM institute®

Which of the following describes the current state of Al implementation at your organization?

Ora-wide strate Significant efforts & Significant efforts & Limited efforts & Limited efforts &
g 9y significant coordination minimal coordination significant coordination minimal coordination
S o | =

By Market Share
[ Gaining market share [ Holding market share

14%

There is a significant AI implementation underway with
organization-wide strategy and centralized ownership- 6%
There are significant AI implementation efforts underway 37%
with significant coordination across the organization

There are significant AI implementation efforts underway
with minimal coordination across the organization

25%

There are limited AI implementation efforts underway with

significant coordination across the organization 28%

There are limited AI implementation efforts with minimal
coordination across them

0%
There are no AI implementation efforts underwayl o

Base: 1501 executives from companies with 1,000+ employees Xminstitute.com
Source: Qualtrics XM Institute Q4 Global Executive Study Copyright © 2025 Qualtrics®. Al rights reserved.
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Current Implementation Efforts XMinstitute’

Which of the following currently describes the actions your organization is take to implement Al?
(select all that apply)

Investing in employee training & enablement on AI _ 43%
Establishing data security & privacy policies _ 399
Experimenting with AI solutions to accelerate task completion _ 39%
Increasing spending with current vendors to upgrade to AI
features _ 36%
Defining clear standards and principles for internal AI usage _ 35%
Embedding AI into the products/services that you sell to _ 35%
customers
9
Buying separate AI solutions (ChatGPT licenses, etc.) _ 35%
Designating a leader of AI strategy _ 32%
Establishing an AI steering committee_ 36%
other 1%
Not sure 1%
None of the above gy
Base: 1501 executives from companies with 1,000+ employees xminstitute.com
Source: Qualtrics XM Institute Q4 Global Executive Study Copyright © 2025 Qualtrics®. Al rights reserved.
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Specific Al Technology Implementation XMinstitute”

To what degree has your organization implemented the following Al-powered technologies?

[ Ssignificant implementation B Limited implementation B Notatall Not sure

translation tools
Copilots and virtual
Predictive maintenance systens [ a2 5+

Base: 1501 executives from companies with 1,000+ employees Xminstitute.com
Source: Qualtrics XM Institute Q4 Global Executive Study Copyright © 2025 Qualtrics®. Al rights reserved.
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Methodology XM institute”

DATA CALCULATION

Data is only reported on and analyzed from segments (e.g., country, age) with 100+ responses per country/region.

Year-over-year analysis only includes the 20 countries from which data was collected in both 2023 and 2024, which does not include Denmark, Ireland, and
Sweden.

Figure 10 is calculated based on segments derived on Figure 2.
Figure 12 is calculated based on segments derived on Figure 1.

Figures 6, 11, and 19 are calculated based on executives who describe their organization’s business performance over the past three years as “gaining market
share” or "holding marketing share”.

AUTHORS PUBLICATION DATE
Isabelle Zdatny, XMP — Head of Thought Leadership, XM Institute March 2025
Talia Quaadgras — Research Program Manager

www.xminstitute.com
Copyright © 2025 Qualtrics®. All rights reserved.
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