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How to Win The Race to Deliver
= Xceptional Experiences

Research and guidance on what customers really want from conversational Al
experiences, and how top businesses are building trust, efficiency, and loyalty in the
age of automation.
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From break-fix to build-trust

Historically, customer service has been a break-fix model.

You called when something broke. You braced yourself for bad hold music, endless menu

trees, and a stranger who didn’t know your name.

It wasn’t about building a relationship, it was about resolution. Efficiency, not empathy.

And more often than not, it was a disappointing experience.

Today, break-fix is no longer enough. Consumers now expect brands to know them no
matter where, when, and who (or what) they engage with. They want every interaction to

feel personal and convenient.

Brands can no longer treat interactions as isolated events. Instead, they should see every

touchpoint as part of a larger, ongoing relationship with a customer.
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857%

SAY

they’ve interacted with an Al agent within the

past three months.

85%

Enter Al: The catalyst for change

Customer expectations have never been higher, yet, businesses finally have the
technology to meet them. Al bridges the gap between these rising demands and
outdated legacy tools. But Al is only as powerful as the data behind it. It becomes more
valuable when it can draw on rich, detailed insights about your unique customers and

understand them across channels and touchpoints.

That's why contextual Al — informed by consent, trust, and human oversight — isn't just

the next step in customer experience. It’s the future.



OVERVIENW

Hold music is out,
realhelpisin

Let’s face it, when most customers reach out to support, they're
already frustrated. Winning them over is an uphill battle. Yet,
there’s still room for optimism: 31% of consumers say they

feel hopeful heading into a support interaction — hopeful that
someone (or something) can actually help. Increasingly, that

something is Al

Al support has evolved dramatically in just a few years. The early
generation of chatbots left many customers wanting more, but
today’s conversational Al is far more capable, delivering faster,
smarter,and more personalized experiences that improve with

every interaction.

Still, there’s room to grow. While 90% of organizations believe
their customers are satisfied with their conversational Al
experiences, only 59% of consumers agree. A signal that

expectations are rising as technology advances.

WHAT IS

Conversational Al is a unified, context-aware system
that empowers businesses to automate, enhance,
and personalize customer interactions — across
voice, chat, messaging, and virtual agents — while
preserving trust, control, and human judgment.
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Your App [o

Conversational Al

Closing the gap between
expectation and experience

Al is no longer a novelty. It's the new frontline of customer engagement. But here’s
the catch: while technology is evolving quickly, customer expectations are advancing

even faster.

Where are businesses falling short? Which interactions still frustrate, confuse, or
disappoint? And what separates the companies that truly win trust from those that

merely meet a baseline?

This report uncovers the answers and shows how leading businesses are blending
Al's speed and intelligence with human empathy to not only solve problems, but also

anticipate them.

It's time to move from “fix my problem” to “know me, anticipate my needs, and resolve

issues before | even reach out”
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Report methodology

Research sample size

Twilio asked 4,800 consumers and 457 business leaders around the world about their
conversational Al preferences and strategies. The first wave of responses came from Australia,
France, Germany, Hong Kong, India, Indonesia, Japan, the Philippines, Singapore, Thailand, the
United Kingdom, and the United States, collected between August 7 and September 4,2025. A

second wave, conducted October 10-17, 2025, added insights from Brazil, Colombia, and Mexico.
Global consumers

We surveyed 4,800 global consumers who all made an online purchase in the past six months.

In each country, the sample was balanced by gender and age, as well as racial diversity in the U.S.
and U.K. Age groups were defined as follows: Gen Z (18-28), millennials (29-44), Gen X (45-60), and
baby boomers (61-79).

Business leaders

The 457 business leaders surveyed hold senior leadership positions at the Director level or above,
work full-time at companies with 500 or more employees, and are familiar with their company’s
customer experience, customer engagement, or customer data strategies. The sample included
minimum requirements for C-suite executives and a spread of company sizes above and below

5,000 employees.
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Consumers wantit and
businesses are building it

Customer support and troubleshooting

The demand for conversational Al is loud and clear. Nearly 87% of organizations say their
customers want more self-service options and 83% want more Al-powered customer Product information and recommendations

service solutions. Customers crave faster answers, 24/7 support, and fewer hoops to

jump through.

And businesses are racing to deliver. Most have already launched or are in the process of Order processing and tracking

rolling out conversational Al. In customer service, one in three organizations are in final
Implementation, and another 28% have already fully deployed. The momentum is even

stronger in sales, where 59% are in late-stage rollout. Sales inguifesand lead qualification

50%

This trend is highest in industries like manufacturing (73%), healthcare (70%), technology
(59%), and retail (64%).

It's clear: Al is no longer experimental - it's operational. The next challenge isn’t about Top conversational Al use cases

whether to build, it's about how to build smartly with flexibility for whatever comes next.



The

Our strategy will shift
towards implementing

that adapt
dynamically based on
customer history and
behavioral insights.

There’s no one-size-fits-all when it comes to Al models.
Only 19% of organizations rely on a single model across

all use cases — 81% are mixing and matching models
to fit specific needs. Why? Because flexibility is the
new safeguard.

Most businesses have learned that lock-in
kills innovation.

70% say they have a fully customizable
conversational Al solution (33% built in-house and
37% built with external support).

wins

We plan to include
into
conversational Al, providing

toa
global consumer base.

65% say modular Al lets them deploy incrementally
without disrupting existing systems.

61% use this approach to test Al in specific use cases
before expanding.

And they’re designing for change. While 59%

of organizations expect to replace their current
conversational Al solution within a year, a staggering
99% say the same about their overall CAl strategy. That’s
not buyer’s remorse — it’s by design.

Our focus willmmove to
with
conversational Al anticipating
client needs before they
seek us out.

Al stacks are becoming intentionally replaceable for
good reason. Technology is evolving so quickly that
businesses need the flexibility to take advantage of new
Al models, channels, and capabilities without ripping
out their existing systems. The new winning pattern

Is modular, multi-model, and measured — designed

to modernize incrementally, upgrade rapidly, and

adopt emerging technology as it arrives. In the world

of Al, agility isn’t a nice-to-have; it’s the architecture of
resilience and future-proofing.
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Al models will keep changing. You heed a conversational
Al partner built for that reality. Twilio gives you the
modularity to swap LLMS, test, and iterate — all while
driving higher customer satisfaction. That’s the beauty
of Twilio: a lasting foundation of communications

and data with the flexibility to

evolve your Al, hot lock it in.

Andy O’'Dower
VP, Product - VVoice & Video
Twilio
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The challenge: Balancing
ambition with reality

Al promises efficiency, but it doesn’t come cheap. Eighty-one percent of business leaders
say keeping up with rapidly evolving Al models is expensive. Building and maintaining

conversational Al requires serious investment across technology and talent:

= Headcount: On average, organizations dedicate 29 specialists to building and
Implementing CAl experiences. But the work doesn’t end at launch, most teams grow to
about 36 people focused on ongoing optimization and maintenance.

= Vendors: The Al landscape is shifting fast. Vendors change, models evolve, and the
cost of getting it wrong is high. To stay agile, many organizations are hedging risk with
shorter contracts and modular systems, recognizing that flexibility is the only constant in
the space.

= Human intervention: Al isn’t here to replace humans, it’s here to work alongside them.
While 83% of business leaders believe conversational Al can replace human agents, 78% of
consumers say it’s critical to be able to switch from an Al agent to a human when needed.
Customers still want someone who understands their history and can step in seamlessly.

The reality? The two are far more powerful together. Al can handle the routine and repetitive,

while humans bring the empathy, judgment, and context that build trust.

Ability to deliver meaningful personalization

56%

Integrations with existing systems

Ability to deploy across channels

Provide context to agents

Businesses biggest challenges in delivering compelling
conversational Al experiences

The most successful organizations aren’t chasing
perfection; they’re desighing for adaptability by keeping
a human in the loop, building trust with transparency,
and making sure every conversation feels connected.
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Focusing on differentiation, partnering for the rest

“Hiring and training costly
is less
necessary when

outsourcing is used.”

Much like any technology, off-the-shelf solutions can result
in off-the-shelf experiences. The opportunity — and challenge
— lies in creating something that feels truly customized for
your end users. Building that kind of experience often means
complex builds, longer development timelines, and ongoing

maintenance that demands significant internal resources.

That’s why many organizations strategically delegate build
and maintenance to vendors while retaining control over
what matters most: customer context, sensitive data, and
brand experience.

In fact, only 35% of organizations say they handle
conversational Al build, development, and integration entirely

“External partners bring

and proven frameworks we
lack internally, helping us
build

iIn-house. The remaining 65% rely on occasional, mixed, or full
support from external teams — a trend that holds true for Al

maintenance as well.

Partnering with external vendors allows businesses to keep
pace with rapid innovation and:

= Overcome internal expertise gaps: Leverage vendor
knowledge without building full teams from scratch.

= Accelerate implementation: Tap pre-built solutions and
ready-made components for faster deployment.

= Simplify technical integration: Reduce friction when
connecting Al to existing systems.

Our strategy will shift
towards implementing

that adapt
cdynamically based on
customer history and
behavioral insights.

= Streamline upkeep: Offload maintenance demands while
keeping strategic oversight.

= Manage budgets more effectively: Balance spend
between internal innovation and external efficiency,

scaling investment as needs evolve.

By blending in-house expertise with vendor orchestration,
businesses get the best of both worlds: speed, efficiency,
and innovation — empowering teams to design for change,

not permanence.
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Trust: The hon-negotiable
foundation

In Al-powered customer engagement, speed, flexibility, and cost matter, but none of it
matters without trust. Security, compliance, and data ownership aren’t just technical

challenges; they are business imperatives.

= Compliance matters: 41% of organizations cite compliance and security as major
challenges when building and integrating Al.

= Trustis earned: Customers expect transparency about how their data is used, stored,
and protected. Without it, adoption suffers.

= Ownership is a differentiator: Keep your data yours. Make sure your vendors never
train external models using your information without your permission.

= Built-in security: Choose a platform that integrates security, privacy, and compliance
at every layer, helping your team deploy Al without compromising trust. Security and
privacy aren’t just nice-to-haves — 39% of organizations say these factors are the most
influential in their vendor selection and deployment strategy for conversational Al.

In a world where trust drives loyalty, security and data ownership aren’t just checkboxes,

they’re a competitive advantage.
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Responsiveness matters, but
relationships matter more

Al has already set the bar for responsiveness: 92% of consumers say that Al typically

replies in under 30 seconds when they reach out.
But speed alone doesn’t build trust.

Thirty-nine percent of consumers won’t wait at all for an Al agent, whereas 88% will for
a human. They’re also open to waiting twice as long to talk to a real person, up to 8.5

minutes vs. just 4.3 for Al.

Yet, fast replies aren’t enough to win over consumers. If the experience feels cold, robotic,
or unnatural, customers leave. Speed is still important, but to stand out, businesses must

make every interaction feel natural, relevant, and human.

17



Why aren’t sold on Al (yet)

Sure, most customers recognize Al's potential — 63% say it’s faster and 52% say it's more convenient to reach — but the majority still don’t

turn to it first. Only 46% actively seek support from Al agents.

Why the reluctance? The experience often falls short:

;I

“r’'ve REACHED THE €ND “PROCESSING...

“CAN YOU ASK el b2 PROCESSING...

PLEASE
e ENJOY THIS ARTICLE I STILL DON'T
AND AGAIN. " FOLLOW”
AND AGATN. FROM 2015.
a0
(v @O
say Al repeats itself or say Al never resolved say Al doesn’t always
gets stuck in loops. theirissue. understand what they’re asking.

“YACCENTS™?
LANGUAGES™

L ONLY SPEAK

s g
=

say Al misunderstands their
accents and say it doesn’t support
their language.
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Why customers aren’t sold on Al (yet)

80%
The real problem isn’'t technical, it's experiential. Customers find Al interactions too 67%

Impersonal and ineffective. In fact, only 39% of consumers describe Al agents as helpful,
while 51% say they feel robotic. 60%

45%

However, while most customers think they can instantly tell when they’re talking to Al -

75% say so via text and 72% via voice — they’re usually wrong. When tested, 90% couldn’t 40%
actually tell the difference between a human and Al. Interestingly, older generations were

better at spotting Al —12% of boomers and 14% of Gen X guessed correctly, compared to

: . . 20%
just 6% of Gen Z and 10% of millennials. 0%

What gives Al away? Consumers say the biggest tells are scripted-sounding responses

(42%), robotic language (41%), and generic answers (36%). 0%

>3 months <3 months

The good news is that the progress is clear. Customers aren’t anti-Al — they just want it to ago ago
deliver. In fact, 72% of consumers say they’d gladly use an Al agent if it could guarantee a

: Customer satisfaction with Al interactions over time
faster resolution than a human.

The takeaway: Al fails because it still feels artificial. Until conversations feel natural,
personal, and adaptive and deliver real understanding and resolutions, most will continue

seeing Al as a tool, not a trusted channel.
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User Data @

Virtual Agent o]

We just had a cancellation, would you
prefer the 2nd floor garden view like
your last visit?

The futureis bright for Al —
if you keep refining it

The landscape is evolving fast. Customers who interacted with Al just a few months ago
are far more satisfied (67%) than those who last used it over three months ago (45%) — a

clear sign of how quickly experiences are improving.

Openness to Al also varies significantly by generation. Younger, more digitally savvy
consumers are adopting Al more readily: 57% of Gen Z and 53% of millennials have
actively sought help from Al agents, compared to 38% of Gen X and 32% of boomers.
They also rate their experiences more positively, with Gen Z (65%) and millennials (69%)

giving higher ratings than Gen X (53%) and boomers (46%).

With Gen Z and millennials increasingly satisfied and engaged, their comfort with Al is
paving the path for wider adoption and stronger customer trust. Their confidence and
positive experiences signal that Al can evolve from a backup option to a trusted first
choice. Brands just need to keep iterating quickly, learning from every interaction, and
continuously optimizing their Al to earn trust, deliver better outcomes, and position

themselves to meet customer expectations today — and tomorrow.
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Businesses that want to successfully deploy conversational Al
for customer service, sales, and marketing need to prioritize
customer preferences in order to build long-term trust. As
with any hew technology, business leaders must be ready

to navigate a rapidly changing technical lancdscape. The key
capabilities to prioritize are flexibility, experimentation,

and continuous monitoring of the customer experience.

Inbal Shani
Chief product officer and

head of R&D at Twilio
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Smarter support, real results

Speed matters, but it’'s no longer the competitive edge. Businesses that succeed will
design Al to deliver understood interactions — where context, relevance, and empathy

matter as much as response time. For your organization, that means:

= Deploy Al where it builds confidence for simple, transactional, and repetitive tasks
with clear outcomes.

= Design frictionless human handoffs for any complex, emotional, or
high-stakes cases.

= Continually refine Al with real-world testing and customer feedback to close the
trust gap.

= Use data responsibly to make conversations feel richer and more personal.

The future belongs to Al that’s not just
fast, but nhatural and empathetic.
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THEHYBRID ’
FRONTLINE: HUMANS
AND AL, TOGETHER
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The new hybrid frontline

Customers have already sorted Al and humans into distinct roles. Now, it’s time for
businesses to do the same.

Al shouldn’t replace human agents, it should complement them:

= Al'srole: Al can triage issues, gather context, handle repeatable tasks, and draft
next steps.

= Humans’role: Human agents bring the emotional intelligence, life context, and
decision-making needed to handle complex or sensitive issues.

Understanding these roles and building your processes around them is the first step

toward building a hybrid frontline that actually works.

24



CHAPTERS3

What customers trust Al to do
Consumers trust Al for simple tasks, like to: - and nOt do

Track order/shipping status

Consumers have drawn a mental line: Al is perfect for convenience, while humans are
preferred for judgment, emotion, and trust.

= Where Al shines: Helping customers with simple, transactional tasks like basic tech
Share product details support, answering straightforward questions, tracking orders, and checking product
details.

= Where humans excel: Assisting with complex or sensitive issues. In fact, 69% of

AHSWE T basIE qHEtions customers prefer interacting with people over Al because when something goes wrong

they trust humans to understand them better (70%).

That doesn’t mean Al has no role in sensitive interactions. In highly regulated or complex

2elElicE PIOGHCHTE COTMENGapIS environments, Al can still drive efficiency and accuracy by triaging requests, gathering context,

scheduling appointments, or preparing information for a human — ensuring that human

agents step in with full context and care when needed. Businesses can further shift customer
perceptions by practicing strong data privacy standards, increasing transparency around
which interactions use Al, and sharing what data is being used and why.

51% of consumers say they’re uncomfortable And as Al systems improve and resolution rates rise, consumer confidence will follow. The
sharing personal or financial data with Al. businesses that refine their Al for empathy, trust, and seamless human collaboration will be

the ones empowering customers to do more — and do it with confidence.
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What customers actually want

Which tasks are best suited for Al, and which require a human touch? Consumers

trust human agents for high-stakes issues where empathy, reassurance, and real
understanding matter most. These include: assistance with medical issues (64%), making
an insurance claim (59%), handling returns or refunds (48%), and answering billing
questions (45%).

For simple, straightforward tasks, customers are happy to let Al take the lead. They say it’s

more efficient than a human agent when it comes to:

= Checking order/shipping status (41%)
= Resetting passwords (38%)
= Sharing product details (35%)

=  Answering general questions (32%)

Use Al to handle routine, transactional tasks efficiently, and empower human agents to
focus on complex, high-stakes interactions. By getting this balance right, businesses can
Increase adoption, improve resolution rates, and let customers get comfortable doing

more with Al over time.
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There’s a pyramid of conversational Al use cases. At the base are the
simple, high-volume calls — ‘1 can’t log in, ‘repeat my order. They’re quick,
transactional, and when automated they free up humans to focus on more
complexissues. As you move up the pyramid, Al shifts to empowering
agents. It becomes a copilot — listening to calls, surfacing context, and
helping agents make smarter decisions in real time. That’s where humans
shine: on the complex, high-value calls that actually build loyalty.

Andy O’'Dower
VP, Product - Voice & Video
Twilio
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Looking ahead: Al as a stepping
stone, not a silver bullet

Al isn’'t perfect, but it's constantly improving. Better access to real-time data, lower latency,
richer context, and improved models will soon make self-service more natural. In order to
increase your Al maturity even faster, just start small. Layer Al into existing systems and start

your journey: test, prove value, expand.

To minimize failure and maximize trust:

= Test & experiment: Pilot Al in low-risk areas, A/B test dialogue flows, and measure success

before scaling.

= Optimize models: Fine-tune LLMs and contextual data for your industry.

= Layer context deeply: Connect your models with rich, real-time customer data from your

r%,\)

CRM to give your Al agents additional context to provide more relevant responses.

= Detect dead ends: Escalate early when loops form.

) ) , , , _ The future isn’t faster bots; it’'s automation that understands, adapts, and works
= Monitor & iterate: Track performance and satisfaction continuously and refine your

. alongside humans to deliver trusted outcomes. No matter where you are on your CAl
models based on metrics and customer feedback. S y y

maturity journey, your business can start building a hybrid frontline today: leverage

= Train humans alongside Al: Give agents Al-assisted dashboards with transcripts, context, Al for speed and efficiency, empower humans for judgment and empathy, and
and suggestions so they can deliver faster, personalized service. continually iterate to improve resolution, trust, and customer satisfaction.
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. ONLY
Contextis the new currency REPORTED EXPERIENCING

A SEAMLESS HANDOFF FROM

Customer context is the foundation of personalization, yet most businesses still struggle
to deliver the seamless, tailored experiences customers expect. While 88% of consumers

say they want more personalized experiences, 56% of businesses name meeting those

expectations as a top challenge.

The reality falls short. More than half of consumers (54%) say Al agents rarely or never
have previous context about them. And when interactions move from Al to a human
agent, only 15% of customers feel the human has full context from the Al conversation.

This gap doesn’t just slow things down, it also chips away at trust.

ARE UNEASY ABOUT AIDATA

Context is sensitive, but manageable. Even if you could pass every detail to Al, customers
PRIVACY —

may be cautious about sharing personal or financial information. In fact, 66% of OFf ANY AGE GROUP

consumers say they wouldn’t prefer, or feel uneasy, providing an Al agent with all

previous context from interactions.
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Protecting privacy while
powering service

The good news is that Al can handle sensitive information safely when paired with
compliance measures. Redaction, encryption, and PCl-compliant workflows let
businesses leverage context for efficiency and personalization while protecting customer
data. With these safeguards in place, Al can still power automation without putting trust
or privacy at risk.

It’s also not all-or-nothing. Instead of passing along full customer conversation
transcripts, businesses can share call and chat summaries and sentiment insights to
capture key topics, tone, and intent so agents (human or Al) can quickly get up to speed
without exposing sensitive details. This approach builds continuity and trust, giving

agents the context they need to better serve an individual.

For example, customers might start a loan application with an Al agent for convenience,
but they expect to finish it with a human. They want speed and relevance, but only within

boundaries of consent and control.

Customer feedback collection for Al improvement

50%

Regular training and updates to improve Al accuracy

45%

Use of customer data for personalized responses

43%

43%

Transparent data privacy and security practices

How businesses ensure trust and personalization in
Al interactions
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WHAT DATA SOURCES

LN
CONVERSATIONAL AL

Conversation and interaction history
Website and app usage

Customer demographics

Purchase history/ transaction

Data customer data platform

The payoffisreal

While it's no surprise, perfecting personalization can directly benefit your business. When
Al delivers relevant, context-aware experiences across every channel, the benefits are real

and measurable. Organizations that invest in conversational Al personalization report:

= Higher customer satisfaction and engagement (45%)
= |ncreased loyalty and retention (43%)

= Better customer insights (43%)

= Higher revenue (36%)

But the value goes beyond a single interaction. Context-aware Al builds trust, continuity,
and a seamless experience that keeps customers coming back — no matter where or how

they engage with your brand.

Personalization fuels more than a single interaction. It creates trust and continuity that
builds relationships. Make it obvious to customers what context is being used, give

them control to opt in, and ensure that context follows them securely across channels
and handoffs.

The result: Al that doesn’t just respond — it understands. And businesses that deliver this
level of personalization set themselves apart in a world where customers expect nothing

less than seamless, context-aware interactions everywhere they connect with your brand.



Testing and iterating are essential for conversational Al. To prove
a use case works before going to production, you need data
end-to-end — front-end data to personalize the experience,

and back-end data to understand what went right or wrong.
Was latency caused by a weak connection or the model itself?
With complete data, you can find out and keep improving.

Andy O’'Dower
VP, Product - Voice & Video
Twilio
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Contextisn’t just a technical capability;
it’s a competitive advantage

Context transforms disconnected interactions into seamless experiences. Customers
don’t reward channel sprawl; they reward brands that remember them, respect their

privacy, and make each conversation feel effortless.

The winning move for businesses:

= Consent: Make it clear what context is being used
= Clarity: Let customers opt in

=  Continuity: Carry that context securely wherever they go

Because in today’s world, context
isn’t just information —it’s trust.
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o
v
[

\

34



CONCLUSION




CONCLUSION

Give faster and more accurate answers

Know when to escalate to a human

48%

Understand complex or emotional issues

Be transparent when using Al vs. a human

43%

How consumers think businesses should improve their
Al agents over the next 3 years

What customers want next and
how leaders will respond

Conversational Al is still evolving, but it
offers a huge opportunity for businesses

to drive efficiency, trust, and customer
satisfaction. Customers may be lukewarm
on current Al experiences, but they are
hopeful about the technology’s future. They
see the potential for Al to make service
faster, smarter,and more seamless — as
long as businesses earn their trust along

the way.

That trust will come from progress in

the areas customers care about most:
delivering faster, more accurate answers,
knowing when to escalate to a human,
handling complex or emotional issues,
and being transparent about when they’re
talking to Al.

Businesses are already investing to meet
these expectations. Nearly all organizations
(99%) plan to evolve their conversational Al

strategies in the next year, focusing on:

= Enhanced personalization and
context awareness

= Omnichanneland
multi-platform integration

= A shift from reactive to proactive Al

= Advanced automation and
smarter handoffs

= Multilingual and global expansion

Organizations that iterate quickly, refine
experiences continuously, and prioritize
human-Al collaboration will be the

ones setting the standard for customer

engagement in the years ahead.
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How to win:

= Build a composable, replaceable stack for long-term agility
= Continue refining your LLMs to improve Al interactions

= Build a hybrid frontline that embraces the convenience of Al and the empathy of
human agents

= Make context portable and permissioned across every channel

Do this and you'll capture Al's advantages in speed and efficiency without sacrificing the

trust and connection that keep customers loyal.

This isn’t a rip-and-replace mandate — it's a maturity journey. Start small, prove value
through contained use cases, and modernize at your own pace. Partnering with the right
platform like Twilio lets you layer Al into existing systems without disruption, scaling as

both technology and expectations evolve.

The takeaway? Trust is earned incrementally. Start now, show results, and build from
there because customers will reward the brands that get this right, and they’ll remember

the ones that got there first.
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Built for flexibility

Twilio is platform agnostic by design and doesn’t ask you to rip and replace — it lets you
swap, scale, and modernize on your terms. It integrates with your existing tech stack,
giving you the freedom to choose the LLMs and tools that work for your business today

and for whatever comes next.

Want to learn more about Twilio or try it for yourself?

Talk to sales Sign up for free

*This Conversational Al agent is powered by Twilio ConversationRelay and OpenAl, and may generate information that is inaccurate or otherwise does not meet your needs or expectations. You should independently verify this
generated information prior to using it, as Twilio is not responsible for your use of this generated information. Any generated information will in no way modify your agreement with Twilio covering your use of Twilio’s platform.
For information regarding how this Conversational Al agent processes and protects your personal information, please review Twilio’s Privacy Notice.


https://www.twilio.com/en-us/help/sales
https://login.twilio.com/u/signup?state=hKFo2SBzRE5Fdi1qTUNkWmR5Y3lqOUZGNVdaWHE2V1Fna3hfYaFur3VuaXZlcnNhbC1sb2dpbqN0aWTZIGxZa1NVLVZQTVpiNExTY19XbnNtcng5OG1yMXFfd25xo2NpZNkgTW05M1lTTDVSclpmNzdobUlKZFI3QktZYjZPOXV1cks&_gl=1*yvbb94*_gcl_au*MTA5NzcyMDMyOC4xNzU2OTk0ODkz*_ga*MjA5NTIyNjkwNy4xNzU2OTk0ODkz*_ga_RRP8K4M4F3*czE3NjM1NjQ0NjQkbzQ5JGcwJHQxNzYzNTY0NDY0JGo2MCRsMCRoMA..

G twilio

Today’s leading companies trust Twilio’s Customer Engagement Platform (CEP) to build direct, personalized relationships
with their customers everywhere in the world. Twilio enables companies to use their communications and data to add
intelligence and security to every step of the customer journey, from sales to marketing to growth, customer service and
many more engagement use cases in a flexible, programmatic way. Across 180 countries, millions of developers and
hundreds of thousands of businesses use Twilio to create magical experiences for their customers.

For more information about Twilio (NYSE: TWLO), visit: www.twilio.com.
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