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EXECUTIVE
SUMMARY

Across industries as diverse as healthcare, retail,
telecom, and financial services, one thing is consistently
clear: customer experience is critical. Businesses invest
heavily in customer experience because even incremental
improvements can have a big impact on growth and
retention. The COVID-19 pandemic represented a major
acceleration to pre-existing trends. We’ve jumped ahead
several years. Customers now expect personalized
experiences, 24 hour support, and instant access to the
brands they do business with, and enterprises who can
differentiate themselves become leaders.

Enterprises look to a number of technologies to improve
customer experience, and one of the fastest growing

solutions is conversational Al

Conversational Al offers two crucial benefits: the ability
to automate two-way natural language conversations
with customers, and the ability to understand
customers’ needs through analyzing conversations.
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In 2021, Rasa engaged Dimensional Research to survey engineers, product leaders, and executives building virtual assistants.
Customer experience emerged as the top use case among enterprises using conversational Al, along with these key findings:

Customer-facing virtual assistants 7' Investments in conversational
vastly outnumber other use cases, Al are increasing

with the need for 24-hour support

driving development

72%o of organizations leverage their assistants for 55%o of respondents expected their conversational Al
customer-facing operations, although larger budgets to increase in the coming year, and 13% said
organizations reported using assistants for internal they expected it to increase significantly. Businesses
operations as well. Of those leveraging assistants for that have already taken steps toward building virtual
customer service, 64% were motivated by providing assistants are doubling down on that investment.

24-hour support to customers.
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Y

I\ 7 Many organizations are still
at an early stage of
conversational Al maturity

About one third of organizations surveyed are

currently in production with virtual assistants.

The top barrier reported is a lack of experience
building virtual assistants, showing that companies
are still in the process of developing the people,
processes, and patterns needed for successful
deployment.

@% Customer satisfaction is the
@ top metric for measuring the

success of a virtual assistant

70%b reported that customer satisfaction metrics

were used to track the success of virtual assistants,
indicating that value to the customer outweighs

immediate business benefits like cost savings.

CONVERSATIONAL Al IN CUSTOMER EXPERIENCE | RASA



RESEARCH
METHODOLOGY

The primary research goal was to understand the
awareness, attitudes, and experiences of individuals

experienced with conversational Al.

The survey was fielded to a mix of independent
technology stakeholders plus Rasa internal sources.
Responses were captured between March 31 and April
13, 2021. A total of 442 qualified individuals
completed the survey. All had professional
responsibility for conversational Al and are currently
using a conversational Al platform. A wide range of

roles, company sizes, and regions were represented.

About Dimensional Research

Dimensional Research® provides practical market
research for technology companies. Dimensional
partners with clients to deliver actionable information
that reduces risks, increases customer satisfaction, and
grows the business. Dimensional researchers are experts
in the applications, devices, and infrastructure used by

modern businesses and their customers.
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Interviewed companies
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Customer service ranked Of those developing customer-facing use
the #1 use case for virtual cases,
assistants

While virtual assistants are deployed to solve an array of 79%
problems, customer-facing use cases—customer service

in particular—are the clear leader.

One notable finding is that many large organizations are

also employing virtual assistants for internal use cases,

such as automating helpdesk and HR functions. In some 79% reported that their assistant performed
cases, internal use cases may serve as pilot programs to customer service duties.

build conversational Al expertise and test technologies

before putting a virtual assistant in front of customers.
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72% 75%

72% of participants reported using virtual 38% described their use case as contact routing and

assistants in a customer-facing capacity 37% reported using their assistant for customer
intake, which combined adds up to 75% of
respondents who use virtual assistants automate and

streamline customers’ first point of contact.
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Customer facing use cases for
virtual assistants

38% 31% 27% 25%

o Customer routing Retail & Booking Delivery
79% . -
product services services

Customer service selection

37% 31%

Customer intake Surveys

20%
Location-based
search

n= have customer facing virtual assistants
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24 -hour support and cost
savings top the list of
motivations

What’s leading companies to invest in virtual
assistants?

The top reason reported was the need to provide
2/4-hour support, selected by 64% of respondents. The
rise of around-the-clock support coincides with
customers’ growing preference for self-serve support
options.

Customers are more willing than ever to adopt
automated support channels for the convenience of

immediate assistance.

But 24-hour support isn’t the only reason businesses

are implementing virtual assistants.

Cost savings ranked a close second, selected by 59% of
respondents. Many organizations field thousands of
contacts each week for simple requests, many of which
lend themselves to automation. Companies adopting
virtual assistants can net substantial savings by
removing simple requests from agents’ support queues,
freeing human agents to take on more challenging

problems.

Taken together, these two motivations illustrate why so
many businesses implement conversational Al: virtual
assistants offer value to customers and to

organizations in equal measure.
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End users need 24
hour support

Cost savings
Employee productivity

High or fluctuating
contact center volume

Brand loyalty

Other

0%

10%

Business motivation for

implementing virtual assistants

20%

in companies

30%

40%

50%
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60% 70%
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The enterprise
conversational Al landscape

Many maintain multiple assistants

While the majority (39%) reported having 1-2 virtual
assistants in their organization, a full 53% reported
having more than 3. Of those, 16% have more than 10

assistants.

Nearly 75% of respondents report having a

conversational Al team
@ There is no team of any kind - just

49% of organizations reported that assistants were individuals working on projects
delivered by a single cross-functional team, while 21% @ A cross-functional team of individuals
reported a centralized team structure that served multiple from various groups
orgs. 7% reported multiple teams assigned to different @ Centralized team that serves multiple organizations
business units, a figure that correlated with having Multiple teams each reporting into a business unit
multiple virtual assistants within the organization.
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Just starting to
develop

Working toward
production

Evaluating
conversational

Al
Production
How long have these
 conversational Al models been
in production? :
6% 10% 7% 4% 6%
Less than 12 1year 2 years 3years More than
months 3 years

15

Many organizations are still at an early level

of conversational Al maturity

A third of those surveyed said that their virtual
assistants are currently in production. Of the 30% in
production, about half (16%) have been in production

for less than two years.

Experience and technology are the primary
challenges to conversational Al adoption

£41% reported that limited experience building virtual
assistants was a barrier, a figure that reflects the relatively
short period of time many organizations have been in
production. Those who took the survey reported using a
range of conversational Al platform technologies,
including homegrown or custom solutions, and

technology limitations came in at a close second, at 40% .
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How long have these
conversational Al models been
in production?
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Conversational Al in CX:
Rising trends

Across our research, a picture emerges pointing to
conversational AI’s growing role in customer
experience strategy. While businesses initially identify
virtual assistants as a way to save operational costs,
customer satisfaction is actually the top metric used to

track the assistant’s ongoing success.

17

—> 70% of organizations use customer satisfaction to
measure the success of conversational Al initiatives

And, conversational Al is only becoming more
prevalent. While many organizations are still in
development or early production with conversational
Al, a wide majority of organizations plan to increase

their investment in virtual assistants.
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—> 88% expect their use of virtual assistants to increase in
the next five years

Another standout trend is the rapid adoption of voice.
Once seen as futuristic technology impractical for
everyday use, voice is becoming mainstream. Almost half
(47%) of respondents incorporate voice today, although
only 1in 5 (18%) are in production with it. Those already

using voice are committed to further investment.

Yes

Haven’t decided

yet O ‘

No 10%

—> 86% of organizations plan to expand their
use of voice for conversational Al
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SUMMARY

Customer experience is the sum total of many small
interactions: Being helped quickly, without waiting in
line. A personalized greeting. Getting help without

having to wait until the next business day.

However, as businesses grow, these types of interactions
become increasingly difficult to provide. Human-staffed
call centers are expensive and complex to scale, while
self-serve options like website portals often don’t solve
the customer’s problem—leading customers back to the
call center. For customers, assistants provide a way to
express what they need using natural language and get
help immediately. For enterprises, assistants provide an
effective and scalable way to automate customer

inquiries.

It’s little surprise that research shows that customer

service is the number one use case for virtual assistants.

Our 2021 survey of conversational Al practitioners shows
that while barriers remain to getting assistants in
production, many are already seeing returns on their
investments in terms of customer satisfaction, retention,

and offset costs.
What’s on the horizon?

As more companies increase their investment in
conversational Al, we expect to see virtual assistants
grow rapidly in sophistication and capabilities. In turn,

innovation will become a competitive necessity.

Companies who establish conversational teams and
master conversational technologies today position
themselves to set the standards for customer

experience in coming years.
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About Rasa

Rasa is the leading conversational Al platform, enabling
enterprises to build a next-level customer experience.
Rasa’s platform was built to create enterprise-grade
virtual assistants, allowing personalized conversations

with customers - at scale.

Rasa’s conversational Al platform allows companies to
build better customer experiences by lowering costs
through automation, improving customer satisfaction,
and providing a scalable way to gather customer
intelligence. Rasa’s platform is powered by Rasa Open
Source, which has seen more than 10 million downloads
since launch, and is supported by a friendly,
fast-growing community learning from each other and
working together to make better text- and voice-based

AT assistants.

I 20

Rasa runs in production everywhere from startups to
Fortune 500s, and provides the data privacy, security,
and scalability needed by enterprises of every size. Rasa
is privately held, with funding from Accel, Andreessen

Horowitz, Basis Set Ventures, and others.

Rasa was founded in 2016 and has offices in San
Francisco, Berlin, and Edinburgh, in addition to remote

employees based around the globe.

Developers at leading companies use Rasa
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