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10 Case Studies: How Businesses Transformed with Al Chatbots

& Virtual Agents
1. E-Commerce: Sephora — Al-Powered Virtual Assistant for Personalized
Shopping
Why AI?

Sephora recognized the growing need for a more personalized and engaging online shopping
experience to better serve its customers. While in-store beauty advisors could offer expert advice
and product recommendations tailored to customers’ specific needs, Sephora needed to bridge this
gap in the online shopping environment, where many customers struggled to find the right products
without expert guidance. To achieve this, Sephora turned to artificial intelligence (Al) to enhance
customer engagement, improve conversion rates, and create a more seamless and personalized
shopping experience for users online. The Al-powered solution would also enable Sephora to cater
to a broader audience by replicating the in-store beauty consultant experience.

Before Al:

Prior to implementing Al, Sephora’s e-commerce platform faced several challenges that hindered its
customers’ shopping experience:

¢ High Cart Abandonment Rates: Customers often added products to their carts but
abandoned them without completing the purchase. One of the main reasons for this was
difficulty in choosing the right products. With beauty products like foundations, skincare, and
makeup, selecting the right items requires personalization that many online shoppers were
unable to experience. Without the guidance of a beauty expert, customers faced uncertainty
and confusion about which products were right for their specific needs.

¢ Foundation and Skin Tone Matching Challenges: Matching the right foundation shades or
identifying skincare products suited to a customer’s skin type were difficult for online
shoppers. This led to frustration, as customers were unable to visualize how products would
look or feel in real life, leading to abandoned carts or purchases of incorrect products.

e Lack of Personalized Assistance: Without a virtual beauty consultant to offer
recommendations or guide users through their beauty journey, customers often made
impulse buys that didn’t align with their needs, leading to high return rates. This not only
affected revenue but also reduced customer satisfaction and loyalty.

¢ Missed Engagement Opportunities: Sephora also lacked an easy, scalable way to engage
with customers, especially in a personalized manner. As a result, the company struggled to
capture and maintain customer interest across its vast product range, missing out on
opportunities to guide users toward relevant purchases.

After Al:

To address these challenges, Sephoraimplemented an Al-powered chatbot designed to enhance the
online shopping experience by offering tailored beauty recommendations, product advice, and
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virtual try-ons. Powered by machine learning and customer data, the Al assistant was able to mimic
the personalized interaction a customer would experience with an in-store beauty consultant.

Personalized Product Recommendations: The Al chatbot offered tailored product
suggestions based on customers’ preferences, previous purchases, and responses to
personalized beauty quizzes. By analyzing data such as skin tone, beauty concerns, and
shopping history, the chatbot provided shoppers with curated recommendations, making the
decision-making process easier and more relevant.

Virtual Try-Ons: Sephora integrated an AR (augmented reality) feature that allowed users to
try on makeup virtually. This feature enabled customers to see how different products would
look on their face before making a purchase decision, thereby increasing customer
confidence and engagement. For instance, users could try different lipstick shades or
foundation tones, visualizing the results in real-time via their smartphone or computer.

Skincare Diagnostics: The Al chatbot helped users with skincare-related decisions by
offering skin assessments and personalized product advice. By asking targeted questions
about the user’s skin type, concerns, and goals, the chatbot recommended skincare
products suited to their unique needs, reducing the likelihood of customers selecting
incorrect items.

Enhanced Shopping Experience: The Al assistant replicated the experience of having an
expert beauty consultant available 24/7, providing customers with real-time advice whenever
they needed it. Whether they were shopping during the day or at night, the virtual assistant
was always there to answer questions, offer product insights, and assist with the selection
process, making the overall shopping experience more seamless and less stressful.

Increased Conversion Rates: With the introduction of the Al assistant, conversion rates
increased by 11%. Customers were more likely to complete purchases after receiving
personalized recommendations and virtual try-ons, as they felt more confident in their
product choices. This also contributed to reducing cart abandonment, as the chatbot helped
address customer uncertainties in real-time.

Reduced Return Rates: By ensuring that customers selected the right products the first
time, the Al assistant helped reduce return rates. Since customers were better informed
about product suitability, they were more likely to make successful purchases, reducing the
number of returns and exchanges that are typical in the beauty industry.

Increased Brand Loyalty and Customer Satisfaction: The Al-powered shopping experience
contributed to greater customer satisfaction as users appreciated the personalized service
and convenience. As a result, brand loyalty grew, with many customers returning to Sephora
for future purchases due to their positive experiences with the virtual assistant.

Impact:

The Al-powered virtual assistant proved to be a significant game-changer for Sephora, yielding
several key benefits:
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¢ Revenue Boost: With a 20% increase in conversion rates and improved customer
engagement, Sephora saw a significant boost in online revenue. Customers were more likely
to complete purchases, leading to increased sales volumes and profitability.

e Improved Customer Experience: The Al chatbot created a more dynamic, personalized
shopping journey that mimicked the in-store experience, making it easier for customers to
make informed decisions. By offering tailored recommendations, virtual try-ons, and
skincare diagnostics, Sephora elevated the shopping experience and strengthened its
reputation as a leader in beauty e-commerce.

e Enhanced Brand Loyalty: The personalized assistance fostered a deeper connection
between customers and the Sephora brand. With relevant recommendations and immediate
support, customers felt valued and understood, which contributed to improved brand loyalty
and repeat business.

e Scalable and Efficient Operations: With Al handling a significant volume of product
recommendations, Sephora was able to scale its customer support without increasing
headcount. The virtual assistant provided round-the-clock service, allowing Sephora to cater
to customers in different time zones and handle inquiries efficiently.

Overall, the integration of Al into Sephora’s e-commerce strategy not only enhanced the online
shopping experience but also drove business growth, customer engagement, and brand loyalty. By
embracing personalization and Al technology, Sephora has solidified its position as a cutting-edge
innovator in the beauty retail industry.
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2. Banking: Bank of America - “Erica” Al Chatbot for Customer Support
Why AI?

Bank of America sought to enhance customer service by reducing wait times and streamlining
financial support for their customers. With a growing customer base and increasing demand for
quick resolutions, the bank recognized that Al could significantly improve service efficiency. The goal
was to offer 24/7 instant support for routine banking inquiries such as account balances, transaction
details, and fraud alerts. By implementing an Al-powered solution, Bank of America aimed to reduce
the strain on human agents and provide customers with a self-service experience that was both fast
and accessible.

Before Al:

Prior to the implementation of Al, Bank of America faced several challenges in providing timely
support to its customers:

Long Wait Times: Customers often experienced long wait times when reaching out to
support for basic inquiries, such as checking account balances, disputing transactions, or
requesting assistance with account settings.

Overwhelmed Human Agents: As customer inquiries grew in volume and complexity,
human agents were frequently overwhelmed, leading to delayed responses and increased
frustration among customers. The reliance on live agents for common banking tasks was
inefficient and limited the bank's ability to respond swiftly to customer needs.

Inadequate Self-Service Options: Although some self-service options existed, they were
limited in scope and difficult to navigate, leading many customers to abandon them and
resort to waiting for a human representative. This inefficiency caused customer
dissatisfaction and missed opportunities for the bank to improve service quality.

After Al:

The introduction of Erica, Bank of America's Al-powered chatbot, revolutionized the way the bank
interacted with its customers:

Instant, Round-the-Clock Assistance: Erica was available 24/7, offering immediate
responses to a wide range of banking inquiries. Whether customers wanted to check account
balances, track transactions, or receive fraud alerts, Erica could handle these tasks instantly
and accurately, without the need for human intervention. This helped reduce wait times
significantly, allowing customers to self-serve without waiting in line for an agent.

Proactive Financial Insights: In addition to answering basic questions, Erica also provided
proactive financialinsights, offering suggestions on budgeting, spending patterns, and saving
tips based on customers’ transaction histories. This added value to the customer experience
by helping users better manage their finances.
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¢ Fraud Alerts and Security: Erica helped safeguard customers by providing real-time fraud
alerts when suspicious activity was detected in their accounts. This immediate notification
empowered customers to take action quickly, reducing the risk of further fraudulent activity.

e Transaction Tracking: Customers could easily track their transactions with Erica, whether it
was for understanding payment history, pending transactions, or disputed charges. This
provided greater transparency and confidence in the bank’s operations.

¢ Improved Self-Service Efficiency: Thanks to Erica’s ability to handle 1 billion customer
inquiries and manage a wide range of banking tasks, Bank of America saw a 20% increase in
self-service efficiency. This led to a significant reduction in the volume of calls and inquiries
directed to human agents, freeing up staff to focus on more complex issues that required
personalized attention.

e Cost Reduction: The automation of routine inquiries also allowed the bank to reduce
operational costs. With Erica managing the bulk of customer interactions, Bank of America
was able to reallocate resources more effectively, ultimately lowering the cost of customer
service operations.

Impact:

The introduction of Erica had a significant impact on Bank of America's ability to deliver high-quality
customer service:

¢ Enhanced Customer Satisfaction: Customers benefited from faster response times and the
ability to access information at their convenience, without waiting for a live agent. The
proactive nature of Erica, which suggested financial tips and kept customers informed about
fraud, contributed to a higher level of satisfaction.

e Operational Efficiency: Bank of America’s Al-driven system helped streamline operations,
resulting in cost savings, faster processing times, and a better allocation of resources.

¢ Reduced Dependency on Human Agents: With Erica handling over a billion customer
inquiries, the dependency on human agents for routine tasks decreased substantially. This
allowed human representatives to focus on higher-level issues, improving the overall quality
of customer service.

e Increased Accessibility: Erica provided 24/7 support, enabling customers to access
services at any time of day or night. This enhanced the bank's accessibility and catered to
customers in various time zones, helping the bank meet the demands of a global audience.

Overall, Erica allowed Bank of America to provide a seamless, efficient, and secure banking
experience for its customers, improving satisfaction, reducing costs, and enhancing service delivery.
By harnessing the power of Al, the bank positioned itself as a leader in customer service innovation
in the financial sector.
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3. Hospitality: Hilton Hotels — Al Concierge “Connie”
Why AI?

Hilton Hotels sought an innovative way to assist guests with local recommendations, hotel
amenities, and general inquiries, while enhancing their overall stay experience. The company was
aiming to reduce the burden on front desk staff by implementing a system that could efficiently
handle repetitive guest queries. The goal was to ensure that guests had access to personalized
service 24/7, without overloading human staff with simple inquiries. Additionally, Hilton sought to
elevate the guest experience by introducing technology that could provide quick, tailored
suggestions for various needs—without compromising the human touch that Hilton is known for in
its premium hospitality services.

Before Al:

Before the introduction of Al, front desk staff at Hilton Hotels spent an overwhelming amount of time
answering common and repetitive questions, such as:

¢ Information about local attractions: Guests frequently asked about the best places to visit,
local entertainment, and things to do in the area.

¢ Dining recommendations: Guests often needed help with suggestions for restaurants,
cafes, and nearby food options.

e Hotel services: Many guests inquired about the amenities offered at the hotel, such as
fitness facilities, pool hours, room service, and available upgrades.

This influx of routine inquiries slowed down response times for guests needing personalized
concierge-level services. High volumes of repetitive questions meant that front desk staff had less
time to focus on more specialized guest requests, impacting the overall guest experience. Wait times
at the front desk increased, and guests grew frustrated with the lack of immediate information.
Customer satisfaction scores took a hit, as guests felt that their needs were not being met promptly.

After Al:

To improve efficiency and elevate the guest experience, Hilton introduced Connie, an Al-powered
concierge developed using IBM Watson and WayBlazer. Connie was designed to address a range of
needs and queries, offering a seamless digital experience for guests.

o Instant Recommendations: Connie provided immediate recommendations for local
attractions, restaurants, and hotel amenities. Guests could now easily access tailored
suggestions at any time, 24/7, without needing to wait in line or call the front desk. This
personalization was powered by Al’s ability to analyze guest preferences, location, and even
past interactions, ensuring that the recommendations were relevant and timely.

o Efficient Handling of Routine Inquiries: Connie handled frequently asked questions, such
as check-in and check-out times, directions to local hotspots, hotel service offerings, and
event schedules. By quickly answering these common queries, Connie freed up front desk
staff to focus on more complex or urgent tasks that required a human touch.
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e 24/7 Availability: Unlike human staff, Connie was always available, offering an uninterrupted
service at any time of day or night. Whether it was early morning or late at night, guests could
receive answers and assistance, leading to a greater sense of convenience and accessibility.

¢ Increased Upsells: With Connie’s personalized service, Hilton saw a 15% increase in
upsells, such as spa bookings, room upgrades, and reservations for premium services. The
Al concierge made it easy for guests to discover additional offerings at the hotel, leading to
more bookings for high-value services. Connie’s ability to suggest services based on guests’
preferences and interests led to enhanced revenue streams for Hilton.

e Improved Guest Satisfaction: Guests appreciated the convenience and personalized
recommendations Connie provided, leading to improved guest satisfaction scores. They no
longer had to wait in long lines or deal with busy front desk staff. The ability to access
information and services instantly and 24/7 created a more efficient, enjoyable stay, which
contributed to positive online reviews and higher rates of repeat business.

Impact:

By integrating Connie, Hilton successfully leveraged Al technology to create a more personalized,
engaging, and efficient guest experience. The digital concierge alleviated the workload of front desk
staff, allowing them to focus on premium hospitality tasks, such as helping guests with complex
requests or ensuring special needs were met. Atthe same time, Hilton enhanced guest engagement,
upsold services, and improved overall satisfaction.

Incorporating Al into their operations allowed Hilton to provide a highly tailored guest experience,
making each visit feel more connected, while maintaining the human touch that Hilton is known for.
This blend of technology and personal service positioned Hilton as a leader in innovative hospitality,
creating a competitive edge in an increasingly digitalized market.
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4. Healthcare: Babylon Health — Al Chatbot for Virtual Consultations
Why AI?

Babylon Health sought to reduce the burden on healthcare providers and improve patient access to
timely medical advice. The healthcare system often faced bottlenecks due to an overwhelming
number of non-urgent patient inquiries, which delayed appointments for those with urgent medical
needs. In addition, healthcare professionals were stretched thin, leading to inefficiencies and longer
wait times. Babylon Health recognized that Al-powered solutions could help triage patients and
automate non-emergency consultations, ensuring that healthcare professionals could focus their
attention on more critical cases while improving access to healthcare for all.

Before Al:

Before the integration of Al, Babylon Health’s users often faced significant delays in accessing
healthcare services, leading to the following challenges:

Long wait times for consultations: Patients experienced delays when trying to schedule
consultations with doctors, especially for minor ailments or non-urgent issues. This not only
caused frustration for patients but also created a backlog in healthcare facilities.

Overwhelmed healthcare providers: Healthcare professionals were inundated with
inquiries and non-urgent cases, which took valuable time away from patients with serious
medical concerns. This overburdened system led to inefficiencies in diagnosis and care
delivery.

Overcrowded healthcare facilities: Many patients visited hospitals or clinics for minor
illnesses that could be addressed through basic symptom checking, thus overcrowding
facilities and diverting resources from those who required urgent attention.

Increased pressure on doctors: Doctors and healthcare providers were unable to address
the increasing number of consultations promptly, which negatively impacted the overall
quality of care and patient outcomes.

After Al:

Babylon Health leveraged an Al-powered chatbot to offer virtual consultations and preliminary
medical assessments, significantly improving efficiency and patient care:

Instant symptom analysis: The Al chatbot allowed patients to receive immediate symptom
analysis by asking them questions related to their health concerns. This helped determine
the severity of their symptoms and offered initial recommendations or advice on whether the
issue required immediate medical attention or could be managed at home.

Reduced unnecessary doctor visits: By providing preliminary assessments, the Al chatbot
ensured that 40% fewer doctor visits were required for non-urgent cases. Only those patients
who needed professional care were directed to healthcare providers, reducing pressure on
hospitals and clinics.

10|Page



Case Studies for Implementing Al

¢ Streamlined operations: The integration of Al into the triage process made healthcare
operations more efficient by routing the right patients to the right resources. This allowed
healthcare professionals to dedicate more time and resources to urgent medical issues.

¢ Improved access to healthcare: Patients were able to access quick, reliable medical advice
without waiting for hours or days to see a healthcare professional. This was particularly
beneficial for patients in remote areas or those with limited access to healthcare facilities.

e General health education: The Al chatbot also served as an educational tool, offering
general health advice, wellness tips, and preventive measures, which empowered patients
to manage their health proactively.

¢ Medication reminders and mental health support: The chatbot helped patients remember
to take their medications on time and provided access to mental health resources, such as
stress management techniques or links to counseling services, improving overall patient
well-being.

By integrating Al into the patient care workflow, Babylon Health effectively reduced wait times,
ensured patients received timely care, and helped doctors focus on high-priority cases. This
approach not only improved the efficiency of the healthcare system but also enhanced patient
outcomes by providing faster, more personalized care.

In addition, Babylon Health’s Al chatbot contributed to cost savings by reducing unnecessary
healthcare visits and hospital admissions, making the healthcare system more sustainable.
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5. Retail: H&M - Al Chatbot for Fashion Recommendations
Why Al?

H&M sought to enhance its customers' online shopping experience by integrating Al-driven
personalization. The brand recognized that fashion shopping is highly subjective, with customers
often looking for inspiration, outfit coordination, and recommendations that match their personal
style. Traditional e-commerce filters and search bars were not enough to provide an engaging and
intuitive experience, leading to lost sales opportunities. To bridge this gap, H&M introduced an Al
chatbot capable of offering dynamic, real-time fashion suggestions based on user preferences,
browsing behavior, and past purchases.

Before Al:

Customers often struggled with product discovery, leading to a decline in online engagement and
increased bounce rates. Many users found it difficult to navigate the extensive catalog, resulting in
frustration and decision fatigue. Without personalized guidance, shoppers were less likely to
complete purchases, leading to higher cart abandonment rates and lower conversion rates.
Additionally, customer service teams were frequently overwhelmed with inquiries regarding outfit
recommendations, sizing, and style advice, making it difficult to provide a seamless shopping
experience.

After Al:

H&M'’s Al chatbot transformed the shopping experience by acting as a virtual stylist. Using machine
learning and natural language processing, the chatbot engaged with users in real-time
conversations, asking about their fashion preferences, occasion-specific needs, and desired styles.
It analyzed previous purchases and browsing habits to curate personalized outfit recommendations.

Key benefits included:
e A 30% increase inonline sales due to improved product discovery and personalization.

e A 20% reduction in cart abandonment rates, as customers found suitable products more
quickly.

¢ Enhanced customer engagement, with users spending more time interacting with the
chatbot and exploring curated fashion suggestions.

e A decrease in support tickets for product-related inquiries, freeing up customer service
teams for more complex issues.

The success of H&M’s Al chatbot demonstrated the power of Al-driven personalization in the fashion
industry, enabling a seamless, engaging, and highly customized shopping journey for customers.
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6. Insurance: Lemonade — Al Claims Processing Agent “Maya”
Why Al?

Lemonade, a digital insurance company, wanted to revolutionize the traditionally slow and
cumbersome claims process by leveraging artificial intelligence. The insurance industry has long
been plagued by lengthy claim approvals, complex paperwork, and potential fraud, leading to
customer frustration and inefficiencies. By implementing an Al-powered claims processing agent,
Maya, Lemonade aimed to provide instant claim resolutions, enhance fraud detection, and
significantly improve customer satisfaction.

Before Al:

Traditional insurance claims processing was time-consuming, often taking days or even weeks due
to manual verification, human error, and paperwork-heavy procedures. Customers frequently faced
delays while waiting for adjusters to assess damage, verify claims, and approve payouts.
Additionally, fraudulent claims were a persistent challenge, increasing operational costs for
insurance companies. These inefficiencies created a poor customer experience, leading to
dissatisfaction and lower retention rates.

After Al:

Maya, Lemonade’s Al-driven claims processing agent, transformed the insurance claims process by
using advanced algorithms to evaluate claims instantly.

e Faster claim approvals: Maya processed simple claims in as little as three seconds,
reducing wait times drastically.

o Fraud detection: Al analyzed patterns in claim data, identifying potential fraud with a higher
degree of accuracy than manual reviews.

¢ Increased customer satisfaction: With instant payouts for legitimate claims, policyholders
experienced a seamless, hassle-free claims process, boosting Lemonade’s Net Promoter
Score (NPS).

e Operational efficiency: Automating claims processing reduced the workload for human
agents, allowing them to focus on more complex cases.

Lemonade’s use of Al in claims management set a new industry standard, proving that automation,
transparency, and customer-centric innovation can redefine the insurance experience.
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7. Logistics: UPS — Al Chatbot for Shipment Tracking
Why Al?

UPS, one of the largest logistics and package delivery companies in the world, sought to enhance
customer service by providing real-time shipment tracking and reducing the burden on human
agents. With millions of daily deliveries, customer inquiries about package statuses were
overwhelming call centers and online support teams. By implementing an Al chatbot, UPS aimed to
provide instant, automated tracking responses, reduce wait times, and improve overall customer
satisfaction.

Before Al:

Prior to using Al-powered customer service, UPS relied heavily on human agents to handle package
tracking inquiries. This approach led to:

e Overwhelmed customer service teams: High call volumes and chat inquiries regarding
delivery times and lost shipments created bottlenecks.

e Long wait times for customers: Many customers experienced delays in getting tracking
updates, leading to frustration and dissatisfaction.

¢ Inefficient use of resources: Human agents spent a significant amount of time answering
repetitive tracking requests instead of handling more complex logistics issues.

After Al:

UPS introduced an Al-powered chatbot capable of providing instant tracking updates and answering
common shipping-related questions. The chatbot was integrated into the UPS website, mobile app,
and even messaging platforms like Facebook Messenger and WhatsApp.

o Automated shipment tracking: The Al chatbot handled 80% of tracking requests, drastically
reducing the need for human intervention.

e 24/7 customer support: Customers could access real-time shipment details at any time,
improving accessibility and convenience.

o Faster response times: Instant replies meant customers no longer had to wait in call
queues, leading to higher satisfaction rates.

¢ Improved human agent efficiency: With routine inquiries managed by Al, human agents
were free to focus on more complex issues, such as rerouting lost packages or handling
delivery exceptions.

The introduction of Al in UPS’s customer service strategy not only streamlined logistics operations
but also enhanced customer experience, making shipment tracking more efficient and accessible.
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8. Food Industry: Domino’s Pizza — Al Chatbot “Dom?” for Ordering
Why Al?

Domino’s Pizza sought to streamline its ordering process and enhance the customer experience
through automation. The goal was to reduce friction, speed up order placements, and ultimately
drive higher sales and engagement. With customers increasingly turning to mobile apps and digital
platforms to place orders, Domino’s wanted to integrate an Al-powered chatbot that would allow
users to quickly and efficiently place orders through voice, text, and app interfaces.

Before Al:

Before the introduction of “Dom,” Domino's relied on traditional ordering methods through phone
calls and app-based ordering. Challenges included:

o Order delays and inefficiencies: Customers often faced long wait times when placing orders
through phone calls, and even app-based orders could sometimes be delayed due to high
volumes.

e User friction in the ordering process: Customers needed to navigate through multiple steps
to complete their orders, which could result in abandoned carts and lost sales.

o Limited engagement: While the Domino's app was functional, it did not provide a highly
interactive, personalized experience for each user, reducing overall app engagement.

After Al:

Incorporating the Dom Al chatbot transformed the entire ordering experience. The chatbot was
designed to facilitate seamless ordering across multiple platforms, including voice commands,
mobile apps, and web interfaces.

o Faster order processing: The chatbot automated the entire order-taking process, allowing
customers to simply speak or type their order, speeding up the process by 40%. Customers
could now order with just a few simple interactions, reducing the time spent navigating
through menus.

e Multichannel support: “Dom” was available across various platforms, including Domino’s
mobile app, Facebook Messenger, Google Home, and Amazon Alexa. Customers could place
orders hands-free with voice commands or interact with the chatbot through text.

e Personalized recommendations: The Al chatbot used data from previous orders to offer
personalized suggestions, enabling upsells and cross-sells. For example, “Dom” could
suggest side dishes, drinks, or even special offers based on the customer’s past preferences.

e Improved customer engagement: By simplifying the ordering process and adding
personalized touches, Domino’s saw higher app engagement and increased repeat
customers. The convenience of placing orders via voice command or text message resulted
in a more user-friendly experience, leading to more frequent use of the app and ultimately
boosting sales.
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The integration of Al into Domino’s ordering system helped the company deliver an enhanced,
frictionless experience, driving efficiency, boosting sales, and improving customer loyalty.
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9. Real Estate: Zillow — Al Chatbot for Property Recommendations
Why Al?

Zillow sought to enhance the property search process for potential buyers by leveraging Al
technology to offer personalized and instant property recommendations. With an extensive database
of real estate listings, Zillow wanted to make it easier for users to find homes that matched their
unique preferences and needs. By integrating an Al-powered chatbot, Zillow aimed to improve user
satisfaction, increase engagement, and ultimately boost lead conversions.

Before Al:

Before the implementation of Al chatbots, Zillow users had to manually filter through a vast number
of property listings based on broad search criteria such as price range, location, and number of
bedrooms. This often led to:

¢ Time-consuming searches: Users spent significant time sifting through countless listings,
often coming across properties that didn’t meet their specific needs.

e Frustration and abandonment: As a result, many potential buyers became frustrated with the
tedious process and abandoned their search.

e Limited personalization: Zillow’s search engine was capable of filtering listings based on
input parameters, but it lacked the ability to offer suggestions based on more personalized
preferences or behavioral insights.

After Al:

Zillow’s Al chatbot transformed the property discovery experience by providing more tailored and
dynamic search results based on individual buyer preferences and behaviors. The Al-powered
assistant guided users through a personalized search journey, improving the overall experience by:

¢ Instant personalized recommendations: The chatbot analyzed buyer preferences (e.g.,
budget, location, preferred amenities) and previous interactions to offer instant property
suggestions. Users didn’t have to sift through hundreds of listings manually anymore; the Al
narrowed down the options based on their needs, saving time and effort.

e Behavior-driven suggestions: The Al was able to track user activity and adjust
recommendations in real-time based on actions like browsing specific neighborhoods or
property types. For example, if a user frequently browsed homes with certain features (like a
pool or a large backyard), the chatbot would prioritize those types of properties in future
suggestions.

¢ Improved search accuracy: The chatbot’s ability to understand user preferences led to more
relevant property suggestions, ensuring that buyers were shown listings they were genuinely
interested in.

¢ Increased engagement and lead conversions: By offering tailored recommendations,
Zillow saw an improvement in user engagement, with more users continuing their property
searches on the platform and ultimately taking action, such as saving listings or contacting
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agents. As a result, lead conversions increased by 20%, driving better outcomes for both
Zillow and its real estate partners.

Zillow’s Al-driven approach not only simplified the home-buying process but also enhanced the
overall experience by making it more intuitive and customized for each user. The integration of the Al

chatbot helped Zillow stay competitive in the fast-paced real estate market and significantly
improved user satisfaction.
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10. Travel: KLM Royal Dutch Airlines — Al Customer Support Bot
Why AI?

KLM Royal Dutch Airlines sought a scalable solution to manage and streamline the growing volume
of customer service inquiries. With an increasing number of passengers seeking flight information,
updates, check-in assistance, and answers to frequently asked questions (FAQs), KLM needed an
efficient way to ensure faster response times while maintaining high-quality customer service. The
airline decided to implement an Al-powered customer support bot to handle routine queries and
lighten the load on human agents, ultimately improving both efficiency and customer satisfaction.

Before Al:

Before the Al chatbot was introduced, KLM’s customer service teams were overwhelmed by the high
volume of inquiries from passengers, particularly during peak travel seasons. Common issues and
inquiries included:

o Flight status updates: Passengers frequently asked about flight delays, cancellations, gate
changes, and baggage claims.

e Check-in assistance: Travelers often needed help with online check-ins, seat selection, and
boarding pass issues.

e Frequently asked questions (FAQs): Many customers inquired about airport services,
baggage policies, travel documentation, and more.

¢ Long wait times: With a limited number of human agents, customers often experienced
extended wait times, leading to frustration and reduced satisfaction.

This led to inefficient customer service operations, where agents spent a lot of time answering
repetitive, routine inquiries, which could have been handled automatically.

After Al:

KLM deployed an Al customer support bot that could handle a significant portion of the inquiries,
freeing up human agents to focus on more complex and personalized requests. The Al chatbot
powered by natural language processing (NLP) and machine learning, provided the following
benefits:

e 60% of routine queries automated: The Al bot was able to handle up to 60% of the most
common customer inquiries, including flight status updates, check-in assistance, baggage
information, and more. This significantly reduced the workload for human agents, allowing
them to focus on more complex customer needs.

e 24/7 availability: The Al bot was available around the clock, ensuring that customers
received immediate assistance no matter the time zone. Passengers traveling across
different regions no longer had to wait for business hours or for agents to become available.
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o Fasterresponse times: Automated answers to routine queries drastically reduced response
times. This was particularly helpful during high-demand periods, such as holiday seasons or
major events, where traditional customer service would have been overwhelmed.

¢ Improved customer satisfaction: With quicker resolutions, passengers reported a higher
level of satisfaction. The Al bot not only improved response times but also provided accurate
and consistent information, reducing confusion and frustration.

¢ Increased operational efficiency: By handling a significant volume of customer service
inquiries, the Al chatbot allowed KLM to scale its customer support operations without the
need for significant additional human resources.

As a result, KLM successfully reduced response times, enhanced customer service efficiency, and
improved overall satisfaction, leading to a more seamless travel experience for passengers.

These changes also set KLM apart from competitors by offering cutting-edge technology in the travel
industry and reinforcing the airline’s commitment to providing high-quality customer service.
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CCAI365 Contact Information

For more information about how using Al Agents can help transform your small business, contact
CCAI365 today!

N Mike Arnold, MS, SPHR

CCAI ‘ CCAi365.com

\“»365

=" 252-668-1640

EBL Services LLC Owns and Operates

CCAi365

Crystal Coast HR

Crystal Coat Websites

EBL Training
EBL Funding
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