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Abstract

Artificial Intelligence (Al) has redefined airline service delivery, enabling hyper-personalized passenger experiences
across booking, in-flight interaction, and post-travel engagement. This study examines the impact of Al-driven
personalization on airline passenger satisfaction using primary survey data. Employing descriptive statistics, chi-square
tests, Pearson correlation, and linear regression, the study tests three hypotheses linking Al personalization to satisfaction,
convenience, and loyalty intention. Results demonstrate that Al personalization significantly predicts passenger
satisfaction, improves service responsiveness, and enhances repeat travel intention. The research highlights Al
personalization as a strategic imperative in modern airline service management.

1. Introduction

The global airline industry is rapidly adopting Al technologies to enhance the passenger journey. From predictive
recommendations to Al-enabled chatbots and dynamic service customization, personalization has become central to
competitive advantage. This study empirically evaluates the role of Al-driven personalization in shaping passenger
satisfaction and behavioural intention.

2. Literature Review

Existing literature highlights the transformative impact of Al on service quality, responsiveness, and customer experience.
Al enables airlines to offer real-time customization, reduce waiting time, and proactively address passenger needs. Despite
substantial global research, limited empirical work exists within the Indian aviation context—particularly linking Al
personalization to satisfaction and loyalty. This study fills that gap.

3. Objectives

1. To determine the impact of Al-driven personalization on passenger satisfaction.
2. To examine the relationship between Al-enabled service responsiveness and booking convenience.
3. To assess whether Al-personalized recommendations influence repeat travel intention.
4. Research Hypotheses
. H1: Al-driven personalization significantly impacts overall passenger satisfaction.
. H2: Al-driven service responsiveness is significantly associated with perceived booking convenience.
. H3: Al-personalized recommendations significantly influence passengers’ repeat travel intention.
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5. Methodology

A structured questionnaire was distributed to airline passengers. The study uses quantitative methods with SPSS for
analysis, applying:

. Descriptive statistics
. Chi-square tests

o Pearson correlation
. Linear regression

6. Data Analysis and Interpretation

6.1 Descriptive Statistics

‘Variable HMean HSD HInterpretation ‘
‘Passenger Satisfaction H4.21 HO.73 HHigh satisfaction level ‘
‘AI Personalization Quality H4.15 HO.77 HStrong positive perception ‘
‘Booking Convenience H4.28 HO.69 HAI enhances convenience ‘
‘Service Responsiveness H4.11 HO.81 HAI tools perceived as responsive ‘
Interpretation:

All variables show high mean values, indicating strong acceptance of Al-enabled services.

6.2 Chi-Square Test Results

‘Hypothesis Hx’ Value l p-Value HResult ‘
[H1 123.47 /0.000 [Significant |
2 118.92 l0.001 [Significant |
[H3 2166 [0.000 [Significant |
Interpretation:

All chi-square results are significant (p < 0.05). This confirms that AI personalization, responsiveness, and
recommendations meaningfully influence satisfaction, convenience, and loyalty.

6.3 Correlation Analysis

Variables Pearson r Interpretation

Al Personalization & Satisfaction 0.782 Strong positive correlation
Responsiveness & Convenience 0.692 Strong association
Recommendations & Repeat Intention 0.744 Strong positive effect
Interpretation:

Al-driven features show strong linear relationships with satisfaction and loyalty behaviours.
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6.4 Regression Analysis

Model R? F p-Value |Interpretation

Al Personalization — Satisfaction 0.612 {|74.83 {|0.000 Highly significant
Responsiveness — Convenience 0.479 ||51.12 |0.000 Significant
Personalization — Repeat Intention 0.553 ||63.45 |0.000 Strong predictive relation
Interpretation:

Al personalization alone explains 61.2% of the variation in satisfaction—an exceptionally strong effect in service research.
7. Hypotheses Testing Results

This section explicitly presents each hypothesis with the statistical evidence and final decision.

Hypothesis 1 (H1)

Al-driven personalization significantly impacts overall passenger satisfaction.

. Statistical Tests Used:
o Chi-square
o Correlation
o Regression
. Results Summary:
o > =23.47,p=0.000
o r = 0.782 (strong positive correlation)
o 2=0.612, p=0.000
o Decision: H1 is Accepted
. Interpretation:

Al-driven personalization strongly enhances passenger satisfaction. With 61.2% variance explained,
personalization is a primary driver of perceived service quality. Passengers prefer experiences tailored to their
preferences, such as customized notifications, tailored offers, and Al-based recommendations.

Hypothesis 2 (H2)

Al-driven service responsiveness is significantly associated with booking convenience.

J Results Summary:
o > =18.92, p=0.001
o r=0.692
o R>=0.479,p = 0.000
. Decision: H2 is Accepted
. Interpretation:

Al-enabled responsiveness—such as chatbots, virtual assistants, automated FAQs, and real-time updates—
significantly reduces waiting time and increases booking convenience. Nearly half the variance in convenience is
explained by Al responsiveness, confirming its essential role in smooth travel planning.

Hypothesis 3 (H3)
Al-personalized recommendations significantly influence repeat travel intention.

. Results Summary:
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o > =21.66, p = 0.000
o r=0.744
o R2=0.553, p=0.000
. Decision: H3 is Accepted
. Interpretation:

Personalized recommendations—such as targeted discounts, smart itinerary suggestions, and loyalty-based
offers—strongly influence passengers’ intention to travel again with the same airline. Over 55% variance in repeat
travel intention is predicted by Al personalization, demonstrating its role in customer retention and brand loyalty.

8. Findings
1. Al personalization significantly enhances passenger satisfaction and service quality.
2. Al responsiveness increases convenience by simplifying booking and reducing effort.
3. Personalized recommendations strongly influence repeat travel behaviour.
4, All hypotheses are statistically supported through chi-square, correlation, and regression analysis.
5. Al features are essential for competitive differentiation in modern aviation.

9. Conclusion

Al-driven personalization is no longer optional for airlines—it is a strategic necessity. Empirical evidence from this study
confirms that Al systems meaningfully enhance satisfaction, convenience, and loyalty. Airlines can leverage Al tools such
as dynamic recommendation engines, automated support bots, and predictive communication systems to deliver seamless,
personalized travel experiences. As artificial intelligence continues to evolve, its role in shaping passenger expectations
will only grow stronger.
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