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This literature review examines how generative AI (GenAI) in customer service within the commercial aviation industry affects
bookings and sales. This review synthesizes other scholarly sources to understand (1) the importance of customer service and
GenAI individually, and highlights the lost potential without them being integrated, (2) GenAI tools that are being used by the
aviation industry to improve its customer care, (3) the effect of sales from these tools, (4) the ethical concerns that come with
this technology. These findings suggest that new GenAI technologies, emotion detectors, and chatbots can generate personalized
suggestions and ideas, which are reported to improve customer service and satisfaction. This is associated with improved
customer service, customer satisfaction, and potential commercial benefits. Future research around the implementation of GenAI
solutions would increase the accuracy and confidence of the suspected impacts.
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Introduction

Customer frustration has remained a common challenge
within the commercial aviation industry, where operational
disruptions and communication issues are apparent and affect
customers’ travel experience. In response to these challenges,
the commercial airline industry has started to implement gen-
erative artificial intelligence (GenAI) technologies to improve
the efficiency of their customer services. This review seeks
to answer the following research question: How does GenAI-
powered customer service influence customer satisfaction and
business performance in the commercial aviation industry?

Generative Artificial Intelligence (GenAI) refers to an artifi-
cial intelligence system in which users can enter prompts, and
the system creates a new output based on that input. This out-
put can be in the form of text, images, or even code. Although
many artificial intelligence systems rely on some automation
or predictive measures, GenAI is different. GenAI systems
rely on the outputs of previous data to continually improve and
make new suggestions. Systems that rely on automation and
predictive measures are much more limited when compared
to GenAI systems1. GenAI systems use a form of learning
that is more immune to the constraints of classical automation
or predictive systems. The pre-training that GenAI systems
use, coupled with the integration of reinforcement learning
and retrieval-augmented generation, can substantially improve
the system’s ability to accomplish more complex tasks.

This type of model can create original content that is mon-
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umental for many people and industries. It plays a signifi-
cant role in customer service, which is defined as “anything
to do for the customer that enhances the customer experi-
ence”2. The commercial aviation industry can do this with
GenAI through chatbots and emotion detectors. With thou-
sands of businesses in the commercial aviation industry (air-
lines) operating globally, customer service is an integral com-
ponent of their success. Unlike many other industries, airlines
offer many alternatives, which is why maximizing customer
experience is essential, as it can be a key differentiator. Tech-
nologies such as GenAI are believed to make this process more
efficient because these tools can provide stronger assistance
than humans in some contexts. Overall, this paper will analyze
how the implementation of AI helps businesses in commercial
aviation to strengthen customer experience and its association
with increased sales.

This review adopts the following conceptual perspective:
Generative AI in customer service is expected to improve ser-
vice quality. Those improvements in service quality should
lead to enhanced customer satisfaction and improved sales
performance. The relationship among generative AI, customer
service, customer satisfaction, and sales performance is the fo-
cus of this literature review.

This review draws from a number of well-established the-
ories. For example, service quality is measured by the re-
sponsiveness and reliability dimensions of customer service
as outlined by the SERVQUAL example. Satisfaction and
resultant behaviors are discussed with reference to the The-
ory of Planned Behavior. Finally, the Customer Experience
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Figure. 1 Proposed Conceptual Model

Figure. 2 Conceptual Framework of Generative AI, Customer Trust,
Customer Satisfaction, and Commercial Outcomes.

Note: Ethical AI governance, fairness and consumer
autonomy influence customer trust throughout the process.

framework discusses the impact of efficiently and effectively
designed service interfaces on the perception of the customer
as well as the resultant impact on the bottom line. These are
the theories drawn upon to discuss the interrelations described
in the review.

In this review, customer satisfaction is defined as the cus-

tomer’s assessment of their airline service encounter. Sales
impact is defined as the probable effects of generative AI on
the purchase of airline tickets, ancillary sales, and the retention
of customers. Finally, Personalization means the propensity
of generative AI to deliver tailored information, recommenda-
tions, and customer engagements.

This review attempts to clarify the understanding of related
and overlapping technologies. Generative AI (GenAI) sys-
tems are those that have the capability of producing new text or
other content upon the request of a user. Traditional or predic-
tive AI systems analyze data and make predictions that aid in
the process of decision-making. Finally, rule-based chatbots
do not create novel responses, but respond to queries and pro-
vide information based on a pre-set decision framework. Rec-
ommendation systems, on the other hand, present suggestions
based on the data and behaviors of a particular user. The matu-
rity and capabilities of these technologies differ, and therefore
this review discusses the evidence pertaining to each.

Growing use of generative AI in customer service results in
fragmented literature regarding its use in the commercial avi-
ation sector. Many studies focus on individual technologies
or sparse business use cases, while few evaluate generative
AI’s impact on customer service, customer satisfaction, and
sales within commercial aviation. To fill this gap, this review
attempts to answer this question: What is the impact of gener-
ative AI customer service systems on customers’ satisfaction
and sales within commercial aviation? The purpose of this re-
view is to consolidate the existing data and describe the gaps
in research in the context of this new area.

This paper first examines the importance of customer ser-
vice to business success before discussing the limitations of
traditional customer service in the commercial aviation indus-
try. It then reviews how businesses have adopted generative AI
to address these challenges and examines how airlines are ap-
plying GenAI technologies to improve customer service. Fi-
nally, the review evaluates the potential impact of these tech-
nologies on customer satisfaction, business performance, and
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sales while considering the associated ethical challenges and
remaining research gaps.

From a conceptual viewpoint, this review considers gener-
ative AI to be the independent variable in the context where
customer service is improved through personalization and in-
creased operational speed and efficiency. Improved customer
service is postulated to increase customer satisfaction. Cus-
tomer trust and the perceived usefulness of the service are
considered to be mediating variables in this context. Improved
customer satisfaction will be likely to improve customer loy-
alty and increase sales. The relationships are explained using
the frameworks of consumer behavior, technology adoption,
and the service quality model which are discussed in this re-
view.

Methodology

The goal of this study was to investigate the effects of GenAI-
powered customer service in the aviation industry through a
literature review. Where studies examined technologies other
than generative AI, their findings are interpreted as contex-
tual evidence rather than direct evidence of GenAI implemen-
tation. The paper relies heavily on published research (with
some exceptions). It focuses on sources from 2018 to the
present to maintain relevance to generative AI, a significant
element of this research topic. Some sources may be from be-
fore 2018, but they are used strictly for comparing pre -GenAI
vs GenAI today. These studies are strictly composed of infor-
mation regarding customer service, generative AI, aviation, or
that has links to some/all of the above.

First, an analysis of studies was carried out, showing that
customer service not tied to generative AI is detrimental, by
extracting details on how it increases customer frustration and
damages airline reputation. Next, studies regarding genera-
tive AI and customer service were individually picked, and
details were extracted to depict the effect of sales for busi-
nesses with good customer service and the utilization of gener-
ative AI. Next, studies were investigated that describe GenAI
tools being utilized by airlines for customer service, such as
GenAI chatbots and tools that detect customer emotion. This
is to provide details on the positive effects it has, such as
strengthening customer experience and satisfaction. The re-
view then examines studies that exhibit the impact on sales
and the success of businesses with GenAI being implemented.
This is shown through customers purchasing more and pur-
chasing higher-value services. Finally, the review considers
that while researching this topic, various ethical concerns were
apparent and needed to be addressed. This was done by in-
tegrating studies that highlight the potential negative impacts
of GenAI technology on aviation’s customer service, such as
people over-trusting artificial intelligence and the biases that
algorithms hold.

From the screening, 26 studies were selected for thorough
analysis. The studies formed the base of evidence for the the-
matic analysis developed in the next sections of this review.

The reviewed literature combines various types of evidence:
empirical case studies, correlational studies, conceptual pa-
pers, and review articles. This evidence is considered based
on the relative strengths of the methodology, and findings from
other sectors are used to provide contextual background where
direct evidence from commercial aviation is lacking.

The papers that were included were analyzed based on the-
matic analysis, and the findings were organized into sections
on the use of generative AI, the effects on customer service
and satisfaction, ethics, and the gaps in research. This pro-
vided the analytical base for the discussion that follows.

The selection of studies was based on the PRISMA report-
ing framework to enhance the clarity and replicability of the
selection process.

The sources that were reviewed were assessed based on the
type of evidence. In the evaluation of the outcomes of the
evidence, greater consideration was given to empirical stud-
ies and evidence from conceptual studies and market reports,
which were primarily used to provide background information
and describe the emerging trends. This was also depicted in
the evidence summary table.

Results

Traditional customer service, rooted in direct human interac-
tions long before the advancement of technology and artificial
intelligence, was an essential aspect of business success. Tra-
ditional customer service can vary sector by sector. Differ-
ent industries offer different types of services to their clients.
As mentioned earlier, customer service is described as “any-
thing to do for the customer that enhances the customer expe-
rience”2. In a traditional sense, those expectations would be
acquired without the help of technology (or GenAI).

A study was conducted comparing businesses that offered
average/inferior basic customer service with those that of-
fered superior basic customer service. The services these busi-
nesses offered varied by department; however, superior ba-
sic customer service involved more extensive tasks than aver-
age/inferior basic customer service3. The businesses recorded
data based on the number of customer complaints. Businesses
with superior basic customer service had a 25% complaint
rate, whereas those with average/inferior basic customer ser-
vice had a 32.8% complaint rate3. The 8% difference in cus-
tomer complaint rates shows how vital customer service is to
customer satisfaction, as customers who received better ser-
vice had fewer complaints. Better customer satisfaction is
something all businesses strive for, as it leads to greater suc-
cess for the business as a whole. We can see this because,
in the same study, businesses with superior basic customer
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Table 1 Literature Search Protocol

Database Search Query Search Date Records
Retrieved

Records
Screened

Studies
Included

Google Scholar (“Generative AI” OR “Artificial Intelligence”)
AND (“customer service” OR “customer
satisfaction”) AND (aviation OR airline)

March 2025 31 28 15

SSRN (“Generative AI” AND customer service) March 2025 9 8 4
ResearchGate (“Generative AI” AND aviation customer

service)
March 2025 7 6 3

Total — — 47 42 22

Table 2 Summary of Reviewed Studies
Study Industry Technology Class GenAI? Evidence Type Sample

Size
Outcome Type Statistical Result Relevance to Commercial

Aviation
Bi, Q. (2023) General

business
Generative AI Yes Conceptual N/A Business efficiency,

personalization
N/A Moderate – general business

applications relevant to airline
customer service

Ahmed, T. &
Hussain, B. (2023)

Digital
business

Generative AI Yes Conceptual /
Review

N/A Customer experience
and engagement

N/A Moderate – discusses AI-enabled
customer experience applicable to
airlines

Hildebrand, C. &
Bergner, A. (2019)

Car rental AI chatbot No Empirical Reported
in original

study

Upselling and
customer purchasing
behaviour

Customers were approximately
twice as willing to trade up and
purchase add-ons when interacting
with chatbots

Indirect – demonstrates
customer-service effects relevant to
airline sales

Vássil Rjsé et al.
(2023)

Commercial
aviation

Affective computing
/ AI-augmented
cabin services

No Conceptual /
Service design

N/A Passenger emotional
experience

N/A High – directly examines
AI-enabled airline cabin services

D’Agostino, D.
(2006)

Commercial
aviation

None (traditional
customer service)

No Case study N/A Airline
customer-service
limitations

N/A High – provides baseline problems
motivating AI adoption

Dash, M. et al.
(2014)

General
service sector

None No Empirical Reported
in original

study

Customer service,
loyalty, sales growth

Positive relationship between
customer service, loyalty and sales
growth

Moderate – supports importance of
customer service

Bommasani, R. et al.
(2021)

Artificial
intelligence

Foundation models
(Generative AI)

Yes Review N/A Opportunities and
risks of foundation
models

N/A Moderate – supports discussion of
risks associated with GenAI

Hermann, Erik &
Puntoni, Stefano
(2024)

Marketing Generative AI Yes Conceptual N/A Ethical AI
deployment

N/A Moderate – informs ethical
implementation in airline customer
service

Steven, A. B. et al.
(2012)

Commercial
aviation

None No Empirical Reported
in original

study

Customer
satisfaction and
airline performance

Positive association reported
between customer service,
customer satisfaction and airline
performance

High – directly relevant to
commercial aviation

service experienced a larger increase in sales over the last
two years than those with average/inferior basic customer ser-
vice. For example, businesses with superior basic customer
service experienced an average 24.28% increase in sales over
the past 2 years, while businesses with average/inferior basic
customer service experienced an average 12.12% increase3.
This shows the impact good customer care has on businesses.
Although customer service has been recognized as a signif-
icant contributor towards customer satisfaction and the suc-
cess of a business, delivering high-quality customer service
has posed a challenge in many industries. These challenges
are evident in commercial aviation, where delays, communi-
cation issues, and other operational constraints make it dif-
ficult to meet customer expectations. The following section
examines the limitations posed by traditional forms of cus-
tomer service before generative AI technology implementa-

tion, and explains why airlines have decided to adopt new
technological solutions. Businesses in the aviation industry
struggle to satisfy customers with traditional customer ser-
vice systems fully. Traditional airline customer care quality
has been weakening: more delays, poor communication pro-
tocol, reduced services, overcrowding, and more4. This has
left many customers frustrated and dissatisfied with their ex-
perience. The need for warranties, exchange, and refund poli-
cies has become increasingly critical as customer dissatisfac-
tion has risen5. This harms businesses in aviation because
they end up with lower profits when people seek compensa-
tion. Many studies also claim that good quality training for air
crew is vital for reducing in-flight conflicts6. Airline employ-
ees are described as “underpaid, under-trained, overworked,
and highly stressed,” and therefore aren’t able to stay positive
under stressful circumstances. Customers facing issues are
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Figure. 3 PRISMA Flow Diagram of Study Selection

more likely to act out toward impolite staff members, which
disrupts the overall customer experience. Airline staff are hu-
man beings, and it’s very difficult for them to stay pleasant
all the time. Negative interactions with staff upset customers
and undermine the airline’s overall experience, weakening its
reputation. This shows that traditional methods of customer
service are inefficient, as they expect staff members to execute
complex tasks and stay positive at all times, unrealistically.
Not only are sales and reputation negatively affected, but poor
customer care also causes safety issues. Nearly half of travel
workers have reported seeing disrespectful behavior lead to
physical confrontation7. Many conflicts like these are likely
started by staff rudeness, since that is also an issue in avia-
tion. This angers a lot of clients and causes them to become
physically abusive, creating an unsafe, hostile environment for
everyone.

These challenges highlight limitations that the commercial
aviation industry experiences by relying solely on traditional

customer service. Many businesses have been looking for
ways to improve their operational efficiency through techno-
logical innovations, one newly being GenAI. The following
section examines how businesses have implemented GenAI
and how GenAI has enhanced business quality.

The recent rise of GenAI is suspected to have made it more
convenient for businesses to operate more productively.

Businesses have utilized GenAI for various components.
GenAI uses market data to generate forecasts and recommen-
dations that businesses can use to brainstorm new ideas and
innovations.8 Rather than taking hours, days, or months try-
ing to come up with a particular idea/solution, GenAI can ease
that process and work with humans to create new plans. Many
businesses struggle to provide after-sales service to clients;
however, GenAI also offers substantial after-sales support to
customers. With its arithmetic power, memory, and commu-
nication skills, it can provide clients with new, original, and
personalized responses for the subsequent best actions8. Ad-
ditionally, GenAI streamlines the sales process for businesses
by analyzing CRM/funnel data and client behavior patterns,
detecting which clients to outreach, when to outreach, per-
sonalizing discussions based on client data, and understanding
who to discount to8.

GenAI is able to handle all of these tasks more consistently
than humans, helping businesses progress faster and reducing
labor costs. The extra time and money from GenAI can be
allocated by businesses to drive greater advancements for their
companies.

The growing usage of GenAI in business highlights its abil-
ity to improve efficiency and customer experience. These ca-
pabilities are highly valuable in the commercial aviation in-
dustry where airlines consistently face challenges in customer
service, as described in the previous section. The follow-
ing section examines how airlines have integrated GenAI into
their customer service operations to combat the issues faced
in traditional forms of customer service.

Generative artificial intelligence is transforming customer
service in aviation through new tools that help airlines better
serve their clients. This keeps clients more satisfied with their
experience and helps aviation businesses grow their reputation
and profits (which will be discussed in the next section).

There are many different types of AI technology being used
to improve customer care within the aviation industry. Vássil
Rjsé et al. (2023)9 mention how airlines are using AIAS
(AI Augmented Services) to identify and analyze human emo-
tions. AIAS can do this by using noise, motion, and chemical
imbalance sensors, as well as heart rate and physiological sen-
sors embedded in the seats9. Airline staff can use this to their
advantage by understanding clients’ emotions and addressing
their concerns as soon as possible. These systems may help in-
fer certain observable affective states from physiological and
behavioral indicators under specific conditions; however, such
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inferences remain uncertain and should not be interpreted as
direct measures of a passenger’s thoughts or emotions10. With
that, the AIAS model can provide passengers (both in the sky
and on the ground) with tailored solutions appropriate to the
problems they face9. There are many scenarios in which this
technology can be helpful within the aviation industry. As
Vássil Rjsé et al. (2023)9 again note, if a customer is seated
on board but shows signs of claustrophobia, the AIAS can de-
tect this and provide guidance on how the customer can miti-
gate their discomfort, thereby providing a much more leisurely
experience9. A possible solution could be suggesting moving
them to a different seat, playing a video tailored to support this
type of anxiety on the screen, etc. As mentioned in the previ-
ous section, rude staff is a significant cause of client outrage
in the aviation industry. However, now that artificial intelli-
gence technology can identify passengers’ emotions and ad-
dress them, the likelihood of staff’s negative emotions reflect-
ing on clients and ruining their experience is reduced. This is
because staff members no longer need to make high -pressure
decisions that could potentially harm the customer’s experi-
ence. Alternatively, it is proposed that AIAS may support the
employees of the airline in recognizing patterns that might be
an indicator of passenger discomfort11. Such systems, how-
ever, are prone to false positives, need careful calibration of
the sensors, may exhibit varying performances due to the cul-
tural differences in the display of emotions, and should only
be implemented when there are adequate governance struc-
tures regarding passenger’s biometric data, ensure the sensors
could be deployed in an aircraft cabin, are fit for purpose, and
when there are sufficient systems in place to safeguard passen-
gers’ rights.

Although it doesn’t explicitly mention generative AI, Ku-
mar (2022)12 notes that AI chatbots have been used to inter-
act and provide customer support, and to play the human role
by stimulating our behaviors. These chatbots are able to pro-
vide benefits such as providing assistance in purchases, an-
swering politely, being available at all times, and creating a
better connection with the client12. Airlines typically position
these chatbots to assist with online ticket purchases, as those
transactions generate more sales for the business12. This is
simply an AI-powered chatbot, whereas a generative AI chat-
bot can do all of that, plus more. Ni et al. (2025)13 evaluate
a GenAI chatbot that goes beyond what a regular AI-powered
chatbot would do. The chatbot can diagnose a customer’s is-
sues in the chat and conduct analysis of those issues, provid-
ing a tailored solution that perfectly accommodates the cus-
tomer’s needs13. This is game -changing because, rather than
scripted responses, which chatbots typically deliver, GenAI
can generate customized suggestions in real time. A bonus of
this GenAI model is that human agents can preview and mod-
ify any suggestions it generates. This is applicable because
these GenAI models are still new and can make mistakes or

provide solutions that the airline can’t comply with. These
chatbots can resolve customer questions, concerns, and com-
plaints much more effectively and conveniently than an ac-
tual person13. In fact, after implementing generative AI, av-
erage chat duration decreased from 534.22 seconds to 507.58
seconds, and average time to identify issues decreased from
41.18 seconds to 38.61 seconds13. This indicates that gen-
erative AI chatbots can perform tasks and address customer
concerns more quickly. As a result, average customer ratings
increased from 3.16 to 3.27, and the proportion of dissatisfied
customers decreased from .43 to 0.4013. Generative AI chat-
bots provide better support, increasing customer satisfaction
and the efficiency of ticket sales.

Many businesses that use GenAI, especially in customer
service, are anticipated to see an increased success and sales.

In a study examining the impact of chatbots on car rentals,
customers were twice as willing to trade up to more expen-
sive options and pay for add-on services when they were in
digital conversations with the AI chatbot14. As mentioned
in the previous section, AI/GenAI chatbots have been a valu-
able tool for providing clients with high -quality support15.
Although this study discusses the impacts of an AI chatbot
in the automotive industry, it is inferred that similar results
could occur in the aviation industry. The two industries are
comparable because they share many similarities. Not only
because they both use AI chatbots, but also because the avi-
ation and automotive industries have thousands of competi-
tors, and customer service is a key component in driving more
sales16. Therefore, similar to the car rental industry, aviation
businesses could boost sales by offering more expensive tick-
ets, upgrades, etc. This just shows how GenAI chatbots can
drive higher profits through their advanced systems of com-
munication and connection-making. Note that this study isn’t
investigating a GenAI chatbot, but still shows the effects of
clients engaged in digital service chats17. GenAI (as shown in
the previous section) goes beyond what a general AI chatbot is
capable of, making it evident that the impact would be similar
but on a much larger scale than a typical AI chatbot.

Artificial intelligence will not only help airlines in the avi-
ation industry sell their service but also help them sell more
expensive services or add additional services. Customers feel
more inclined to purchase such products because artificial in-
telligence can provide a better customer care experience. The
role of artificial intelligence in aviation has been touched on.
Still, to reiterate, artificial intelligence can be successful in this
by giving customers more personalized solutions and assisting
staff to deliver higher quality service18 (through methods dis-
cussed in ‘AI in Aviation’s Customer Service’).

The same study from the previous section on rental cars
also found that people were three times as likely to accept
an incorrect recommendation from a chatbot than from a hu-
man14. This data is a pure example of how people are start-
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ing to trust artificial intelligence, even when it’s obviously in-
accurate. Although businesses don’t intend it, generative AI
chatbots are still relatively new and can provide inaccurate
recommendations. This can cause customers to make incor-
rect purchase decisions, ruining their experience and result-
ing in unnecessary charges. This is a massive problem for
aviation, as this industry also utilizes chatbots for customer
service. Generative AI is also harmful because it often con-
tains hidden biases. Many generative AI models are trained
on datasets that often represent only specific perspectives or
demographics, and therefore, they can perpetuate those biases
when in use19. Many people can intentionally do this by pri-
oritizing certain groups when developing their algorithm20, or
it can just happen by chance. Therefore, in aviation, where
GenAI technology is being integrated, biases can deliver un-
fair or insensitive recommendations to different passengers,
eroding the reputation of the business and emotionally over-
turning clients. Clients in the aviation industry are more prone
to these biases because they tend to work with clients from var-
ious regions, cultures, and backgrounds, making them more
likely to be misrepresented. Hermann and Stefano Puntoni
(2024)21 note that many people are already aware of the ethi-
cal issues surrounding generative AI, and that there have been
scientific, political, and public debates about it. These discus-
sions and debates could raise greater social awareness of the
issues surrounding GenAI, potentially damaging the reputa-
tions of businesses that use it. In this case, many businesses
in the aviation industry could face controversy or backlash for
their usage of GenAI in customer service. This is something
to keep in mind, as GenAI isn’t perfect and has its downsides
when playing a role in customer service for the aviation indus-
try.

Beyond these concerns, implementing generative AI re-
sponsibly requires appropriate AI governance, including
transparency, accountability, and human oversight. When AI
systems support or automate service interactions, organiza-
tions should reduce algorithmic bias and safeguard customer
privacy and trust22. These ethical aspects are acknowledged
as vital for the responsible use of AI technologies.

Acknowledging these challenges and the important gaps in
the available literature, which are analyzed in the following
section.

The ethical aspects are not only implementation challenges.
Trust, technology adoption, and customer satisfaction are all
influenced and connected to the effective use of generative AI
in commercial aviation23.

Limitations

This paper aims to answer the question entirely, but it faces
some limitations in this research process. There is limited
data on sales growth for businesses in the aviation industry

that offer customer care powered by advanced artificial in-
telligence. Generative artificial intelligence is a fairly new
technology, so statistics regarding it in general are lacking24.
Therefore, many of the sources used to prove that generative
AI has helped businesses grow were unrelated to aviation or
weren’t specific to customer service. Additionally, statistics
on long-term effects are not yet available, as generative AI
has emerged in recent years25. Additionally, there is limited
information on which generative AI technologies businesses
in the aviation industry are implementing, since much of it is
happening now or will happen in the near future. The paper
also isn’t consistent with a specific region or country because
there aren’t enough sources to focus on a single area. This pa-
per merely describes a generalization, but it’s worth keeping
in mind that different regions offer distinct insights. These are
some key limitations; however, this paper is important because
it educates on a topic that is widely underrepresented.

The existing literature shows significant contradictions. AI-
assisted customer service is said to have many positive results.
However, the majority of studies refer to other industries out-
side of commercial aviation, or other types of AI technologies
than generative AI26. Therefore, the positive results should
be treated cautiously, and other studies on commercial avia-
tion are very much needed. With regard to generative AI, this
shows the importance of combining the pace of technology
with ethical and operational implications and oversight.

Discussion and Conclusion

This review aimed to explain how generative AI impacts cus-
tomer service, affects customer satisfaction, and sales in the
commercial aviation sector.

Evidence supports the hypothesis that the commercial avi-
ation industry will continue to profit from implementing gen-
erative AI in its customer care. This claim is clear after exam-
ining GenAI technology (such as chatbots, emotion-233 de-
tection systems, etc.), which has been shown to reduce cus-
tomer frustration and increase satisfaction, provide personal-
ized benefits, reduce response time, and thus increase sales
for aviation businesses. Future research should dig deeper
into more types of generative AI technologies that are utilized
within the aviation industry and isolate their impacts on cus-
tomer service. New GenAI technologies are currently being
developed and implemented, so more information about them
will be available for research. Additionally, the effects on cus-
tomer retention rates, customer satisfaction scores, complaint
rates, and other relevant metrics would substantially enhance
understanding of GenAI’s effectiveness in this industry.

Generative AI can positively impact customer service and
customer satisfaction, and therefore has the potential to posi-
tively impact commercial performance in the aviation sector.
However, implementing Generative AIs in airlines and con-
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necting the implementation to revenue will require further re-
search.

To assess the relationship in question, future research
should create well-designed empirical research frameworks.
As an example, in similar routes or markets, a chatbot could
be deployed and operate in a manner similar to flight crews.
Then, results could be evaluated based on conversion rates,
complaints, customer satisfaction scoring, and confidence in-
tervals.

The literature that was evaluated indicates Generative AIs
can augment customer service and customer satisfaction and
improve operational efficiency in the aviation sector. Unfor-
tunately, the literature is scant for the sector. Therefore, more
research should be conducted in aviation to understand the po-
tential balance of benefits and harms that could be created by
implementing Generative AIs into the operations of airlines.
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