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Abstract

As passengers engage with airline chatbots, useful
information about their preferences, actions, and worries
is gathered. Airlines can use this information to make
well-informed decisions. These choices help them
provide better services and develop more focused
marketing plans. They also improve the experience of
customers.

The purpose of the research is to evaluate EgyptAir's
usage of chatbots and how they improve traveler
experiences. This study assessed the reasons for using
airline chatbots, as well as their benefits and drawbacks.
The research used a descriptive analytical technique
through an online questionnaire. The questionnaire was
disseminated using social media, namely Facebook,
Instagram, and WhatsApp, among EgyptAir's passengers
(N = 792). The study included several statistical
techniques. The findings indicate that passengers'
primary use of chatbots at EgyptAir is to obtain
assistance or information regarding travel reservations.
One of the most popular benefits of deploying chatbots,
according to the study's analysis of the data, is that many
travelers can easily plan and reserve a trip with a chatbot.
According to the research, EgyptAir should use
Hubtype's technology to specifically update its chatbot
Al app to meet the needs of its passengers. In order to
provide their customers with quick and effective
customer care, itis fully interactive  with graphical
elements and automated using artificial intelligence.
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1. Introduction
The use of chatbot technology in marketing to increase customer interactions is growing

in popularity. Because digital platforms and distribution networks have grown
exponentially, airlines now have creative ways to satisfy customers. Chatbots become
essential for resolving customer issues because they provide automated customer support
via an online chat system twenty-four hours a day, seven days per week. According to
Shawar and Atwell (2007),a chatbotisa conversational agent that leverages artificial
intelligence to enable a compelling human-like interaction.

Additionally, airlines are thinking about implementing chatbots because they are
perceived to increase customer communication and enhance passenger satisfaction.
Effective communication is a crucial tool and the foundation of business, in fact. It is an
essential tool for managing relationships with stakeholders of all levels (Rajhans, 2018).
Hence, it is imperative to ascertain whether chatbots are efficacious in providing
customer support, particularly concerning air travel transactions, and whether the clients
are content with the chatbot services rendered to them. Airlines and travelers can both
benefit from an efficient chatbot, particularly when it comes to improved customer
service, quicker response times to questions, higher levels of satisfaction, and increased
engagement. However, as Radziwill and Benton (2017) discovered, chatbot
implementations have only been assessed by concentrating on their functionality and
technicality (Bozic et al., 2019; Nursetyo et al., 2018; Sabri, 2014; Petter, 2013), as seen
from the perspective of the service providers. Therefore, it's important to evaluate
EgyptAir's usage of chatbots and how they're improving the travel experience.

Research Problem

The research problem focuses on the intricate nature of airline transactions. The
dynamic business environment has led to a swift evolution in customer demands and
expectations. This has resulted in a number of service-providing enterprises, particularly
airlines, failing to recognize the actual needs and desires of their customers and
continuing to operate under antiquated notions of what airline services entail.
Furthermore, studies examining the features and purposes of airline chatbots are lacking
in the literature. This illustrates a significant void in the literature that the current
investigation fills. Therefore, the goal of this work is to examine how user motivations
for utilizing chatbots relate to their level of satisfaction with their features.

Research Questions

RQ1: How do the reasons for utilizing a chatbot influence satisfaction with the chatbot?
RQ2: What are the advantages of utilizing EgyptAir's chatbot for travelers?

RQ3: What are the disadvantages for passengers of using the chatbot at EgyptAir?
RQ4: What is the relationship between motives for using chatbots and satisfaction
with airline chatbot characteristics?

Research Aim and Objectives

This study's primary aim is to assess the use of chatbots and their impact on

enhancing passenger experience at EgyptAir. In order to achieve the research's main

aim, some objectives were targeted as follows:

1. ldentifying the factors that influence customer experiences with chatbots for
customer service.
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Exploring the advantages for passengers of using the chatbot at EgyptAir.
Examining the disadvantages for passengers of using the chatbot at EgyptAir.
Analyzing the relationship between motives for using chatbots and satisfaction
with airline chatbot characteristics.

H~own

Research Importance

Today's world is extremely fast-paced, with information sharing between parties
happening instantly over the internet. Additionally, websites are always coming up
with more inventive ways to engage and cater to consumer wants. Chatbots, among
other technologies, are becoming more and more common on a range of websites,
including airline websites. An emerging technology that has raised the standard of
service in the aviation sector is the chatbot. The ongoing effort to deliver effective and
high-quality services is what motivates this development, which is why it's critical to
conduct research to evaluate EgyptAir's usage of chatbots and how they affect the
traveller experience.

2. Literature Review

2.1.Chatbots definitions

Chatbots are defined as software systems that can communicate using natural
language (Dale, 2016). Chatbots are software that can converse with humans using
artificial intelligence (Alam et al., 2019). Chatbots, as described by Ho et al. (2018),
are computer programs that replicate human-to-human discussion. Customer care
chatbots are described as artificially intelligent software that may connect with
customers via various messaging applications (Riikkinen et al., 2018).

An artificial intelligence-based chatbot is computer software designed to simulate
human-to-human communication. The idea is to give users the impression that the
chatbot can identify their questions and provide relevant, situation-specific responses
that support the bot's main objectives. Natural language is frequently used in the
dialogue, which can be conducted both orally and in writing (Deshpande et al., 2017).
Airlines employ chatbots, which are Al-based systems, to respond to client inquiries.
In response to consumers' service and information requests, chatbots provide a
straightforward and user-friendly information resource (Kim & Chang, 2020; Lubbe
& Ngoma, 2021). According to Prentice et al. (2020), chatbots have replaced human
customer care representatives in handling inquiries and grievances from customers.
According to Um et al. (2020), a chatbot is an automated system that simulates
human-to-person communication via text or voice communications.

2.2. Chatbots in the Airline Industry

Because of the enormous number of consumer contacts via queries and bookings,
customer service in the airline sector is one of the first areas that might profit from
chatbots. By automating activities and unclogging contact centers, a competent
customer care bot might save money. It might assist customers in finding appropriate
flight alternatives by collecting information such as time, date, destination, and other
preferences (Agostinho, 2016). It might aid in flight booking, saving clients the time
and effort of visiting the airline's website and entering page after page of information.
It might provide flight status updates, such as information on delays or cancellations.
It may also provide digital boarding passes (Power, 2020).
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2.3. Airline Chatbots Importance

The unique service characteristics of the airline industry will necessitate an awareness
of client requirements, expectations, and preferences (Aksoy et al., 2003). Not only
do passenger seat classes, upgrades, and add-ons form part of their inventory, but a
plethora of other factors, including cost and fees, in-flight services, boarding,
deplaning, baggage, flight crew, aircraft, check-in, and reservations (Power, 2020),
are taken into account when measuring passenger satisfaction (Langford et al., 2019).
Weather, air traffic control, technical difficulties, and crew time-outs are among the
many uncontrollable factors that affect airlines (Margolis, 2014).

In the airline sector, service quality is the sum of many interactions between
consumers and airlines. The airline sector has been exploring new business models to
fit the competitive climate brought about by a globalized world (Kalemba & Campa-
planas, 2015; Belobaba et al., 2009; Katsoni, 2015; Dougali et al., 2015). Chatbots are
gradually being embraced by airlines due to the convenience they bring to their
customers, such as fast replies, 24/7 operations (Veiga et al., 2017), and lower costs
compared to human operators (Ene, 2018).

2.4. Airline Chatbots Benefits
Applications for chatbots that provide customer service have many advantages. A

chatbot is used to conveniently respond to rapidly evolving customer demands and
expectations from any location, cutting down on wait times for customers (Trapero et
al., 2020; Adamopoulou & Moussiades, 2020; Winkler & Soellner, 2018). Of all
industries, the aviation sector receives the most consumer queries (Statista, 2020).
Customer services have been severely pressured during this crisis period by the volume
of inquiries regarding flight cancellations, postponements, or travel restrictions, which
has made it challenging to provide customers with sufficient information in a timely
manner (Kasinathan et al., 2020; Dixon et al., 2020). Through Al applications, chatbots
have demonstrated that they offer superior support with fewer errors than their human
counterparts (Kurachi et al., 2018). According to Brandtzaeg and Fglstad (2017),
chatbots reduce human error by using a historical database to enhance future purchase
decisions and build customer trust in a reliable company.

2.5. The Challenges of Using Al Chatbots

Al chatbots have benefits, but they also come with risks and disadvantages. To
understand the customer’s emotions, tone, or intent, for example, they might not have
the human touch or empathy necessary to reply appropriately or sympathetically
(Pillai & ivathanu, 2020). Additionally, they might not be able to handle delicate,
unclear, or complex situations like emergencies, disputes, or complaints; instead, they
might need to escalate the matter to a human agent, which could damage the
customer's loyalty, trust, and satisfaction (Ivanov, 2017). Technical problems like
bugs, glitches, or downtime can also affect Al chatbots and cause service disruptions
as well as customer annoyance. Additionally, they might make mistakes that harm the
chatbot's credibility and the company's reputation, like giving the customer
misleading or irrelevant information, misinterpreting their question, or giving the
same response twice (Luo et al., 2019). Finally, there are a number of ethical and legal
concerns that Al chatbots may bring up, including how to safeguard customer privacy
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and data, maintain the chatbot's accountability and transparency, and adhere to
applicable laws and standards. It is imperative to give careful thought to and handle
these matters to prevent future lawsuits, fines, or penalties (Rahman et al., 2017).

2.6.Travel Chatbots Types
Sheffield (2016) has identified four distinct categories into which travel chatbots can
be divided:

1. Chatbots for reservations: Travelers can now use chatbots from several
reservation companies, such as Expedia and Booking.com, to look for a hotel and
a flight via Facebook Messenger. Comparing these chatbots to other websites and
search engines, the user experience is improved.

2. Chatbots for customer service in travel: These are comparatively simple travel
chatbots that are integrated into the websites of travel service providers and are
frequently used to answer questions from clients and assist them with navigating
the website (e.g., "Alex," the chatbot from United Airlines).

3. Chatbots on messaging apps for travel: In terms of interaction, these travel
chatbots are a little more sophisticated. Travel metasearch engines and OTAS
primarily use them to assist users in booking travel via messaging apps (e.g.,
Skyscanner and Expedia Facebook Messenger chatbots).

4. Chatbots with artificial intelligence for travel: These are online assistants for travel.
They are far more sophisticated than basic Facebook Messenger bots, despite still
depending on instant messaging apps, since they employ algorithms to provide
users with customized travel recommendations (e.g., HelloHipmunk chatbot).

2.7. Customer Experience

Customer experience is the development of an individual's sensory, affective,
cognitive, relational, and behavioral reactions to a company or brand through a series
of touch points encountered in pre-, during, and post-purchase scenarios. This journey
is continuously assessed against the response thresholds of concurrent experiences in
the individual's surrounding environment (Homburg et al., 2017). Businesses have
been putting money into technology with the intention of cutting customer support
costs, raising customer satisfaction levels, and increasing company profitability
(Kohler et al., 2011). In order to increase customer satisfaction, positive attitudes
towards the product, and purchase intentions, these can be strategically used to
socialize and educate prospects or customers (Holzwarth et al., 2006). The chatbot,
sometimes referred to as a conversational agent, is one instance of how brands are
using Al technology.

2.8. Horus Chatbot in EgyptAir Website

Egypt Air's IT sector provides services to manage, implement, operate, and develop all
technical solutions and services. EgyptAir aims to promote the continuous development
of IT services, including Al-based chatbot services, to communicate directly with
customers, especially with the immense technological development and high competition
in the aviation industry in all its fields. The Horus Chatbot is now accessible on the
EgyptAir website, offering both Arabic and English versions (EGYPTAIR, 2023):
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e Search and book flights: An airline chatbot's primary function would be to
expedite and streamline the flight search and booking procedure.

e Chatbot check-in: Chatbots can assist clients in avoiding hours of waiting in lines.

e Flight tracking and updates: Chatbot applications can assist in automatically
informing travelers via their mobile device about any changes to their itinerary
or the status of their flight.

e Upselling customized offers: Upselling and promoting extra goods, services, and
experiences to current customers is one of the many benefits of chatbots for
airlines. The Al chatbot can provide individualized or exclusive deals based on
the traveler's profile, catered to their specific needs and travel goals.

e Baggage claims and refunds: By providing real-time information on the
whereabouts of their luggage, airlines may speed up the baggage claims and
refunds procedure. The chatbot can also help clients fill out the luggage reclaim
form, as well as seek and handle refunds and reimbursements.

¢ Including codeshare information in the EgyptAir website's online chatbot so that
users can easily and clearly obtain it.

e Incorporating frequent flyer and Star Alliance information into the online chatbot
on the EgyptAir website to make it accessible to users with ease.

e Baggage Allowance, Excess Baggage, Visa & Health, and EgyptAir news
information into the online chatbot on the EgyptAir website to make it accessible
to users with ease.

e The chatbot on the EgyptAir website creates new pages on sustainability, groups,
charters, PRM (passengers with reduced mobility), and customer feedback to
provide EgyptAir's valued customers with more information.

e The chatbot provides information related to COVID-19 restrictions and is a
general guide to almost all main EgyptAir services.

3. Research Methodology

The research employs a descriptive analytical approach, whereby quantitative data is
collected and analyzed through a questionnaire. The survey was made available to
EgyptAir customers online. The survey intends to explore the impact of using chatbot
technology on the customer experience at EgyptAir. To accomplish the overall goal of
the study and its objectives, survey principles and the creation of the relevant
questionnaire are provided below.

3.1. Data Collection

Online surveys were used to gather data, and they were designed in a way that was
pertinent to the circumstances in order to reduce the number of unreliable responses.
They were distributed to 792 passengers on EgyptAir from July to October 2023.

3.2.Questionnaire Design and Measure

The study aims to evaluate EgyptAir's usage of chatbots and their effect on improving
the passenger experience. As a result, the concerning characteristics need to be
classified according to the extent of their influence on satisfaction. Additionally, it's
important to record and evaluate the reasons behind a chatbot's use. Therefore, the
creation of the aforementioned questionnaire is required and has the following
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structure: The survey is divided into seven primary sections. Section one is about
demographic information, which provides general information about passengers at
EgyptAir, such as their gender, age, educational level, and the number of flights they
have taken during the last 12 months. The second section included four variables
representing experience with chatbots. The third section included 13 variables
representing motives for using a chatbot. The fourth section included 13 variables
representing the advantages of using chatbots. The fifth section included nine
variables representing the disadvantages of using chatbots. The sixth section included
four variables representing travel chatbot use intentions. The seventh section included
six variables representing satisfaction with chatbot characteristics. The questionnaire
items were anchored according to the three-point Likert scale: "1 = disagree, "2 =
neutral, and "3 = agree.

3.3.Data Validity and Reliability

The questionnaire of motives for using a chatbot developed for this research was
subjected to internal reliability tests and validation procedures. For this purpose,
Cronbach’s alpha and factor analysis were applied.

3.3.1. Data Validity

The researcher gave the questionnaire instrument to a total of 25 EgyptAir passengers
in order to confirm the format, readability, and measurement capabilities of the data
collection tool used in this study. After that, the questionnaire was improved and
updated to take into account the feedback that the domain passengers had provided.

3.3.2. Data Reliability

Cronbach's Alpha (o) was computed for the sections of the questionnaire about
reasons to use a chatbot in order to assess reliability. Despite the fact that different
research has been done on acceptable Cronbach's Alpha values, a scale is considered
appropriate for statistical model analysis if its value is greater than 0.7.

The following table shows the Cronbach's Alpha value for each dimension of the
relevant questionnaire section. The scale has a mark greater than 0.7, indicating very
good reliability. Since this scale was created on its own using the reviewed literature
as a guide, the results are extremely relevant.

Table (1) Cronbach’s Alpha Value

Variables No. of | Cronbach’s | Validity
items Alpha Coefficient*
Experience with chatbots 4 0.741 0.861
Motives for using a chatbot 13 0.958 0.979
Advantages of using chatbots 13 0.950 0.975
Disadvantages of using chatbots 9 0.891 0.944
Travel chatbot use intention 4 0.842 0.918
Satisfaction with chatbot characteristic 6 0.897 0.947
Total 49 0.951 0.975

* Validity coefficient = Reliability coefficient

The results of determining Cronbach's alpha reliability are displayed in Table 1.
According to the test results, the validity coefficient for all sections of the EgyptAir
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questionnaire is equal to 0.951, and the reliability coefficients for passengers are equal
to 0.975. These findings demonstrate the instrument's suitability for use.

3.4. Data Analysis

The research uses the Statistical Package for Social Sciences (SPSS) to process data
statistically in order to meet the study's objectives, including the following statistical
methods: Frequency distributions, percentages, means, standard deviations (SD),
factor loading, Cronbach's alpha test, and Pearson correlation analyses

4. Results and Discussion
4.1.Descriptive Analysis of Research Variables

First Section: Respondent Demographic Characteristics

Table 2: Demographic profile of sample elements

Variable | Frequency | Percentage (%)

Gender

Male 414 52.3

Female 378 47.7
age group

18-28 years old 323 40.8

29-39 years old 188 23.7

40-50 years old 57 7.2

51-59 years old 224 28.3

60 and More 0 0
Education level

Bachelor Degree 342 43.2

Master Degree 114 14.4

PhD degree 336 42.4
Numbering of flights had during the last 12 months

1t02 473 59.7

3to5 57 7.2

6to 10 19 2.4

more than 10 243 30.7

According to Table (2), the sample size of 792 replies is dominated by males, with 414
responses representing 52.30% of the total. Females received 378 replies, accounting for
47.70% of the total. The majority of responses (323) are between 18 and 28 years old,
with 40.80%, and then the 51-59 age range comes in second with 28.3% (224 responses).
Furthermore, 188 participants (23.70%) of the sample are between 29 and 39 years old,
and 57 participants (7.20%) are between 40 and 50 years old. the participant’s level of
education, 43.20% of the responses (342) got a bachelor's degree, and then 42.40% of
respondents disposed of a PhD degree (336). Also, 14.40% of participants (114) had a
master's degree. Table 2 shows the number of flights respondents had during the last 12
months: 59.70% had 1 to 2 flights, while 30.70% had more than 10 flights, and 7.20%
travelled from 3 to 5 flights. Whereas, the table results indicate that only 2.40% of
respondents had 6-10 flights with EgyptAir.
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Section 2: Experience with chatbots

Table 3: Experience with chatbots

Variables Mean | SD | Factor | Rank | Attitude
loading
| am aware of the idea of chatbots. 229 |.702| .767 2 Neutral
| have previously utilized chatbots. 191 | 813 | .774 4 Neutral
| utilized chatbots on a regular basis. 205 |.786 | .701 3 Neutral
I'm interested in learning more about chatbots. | 2.57 | .584 | .953 1 Agree
Total Mean 2.21 Neutral

Table 3 displays the user experience with chatbots, together with mean and standard
deviation values ranging from 2.57 to 1.91. In comparison to the field's overall instrument
mean of 2.21, the item "I'm interested in learning more about chatbots” has a mean of
2.57 and a standard deviation of 0.584, and it is followed by the item "I am aware of the
idea of chatbots,” which has a mean of 2.29 and a standard deviation of 0.702.

Section 3: Motives for using a chatbot

Table 4: Motives for using a chatbot

Variables Mean | SD | Factor | Rank | Attitude
loading

I utilize chatbots to get help or information | 2.29 | .825 | .770 1 Neutral
on reservations for trips.
I utilize chatbots for reserving flights, hotel | 2.12 | .764 | .854 2 Neutral
rooms, limousines, and other services.
| utilize chatbots to obtain prompt responses. | 2.01 | .874 | .801 3 Neutral
| utilize chatbots because they are simple | 1.96 | .786 | .874 4 Neutral
to operate.
| use it because | can customize a travel | 1.81 | .765 | .835 12 Neutral
chatbot to my personal requirements.
Travel chatbots are handy since they are | 1.86 | .834 | .821 11 Neutral
always available—24/7/365—which is why
| use them.
I've utilized chatbots for travel since | enjoy | 1.86 | .744 | .745 10 Neutral
the conversational experience they provide.
Chatbots have helped me improve my | 1.91 | .869 | .716 8 Neutral
communication abilities.
| use chatbots to experiment with new | 1.96 | .873 | .762 5 Neutral
technologies.
| use chatbots to evaluate my ability to | 1.81 | .825 763 13 Neutral
travel.
I use chatbots because | find travel | 1.89 | .824 733 9 Neutral
chatbots interesting and exciting because
they are new and different.
| use chatbots because | am interested in | 1.91 | .813 | .731 7 Neutral
learning about new technology.
I utilize chatbots because | prefer to beupto | 1.93 | .857 | .810 6 Neutral
date with the newest tools available for
technology.

Total Mean 1.95 Neutral
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Table 4 shows passengers motivation for using a chatbot. Travelers see it as one of the
most important reasons for using chatbots at EgyptAir: "I utilize chatbots to get help
or information on reservations for trips" (M = 2.29, SD = 0.825), followed by "I
utilize chatbots for reserving flights, hotel rooms, limousines, and other services" (M
= 2.12, SD = 0.764). The item "l use chatbots to evaluate my ability to travel" was
rated last, with a mean of (1.81) and a standard deviation of (0.825).

Section 4: Advantages of using chatbots

Table 5: Advantages of using chatbots

Variables Mean | SD | Factor | Rank | Attitude
loading

| thought this chatbot system's different | 2.19 .665 739 12 Neutral
features were well integrated with one
another.

| think a large number of passengers | 2.57 | .495 738 1 Agree
can effortlessly organize and book a
journey utilizing a chatbot.

| feel secure and confident booking | 2.17 .689 740 13 Neutral
trips through a chatbot.

| needed to learn the chatbot app to | 2.29 667 707 10 Neutral
know how to use this system to book

my journey.

Chatbot services were available around | 2.53 .588 730 4 Agree
the clock.

Chatbots show immediate answers to | 2.50 546 .883 5 Agree
flights

Chatbots offer solutions to| 253 546 911 3 Agree
commonplace queries.

Chatbots facilitate communication | 2.55 544 .853 2 Agree
between the airline and the passenger

Chatbots used to handle complaints | 2.45 587 741 7 Agree
promptly

Chatbots enhance A positive passenger | 2.50 | .589 .806 6 Agree
experience

Chatbots provides detailed answers to | 2.41 581 742 8 Agree
flights provided by the airline

Chatbots responded to difficult queries. | 2.38 617 760 9 Agree

Friendship and approachability were | 2.26 | .694 841 11 Neutral
supplied via chatbots.

Total Mean 2.41 Agree

Table 5 displays travellers' perspectives on the benefits of employing chatbots. The
results show that one of the most common benefits of using chatbots is that "I think a
large number of passengers can effortlessly organize and book a journey utilizing a
chatbot™ was first mean ranked (M = 2.57, SD = 0.495), while "I feel secure and
confident booking trips through a chatbot™ had the lowest mean value of 2.17 and a
standard deviation of 0.689.
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Section 5: Disadvantages of using chatbots

Table 6: Disadvantages of using chatbots

Variables Mean | SD | Factor | Rank | Attitude
loading
The use of chatbots or similar technologies | 1.93 | .829 720 5 Neutral
while booking trips could potentially pose
problems for me.
I am not able to keep up with the latest | 1.55 | .764 748 9 disagree
developments in technology.
Using technology like chatbots when | 1.96 | .786 .780 4 Neutral
booking trips makes me feel worried.
It appears that using a chatbot to plan trips | 1.71 | .702 735 7 Neutral
is too complicated.
| require assistance from the technical | 2.00 | .691 .906 2 Neutral
support team in using a chatbot to make a
travel reservation.
The system was difficult for me to utilize. 1.81 | .665 786 6 Neutral
| found the system to be rather inconsistent. 1.69 | .637 754 8 Neutral
I think utilizing chatbots for travel poses a | 2.19 | .589 793 1 Neutral
risk to privacy and data security.
| believe that there are worldwide concerns | 1.95 | .690 .862 3 Neutral
linked with Al in the future, which makes
employing travel chatbots problematic.
Total Mean 1.86 Neutral

A series of questions on the drawbacks of employing chatbots were posed (see Table 6).
According to the findings, one of the most common disadvantages of using chatbots were
that "1 think utilizing chatbots for travel poses a risk to privacy and data security” (M =
2.19, SD = 0.589), followed by "I require assistance from the technical support team in
using a chatbot to make a travel reservation” (M = 2.00, SD = 0.691). "I am not able to
keep up with the latest developments in technology” was placed last (M = 1.55, SD =

0.764).

Section 6: Travel chatbot use intention

Table 7: Travel chatbot use intention

Variables Mean | SD | Factor | Rank | Attitude
loading

In the future, | expect to utilize or| 226 | .539 797 4 Neutral
continue to employ travel chatbots.
| believe that in the future, a growing | 2.29 503 .706 3 Neutral
number of travellers will make use of
travel chatbots.
I strongly encourage passengers to utilize | 241 | .621 729 2 Agree
travel chatbots.
I will recommend to travellers that they | 2.41 | .581 705 1 Agree
utilize travel chatbots to organize their
future trips.

Total Mean 2.34 Agree

-34-




Minia Journal of Tourism and Hospitality Research Vol. (16), No. (2), December 2023

Table (7) displays the means and standard deviations of travel chatbot usage intention,
with means ranging from 2.41 to 2.26. When contrasted to the field's overall
instrument mean (2.34), the item "I will recommend to travellers that they utilize
travel chatbots to organize their future trips" had a mean of 2.41 and a standard
deviation of 0.581. "In the future, | expect to utilize or continue to employ travel
chatbots,"” the last-ranked, with a mean of (2.26) and a standard deviation of (0.539).

Section 7: Satisfaction with chatbot characteristics

Table 8: Satisfaction with chatbot characteristics

Variables Mean SD | Factor | Rank | Attitude
loading

| am satisfied with chatbot's responses | 2.29 667 744 6 Neutral
to my queries.
| am satisfied with chatbot's simplicity | 2.36 .650 750 3 satisfied
of access to the service.
| am satisfied with the chatbot's | 2.29 .590 .703 5 Neutral
kindness and warmth.
I am satisfied with chatbot's | 2.33 .605 717 4 Neutral
professionalism and skill.
The chatbot's speed of service has met | 2.41 581 786 1 satisfied
my needs.
I am satisfied with chatbot's | 2.36 571 793 2 satisfied
performance.

Total Mean 2.34 satisfied

According to the table above, the majority of the research participants were satisfied
with "The chatbot's speed of service has met my needs.” (M = 2.41, SD = 0.581),
followed by "I am satisfied with chatbot's performance™ (M = 2.36, SD = 0.571).
Whereas the opinions about passenger satisfaction with chatbot characteristics "I am
satisfied with chatbot's responses to my queries"” have the lowest satisfaction from the
participants (M = 2.29, SD =.667).

4.2. Pearson Correlation analyses

Table (9): Correlations between the experiences, motives, advantages, and travel
chatbot use intention and satisfaction with chatbot characteristics

satisfaction with chatbot characteristics
Experience with chatbots (R =.842, p £.01)
Motives for using a chatbot (R =.597** - sig = 0.000)
Advantages of using chatbots (R=797,p <.01)
Travel chatbot use intention (R =0.646, P-value < 0.0001).

According to table (9), there is a significant relationship between satisfaction with chatbot
characteristics and experience with chatbots (R =.842, p <.01), motives for using a
chatbot (R =.597** - sig = 0.000), advantages of using chatbots (R =.797, p <.01), and
travel chatbot use intention (R = 0.646; P-value < 0.0001). These results indicate that
there is positive relationship between experience with chatbots, motives for using a
chatbot, advantages of using chatbots, travel chatbot use intention, and satisfaction with
chatbot characteristics
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Table (10): Correlations between the experiences, motives, and advantages with
chatbots and satisfaction with chatbot characteristics

Travel chatbot use intention
Experience with chatbots (R =.800, p <.01)
Motives for using a chatbot (R =.663** - sig = 0.000)
Advantages of using chatbots (R=.563, p<.01)

As seen in Table 10, there is a significant relationship between travel chatbot use intention
and experience with chatbots (R =.800, p <.01), motives for using a chatbot (R =.663** -
sig = 0.000), and advantages of using chatbots (R =.563, p <.01). These results indicate
that there is a positive relationship between experience with chatbots, motives for using a
chatbot, advantages of using chatbots, and travel chatbot use intention.

5. Conclusion and summary

This research aims mainly to assess the impact of using chatbot technology on the
passenger experience at EgyptAir. Hence, the research got the following results: the
primary motive for employing chatbots at EgyptAir is that passengers use chatbots to
receive assistance or information on trip reservations. According to the survey
findings, one of the most prevalent benefits of employing chatbots is that a large
number of passengers may easily organize and book a trip using a chatbot. Another
important result is that one of the most prominent downsides of using chatbots for
travel is that it compromises privacy and data security. The study's findings also
suggest that the majority of travellers advocate using travel chatbots to plan their
future travels.

The findings of this study give EgyptAir insight into passengers' motivations and
behavioral intents to use new technologies, such as travel chatbots. Such
comprehension would aid airlines in designing and delivering high-quality online
travel experiences to their consumers. One technology that can help businesses with
automated customer service is chatbots, which have become popular in recent years.
Businesses can benefit from the use of chatbots when they provide a positive
customer experience. This paper aims to analyze the overall customer experience with
customer service chatbots in order to pinpoint the primary factors that influence this
experience and pinpoint the dimensions of the resulting customer experience. This
article introduces Horus Chatbot, a travel chatbot that helps EgyptAir create an
engaging environment and give customers the best possible service. It has been
successfully demonstrated that Horus Chatbot offers a user-friendly interface that
requires little to no technical knowledge on the part of the user to operate.
Additionally, Horus Chatbot offers its users a few noteworthy extra features.

6. Recommendation

The efficiency and capability of chatbots in the airline industry need to be enhanced to
match the expectations of travelers, as these bots are still in the early stages of
development. In addition, the experience of air travelers should be enhanced in terms
of completing transactions linked to air travel with the least amount of time and effort
in comparison to traditional methods.
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Egyptair should also consider improving the chatbot's ability to understand and
process transactions expressed and entered in languages other than English, such as
transactions written in Arabic, to better serve travellers who can only express their
concerns in that language.

Chatbots ought to be observable, accessible, and available across all platforms, such
as social media (e.g., Facebook Messenger), which can load quickly and light-weight
even with a sluggish or unreliable internet connection. This enables travelers who lack
access to a high-speed internet connection to easily communicate with a chatbot and
voice their concerns about flying.

Finally, the chatbots used by Egyptair ought to be enhanced so that they can recognize
emotions and respond to queries beyond simply producing pre-written responses. This
advice is based on the idea that empathy encourages customer loyalty. Customers are more
likely to remain loyal to an airline company and to trust the service when they feel
understood.

References

1. Adamopoulou, E., and Moussiades, L. (2020). "An overview of chatbot
technology". In I. Maglogiannis, L. lliadis, E. Pimenidis (Eds.), IFIP Advances in
Information and Communication Technology, Springer, pp. 373— 383.

2. Agostinho, D. (2016). "Chat Bots: how could they impact the travel industry?"
Amadeus IT Group.

3. Aksoy, S., Atilgan, E., and Akinci, S. (2003). “Airline services marketing by
domestic and foreign firms: Differences from the customers’ viewpoint,” J. Air
Transp. Manag., vol. 9, No. 6, pp. 343-351.

4. Alam, R., Islam, M., and Khan, A. (2019) "Usage of Chatbot as a new digital

communication tool for customer support: A case study on Banglalink".
Independent Business Review, 12, 31-37.

5. Belobaba, P., Odoni, A., and Barnhart, C. (2009). “The global airline industry”,
John Wiley and Sons, Ed.

6. Bozic, J., Tazl, A., and Wotawa, F. (2019). “Chatbot testing using Al planning,”
Proc. - 2019 IEEE Int. Conf. Artif. Intell. Testing, AlTest 2019, pp. 37-44.

7. Brandtzaeg, B., & Fglstad, A. (2017). "Why people use chatbots". Internet
Science, pp. 377-392.

8. Dale, R. (2016)."The return of the Chatbots". Nat. Lang. Eng. 22, pp. 811-817.

9. Deshpande, A., Shahane, A., Gadre, D., Deshpande, M., & Joshi, P. M. (2017). "A
survey of various Chatbot implementation techniques"”. International Journal of
Computer Engineering and Applications, 11(7).

10. Dougali, E., Santema, S., and van Blokland, B. (2015). “Experience the CITY: The city
of destination as an integrator and its role in co-creating travel experiences”. Cultural
tourism in a digital era, Springer proceedings in business and economics, vol. 9.

11. Dixon, M., McKenna, T., & de la O, G. (2020). "Supporting customer service
through the coronavirus crisis”. Harvard Business Review, available online at
https://hbr.org/2020/04/supporting-customer-service-through-the-coronavirus-
crisis, (accessed on: May 30, 2023).

12. EGYPTAIR (2023). "ANNUAL REPORT (2019-2020) ", available online at
https://egyptair.com, (accessed on: May 30, 2023).

-37 -


https://hbr.org/2020/04/supporting-customer-service-through-the-coronavirus-crisis
https://hbr.org/2020/04/supporting-customer-service-through-the-coronavirus-crisis
https://egyptair.com/

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24,

25.

26.

27.

28.

29.

30.

31.

Minia Journal of Tourism and Hospitality Research Vol. (16), No. (2), December 2023

Ene, 1. (2018). “Study of Consumer’s Unconscious Reaction towards the Use of
Anthropomorphic Appearance of Al: An Eye-Tracking Experiment,” Stud. Univ.
,,Vasile Goldis” Arad — Econ. Ser., VVol. 28, No. 4, pp. 55-67.

Ho, A., Hancock, J., and Miner, S. (2018). "Psychological, Relational, and

Emotional Effects of Self-Disclosure after Conversations with a Chatbot". J.
Commun, 68, pp.712—733.

Holzwarth, M., Janiszewski, C., and Neumann, M. (2006). The Influence of Avatars on
Online Consumer Shopping Behavior. Journal of Marketing, 70(4), pp.19-36.
Homburg, C., Jozi¢, D., and Kuehnl, C. (2017). "Customer experience
management: toward implementing an evolving marketing concept”. Journal of
the Academy of Marketing Science, 45(3), pp. 377-401.

Ivanov, S. (2017). "Robonomics — principles, benefits, challenges, solutions™.
Yearbook of Varna University of Management, 10, pp. 283-293.

Kalemba, N., and Campa-planas, F. (2015). “How Quality Is Measured in the Air
Transportation Industry,” Tour. South. East. Eur., Vol. 3, pp. 115-127.

Kasinathan, V., Wahab, A., Idrus, S., Mustapha, A., and Yuen, Z. (2020). "AIRA
chatbot for travel: Case study of AirAsia". Journal of Physics: Conference Series, 1529.
Katsoni, V. (2015). "Application of a cultural landscape tourism marketing
management approach in a mountainous area”, Cultural tourism in a digital era,
Springer proceedings in business and economics, Vol. 9.

Kim, M., and Chang, B. (2020). "The Effect of Service Quality on the Reuse
Intention of a Chatbot: Focusing on User Satisfaction”, Reliability, and
Immersion. International Journal of Contents, 16(4), pp. 1-15.

Kohler, F., Rohm, J.,, de Ruyter, K., and Wetzels, M. (2011). "Return on
Interactivity: The Impact of Online Agents on Newcomer Adjustment”. Journal of
Marketing, 75(2), pp. 93-108.

Kurachi, Y., Narukawa, S., and Hara, H. (2018). "Al chatbot to realize sophistication of
customer contact points”. Fujitsu Scientific & Technical Journal, 54(3), pp.2-8.
Langford, G., Weissenberg, A., and Gasdia, M. (2019). "2019 US Travel and
Hospitality Outlook™. Deloitte, pp. 1-20.

Lubbe, I, and Ngoma, N. (2021). "Useful chatbot experience provides
technological satisfaction: An emerging market perspective”. SA Journal of
Information Management, 23(1).

Luo, X., Tong, S., Fang, Z., and Qu, Z. (2019). "Frontiers: Machines vs. humans:
The impact of artificial intelligence chatbot disclosure on customer purchases”.
Marketing Science, 38(6), pp.937-947.

Marques, M. (2018). "Top 3 Chatbots that are changing the Travel Industry”. HiJiffy,
available online at https:// medium. com/ hijif fy/ top-3- chatbots- that- are- chang ing-
the- travel- indus try- d3250 82c50 b8, (accessed on: 14 July 2023).

Margolis, C. (2020). "Hotels and airlines: same, same but different in the travel
industry”, available online at: https:// pearls of travel wisdom boarding area.com,
(accessed on: 14 July 2023).

Nursetyo, A., Setiadi, M., and Subhiyakto, R. (2018). “Smart chatbot system for
E-commerce assitance based on AIML”, 2018 Int. Semin. Res. Inf. Technol.
Intell. Syst. ISRITI 2018, pp. 641-645.

Petter, S., Delone, W., and McLean, R. (2013). “Information systems success: The
quest for the independent variables,” J. Manag. Inf. Syst., Vol. 29, No. 4, pp. 7-62.
Pillai, R., and Sivathanu, B. (2020). "Adoption of ai-based chatbots for hospitality
and tourism”. International Journal of Contemporary Hospitality Management.

-38 -



32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

44,

45.

46.

Minia Journal of Tourism and Hospitality Research Vol. (16), No. (2), December 2023

Power, D. (2020) “Airlines: A transportation or hospitality business?” Available
online at https://www.prnewswire.com/news-releases/airlines-a-transportation-or-
hospitality-business-300081706.html, (accessed on: May 30, 2023).

Prentice, C., Dominique Lopes, S., & Wang, X. (2020). "The impact of artificial
intelligence and employee service quality on customer satisfaction and loyalty".
Journal of Hospitality Marketing & Management, 29(7), pp.739-756.

Radziwill, N., and Benton, M. (2017) “Evaluating quality of chatbots and intelligent
conversational agents”, Software quality professional, Vol. 19, No. 3, pp. 25-36.
Rahman, A., Al Mamun, A., and Islam, A. (2017). "Programming challenges of
chatbot: Current and future prospective”. In 2017 ieee region 10 humanitarian
technology conference (r10-htc), pp. 75-78.

Rajhans, K. (2018). "Effective communication management: A key to stakeholder
relationship management in project-based organizations”. 1UP J. Soft Ski, Vol. 12,
No. 4, pp. 47-66.

Riikkinen, M., Saarijarvi, H., Sarlin, P., and Lahteenmaki, 1. (2018). "Using artificial
intelligence to create value in insurance”. Int. J. Bank Mark, 36, pp.1145-1168.

Sabri, A. (2014). "Applying DeLone and McLean IS success model on socio-
techno Knowledge Management System”. IJCSI Int. J. Compute. Sci. Issues, Vol.
11, No. 6, pp. 160-166.

Shawar, B. & Atwell, E. (2007). "Chatbot are they Really Useful?" LDV Forum.
22 (1), pp.29-49.

Sheffield, J. (2016), “The Ultimate Travel Bot List”, available at:
https://www.30secondstofly.com/ai-software/ultimate-travel-bot-list (accessed on:
25 July 2023).

Statista (2020). "Global air traffic — scheduled passengers 2004-2021", available
online at https://www.statista. Com /statistics/564717/airline-industry-passenger-
traffic-globally/, (accessed on: July 30, 2023).

Trapero, H., llao, J., and Lacaza, R. (2020). "An integrated theory for chatbot use
in air travel: Questionnaire development and validation". 2020 IEEE Region 10
Conference (TENCON).

Um, T., Kim, T., and Chung, N. (2020). "How does an intelligence chatbot affect
customers compared with self-service technology for sustainable services?".
Sustainability, 12(12), 51109.

Veiga, C., Santos, C., Aguas, P., and Santos, C. (2017). "Are millennials
transforming global tourism? Challenges for destinations and companies"”.
Worldwide Hospitality and Tourism Themes, Vol. 9, No. 6, pp. 603-616.

Vinod, B. (2016). "Chatbots in Travel: 4 Things the Industry must Get Right for
Success”, available online at https:// www. Sabre. Com/ insig hts/ chatb ots- intravel-
4- things- the- travel- indus try- must- get- right/, (accessed on: 15 August 23).
Winkler, R., & Soellner, M. (2018). "Unleashing the potential of chatbots in education:
A state-of-the-art analysis". Academy of Management Proceedings, 15903.

-39-



Minia Journal of Tourism and Hospitality Research Vol. (16), No. (2), December 2023

& EKB @aall & pall dliy o zlia s giaall
Ayl g dalund) & pad Lial) Alae
Egypfon Knowledge Bork
l}J-ﬂ-o” QQ}SZaJIL‘lU_ https://mjthr.journals.ekb.eq/ &l Jasl

Toartemend Ko pl n-,u.« reh

@) e Gl gllae Guwa /3, o

il drala — (3Ll 5 Aalanad) 418 — Al byl and — selise i

galdiall

& ol il LB 5l g Alaleall Gt ) (6350 Las eoDlaal) s 3 pilae Jaal 53l
e\d;ﬁ.ub)é;j\:\:\laswﬁddww\@t@aﬂc U:\MA:'LAQ U\J:‘M)A“UAJA{S
Q\J\_)';L,’Js: J}:.'ud\} s:ﬂ;)l\ Gle glae e Gnll ¢ Slaall oSy Cus Ja_.:a)ﬂ\ sy
Lol Clises ) of 8 el @l gl SN Jas g cagilabiial s ) Sola )
e Al Al jall ciadie ) 285 lal ) e 2 el Al 8 Al ol G isall e
b g e iy e ALYl jlaiu) &) gy aanal A e LAl dia gl mgiall
A (e Aiajall @ g g A alaain) S a8 A il de (6l ) 48 el
O Alia e die e B )l 792 xe anjgi o8 i ol phall jpas A o il
c‘;ﬁ_u;j\ Ja_u).\.d\ d_\.n 4.\4\_;.4;\}” uﬂ\_u‘}“ %) a.m:d\ M\J.ﬂ\ Giaaal cu\).lu s
).\_uu NSRS LI_UJ\ d_dm c‘_AA\_’J\ d_da_d\ ‘OM‘J g_al_u]\ ch)\_ou\ L_Q\);.:Y\
):\s‘y\ 28 gal) gaa) | il @l pany Aalaidl s glaadl o sacluall e J gaaall
O Alall e aall () o cAgilasall Al all Qe 188 5 Ao jall il gyg ) il &
Ol okl jman (o iy A0 )l G pe A Saad Jayladill A seun agiSay
oda JI3a Y duas oo aludll Q\.ﬁ)ﬁ@w\ﬁﬂud_)ﬂ\ i g9y 58 5888 32l
A ad e i el 1) BLYG s il (e V1 dalpall b gl
gl a8 L (g all il ks jall cdlebadl) Jlad) Cua e Tsa g ildl)
Al 3l & e el

Al clalsy)

‘O‘J;‘u‘ U_ﬂS)u
s:b.:id)ﬂ\ Sigrgy
(oelilaYl (S|
o ol &y o

Ol ekl

-40 -


https://ekb.eg/
https://mjthr.journals.ekb.eg/

