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BRITISH AIRWAYS USER RESEARCH
Executive Summary

A

BA is Looking to
Increase Add-ons &
Upgrades

British Airways is currently
undergoing a transformational
period. Improving clarity and
increasing add-on/upgrades,
while retaining their strong brand
presence, is key to that strategy

>l

Major — Most Users
Miss an Immediate
Upgrade

The landing page is most
customers' first stop on ba.com.
Users are skipping the autofilled
Travel Class field, one of BA's first
upsell moments in the booking
flow.

Major — Users Are
Spending a Long Time
Booking

While booking their flights, users
are spending more time searching
for information than evaluating
their booking options. Only 1 of 5
users was able to complete their
outbound booking in under 45
seconds

?

Minor — Extra Baggage
Terminology Disrupts
the Booking Flow

Baggage terminology was not
standardized and confused
multiple users. 2 of 4 confused
users left the Extras page/step
searching for additional
explanation



o Identify friction points in key add-on
and upgrade steps for long-haul flyers

o Discover and give recommendations

Resea rCh so British Airways can increase clarity
and upgrade conversion
Goals

 Enhance the usability and overall
booking process for British Airways
customers



Participants & Methods




Behavior

Must have booked at least 1 flight online within
the last 2 years and at least 1 long-haul flight (7+
hours) within the last 2 years

Demographics

Middle to High Income Adults (household annual
income £40,000—-£85,000 or $62,000-
$125,000); ages 25-65; mix of genders

Exclusions

Participants do not currently work in or have
ever worked in the travel industry

Participant Criteria



BA Red Routes

Based on hierarchical and cognitive
task analysis, searching for flights,
choosing flights, and adding
extras during the extras step were
mandatory or near-mandatory
steps the user had to go through to
complete their booking and were
identified as key add-on/upgrade
steps

Frequency

Used always

7. Review and
pay for order

Used

frequently 5. Select Seats

Used
occasionally

3. View flight
summary
Used rarely (confirmation
of flight
details)

Used by few Used by some Used by many

Criticality

1. Search for
flight(s)

6. Add extras

Used by all



-

Participant Test Type Participant Source Test Date

P1 Unmoderated Extended family April 7, 2026
(self-recruited)

P2 Unmoderated Extended family - outside of desired participant segment, April 8, 2026
(self-recruited) last long haul booking 3 years ago (desired <2 years)

P3 Unmoderated Userbrain April 12, 2026
(Userbrain)

P4 Unmoderated Userbrain April 12, 2026
(Userbrain)

P5 Moderated (self- | Userinterviews April 14, 2026
recruited)

P6 Moderated (self- | Userinterviews April 15, 2026

recruited)

6 Participants Usability Sessions — 3 Tasks




What Went Right



WHAT WENT RIGHT

The Good

Safe Confident Premium

No matter the hiccups, most users Even users who experienced Website offers a high visual fidelity

were able to successfully complete challenges throughout their booking vs competitor sites. BA offers all

their booking process felt confident their booking customers a premium brand
choices experience whether at an airport

lounge or booking their next flight



What Went Wrong



WHAT WENT WRONG
Landing Page: What's a Travel Class?

‘ Where can we take you? J [ Where can we take you?

Travel class
Travel class ~
: &) ' v Economy
Economy R p ‘ Premium Economy
- Business
First
| (=
The travel class field on the landin . :
: : J - : The field is autofilled by default,
page is one of the first upgrade steps 4 of 6 participants did not evaluate o .
: : : : resulting in users accepting the default
in the booking flow and is overlooked travel class when booking . e .
fare without considering upgrading
by most users

“I guess it would be long haul without me having to put anything else in”

— Participant 3



WHAT WENT WRONG
Booking: The Hunt for Information
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Only 1 of 5 users completed the
Users expect the booking information outbound booking in under 45 Users needing to search for
to be presented immediately, without seconds (average: 72). Most users information is increasing booking time
having to search for it were hunting for information they and risking abandonment

expected to be presented up front

“What is the difference between premium economy and business? I'm not sure
what kind of option they're adding if | choose business class over economy.”

— Participant 4



WHAT WENT WRONG

Extras: Time to Leave

Add baggage

Cincinnati to London

$3,116.83
(i) You may have different baggage allowances on your flights.
This is because you're flying with more than one airline during your journey Outbound
Check your baggage allowance before you travel. Wednesday 13 May, 2026

Friday 12 June, 2026

From Cincinnati to London
v 1 Passenger

© Baggage allowance per passenger

€ Rewards

Members of The British Airways

Included in fare

d bag 23Kg 2 pieces of hand baggage

points after completing this trip.
From Cincinnati to Chicago See your rewards when you pay.

i of hand baggage

From Chicago to London Flights

Fares, taxes and fees

From London to Cincinnati Baggage
- $0.00

@ Baggage allowance per passenger

Included in fare

Baggage information presentation
display is currently dependent on the
flight(s) chosen

2 Your trip

Club will collect Avios and earn tier

From London to Cincinnati
Economy Standard
@) Baggage allowance per passenger

Included in fare

1 Checked bag 23Kg 1 Small handbag 1 Cabin bag

(£) Add extra baggage

Mrs John Doe (adult)
[l] Checked bag 23Kg Add bags

CHN

Add bag for $90
Airport price up to $200

Due to inconsistent and sparse
information presented on this page,
users were forced to backtrack and/or
leave the page searching for
clarifications about the information
already on the page

From Cincinnati to Chicago

2 pieces of hand baggage

From Chicago to London

1 Small handbag 1 Cabin bag

2 of 4 participants left this part of the
booking process to find more information
about the baggage allowances; leaving
the booking process risks abandonment

“I would prefer to see the extras before | go ahead and put my information.

Definitely disappointing.”

- Participant 4



Recommendations &
Priorities



RECOMMENDATIONS
Key Priorities

P1— Major

(Quickest Win) P1—Major P2 — Minor

Booking Information Extras Verbiage &

Travel Class Presentation Mental Models

Awareness

Frequency: High Frequency: Medium
Severity: High Severity: Medium
Effort: Medium Effort: Medium

Frequency: High
Severity: High
Effort: Low




RECOMMENDATIONS

Maijor (Quickest Win) — Landing Page
What's a Travel Class?

| recommend increasing the awareness of the travel class field on the
landing page because we found that due to the field being autofilled 4 of 6
users skipped the field and didn’t evaluate any fare upgrades, defaulting to
the cheapest fare, Economy, and losing the potential upgrade

The field autofills to Economy with no signals, so skipping it locks in the
cheapest cabin by default. The upgrade fares do show up on the next
screen, but since Economy is already selected, most users moved past the
fare upgrades without comparing them.

This will help us see more fare upgrades on the landing page, which will help
British Airways with their goal of achieving more paid upgrades

“It's a long flight, it'd be quite
expensive. I'll go, not the
lowest, I'll go premium
economy."

- Participant 3



RECOMMENDATIONS

Major — Booking Page
The Hunt for Information

| recommend simplifying the booking page
because we found users expect booking information
to be presented immediately

“I feel like it’s a lot of confusion if

This will help us see a quicker booking experience, someone is not really sure which
which will help British Airways with their goal of option to choose, it would
reducing friction in long-haul bookings definitely be a lot of work”
Competitors like KLM have easier to scan tier cards - Participant 4

with clearer taxonomies. BA should consider
simplifying their own taxonomy and tier cards,
following similar best practices




RECOMMENDATIONS
Minor — Extras Step

Time to Leave

| recommend keeping the explanatory information and
standardizing the add-on baggage verbiage on the
Extras page because we found 2 of 4 participants left
the page searching for baggage definitions, risking
abandonment

Keeping the users in the booking flow will help us see
fewer exits from the Extras page and a higher baggage
add-on rate, which will help British Airways with their
goal of increasing paid add-ons

“It tells me that | have two check
bags, a small handbag, a cabin bag,
and two pieces of hand bags.

Which I have no idea what the
difference between [1 small
handbag and 1 cabin bag] and [2
pieces of hand baggages] is”

- Participant 5



RECOMMENDATIONS

Additionally Notable

80% Confidence Gap

The confidence gap current British Airways users are experiencing is real. Across all tasks 80% of
participants who failed the task were confident in their choices

The Takeaway

High false confidence creates 'silent failures.' Users believe they've made the best choice when
they've actually just accepted the default. This is likely suppressing upgrade conversions significantly.



Reflection & References

Hindsight 20/20



Research
Reflection

Recruiting is hard and
expensive

Recruiting is one of the more difficult
parts of research. Unable to self-recruit
moderated participants, | had to go with
my Plan B: Userinterviews.

Memory gap

During my pilot tests, | struggled to
moderate, take notes, and remember
everything, so | modified my script to
iInclude everything | would need to
remember and started short-handing in
my daily life for practice.

Paper to digital

| had issues translating my paper usability
test scenarios into the unmoderated
format UserBrain format. | learned both
UserBrain and Userlnterviews during this
research.

Take breaks

Research for my other course hit the
same timeline as this research, which led
to burnout at various points in my
research. So learning to take care of
myself a bit more and giving myself
scheduled breaks is on the agenda for
next time.



References &
Sources

Testing platform: UserBrain — userbrain.com
Recruitment platform: User Interviews — userinterviews.com

Various methodology references: Nielsen Norman Group —
nngroup.com

British Airways — britishairways.com (accessed April 2026)

easyJet — easyjet.com (accessed April 2026)
KLM Royal Dutch Airlines — kim.com (accessed April 2026)

United Airlines — united.com (accessed April 2026)



More References &
Sources

Claude (Various Models), Anthropic — claude.ai — used for
research planning, draft review, and project organization

BA Logo By Source, Fair use — https://sco.wikipedia.org/w/
iIndex.php?curid=204487

Sustainable aviation fuel transformation: British Airways
Media Centre — mediacentre.britishairways.com/
pressrelease/details/13810 (accessed May 2026)

London landing fees context: ShermansTravel —
shermanstravel.com/advice/what-are-air-landing-fees-
london-why-theyre-getting-higher (accessed May 2026)



Questions?




Appendix

Diagrams and any additional information for the research that was not
used in the main deck



APPENDIX

Business Model Canvas

Key Partners &

» The United Kingdom
 Airports

Key Activities °

« Digital platform
management

» Business development
and partnership
management

« Fleet management,
maintenance, and flight
logistics

=8

Value Propositions

i

« Global flights

« Reward Membership

« UK's flag carrier

« Flights of different
price points and
luxury tiers

« Pre-flight lounge
available for all

Customer Relationships '

¢ Brand

« Country
representation (flag
carrier)

Customer Segments ’

Segmented

« Flight Classes
« Economy
¢ Premium Economy
« Business
« First

* Reward Membership
Tiers

s
Key Resources :‘- passengers Channels !B  Blue
* OI'I ﬂight mea|S « Airports - Bronze
. + Digital S
« Large fleet and crew available for all S B torilor s & Liiigie o Silver
: + Digital
® St'rong-j partnershlps passengers ki + Gold
with airporis « App
A + Search Engines/SEQ
» Strong brand |Oglstlcs + In Flight/During Service
» Print Media
+ Magazines
» On-flight screens and audio
» Ambience
+ Content on mealtrays
Cost Structure 6 Revenue Streams o

» Plane costs (fuel, parts, maintenance, etc.)

« Brand logistics (digital platforms, marketing, SEO, etc.)

» Personnel costs (FTEs)

» Airport costs and fees (lounges, space fees, upkeep, etc.)

» Flight sales
« In-flight purchases (meals, snhacks, drinks, etc.)
« Membership requirements (x amount of flights)

British Airways Business Model Canvas

Before diving into competitor sites and analysis, | needed to better
understand BA themselves as a business. After conducting extensive
secondary research | was able to put together this canvas outlining
how British Airways operates



APPENDIX
Competitive Analysis

British Airways SWOT

Satisfaction Delighter

On-board
Strengths Weaknesses & o e
- Strong and strategic paid upgrades . . . Bassinet Lol fiah
« Differences in fare tiers is not worldwide EVEy gt
Endkgdd-ons prasence throughout abundantly clear Free in-flight featfvarjf for all
L « Low amount of mental models used e pZSanti wi?t: e

« Clear error handling throughout the for upgrades and adg-ons o Performance

booking process Free carry-
- Minimized error points throughout the | :/erty long booking pages with lots of o Sustain-

booking process; overall very safe ex ability and

+ Currency stays in Euros even when sustainable

* Only one payment method Additional

booking from another region e fuel =3
* Fleshed out error handling et 108 practices <
using credit i 4]
card ’ ,"-P,.
aca 3
Wi (1]
Opportunities Threats / 3
. Strategic
» Safe payment connectors (Apple/ « Smaller and cheaper growing regional Highlysdie add-on
Google Pay, PayPal, etc.) competitor becoming an increasing Z"d;'ear placement
T~ threat to British Airways despite more it = ;
« Page simplification ; Basic
g 2 difficult user experience Gl
» Increased add-on and upgrade paths , . /__-——_
available at seat selection * Other major players have simpler .
) (less steps) booking experiences Book a flight o=
» Always available chat support for everyone :
) Free Reward in party/ available Pay for
. F’_arallel add-on prompting for return Program N flights in booking
flights ﬁ\.lrailable Find flights desired

regions

SWOT Kano

Overall British Airways offers a strong booking experience, but has British Airways offers a premium experience to all customers
clear room for improvement. worldwide by including certain add-ons as standard, what competitors
charge for.



APPENDIX

HTA&CTA

Hierarchical Task Analysis (HTA)

Use Case/User Goal

Book a long-haul flight

Hierarchical Task Analysis (HTA)

The HTA is a way to view the entire booking process and flow. This
helped identify key add-on/upgrade moments throughout the process

Sub-"Task |
Sub-Task Ll |21 3 41 | i
Select seat(s) for I Enter payer detail
Fick sithar return [round) Choosa cutbound flight Wiew chasan fightls) Add passanger datsils umbw: S :ﬁghii‘ o Add any adiditionsl | ;D;e qt;c:sm:;r
trip or a ane-way Miht el sl L and detail enged : ! bagga | i
! i ¥ Mg i 5 i FRE Ry layavars, if available 3 Sl 1 oation
| ; |
T I o L I F ] ——
SO 0
i
| | | i |
— i e e sl g e S o o e
Cptional ar Not Always 12 22 . 1 1 72 i
. v} 32 142 | 52 ©h o Btk
Applcable Step vi I rip letsil g Select s=at{s) for et el
‘Choose departurs oity Choose outbound flight ar::w r?::’:reah‘?:l;n :) ¢ Add fraguent flyer ! fight a:d 2 ts:la rﬂ:‘::f British Airways Better i
and desired dastination seat sub-tiar B : deva | St Wl Community Fund |
et e s far i | available |
i : | ot riat
__________ A—
i
T, = __________i‘__________ . AR —» . ——
Patential for increased 13 23 33 43 | 73
elarity Enter desired depart \fiew and decide to add :
HHHHH i ul.a Choose return flight and il R Enter user contact Enter card information
clate [and return date if s‘aaltiar packags add-on/ e e
—————————— I—————————- applicabie) upgrade of move on il
— R i
i
| :
| —— ETTERE URRETOR
Key add-onfupgrace 14 | 24
slep :
Pick travel class tiar ‘ Ehpss e gkt 2ot
sub-tier
|
S S R
15 25
Enter quantity of Pick to upgrade or stay
PEs5ENgErs per age with current seat
group salection®
Tt serie sy s e e
.......

Step Thinking Decision Issues Considered
1.4 - Pick travel class tier What's the differences between each  Choose the lowest because it's the User has no indication at this point of
of these classes? cheapest option or choose another class tier differences, price or
option the user has done before. general information.
2.2 - Choose outbound flight seat Why are there so many additional User chooses whichever option is Lots of small text with poor mental
sub-tier options? Is there a real difference recommended or price-relevant models, potentially causing
hetween these additional choices? option. information overload and confusion.
6. — Add extras What extras, add-ons, and/or Add an extra bag if needed and cost- Unclear if there are additional extras
upgrades are offered? Are these all appropriate. not being shown to the user (low-
of the available extras? trust).

Cognitive Task Analysis (CTA)

The CTA is based off of the HTA. By diving into the specific tasks, |
was able to ground the usability test scenarios in what matters to the
business.



APPENDIX
Competitive Analysis

e silas
- L =)
Key Factors BRITISH AIRWAYS easyJet o s UNITED
Booking
Fares presentation and clarity Very Clear Not Clear Very Clear Clear
Seat selection process Very Easy Difficult Very Easy Easy
United Easy to add upgrades, add-ons, and
attachments? Very Easy Easy Easy Easy
Add upgrades, add-ong and Very Clear Very Not Clear Not Clear Clear
attachments presentation
o) British Error handling Clear Very Not Clear Not Clear Very Clear
Q Alrways & Price breakdown and confirmation &l ot Claar Vi Olaai Clear
> details clarity y
Z KLM
(4h) Booking flow # of steps 7 8 6 4
(®))]
5 Booking flow (overall) 10110 2/10 6/10 8/10
(7] UX; Simplicity; Progress Tracking
v
§ Payment
Debit/Credit; Brand Visa Credit Card;
5 ; ; : ; Debit/Credit; Brand Visa Credit Card; Financing via flexpay; Miles; Credits
Payment options Debit/Credit Debit/Credit Miles; Paypal (Rewards): Paypal; Alipay + partners;
Paze
Error handling Very Clear Very Not Clear Clear Clear
Pricg break‘down and confirmation Very Clear Not Clear Not Clear Clear
details clarity
Ease of payment process Very Easy Easy Difficult Easy
: Add upgrades, add-ons, and
Fleet S|Ze attachments presentation Very Clear n/a (none present) Clear Clear
Payment flow (overall) 10/10 4110 6/10 8/10

Strategic Group Analysis Competitor Feature Matrix & Pattern Audit

For competitive analysis we chose easyJet due to being a strong
regional competitor, KLM for having a very similar experience as BA, as
well as size, and United being the aspirational competitor given their
strong passenger yield and fleet size that BA is moving towards.

At this time, British Airways offers a higher quality experience than
their competitors. Only being outshined by select areas and features.



