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Introduction

The market opportunity

The size of the European travel marketplace was said to be worth €49.4 billion in
2007 and is growing to an estimated €67 billion in 2009*. Flights have become a
commodity where profit margins are being squeezed by competitive forces and
government legislation.

At the same time the number of UK adults choosing to carry out their holiday
planning and booking online has continued to grow over the past 10 years. A survey
carried out by YouGov in 20072 revealed that 31% of online British adults plan to
conduct all of their holiday planning, including bookings, online in 2008. A further
36% plan to conduct most of their planning online, while only 4% will avoid the
Internet for travel purposes during 2008. At the same time, many businesses are
empowering their staff to arrange and book their own business travel for
themselves.

Given the sector’s huge growth and potential, it’s essential that the top travel sites
leverage every advantage available to them to be more effective in this highly
competitive marketplace. Usability has been proven to deliver highly compelling
commercial benefits to businesses by reducing the risk of drop-offs. This is
particularly important for highly transactional travel agent and airline carrier sites.

About this report

In February 2008, Webcredible investigated the usability of 20 travel websites in the
UK, evenly split between travel agents and airline carriers.

Increasing the usability of a travel website will increase the success users have in
finding and booking flights — it's as simple as that. Improved usability will also lead
to an increase in loyalty and return site visitors, and an improvement in the
perception of the online and offline brand. Usability is particularly important for
those travel brands that rely entirely on their online channel to sell their products
and services.

Who is this report for?

This report is aimed at anyone involved with a website trying to sell flights and
related travel services online, including: marketing managers, Internet managers
and web developers. Although our analysis focused on travel websites, the
guidelines are highly transferable to other websites. The report assumes no prior
usability or technical knowledge.
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Methodology

Webcredible analysed the websites of 20 UK online travel agents and airline carriers
in February 2008.

Each website was evaluated against these 20 best practice guidelines and assigned
a score of O to 5 for each guideline, with 5 being the maximum. With 20 guidelines
in total, websites were assigned a total Web Usability Index rating out of 100.

The guidelines against which we benchmarked the 20 travel sites were:

Flight search
1. Provide a clear and well designed ‘first step’ of the booking process
2. Offer functionality to aid the booking process
3. Provide an effective calendar
4. Allow flexibility when completing the first step
Search results and flight summary
5. Provide a clear results page
6. Allow manipulation of the results
7. Make pages “share friendly”
8. Support comparison shoppers
9. Display the full price (or an estimate) as early as possible
10. Make it easy to refine the search or look for another flight
11. Provide information on each airport
12. Use a clear flight confirmation page
Booking pages
13. Provide a contact number through the booking process
14. Use appropriate up-selling
15. Display a clear progress bar
16. Ensure your flight cancellation/change rules are clear and findable
Errors and error handling
17. Provide a clear error summary
18. Ensure all errors are clearly highlighted next to the individual form fields
19. Provide explicit instructions on how to correct errors
20. Ensure the system is able to cope with common errors

Webcredible, 99 Mansell Street, London E1 8AX
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Results

Executive Summary

The 20 travel websites received the following scores in total, out of 100:

Website Total score
Opodo (www.opodo.co.uk) 67
British Airways (www.britishairways.com) 65
Travelbag (www.travelbag.co.uk) 62
STA travel (www.statravel.co.uk) 58
Lastminute (www.lastminute.com) 56
Virgin Atlantic (www.virgin-atlantic.com) 55
Ebookers (www.ebookers.com) 54
Expedia (www.expedia.co.uk) 53
Travelocity (www.travelocity.co.uk) 53
BMI (www.flybmi.com) 53
Flight centre (www.flightcentre.co.uk) 52
Thomas Cook (www.thomascook.com) 49
First Choice (www.firstchoice.co.uk) 48
Airline network (www.airlinenetwork.co.uk) 47
Easyjet (www.easyjet.com) 46
FlyBE (www.flybe.com) 46
Thomsonfly (www.thomsonfly.com) 44
XL.com (www.xl.com) 44
Ryanair (www.ryanair.com) 40
Monarch (www.flymonarch.com) 38
Average score 51.5

With only 3 websites scoring over 60%, and with so many top Internet brands
scoring around the 50 mark, there’s clearly significant scope for these market
leaders to improve the usability of their online offering.

As the number of users intent on booking their flights online is set to increase in
2008, the opportunity to travel agents and carriers can only be realised by
delivering a first class user experience. If users can’t find the flights they want and
successfully get through your booking process they’ll likely pick up the phone or go
somewhere else.

Webcredible, 99 Mansell Street, London E1 8AX
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Travel agent vs. carrier websites

Splitting up the websites into travel agents and carriers reveals the following
rankings:

Travel agent website Total score
Opodo (www.opodo.co.uk) 67
Travelbag (www.travelbag.co.uk) 62
STA travel (www.statravel.co.uk) 58
Lastminute (www.lastminute.com) 56
Ebookers (www.ebookers.com) 54
Expedia (www.expedia.co.uk) 53
Travelocity (www.travelocity.co.uk) 53
Flight centre (www.flightcentre.co.uk) 52
Thomas Cook (www.thomascook.com) 49
Airline network (www.airline-network.co.uk) |47
Average score 55.1
Carrier website Total score
British Airways (www.britishairways.com) 65
Virgin Atlantic (www.virgin-atlantic.com) 55
BMI (www.flybmi.com) 53
First Choice (www.firstchoice.co.uk) 48
Easyjet (www.easyjet.com) 46
FlyBE (www.flybe.com) 46
Thomsonfly (www.thomsonfly.com) 44
XL.com (www.xl.com) 44
Ryanair (www.ryanair.com/site/EN) 40
Monarch (www.flymonarch.com) 38
Average score 47.9

The main differences observed between travel agents and carriers were:

There’s a significant disparity across all criteria between travel agents and
carriers

Carrier sites are generally less transparent when it comes to total pricing
choosing to add additional costs later during the user’s booking journey (this

Webcredible, 99 Mansell Street, London E1 8AX
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shouldn’t come as a surprise to people in the industry with the recent news
from the Office of Fair Trading)

Due to the smaller volume of flights available, carrier sites have less need to
offer more sophisticated features for manipulating search results by sorting
and filtering

Travel agents are typically more transparent with call centre contact details
during the searching and booking process (this could be due to differences in
the types of commercial businesses and their approach to customer service)

In general, both travel agents and carriers aren’t taking full advantage of the
growing acceptance of Web 2.0 sharing tools. The task of planning a flight is often a
social activity and users will expect to have tools to support this group task. Many of
the travel sites don’t even provide rudimentary printer-friendly templates so pages
print out properly.

Finally, with the growing number of airlines flying to new and mysterious-sounding
airports, many of the sites aren’t being upfront about where they’re based and how
users will get there. This kind of information is critical when planning a flight and it’s
essential that travel sites support users in achieving their goals.

Please consult the appendix on p29 for a full breakdown of scores.
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Category: Flight search
1. Provide a clear and well designed ‘first step’ of the booking process

Overall average Travel agent average Carrier average
3.9 (out of 5) 4.1 (out of 5) 3.7 (out of 5)

Many web users arriving on a travel site aren’t looking to browse around — they
usually have a target holiday location, and want to immediately find out how much
it’ll cost to get there. By displaying the start of the booking process on the

homepage, travel sites clearly communicate how users can start on this journey and
give users the chance to get going straightaway.

s L
AlrImeNetwork i

Callon 0871 TI]I] 1m

LILLICH Flight & Hotel Halidays | Dubai Holidays | Benefits Card | Specials
Currency »Insurance » Brochures Airport Parking Airport Lounges Check My Booking Customer Services & FAQs

Depat From \ Loncion Airports

Destination || chooss trom List

Type of Joumey @ petun () One-Way \

DepartDate |7 | mar2008 o Fri
L vl B
ANTER THE COMPETITION:. Adubs [12:64] 1w | Seniors [B5+] [0«

Cr Peg\nna[ i
& deparfs N

Airline Network’s
homepage has a clear
search form that acts as a
powerful call-to-action.

[ PLUS RetunDate (14 | mar 2008 )| Fri

FLIGHTS

d Be the first to Chidren [2-11] [0 | nfarts 1011 g o Hew York

find out about e == Dubai TZIT
‘our great offers! Group bookings Orlanda £273 B
E-NEWSLETTER SIGN-UPD) Las Wegas £303 B
Hang Kong £382 #
Recall details of any Frez newsletier [enter your emaito signup  [oplionl] Bangkok. £453 #
booking you have made Ferth £597 »

Advanced Options Seaich for FIGhE

LIEEILY ¥ bremium U‘”O‘p op-overs, Direct Flights 3 e 2Mspe Offaidy

B First Choice  Info  Contactus

Search

[Enter keprords fF———
First Choice has placed the

flights landing page behind
a hard to find link

Your accoul (‘ 1 ’)
Jour et (Cflights?).

‘We understand family holidays,

that's why weire 3 First Choice b holiday shortlist
7 2 b sign up for deals
Great holidays  Inspiraticn Family holidays
* Holidays * Destinations b "
* Al Inclushe * Online magazine Our top 10 holidays
* Longhaul * E-brochures Costa del Sol £103
* Adults * Videos Algarve £121
* Families Satvices . Ibiza £141
* Groups . Watch your kids leam to swim, discover Corfu £145
* Summer E gzgz ‘E;?;:wsas hidden talents and huild great memoriss Majorca £148
* Winter P together. ¥We understand family holidays Crete £167
* Holiday vl ol exien Tunisia £176
R < Gar hita Wore about family holidays
* Disney . Florida £277
* Villas 2 Inonpeldi | g S Mexico £509
* Premier i E"‘”S‘ES‘ Cuba £518
* Chic & unique i
* Waddings About us
* Clubbing * Wiho we are Sun destinations
* Lapland * Environment & T |
< Bk peaple _ [Tekemeto. v
* On a budget?
2 Moeino RS Summer holidays go

The websites generally fared well for the guideline, with 15 out of 20 scoring 4 or 5
out of 5, and the majority being marked down for not having a clear process or the
form simply not being clear enough on the page.
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Category: Flight search
2. Offer functionality to aid the boo

Overall average

2.1 (out of 5) 2.6 (out of 5)

Travel agent average

king process

Carrier average

1.6 (out of 5)

A person booking a flight through a high street travel agent can make special
requests that are taken into account when searching for flights (such as wanting to
travel in business class, or not wanting any changeovers). When booking online
these needs are still present and should be supported through the booking process.

The following options should be provided:

Flexible dates
Direct flights only
Multi-flight trips

Class

** travelocity.co.uk

Home | Flights | City Breaks | Hotels | Cars

Book your trip! S4VE with a City Break 1

Flight Holiday Car

Flight+Hof

Leaving from: Going to: find airport

Leaving date:
|6 |»||March

Leaving time:
Vl j | Anytime VI

Return time:

v| j | Anytime ||

Return date:
|7 v| |11ﬂru:h

Travelocity offers good
search options without
seemingly adding to
the complexity of the
search itself.

STA Travel’s search
function has limited
options potentially
making it harder for
users to be specific
with their
requirements.

STA TRAVEL

EXPERIENCE IS EVERYTHING
UNITED KINGDOM

SEARCH AND BODK

(@ FLIGHTS (OHOTELS & HOSTELS
OBUS PASE = TOURS AMD TREKE

= IMSURAMCE
= EUROSTAR

= DISCOUNT CARDS
= GIFT WOUCHERS

> RAIL PASS

[] Mv dates are flexible +/- 3 days
[] Direct flights anly

Adults: Seniors:  Children: Infants:
{12-64) (B65+) (2.11) (0-2)
s [0l [0 [0l

More search options:
One way, class, airline, etc.

Search Now

o

Fram To
| London (All Airp: % |

Departure

T———
[2¢ ¥][Febos R
O one way flight

(07 v|[maros v |EEH

Mo. of Travellers

EN

Traveller1 2

[41 am a student (1 am under 26

= Advanced Search

Find more options for flights (2.q. open
s it

Speak to a real persan - call our
friendly experts at 4

The websites generally scored poorly for this guideline, with just 4 out of 20

achieving 4 or 5 out of 5.
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Category: Flight search
3. Provide an effective calendar

Overall average Travel agent average Carrier average
3.1 (out of 5) 3.0 (out of 5) 3.2 (out of 5)

Entering dates into websites can be an erratic business — it's very easy to enter the
wrong date without noticing. Most sites now offer a ‘calendar’ feature, displaying the
dates per month, allowing people to select their required dates more easily.

A calendar feature should adhere to the following good usability principles:
The icon used to signify the feature is clear
The next and previous links are in the same place for each month
The calendar is easy to close
The calendar does not obstruct the date field that it’'s populating
The calendar should be closely associated with the relevant point
Users aren’t forced to use the calendar if they do not wish to

The ‘return’ calendar begins on the ‘leaving’ date

Build your ideal package and save

[] Direct tlights anly

3 4 5 6 7 8

Leaving from: Going to:

London - all sirports Pick from our top 10==

Leaving cate; Leaving time: Lastminute’s calendar -

7 v|[March v February 2008 = scores top marks for being
Return date: SMTWTF S particularly effective and

6 | [March 12 easy to use.

10 11 12 13 14 15 16
17 18 19 0 M 22 23
@24 25 26 27 28 29

19 of the 20 sites offered the calendar feature, but this doesn’t mean the sites were
successful, with only 8 scoring 4 or 5 out of 5. The majority fell short on 1 or 2 of
the above guidelines.

Adults:  Seniors:  Children: Iy
2|~ 0 |» 0w
(2-113

10
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Category: Flight search
4. Allow flexibility when completing the first step

Overall average Travel agent average Carrier average

2.9 (out of 5) 2.6 (out of 5) 3.1 (out of 5)

People are liable to make errors when completing the first step of the flight search.
For example many sites require people to type in their flight destination and spelling
some place names correctly can be a real struggle. People often don’t know or care
exactly which airport they fly to or from, so long as they arrive near their
destination. Despite this, many websites force people to specify an airport, rather
than allowing them the flexibility of just naming a city.

From To _—‘

i e : : :

enden paird Opodo intelligently offers
Departing Please select an airport § glternatives to users to

15 [+ l;'ebruarl,l 2008 ™ jFri | |Buenos Aires, Buenos aAires, _grgentins [BIE help aVOld producing an

\.-'iéw f:al-endar = Buenos Aires Aeroparque 1. Newbery, Buenos
i Buenas Aires Ministra Pistarini, Busnos Aires, [ @rror.

&ny time v ; ! ; . ;
D LR Ca?rns Interna_tlonal .\_llrpor‘t, C‘.EnrnsJ Australia
* |Cairo International Airpart, Cairo, Egypt [(CaI]
Paris, Paris, France [PAR]
Class Paris Beauvais-Tille Airport, Paris, France [BYA]
Any e Paris Charles de Gaulle Apt, Paris, France [CDG]
Faris Le Bourget Apt, Paris, France [LBG]
Adults Children (z-1]Paris Orly &pt, Paris, France [ORY]
1 6 0 B Araxos Airport, Patras, Greece [GPA]
- Close

Multi-stop flights =

flights hotels car_hire parking insurance
- = = 0O a
[) inwalic from airport,
» inwvalic to airport, ) . .
b BMI’s destination search
B scores poorly because it
from |london ) 0
L doesn’t help users achieve
to | — -
<) - their goal.

Fotiiy i

The websites scored poorly with regards to this guideline — many sites didn’t offer
the choice of ‘All London airports’, failed to recognise ‘Pairs’ as ‘Paris’, or allowed
people to specify a return date that was before the outward date. Only 4 out of the
20 travel sites scored 4 or 5 out of 5.

Webcredible, 99 Mansell Street, London E1 8AX
0870 242 6095

11



ebcredibleg

User experience research & design

Category: Search results and flight summary

5. Provide a clear results page

Overall average Travel agent average Carrier average

3.4 (out of 5) 3.4 (out of 5)

Often, search results pages contain a large amount of information — it's essential
that the information is presented to users in a clear and easily digestible manner. If
users struggle to understand the results, they might not proceed further.

3.4 (out of 5)

Home | Destinations | Benefits | Information |  AboutFhhe |

Welcome. Already a member? Log in. If not, why not egister?

Choose Your Flights 5

How to select your flights

Simply select the flight(s) you want for yaur journey and press the continue buttan,

Going Qut
Edinburgh (EDI) to Manchester (MAN)

Depart 07

) Depart 11:50 Depart 07:05

Arrive 08:20 £Ray Arrive 13:00 £19.89 Ol 780 08 20 coon @
o R
e o
i o o

St e1sse O
SR eem O

«Prev 3Days Next 3 Days,

Coming Back

DN esa O QRS cam O SEIEE  cam O

SRS som O SEMEE som O STIEE sem O

DETLUL  sage OSSO rag O SEEUM  Lap O

PRNIE owe O PENED  cam O SEIER cam O

DHTTE enm O SEIUE ermsss O SPNUE com O

SRS com O|QWERM sess O[SmIEE cam O

PRNEE eom O PETDS com O SRIDE  cam O

«Prev 3 Days L e

If you want to change the route or dates, simply reselect below and click 'New Search’ button

Edinburgh (EDT) ~| cutbound Date: [4th | may 2008 v

ranchester () ] Retum Dates o0 ] [merzos v

Car Hire

|  Hotels | SiteMap

Log-In | Register | Q&4 | Contact Us

Running Total

Vour tatal fare including taxes and
charges is shoun below,

Going Out

Sun 04 May 2008

Edinburgh [EDI) to Manchastar
(MAN)

Fare £ 0.0
Taxes and Charges £ 000
Coming Back

Thu 05 May 2008
Manchester (MAN) to Edinburgh

(EDI)

Fare £ 0.00
Taxes and Charges £ 000
Total so far
£oon

FlyBe’s search results page
is highly effective and
scores maximum marks for
clarity and good structure.

fc- ZoF fovowo =

arrangement. Click here for more
information,

Photo 1D required on all Flybe
seruices, Passengers with any
special requirements please call
0271 700 2000,

The sites performed fairly well for this guideline. 11 of the 20 sites scored 4 or 5 out

of 5. Sites were marked down for cluttering the screen with unneeded information,

or missing key information from the page (such as the dates).
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Category: Search results and flight summary
6. Allow manipulation of the results

Overall average Travel agent average Carrier average

2.9 (out of 5) 2.0 (out of 5) 3.8 (out of 5)

If users are provided with a long list of results then it’s crucial they’re able to
manipulate the list. This will help them find the exact flight they’re after.

Sorting a long list allows users to bring products with certain criteria to the top of
the page. This is particularly useful for users who aren’t exactly sure what they want.
Users can usually sort by price to bring the cheapest flights to the top.

Filtering on the other hand lets users reduce the number of items in the list by
filtering out products that don’t conform to a certain criteria. This is often more
useful for users who know a bit about the product(s) as filter criteria are usually
product-specific.

Evening (Epm - 1Zam)

Departure airport
Fram

Lendon Heathrow

Arriving

:00

13:15

Departing  0&:00 Paris Charles de Gaulle Apt, Duration: 01:25, Non-stop
France Availability good
Dutbound Departure times Arriving 0&:25 London Heathrow Apt, United Air France mee
Kingdam
Before 2 am
- s A2 Departing  09:00 Paris Charles de Gaulle Apt, Duration: 01:25, Non-stop
orning (Sam - 12pm;
g B France Availability good
Afternoon (12pm - 6pm) Arriving 09:25 London Heathrow Apt, United Air France s
Kingdom
Evening (6pm - 12am)
Departing  10:00 Paris Charles de Gaulle Apt, Duration: 01:15, Non-stop
i France Availability good
Inbound Departure times Arriving 10:15 London Heathrow Apt, United .
Air France aw
Before 8 am Kingdom
Morning (Sam - 12pm) Departing  12:00 Paris Charles de Gaulle Apt, Duration: 01:15, Non-stop
& France Availability good
Gikieon (Epm = Em) Arriving 12:15 London Heathrow Apt, United

Kingdom

Faris Charles de Gaulle Apt,

London Heathrow
Kingdom

A
orain]  OPOdO empowers their
users with a powerful

A

£ 11530 filtering tool on the left to
allow them to refine their
ol S€Arch results.

Apt

Arrival airport

British Airways £ 136,30

KLM - Royal Dutch ¢ 440 op

Departing  09:15

From
N Price per adult including taxes and bookingTeeszoso =oF
] Paris Charles de
£115.30
Gaulle Apt Outbound:  Fri 29 February 08 Plzase select flight time
Airlines Departing  08:45 London Heathrow Apt, United Dwration: 01:15, Non-stop
From Kingdom Availability good
. R SIS Arriving 11:00 Paris Charles de Gaulle Apt, Alr France e O

France

London Heathrow Apt, United
Kingdom

vl . ) .
irlines Arriving 11:25 Paris Charles de Gaulle Apt, Alr France e O
Qantas Airways £ 506,50 France
Inbound: Fri 07 March 0&
Show all
Departing  15:00 Paris Charles de Gaulle Apt, Duration: 01:10, Non-stop

France

Duration: 01:10, Non-stop
Availability good

Availability good

8 sites didn’t need to offer the ability to manipulate the results because the number
of flights offered was too small for such requirements. Of the others only 1 offered
filtering as an option, with sorting being more common. The websites generally
performed poorly for this guideline, with just 1 out of 12 scoring 4 or 5 out of 5.
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Category: Search results and flight summary
7. Make pages “share friendly”

Overall average Travel agent average Carrier average
2.2 (out of 5) 2.1 (out of 5) 2.3 (out of 5)

Not every user that embarks on a booking process will want to book a flight there
and then. Some may simply be checking out prices or investigating flight times.
Agreeing on a flight is often a joint decision between friends and family so it’s
important that your site supports users by letting them print off pages. Ensure your
web pages print in an easy-to-read format and without cutting off any important
information.

Sites could even offer an ‘email a friend’ feature which would include a link to a
‘refreshed’ version of that same search at any time. Such a feature adds significant
value to the user experience by offering a quick and easy method for users to
actively seek out feedback from their ‘friend’, yet no site offered this.

Complete trips near your ideal times hittp e expedia co ukfpub/agent dii?gscr=fexpéflag=q&city] =Lon
HOME DEALS FLIGHTS HOTELS CARS HOLID&Y PAC ka5 ES ACTIITIES DESTINATIONS CORPORATE
Welcome,vbnben.  Signin # Sign out Site Map | My Trips | My Profile | Customer Support
SRR London (LON) to Paris, France (PAR)
Change your search e p— wir=
D:Dpzrt;-r:n:i;:‘;n: - Al Foeas | BrFEne | Brih Aruavs
oy g g
Destination arpon gif | wmes | poses | wces | Expedia’s print-friendly
(PR (pariy s setepy | mOE | fomiZi .
it i tsep | fmESE | page is clear and well
7i3T008
i | 2 | - presented on paper.
Returming: (dd/mmiyy)
ponizaoe Note: The prices shown below inelude (5] Mare Info Fares quoted are not guarantesd until purshased. If your finerary

[Fwime W | Teqies paper tickets there wil be anaddiional charge. These resuts covera oity area witieweral aimorts Review your
choices carefully.
#irine: [E) hibre Info

[N Fre Froferemce  w | Choose a complete return flight or view figrts separately

Showing the top 49 retums of 219 resuttsShow all 219
Clazs ——

Economy 7 Coach o
[ Direct flights only
[ Rrefundable flights

Sort by:; ™ Frice ¢ Durstion  Departure time  © Aaival time

only %= £144.30 avgiperson (£288 B0 total)
-l 08:45 Depart London (LHR) Wed 27-Feb MRERRYS Air France 2671
| Arrive Paris (C0G)11:00 Duration: Thr 15min Direct flight
15:25 Depart Paris (C0G) Fri 28-Feb AR Air France TeS055
Change Travellers Arrive London (L v115:35 Duration: 1hr 10min Direct flight
2 bdults R )
Change travellers @ Choose this flight
Fe . Indicates fight is % £149.70 avgiperson (£293 40 total)

operated by another aifine. 925 Depart Loncon (LEB ‘Wed 27-Feb

SIS A F5059
PO N sl SRR i e e L A

The websites scored decidedly averagely for this guideline, with many sites not
providing their users with even rudimentary sharing tools. With the growth and
acceptance of Web 2.0 in recent years (in particular social media and user-
generated content) it's surprising that our travel sites haven’'t embraced the spirit of
this guideline more forcefully.
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Category: Search results and flight summary
8. Support comparison shoppers

Overall average Travel agent average Carrier average

1.0 (out of 5) 0.8 (out of 5) 1.2 (out of 5)

Most people will compare times and prices across several travel websites, making it
unlikely that they’ll book a flight on their first visit to any site.

This ‘comparison shopping’ behaviour is well understood in e-commerce. It’s well
known that travel sites experience the highest level of comparison shopping among
the leading e-commerce sectors — one in every 4 visits to travel websites coming
from another site in the same category.

Given how users naturally behave, it’s disappointing that so few of the sites we
evaluated provide users with features designed to support this form of user
behaviour.

Sites should ensure searches are saved across sessions — allowing users to visit
another site and return without the need to re-enter their search criteria again.

My Recently Viewed
See all Flights Aefvanced search
,,,,, opodac A 1 R “ou racently viswed listis smpty
Return Flight from PARIS to S‘“ ' “3”\"“'_';19“09 My R s h
are info Infarts: ly Recent Searches
—— ANl Tazes ncludest Opodo Long Haul
Departure Date: 05 Mar 2005
Relurn Dale. 15 Mar 2008 (T
Ailine: Alr France
Class: econamy
See all flights from PARIS to LONDOH RELATED “LONDON PARIS" SEARCHES
— — e ‘What other people searched for
Deperting [08/03/2008 % Returning [15/03/2008 | e
Fly London To Paris
See all Flights Advanced search London Paris Flight
London To Paris Flights
""" ‘'0podo.co.uk Adults: 2 £209
Return Flight from LONDON to == Children: 0
PARIS Store info Infants: 0 |
Al Taxes ncludedt  Opocio Short Haul
Departure Date: 11 Apr 2008
Return Date: 15 Apr 2008
Airline: Air France
Kelkoo supports
See all flights from LONDON to PARIS 1 1 1
o s e from LowON o comparison shopping with
Depating 11042008 B g 181042006 % T a variety of features that
See all Flights Advanced search o o
persist between sessions.
""" '0p0odo.co.uk Al 1 £102.30
Return Fliaht from LONDON e Children; 0 T

Travel websites don’t generally offer persistent features for results pages either.

Some sites offer features for saving individual flights. Unfortunately users are
typically more committed to making a booking at that stage in their journey rather
than continue ‘comparison shopping’.
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Category: Search results and flight summary
9. Display the full price (or an estimate) as early as possible

Overall average Travel agent average Carrier average

3.3 (out of 5) 4.3 (out of 5) 2.2 (out of 5)

Users often get frustrated with extra taxes and charges part-way through a booking
process. This is obviously true for any e-commerce checkout process. If users have
previously been affected by extra charges then they’re likely to be particularly wary
of such methods. The pricing of flights should be absolutely clear.

It’s essential that you’re as up-front as possible and display prices in full (including
all extra costs) as early in the booking process as possible.

Users can only make a decision on various options once they feel they’ve got all the
pricing information available — if they’re then presented with further charges they’ll
be forced to re-consider their options.

This guideline is particularly true for business travellers who may often need to
research the full ticket price before getting permission to make the purchase.

Total price: 508.90 GEP Thomas Cook clearly displays the
S DU 2 s AN total price. Their approach to taxes
Al prices include taxes . .
is also clearly explained.

1 en S i S s e iy
3. Onoe a flight is selected the flight price including taxes, fees & charges is displayed in the right hand fare box.

‘Going Qut From London (Stansted) - Cork ‘

select A Flight ‘
@ @  Adule 9.9 @ep ::;h'tis;nibm G A @Gmnu out
Thu , 25 Feb 08 16:25 Do rt = = -
B o s o Ao Reg Fars Ryanair uses various prices

Depart:
creniserses onz0 | placed around the page,
Cork  07:45

e ewswe | Making it difficult to
e masee | ©Stablish exactly how
Taxes / - -
=1 1 much the flights will cost.

Fees:
Total Price:  228.14GEP

‘Coming Back From Cork - London {Stansted) ‘

Mext Day »

Select A Flight
Sun . 2 Mar 08 08110 Depart B
@ L 2999 GBF pight FR302 09125 Arrive @Cﬂmmg Back
. Sun . 2 Mar 08 18120 Depart
@ (1 adule 29.29 GBP pight FRone 19:40  Arrive Reg Fare

Sun , 2 Mar 08 21:30 Depart Depart:
O Adule 29.29 GBP pight FRonz 22150 Amive Cork  18:20

Arrive:
London (Stansted)  13:40

2 = Adult 59,33 GBP

Fare: 50.98 GEP
Taxes / Feas: 35.12 GBP
Total Price:  95.10 GEP

The difference in score between travel agents and carriers is highly significant and
should come as no surprise to many readers. The transparency of pricing is a long-
standing concern of the Office of Fair Trading (OFT). All the travel agent sites scored
either 4 or 5 out of 5 whereas the carriers were let down by 6 sites scoring 2 or
below for this important guideline.
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User experience research & design

Category: Search results and flight summary
10. Make it easy to refine the search or look for another flight

Overall average Travel agent average Carrier average

2.9 (out of 5) 4.2 (out of 5) 1.6 (out of 5)

A booking process shouldn’t assume that users will be happy with the results of
their search. It's crucial that if users aren’t happy, the booking process helps them
keep looking for an appropriate flight - make it difficult for them to perform a
subsequent search and they’re unlikely to hang around for too long.

The easiest way to do this is to allow users to start a new search directly from the
results page. All the previously entered search criteria (such as dates, airports and
the number of people) should be maintained.

9 Expedia.co.uk - £ ¥).Expedia:couk  Blue Sky Specials

Letyourselt go :
Let yourself go s - Book now #

HOME HOTELS HOLIDAY PACKAGES
Welcome - Already a member? Signin site Map | MyTrips | MyProfile | Customer Support

London (LON) to Paris, France (PAR)

Start search again

Departureaiport e Wi

LON (London) vj All Results Air France British Airways

Destinafion airport, _ | |

PAR (Paris) | . Irom £107 . .

[PaRCers) R -~ [ Expedia place the search

Departing: (dd/mmfyy} =

aews | 1stop s = —| fields on the results page,
I | 2+ stops - = - - | allowing easy adjustment
Returning: I_W’)’i

[10:3/2008 \ B of the search where
X = = Note: The prices shown below include (i) More Info Fares quoted are not guars o

! requires paper ticksts there will be an additional charge. These resultz cover a ci requlred .
your cheices carsfully.

Choose a complete return flight or view flights separately

Showing the top 48 returns of 217 results Show all 217

| Economy / Coach | w|
D Direct flights only
[ Refundatie fights

Sort by: {* Price. ¢ Duration ¢ Departuire tims = Arrival fime ‘

ok = £107.70
E 09:25 Depart London (LCY) Waon 3-Mar RS Air France <5059
Arrive Paris (c0G) 11:45 Duratien: 1hr 20min Direct flight

With the exception of BMI, all the travel sites provided some facility to address this
guideline. However, there was another marked difference between travel agents and
carriers. The carrier travel sites lost marks for losing users’ previously entered
search criteria and providing only limited re-search options.
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User experience research & design

Category: Search results and flight summary
11. Provide information on each airport

Overall average Travel agent average Carrier average
0.5 (out of 5) 0.0 (out of 5) 0.9 (out of 5)

People are less likely to book a flight to, or from, a specific airport if they aren’t
certain:

Where it is

How to get there

What the transport links (public and otherwise) are

How long it takes to get there from the original location/final destination

This issue has become more of an issue recently since airlines are now flying to
many new and unfamiliar airports. Despite this, many websites fail to provide
information on where airports are or how to get there.

N, (=) &) (i)
o -

g or Hotelz & Travel Birpart To Jfrom Book
Environmert | gpartments insurance parking the sirport flights

Cologne/Bonn

> Book a flight
The city of Cologne, founded by the Romans in 50 AD, is Germany's 4th largest

city, with a population of one million. » Planning your frip

The magnificent Dom, or cathedral, is the most visited monument in Germany. Building > Baggage .

work started in 1248, and was not completed until 1880. This impressive building is . J d

Germany's largest cathedral, with the world's largest free-swinging bell in the belfry. An » Destination and airpart EaSy et prOVI es

obseration platform 85 metres high, and 509 steps up, aives excellent views of the city, informatian . . t
and the surrounding countryside. Underneath the building extensive excavations have m p h p

taken place, and revealed the foundations of earlier Roman and Carolingian buildings » Passport information CO re enS|ve al r Or

In Cathedral Square remnants of the Roman Narth Gate remain with Roman script CGAR » Specific VEuuivewents i nforma‘“on y but it’s

(Colonia Claudia Ara Agrippinensium) still clearly legible. This once magnificent gate > Timetabl
cansisted of three nateways, one afwhich was rebuilt above ground in the early 18708, Imeiaples:

the rest is easily, and free of charge, accessible in the underground car park under the S W dlﬁlcult to flnd durlng the

square. The wall surrounding Roman Cologne was built shortly after the town was turned

inta & Roman city in 50 AD. ltwas four kilometres long, and almost elght metres high > Wy fly easylet search and booking

WWhere Zeughausstralke and St Aperstrale meet stands a Rorman tower. Itis the narth > Flying with easylet
western tower of the Roman fortification. It survived through the centuries, and built inta h H I I
the side of a house during the 1 9th century. The city of Cologne purchased it from the state > Ahout us pI’OCGSS W en Use rS Wl

inthe late 19th century, and preserved the heautiful mosaics inside. S Conidelis ) | .
o ARG S RO R, e really need it.

wiall was 5.5 kms long and was built during 12th and 13th centuries. Purchased from the i

State by Cologne City council in 1881, itwas largely pulled down, but oceasional stretches > easylet com B28
remain. One of these is the Hahnentor, an impressive eight metres high and sbx metres

wide gate saved from demolilion. tis one of Cologne's oldest cily gates. During World > Investor relations

\War 2 itwas destroyed, but has heen rebuilt since, and now houses an exhibition centre

for young Cologne artists » Mty easyJetcom

Madern-tay Cologne has same impressive architectural features of its own to celebrate: > Subscribe to eazyJet Mall
in 1925 Cologne's first high-rise building and Europe’s then highest skyscraper was huilt

The Hansahochhaus, a fine example of 18205 architeeture, boasts a B5 metres high

tower, and is nowadays a business building

With 15 out of 20 travel sites scoring 0 out of 5 on this guideline, there’s clearly a
significant problem here. This is unfortunate because users are likely to go
elsewhere if they don’t know where they’re going or how to get to and from the
airport.
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User experience research & design
Category: Search results and flight summary

12. Use a clear flight confirmation page

Overall average Travel agent average Carrier average
4.2 (out of 5) 4.3 (out of 5) 4.0 (out of 5)

After selecting flights from the search result page it's crucial that a summary page is

provided. This is so users can review the flight details they’ve selected before
proceeding with the booking. This confirmation page needs various pieces of
information presented clearly to help them reach their final decision:

Full price, clearly displayed above the page fold

Clear ‘to’ and ‘from’ locations with the airports’ names in full

Any additional prices for extras not included in the price quoted

Relevant flight information, times of departure and arrival and items included

A clear next step should also be included, to ensure users know exactly what to do
to continue their booking.

.COm

ebookers e e R

PARIS TRIP DETAILS: FLIGHT (CUECIEU Y our current trip cost
Back to search resulis F"ght
Adults: 2 £179.74
% Taxes and fees £51.00
b 4 Fllght Includes a senrice fee.
Total trip cost E£260.74
Leave Wed, 27 Feb Total time: 1he 15min
“our resencation will be confirmed by &-mail.
Depart London LOW COST EasyJlet 2461 Prices are not confirmed until we issue your
18:55 Luten airport (LM T Economy | cnfirpationiinic fe;

, 5 Thr 1:3min
Arrive Paris & :
A0 Charles de Gaulle Sirport (CDG) Trip Information

Start date: Z710205

Return Fri, 29 Feb Total time: 1hr 15min End date: 290208

Ciepart Paris LOWIGEST  Fagy et 2462 7

24:40 Charles de Gaulle Airport (CDG) OO Economy | Flight
3 1hr 15min

Artive London Easylet

2:55 Luton airport (LT - easydet B (LTH) = Paris [CDG)

Ebookers scores maximum |-  iowcost Paris (CDG) = London (LTH)
= S— =1 Maore Flight Detail
marks for providing a clear e

summary of all necessary
flight information.

17 out of 20 travel sites scored 4 or 5 out of 5 on this guideline, which is an
excellent result.
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User experience research & design

Category: Booking pages
13. Provide a contact number through the booking process

Overall average Travel agent average Carrier average
1.9 (out of 5) 3.0 (out of 5) 0.8 (out of 5)

Some users are unwilling to research and book flights completely online whilst
others will simply research the best deals and then get straight on the phone to
book.

As such, it’s essential that a phone number is clearly visible both before and during
the search and booking process. Users should feel reassured they can pick up the
phone at any point, especially if they get stuck.

= FLIGHT CENTRE 0870 499 0040

\f{, uﬂmh i & susiess CLass 0870 499 3898

Hamnwa Flinhtc T Hatals Halidawvcs M aes Funavianrac Tneusanca Nactinatinne mrantarck s Rucinacs Teana ]

Flight Centre scores highly for
putting their contact number(s)
into the header, providing both
a number and opening times.

11 out of the 20 travel sites scored 0 or 1 out of 5 on this guideline, which is a
significant user experience risk. Those users that aren’t ‘e-confident’” may struggle
to complete your booking process and may decide to dropout if they can’t pick the
up phone and speak to you.

It's also important to consider that a phone number on your site will reassure your
users that you're a bona fide enterprise.

One possible reason for the difference in scoring between travel agents and carriers
could be due to their diverse commercial models and associated method of servicing
their customers.
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Category: Booking pages
14. Use appropriate up-selling

Overall average Travel agent average Carrier average

3.6 (out of 5) 4.1 (out of 5) 3.0 (out of 5)

It’s well known that there’s limited profit margin in selling flights, which is why so
many travel sites are keen to cross- and up-sell other products to users. However,
many sites approach up-selling in a clumsy manner, potentially increasing the
chances of drop-offs.

All extras offered should be ‘opt-in’ — users shouldn’t be automatically signed up to
any of the extras offered.

Passenger Details

Title First name Last name Price Policies
. Bagfairport
7
1 w How mary bags to Check in? 0.00 GBP Fee Info
YWould you like to be one of the first passengers to Priority
board to the aircraft? res @ o O 6.00 GBP Boarding?
Confirm Country of Residence to purchase Travel [T : View
Insurance : United Kingdom : 7.56 GBP Benafits
Mo Travel Inswrance Reguired
Austria .
w Belgiurm 0.00 GBP Bag/airport

Czech Republic Fee Info

Denmark

Ryanair automatically adds o | Finjand
priority boarding and travel  jel (2

Priority
6.00 GBP Boarding?

7.56 GBP ¥1%%

e Benefits

Hurgary
Ireland

insurance, with travel
insurance being particularly
difficult to opt out from.

It's a positive sign that so many sites have scored so highly for this guideline. With
14 out of 20 of the sites scoring 4 or 5 out of 5, it’s clear that most travel sites
understand the importance of transparent pricing.

Unfortunately, several sites automatically included travel insurance into their
booking package — Ryanair make it particularly difficult for users to unselect their
insurance. Others automatically add charges for meals, carbon offsetting and seat
options.

Webcredible, 99 Mansell Street, London E1 8AX
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Category: Booking pages
15. Display a clear progress bar

Overall average Travel agent average Carrier average
2.2 (out of 5) 2.1 (out of 5) 2.3 (out of 5)

During the booking process, users must be clearly informed of where they are and
how much further they have to go. This is usually achieved with a progress bar.

The progress bar should:
Be very easy to spot
Use easy-to-understand language
Highlight users’ current location

Have the appearance of a process flow

[T LRy YL N ) ANEFuEE WEIL L [FATE LN ETERETITIE ) LUIILUILL LR UIMmIivIs i uwe

ght Deals Round the warld APIS Infa Key partners

Search | Results | » Passenger Details | Payment | Boaoking Confirmation

Flight Centre’s progress bar (above) is too
closely grouped with the ‘search’ and
‘results’ links. This makes it hard for users
to follow.

BA (below) scores highest for their
progress bar which is clear, easy to
understand and has a strong sense of flow.

BRITISH AIRWAYS * Buy travel
1 Dates Price Passengers Payrnent Confirmation

18 out of the 20 travel sites provide a progress bar, but with an average score of
just 2.2 out of 5 overall there’s clearly room for improvement. Most of the progress
bars went against one or more of the above criteria thereby reducing their
effectiveness.
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Category: Booking pages
16. Ensure your flight cancellation/change rules are clear and findable

Overall average Travel agent average Carrier average

2.5 (out of 5) 2.3 (out of 5) 2.7 (out of 5)

The nature of travel means people often want to know the rules and conditions
surrounding changes to/cancelling their flights — even if this is just for peace of
mind.

Many sites made this information very hard to find — burying it in the site terms and
conditions. A summary of the rules should be displayed directly on the page during
the booking process — this transparency is good, showing users there’s nothing to
hide and ensuring users are aware of any restrictions early on.

Several of the sites use complex legalise within their refund rules meaning many
users will be left none-the-wiser after reading the information (if they bother to read
it at all). The rules should be explained in plain English, using no more than three or
four sentences in bullet points to explain the basics. Links to further explanations
should also be included where required.

Fares are one-way and are valid for the original route and named passengers only.
Changes are permitted via the call centre up to 3 hours before departure, subject

to availability,
Changes to date and time of travel will incur a charge of GBP1S/EURZS/CZN] Thomsonfly presents the

per passenger per segment plus any increase between the original and prey

fare. flight change/cancellation
Changes to passenger names are permitted anly if the change applies to all

sectors of the relevant boaking. Such changes will incur a GBEPZ5/EUR40/CZ rUIeS during the CheCKOUt

fee per passenger per sector plus any increase between the original and prd in a Cleal’ We" Written
fare. ?

There are no refunds aor credits for missed flights or for cancellations, manner. Exce"ent!
Meither is there a refund if the price of a changed flight is lower than the pr _
price,

-

-

-

-

-

Q F! have read and accept Thomsonfly's Booking Conditions, Conditions of
Carriage, Legal Information & Privacy Policy,
Please tick this box and continue.

Whilst all 20 travel sites provided their terms and conditions of booking on the site,
only 3 out of the 20 scored 4 or 5 out of 5 for this guideline. With an overall average
of 2.5 out of 5, it’s clear that the travel sites need to consider the reasons for this
lack of upfront transparency with their users.
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User experience research & design

Category: Errors and error handling
17. Provide a clear error summary

Overall average Travel agent average Carrier average

2.3 (out of 5) 2.1 (out of 5) 2.5 (out of 5)

Users will make errors when filling out forms — it's as simple as that. Error handing
is an essential yet often overlooked part of any online form process. If users have
made an error on a form they need to be informed immediately that there’s a
problem. This should be in the form of a written description at the top of the page.

How ever the error summary is provided, the most important thing is it's the very
first thing users see after submitting a form.

5. passenger details BMI provides a clear
summary at the top of the
Errors - please review the following tem(s): page explaining which
+ Passenger 2 : please enter the last name and try again. fields contain errors.
+ Please enter the passenger contact cityftown and try again.

+ Please enter the passenger contact home phone and try again.
The * zymbol means you must provide this information. te

awntar dadaile far lnad waconnane

With only 5 out of the 20 travel sites scoring top marks, it’'s clear that many need to
address this well-established usability guideline. It’'s essential that users aren’t
required to hunt around to uncover and correct the errors.
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Category: Errors and error handling
18. Ensure all errors are clearly highlighted next to the individual form fields

Overall average Travel agent average Carrier average

2.1 (out of 5) 2.8 (out of 5) 1.4 (out of 5)

In addition to instantly informing users that errors have been made and what the
errors are, a helpful message should be provided next to each erroneous item. If
the error occurs in a form item below the fold then when users scroll down they’ll be
unable to see the error summary at the top of the page. Likewise, if the error
summary is provided as an alert then there’s no reminder as to what the error was
when the alert is closed.

¥OUr name:
B Pleaze specify the last name of this traveller.

* Title * Firstigiven name Intial  * Lagst name/surname
Bdr. w | [Jaohn

% mnr eomail address

The Ebookers’ booking process
conveniently highlights each field
containing errors clearly to direct
the user’s effort in recovery.

It's very disappointing that 11 out of the 20 sites scored 0 out of 5 for this critical
guideline. The use of red text to emphasise the fields that need correcting is a well-
established design solution for transaction-based sites.

The discrepancy between travel agents and carrier sites is particularly marked for
this guideline with 7 out of 10 carriers scoring O marks.

Webcredible, 99 Mansell Street, London E1 8AX
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Category: Errors and error handling
19. Provide explicit instructions on how to correct errors

Overall average Travel agent average Carrier average
0.5 (out of 5) 0.8 (out of 5) 0.2 (out of 5)

No matter how much travel sites try to prevent it, users will make mistakes during
the booking process. If users can’t immediately work out the error and how to fix it,
they may be unwilling (or even unable) to continue with the booking process.

By providing them with highly visible and informative error messages, users can
correct mistakes and continue on through the booking process. If users find it
difficult (or even impossible) to correct their mistakes they’ll likely go to a website
that helps them all the way.

Instructions on fixing errors should:
Be explicit in explaining what’s wrong and what needs fixing
Not assign any blame to users
Avoid using words like ‘error’ or ‘mistake’

Steer clear of long words and/or jargon

@ User name is required and must be at least 4 characters long. Valid characters are limited to
letters. numbers. dashes and underscores. Spaces are not allowed. nor are special characters such
as@#5 &)/

User name: (4-20 characters)

Expedia uses simple, plain
language to provide clear
recovery instructions.

r - o]
Windows Internet Explorer
'f Please carrect the Following,
.

Your street address
Your town/cty Thomsonfly, however, uses a
Your postal code T

Your contact phorne \ pop-up window — once users
Your email address

click ‘OK’ the instructions

disappear.

Again, the sites scored particularly badly against this guideline with only 5 out of the
20 sites scoring anything at all.

This result is disappointing because this guideline is ‘bread and butter’ usability. If
users aren’t able to recover and progress through their task there’s a good chance
they’ll give up and go elsewhere.
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Category: Errors and error handling

20. Ensure the system is able to cope with common errors

Overall average Travel agent average Carrier average
4.3 (out of 5) 4.5 (out of 5) 4.0 (out of 5)

Although users will typically make errors when going through the booking process,
some of these errors can be avoided through the clever use of technology. For
example, a phone number can be submitted in a number of ways, all of which
should be allowed:

(0870) 242 6095
0870-242-6095
0870 242 6095

The booking process should allow all these combinations, stripping out any brackets,
hyphens or spaces. Other items that can be entered in a number of different ways
include (spaces vs. no spaces, slashes vs. no slashes etc.):

Credit card numbers
Date of birth
Postcode

A website can be proactive in explicitly stating the required format but should still
allow different formats to be submitted.

XL’s booking engine is agile
enough to cope with spaces
and brackets in the telephone
number.

Telephane

Email

Confirm Email femail@emsil.com

¥ w

First narme™*

James

Opodo don’t accept a date of
Date of birth* birth entered using 2 digits.
20 A0 F |75

Your baaking confirmation will be sent to th

ermail address*
inforfaaheradible sl

The travel sites scored well against this guideline with only 3 sites out of the 20
scoring below 2 out of 5. Both the travel agents and carriers performed equally well.
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Conclusion

Overall, the UK travel sites featured in this report aren’t doing enough to maximise
their share of the potential revenue in this highly contested marketplace. With an
average usability score of only 51.5% they’ll doubtlessly be losing site visitors due
to mistakes that could quite easily be avoided.

Usability is essential so that site visitors can find the flights they’re looking for
quickly and intuitively. An increase in usability can lead to an increase in
conversions of up to 100%?3. With such a massive choice of options available online,
users don’t have to work very hard to find alternatives and leave your website for a
competitor.

The usability guidelines presented in this report represent just the start to achieving
excellent usability and an outstanding user experience. The use of usability
guidelines is essential, but they should always be used in conjunction with usability
testing on a regular basis. Usability testing involves analysing typical site visitors
complete typical tasks on your website (see www.webcredible.co.uk/testing for
more).

For more information on other general usability guidelines that should be conformed
to, visit www.webcredible.co.uk/articles or book a place on a Webcredible usability
course at www.webcredible.co.uk/training.
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Appendix: Full results

The full list of websites audited, and the score they achieved for each guideline is as follows:

Guideline number

Webcredible, 99 Mansell Street, London E1 8AX

0870 242 6095

Website 9 10|11 | 12| 1314|1516 |17 | 18| 19| 20| TOTAL
Opodo 5| 5|lo|5|2|4|l2]2]|]5]|5|0]|2]| 67
www.opodo.co.uk

British Airways 4|l4|lo|l5]|]0o|l4ala|2]|5|5]|]0]S-5 65
www.britishairways.com

Travelbag 5| 5|l0|l4|l4|5]|5|3]2]|]5|1]|5]| 62
www.travelbag.co.uk

STA travel 4 5 0 5 4 5 4 3 5 0 0 5 58
www.statravel.co.uk

Lastminute 4|ls5|lo|ls5|1|l2|l212|l2|212]|]3|]2]TF5 56
www.lastminute.com

Virgin Atlantic 4|l1|2|5|l0|5|4|4a|l0]|]a]|lr]a 55
www.virgin-atlantic.com

Ebookers 4 1 0 5 5 4 2 3 1 5 0 5 54
www.ebookers.com

Expedia 4|l5]l0]l4a4]lo]l2]lo|l3|1|5|5]|3]| 53
www.expedia.co.uk

Travelocity 4|l5]l0]l4]l4a]l5]l2]1l0]0]o0]|S>5 53
www.travelocity.co.uk

BMI _ 4 0 0 5 0 5 2 3 5 0 0 5 53
www.flybmi.com

Flight centre 4|l5]lo|l3|5]5|2|2]1l0]o0]s 52
www.flightcentre.co.uk
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Guideline number

Website 1|l213|4|5]|6|7]|8|9]|10|11]12|13|14|15]|16|17]|18|19]|20| TOTAL

Thomas Cook 3112|2423 |lo|l5]5|0|l4a|lo|ls5]o|l3lo]ls|o]s]| a9

www.thomascook.com

First Choice ol1|4)2|3|5|3|2|3|2|lo0o]la|3]a|l2|2|o|ls5|0]|4a]| 48

www. firstchoice.co.uk

Airline network 5|2|3|4|lo|lo|l1|lo|4a|l1|o]|a|5|4|3|1|5|0|0|5]| 47

www.airline-network.co.uk

Easyjet 5|1|4|5|4|5]0oflo|1]|]3|3|4|o]2|1|2]|]3|o0o|1|2] 46

Www.easyjet.com

FlyBE 4|1l2|lo|l3|5|5|3|lolx1|3|lolalola|3|]12]|]3|]o]lo]|s]| 46

www.flybe.com

Thomsonfly 4131325l 2l2]l2l1]l]2|3]o|lo]|l3|5|3|o]o|s5]| 44

www.thomsonfly.com

XL.com 5111434 ]l]o]l2]2]l2]l1]lo|la|ls5|2|2|2l0olo|o|s]| 44

www.xl.com

Ryanair 4lo|l3|3|l4a|5|3|2]lol1]l2|la]l]olo]lar|l1r]l3|lo0o]o]| 5] 40

WwWw.ryanair.com/site/EN

Monarch 2]l213|3|3|5|l2]l]ol1]l1|12]l2|l0]l4a4a|l12]5]|3]o]Jo]o]| 38

www.flymonarch.com

TOTAL 78| 42|62 |57|68|58|44|20|65|58| 9 | 83|38|71|44|50]|46|42] 10|85

Average score 3.9(2.113.1|2.9|3.4|2.9]|2.2|1.0|3.3|2.9|0.5|4.2|1.9|3.6|2.2|2.5]|2.3|2.1]0.5|4.3] 51.5
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About Webcredible

Webcredible is a usability and accessibility consultancy providing a range of services:

Website consultancy User research
Usability testing Interviews & focus groups
Accessibility audits Persona creation

Training & mentoring Website development
Usability & writing for the web Wireframe & site map design
Accessibility & advanced CSS Accessible CSS web page design
Ongoing support for usability & Accessible content management
accessibility system

Webcredible is widely regarded as one of the most innovative and respected usability
and accessibility consultancies in the UK. Our 100+ research articles have been re-
published on 100s of websites and we receive almost 200,000 visitors to our website
each month.

We are:

Focused on client needs — Our aims are to increase conversion rates for
companies and ensure public sector organisations most effectively disseminate
information.

Passionate — The team here at Webcredible loves what they do and we only
recruit staff passionate about usability and accessibility.

Approachable — We’'re friendly and jargon-free. Consultants, despite being
highly educated and experienced, only communicate in a user-friendly manner.

Travel clients include Airmiles, Cheapflights, First Choice, Thetrainline, Thomson and
VisitBritain.

For more information please:
Telephone 0870 242 6095

E-mail info@webcredible.co.uk

Visit www.webcredible.co.uk
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