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Executive Summary (slide 1 of 4)

Section 1: Flying in 2025

Flight behaviour and frequency

Consumers continue to fly in the highest numbers since this survey began in 2016. With 62% having flown in the last 12 months, the flying 
rate has remained stable compared to last year, reflecting ongoing post-pandemic recovery.

Recent flyers continue to skew significantly younger than before the pandemic, with younger people also remaining much more likely to fly 
frequently. Although the gap between younger and older consumers has narrowed slightly since 2024, this only points to a marginal 
increase.

Looking ahead, more consumers plan to increase their flying in 2026 than to reduce it, with growth led primarily by younger age groups. In 
contrast, older consumers generally expect their flying habits to remain unchanged. 

Affordability remains the most frequently cited barrier to flying , with 36% of non-flyers referencing financial limitations as the main reason 
for not flying in the last 12 months.

Overall satisfaction

Overall satisfaction with the air travel experience is at an all time high with 88% saying they are satisfied with their experience. Satisfaction 
continued to rise in 2025, building on improvements reported last year and reaching the highest levels since tracking began in 2016.

While satisfaction levels are high across all groups overall, satisfaction is slightly lower for certain vulnerable passenger groups* - such as 
those with accessibility or disability needs (82%), those facing digital barriers (80%), and those with financial constraints (80%).

2

*Consumer vulnerability can arise from various factors. In our report, we focus on digital access, language or communication barriers, personal circumstances, accessibility/disability needs, and financial 
challenges as key types of vulnerability. For more information on each group, please refer to slide 9.
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Executive Summary (slide 2 of 4)

The experience of vulnerable passengers and those with accessibility needs and disabilities

Despite high satisfaction with the travel experience, even among vulnerable groups, consumers with specific vulnerabilities and 
disabilities face different challenges when flying:

Nearly six in ten (58%) of disabled consumers report difficulty accessing or using airports and flying, with the most common needs 
being help with walking, standing, or managing luggage. These persistent challenges contribute to a lower flying frequency compared 
to consumers who do not report having a disability.

Complaint handling is the area with the largest disparity—only 66% of disabled passengers are satisfied, compared with 74% of non-
disabled passengers.

The need for support continues to act as a barrier to air travel participation, with those who have not flown in the last 12 months most 
likely to require help at the airport or during their flight:

Passengers with non-visible and physical disabilities are consistently the most likely to require some form of assistance.

80% of digitally vulnerable passengers anticipate requiring support with technology, such as check-in kiosks.

70% of those facing language or communication challenges are likely to need help understanding instructions or airport 
procedures.

3
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Executive Summary (slide 3 of 4)

Section 2: The experience of consumers and passengers

Consumer priorities, value for money and hidden charges

The cost of flying remains the most widespread priority for consumers, with 52% rating it as their top concern. Over half of passengers 
also reported making use of lower cost options such as choosing a less convenient flight time or travelling with hand luggage only.

While most passengers believe they understand what’s included in their airfare, awareness for different products or services at the 
point of booking is uneven and reflects the varied ways airlines present and charge for extras. Notably, about a quarter of passengers 
remain unaware of specific additional fees, such as booking fees (27%) or charges for printing boarding passes at the airport (24%). 

Despite this inconsistency and the potential for unexpected costs, overall satisfaction with value for money is high (76%) and has 
returned to levels last seen before 2022, following a period after the pandemic when value for money ratings were lower.

Travel disruption and complaint handling 

Experience of travel disruption has declined slightly this year from 58% of passengers in 2024 reporting experiencing a travel problem 
to 55% in 2025. However, 54% of passengers report not being informed of their rights by the airport or airline when they experienced a 
travel problem. 

Moreover, passengers show inconsistent understanding of entitlement terms related to air travel and disruption, highlighting 
uncertainty around the distinctions and correct application of "refund," "compensation," and "reimbursement."

4
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Executive Summary (slide 4 of 4)

Travel disruption and complaint handling (continued)

Support, guidance, and notifications continue to be inconsistent in the event of travel disruptions. Most passengers reported delay 
notifications as being delivered via passive channels such as airport screens (35%), while cancellations are usually communicated by 
email (45%). Although alternative flights are often offered, many passengers say they did not receive clear details about how to access 
further support when they experienced a delay (43%).

Despite ongoing communication challenges, satisfaction with complaint handling has improved markedly (+10pp to 72% in 2025) – 
even as the number of complaints remained steady compared to last year. Passengers cited notable progress in the ease of reaching 
support, faster response times, and a smoother complaint process, leading to more positive outcomes overall. However, while 
satisfaction with complaint handling is on an upward trend, it continues to be an area with lower satisfaction relative to others such as 
the process of booking the flight.

As seen in previous waves, older passengers are disproportionately affected by information gaps during travel disruption. They are less 
likely to report they were informed of their rights (11%) or refund options (17%) when they experienced a travel issue. This same group of 
passengers also report lower confidence in escalating complaints (23% vs 36% among 18-24 years old).

5
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An introduction to the Aviation Consumer Survey

This annual research – now into its fourteenth instalment – aims to provide an in-depth understanding of UK 
consumers’ flying behaviours and their attitudes towards travelling by air over time. It surveys a robust, 
nationally representative sample of 3,500 UK adults on a variety of aviation-related topics, building a picture 
of how and why consumer experiences of aviation are changing over time.

Previous instalments set out how the aviation consumer landscape has fundamentally changed following the 
COVID-19 pandemic. Although flying rates in 2025 have remained consistent with 2024 levels, research from 
this wave (and previous waves) reveals that the profile of flyers has become markedly younger between 2019 
and 2024. Notably, while outcomes have improved for all passengers since the pandemic, the pace of 
improvement has been slower for older and disabled consumers compared to other flyers.

More specifically, this instalment aims to better understand the broader concept of consumer vulnerability 
and how it can manifest in an aviation context. Also examined is the impact of travel disruption on 
passengers, as well as passengers’ attitudes towards communication during disruption.

Understanding the passenger journey should be a priority for policymakers and industry leaders. This report 
aims to equip decision-makers with insights to consider what more can be done to foster an aviation 
experience that aligns more closely with consumer priorities and expectations from various groups, such as 
those in vulnerable circumstances and other demographics.

This research is also designed to provide valuable insights for stakeholders beyond the policymaking sphere. 
Historically, this report’s audience has included airports, airlines, public bodies, and the general public. Our 
goal is to deliver a rich understanding of consumer behaviours and attitudes, which readers can apply to their 
specific contexts.

6 Note: Flying rate(s) refers to the proportion of the UK population who have flown in the last year.
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How to read this report

8

▪ Survey results are based on self-reported behaviour and attitudes, and may be subject to recall bias or social desirability bias. Caveats 
are noted where appropriate.

▪ Where relevant, differences between subgroups and additional demographic insights are included.

▪ When a chart or table includes these signs       , it notes that a result is “significantly higher/lower at 95% confidence”. This indicates 
that the year-on-year differences, or differences between sub-groups, are statistically robust. 

▪ Results from questions or subgroups with a base size below 50 are excluded from quantitative analysis to maintain statistical 
robustness. Any reference to figures with a low base size of less than 100 are asterisked for clarity (*) and should be treated as 
indicative of this group only.

▪ Throughout this report the key subgroups of interest are:

• Consumers are defined as individuals who are demographically representative of the UK by gender, age, region, and working 
status. Both those who have flown in the last 12 months and those who have not (or have never flown) are included within the 
definition of consumers.

• Vulnerable consumers are defined as those who may become vulnerable due to individual characteristics, personal 
circumstances, environment, or business practices that make them especially susceptible to harm (see slide 9 for details).

• Passengers are defined as consumers who have flown in the last 12 months.

• Flying rate is used to refer to the proportion of the UK population who have flown in the last year.

For further detail on methodology, please refer to the Methodology slide at the end of the report.
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Consumer Vulnerability
A new area of focus for this wave is the broader concept of consumer vulnerability and how it can manifest in an 
aviation context. Consumers can become vulnerable from their individual characteristics, personal circumstances, the 
specific environment, or a particular business practices that make them especially susceptible to harm. This can 
include disabled consumers who may require assistance, but vulnerability can also be considered through a number of 
other lenses. It’s worth noting that these groups aren’t mutually exclusive. 

The key groups in focus this year include:

Digital vulnerability 
(8% of sample)
Those who are not 
digitally confident/would 
need assistance using 
technology

Language/
communication 
vulnerability 
(4% of sample)
Those who need 
communication support 
(including translation) 
and help understanding 
airport instructions and 
procedures

Personal 
circumstances 
(22% of sample)
Those travelling with 
small children, elderly 
companions, while 
pregnant or those who 
would have difficulty 
obtaining travel 
documents

Accessibility and 
disability* 
(21% of sample)
Those with physical/non-
physical, visible/non-
visible disabilities and/or 
have difficulties 
managing on a flight/at 
the airport, and may 
require assistance

Financial 
vulnerability 
(29% of sample)
Those who have difficulty 
flying due to budgetary 
reasons or would struggle 
to pay an unexpected bill

9 *Please note previous waves make references to PRM/disabled consumers or passengers (or persons), this is now being included under the ‘accessibility and disability’ group
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Key takeaways from this section:

The proportion of UK consumers flying during the 
year remains steady in 2025, matching 2024’s record 
levels — the highest observed since this survey began 
in 2016.

However, persistent gaps by age and disability  
suggest that patterns of air travel continue to vary 
among different demographic groups.

Overall flight intentions for 2026 remain steady, 
mirroring last year’s trends. More consumers are 
expecting to increase their flight activity next year 
than reduce it, particularly younger consumers.

Budgetary constraints remain – by some distance – 
the most frequent reason given for not having flown 
in the last 12 months highlighting that affordability 
barriers remain.

Section 1.1:

Flying behaviour and 
flight frequency

10

Part 1: Flying in 2025
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Consumer flying rates remain steady in 2025, with the proportion of flyers 
unchanged from 2024. As observed last year, younger consumers continue to 
take more trips

11
Q1. When was the last time you flew from a UK airport? Base: All respondents, Oct-25 (n=3500); Q2. How many trips by air have you made in the last 12 months? Base: 
All who have flown in the last 12 months (n=2173) 

56% 54% 52%
57%

39%

17%

45%

54%

62% 62%

Apr '18 Oct '18 Apr '19 Nov '19 Nov '20 Oct '21 Oct '22 Oct '23 Oct '24 Oct '25

Showing % that have flown in the last 12 months
Outward flights from an UK airport

While overall participation in air travel is strong, a deeper look reveals subtle shifts in behaviour. The average number of trips taken has increased slightly from 3.2 to 
3.4. Half of consumers have taken 1 or 2 trips in the last year (22% 1 trip, 28% 2 trips), the other half (50%) have taken 3 or more trips in 2025. Younger consumers are 
significantly more likely to take multiple trips in a year than their older counterparts, with 16% taking over 5 trips within the year compared to 12% of those aged 55+. 
Despite stable overall flying rates, key differences remain across age and disability groups with findings on the next slide highlighting how these gaps have continued.

Note: Flying rate(s) refers to the proportion of the UK population who have flown in the last year.
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A notable variance in flying rate remains in key demographics, with no change 
between disability status, however the gap has closed slightly between young 
and older passengers 

12
Q1. When was the last time you flew from a UK airport? Base: All respondents, Oct-25 (n=3500). *By ‘gap’, we mean the percentage difference between two specified groups. If the gap 
decreases year on year (shown as a negative percentage change), it indicates that the difference between those demographic groups is shrinking which in this instance is a positive sign.

Showing % who flew in the last 12 months by demographic group                  
Outward flights from an UK airport

Overall 18-34 35-54 55+ Disability No disability

73% 63% 53% 41% 67%62%October 
2024

72% 62% 56% 42% 68%62%October 
2025

Gap* 

between 18-

34 and 55+

20pp

16pp

Gap between 

Disability and 

No disability

26pp

26pp

-4pp change in 
gap since 2024

No change in 
gap since 2024

While overall flying rates have remained at high levels, the findings highlight ongoing disparities in air travel participation across 
both age and disability demographics. The gap in flying rates between younger (18–34) and older consumers (55+) has 
narrowed slightly, from 20 percentage points (pp) in 2024 to 16pp in 2025. However, this reduction is minor and not statistically 
significant. In contrast, the gap between disabled and non-disabled passengers remains unchanged at 26pp, mirroring last 
year's results.

Note: Flying rate(s) refers to the proportion of the UK population who have flown in the last year.



OFFICIAL - CAA Use Only: This information is for CAA use only 

OFFICIAL - CAA Use Only

Reasons for not flying remain similar to 2024, with affordability continuing to be 
the top cited barrier

13
Q3. Why have you not flown in the last 12 months? Note: respondents could pick multiple barriers, so the sum of the percentages exceeds 100%. Base: All respondents 
who have not flown in the last 12 months (n=1309). *Showing the top 9 reasons for not flying.

36%

18%

14%

10%

9%

8%

8%

6%

5%

Budgetary reasons

Not made any trips where flying
would be an option

Health or disability reasons make
travelling difficult

Prefer another mode of transport

Fear or dislike of flying

Concern about the environmental
impact of flying

Don't have time to travel

Concern about flight disruption
and/or cancellation

Long queues waiting to get into the
airport

Showing reasons that consumers give for not 
having flown recently* Change 

since 2024

-2pp

No change

-1pp

+1pp

No change

+1pp

+1pp

-1pp

-2pp

Budgetary constraints are the most frequently cited 
barrier to flying across all age groups. However, 
these concerns are less pronounced among older 
consumers (29% of 55+) compared to younger 
consumers (41% of 18-34). 

Health and transport preferences become more 
significant among older respondents. Those aged 
55+ are substantially more likely to cite health or 
disability (19%) and a preference for other modes 
of transport (12%) as reasons for not flying.

For disabled consumers, budgetary reasons (35%) 
are their top cause for not flying in the last 12 
months, followed very closely by health or disability 
reasons that make it difficult to manage at the 
airport or on the flight (33%).
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Momentum for increased flying continues in 2026 and is especially strong 
among younger consumers

14
Q4. In the next 12 months, do you expect that you will fly more, the same amount or less compared to the number of times you have flown over the last 12 months?
Base: All respondents, October 2025 (n=3500).

31%
(+1pp)

55%
(No change)

8%
(-1pp)

5%
(-1pp)

Increase number of flights No change
Decrease the number of flights Don't know

• Overall flight intentions for 2026 mirror the intentions reported 
last year. Most consumers (55%) expect their flying habits to stay 
the same, with nearly one in three (31%) planning to fly more. 
Increased flying intentions include 44% of consumers who haven't 
flown in the past year but who have flown in the last four years, 
highlighting demand even among infrequent flyers. 

• Conversely, most who haven't flown in the past ten years or have 
never flown show little interest in changing their flying habits, with 
67% and 70% respectively reporting no intention to fly more. But 
overall, there continues to be a higher proportion intending to fly 
more than fly less in the next year, reinforcing the pattern of 
stable and sustained demand seen in last year’s ACS.

Flying intentions for the next 12 months

40%

30%
23%

47%

29%
22%

18-34 35-54 55+

Showing those reporting an increase in flying 
intentions – split by age

2025
predictions

2026
predictions

• However, beneath this stability, younger consumers are 
driving momentum in the aviation sector. Nearly half (47%) 
of 18–34 year olds plan to take more flights in the next year 
compared to 40% last year, marking a notable jump. In 
contrast, intentions among older age groups have remained 
steady.

• This aligns with the finding that younger consumers are 
already significantly more likely to take multiple trips in a 
year than their older counterparts, and paired with this rising 
intent, are set to further increase their number of flights. 
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Key takeaways from this section:

Satisfaction with the overall travel experience continues to 
rise since 2024, recording the highest score (88%) since 
2016. 

This improvement is partly driven by a significant +10pp 
increase in satisfaction with complaint handling, which has 
historically been a clear pain point for passengers.

However, passengers in certain vulnerable groups (digital, 
language/communication and personal circumstances) 
experience lower levels of satisfaction.

Regionally, satisfaction scores have mostly increased or 
remained stable in 2025, sustaining the positive trend from 
2024. Satisfaction rates are generally above 80% across all 
UK regions. 

While the North-East and South-West saw slight declines – 
mainly related to passport control and transfer/connection 
issues – most regions have maintained or improved their 
scores. 

Northern Ireland’s significant increase last year has held steady; 
however, it continues to lag behind, remaining 8pp below the 
national average and further behind the best-performing 
regions.

In contrast, Wales, which saw a dip last year, has experienced a 
modest rebound in satisfaction.

Section 1.2:

Satisfaction with the 
overall experience 
of flying

15

Part 1: Flying in 2025
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Satisfaction levels are now consistent across 
age groups (18-34: 87%, 35-54: 88%, 55+: 89%), a 
shift from prior years when notable gaps existed. 
This indicates a more universal experience 
regardless of age, indicating that the gap in travel 
frequency is likely impacted by other factors 
rather than overall satisfaction. 

A standout driver of this improvement, as will be 
explored in section 1.3, is the notable rise in 
satisfaction with complaints handling, which has 
increased by 10pp this year. Previously, 
complaints handling was a clear pain point, often 
associated with lower overall satisfaction scores 
(62% in 2024). The latest results show 
passengers are now more positive about how 
their issues are managed (72%). While no single 
factor fully explains the increase in overall 
satisfaction, this change in complaints handling 
not only lifts overall satisfaction, but also 
indicates that improvements in how complaints 
are handled can directly boost passenger 
perceptions of the travel experience.

Satisfaction with the overall travel experience has risen slightly, adding to the 
improvements seen in 2024. Satisfaction is now close to the levels seen when 
tracking began in 2016

16
Q24.14. The overall travel experience: Thinking now about some more specific aspects of your most recent flight, please tell us how satisfied or dissatisfied you were 
with the following elements? Base: All who have flown in the last 12 months, excluding DK and NA responses (n= 2164)

90% 88% 87% 86%
83% 82% 81%

84%
83% 82% 80% 79% 84%

88%

3% 4% 4% 5% 5% 5% 5% 4% 4% 5% 6%
7% 5%

3%

Mar '16 Oct '16 Mar '17 Oct '17 Apr '18 Oct '18 Apr' 19 Nov '19 Nov '20 Oct '21 Oct '22 Oct '23 Oct '24 Oct '25

Satisfied (NET) Dissatisfied (NET)

Last flight: Overall satisfaction with the travel experience
All those who have flown in the last 12 months, excluding ‘Don’t know’ and ‘Not applicable’
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Passengers who remain dissatisfied cite flight disruption, overcrowding, 
accessibility issues, and high prices for some services as the main causes

17
Q25. Why were you dissatisfied with the overall travel experience? Please tell us about any issues you had. Base: All who said that they were dissatisfied with their 
overall travel experience (n= 261).

Profile of those who are dissatisfied:
(Those significantly more dissatisfied than their counterparts ranked highest on dissatisfaction score)

Experienced a flight cancellation or diversion (10% vs 1% of those that didn’t experience 
a travel problem)

Passengers who are not digitally confident (7% vs 3% of those who are)

From Northern Ireland or the West Midlands (6% vs 3% from anywhere else)

Passengers who have financial vulnerability characteristics, or accessibility or disability 
needs (6% vs 3% of those not vulnerable)

I am a wheelchair user but stood up before we 
boarded the plane to stretch my legs, and the airport 
assistance people whipped the wheelchair away as 
they needed it. I didn't know how I was going to get 
onto the plane, so my family went to find another 
one. The staff that we spoke to at the boarding gate 
were just not interested in helping. I felt dreadful, I 
am registered as disabled. I felt as if I should have 
been holding my disabled blue badge to show them I 
am real.

Female, Age 60-64, Disabled, North East

It was very expensive overall which made it quite 
inaccessible. The signage was poor and it is difficult 
to find out where you needed to be and the airport 
was noisy so we couldn't hear the announcements.

Female, Age 18-24, Financially vulnerable, South-
West

When asked about the reason for being dissatisfied with their overall travel experience, 
the following factors were the most referenced:
• Flight delays (often several hours) are the most cited source of frustration. 

Passengers report delayed notifications, last-minute cancellations, and lack of 
updates or clear communication during disruptions, resulting in stress, confusion, 
and inconvenience.

• Overcrowding at airports and on aircraft is consistently mentioned, with long 
queues for check-in, security, boarding, and baggage claim.

• Some passengers with disabilities, as well as some with mobility issues, reported 
that they found airports and their processes inaccessible. Main challenges included 
unclear information about available support during booking and boarding, a lack of 
assistance staff, and navigation difficulties.

• High prices for food, drinks, parking, and airport drop-off/pick-up are also an area 
of dissatisfaction, with several feeling that the experience doesn't match the cost.
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Passengers in certain vulnerable circumstances are less satisfied with their 
journey than those who are not vulnerable

18
Q24.14. Please tell us how satisfied or dissatisfied you were with the overall travel experience? Base: All who have flown in the last 12 months, excluding DK and NA responses (n=2,164). *Please note, these 
vulnerability groupings are new additions for 2025 therefore there is no year-on-year data comparisons. **A positive gap, where a vulnerability group scores higher than the non-vulnerable group, is highlighted in 
green text and a negative gap is shown in red text to clearly indicate a lower percentage compared to the non-vulnerable group.

Showing % who were satisfied with the overall travel experience on their most recent flight, by different                    

lenses of vulnerability*

Not vulnerable
(Those who do not fall within the 

listed vulnerability groupings)

Digital
(Those not digitally confident or 

who need assistance with 

technology)

Language / 

Communication
(Those who report needing 

communication support 

when flying)

Personal circumstances
(Those travelling with children)

 Please note: for this question, this 
group only includes those who 

travelled with children on their last 
flight, as non-flyers in the past year 

were not asked this question.

Accessibility and 

disability
(Those with a disability or 

have accessibility needs)

Financial
(Those who are  

unable to pay an unexpected bill)

82%90%90% 80% 80%89%

Gap compared to 
those not vulnerable**:

+1pp +1pp -7pp -9pp -9pp

At overall level, satisfaction remains high at +80% for all passengers and for consumers facing personal circumstances or language barriers. However, 
satisfaction is notably lower for those in other vulnerability groups– accessibility/disability (82%), digital (80%), and financial vulnerabilities (80%). These 
groups experience gaps of 7 to 9pp compared to their non-vulnerable counterparts, highlighting a significant difference in overall satisfaction.
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Despite a slight decline in the North-East and South-West, satisfaction scores 
have mostly increased or stayed stable in 2025 meaning satisfaction is +80% 
across all UK regions

19

Q24.14. The overall travel experience: Thinking now about some more specific aspects of your most recent flight, please tell us how satisfied or dissatisfied you were with the following 
elements? Base: All who have flown in the last 12 months, excluding DK and NA responses (n=2164). Note: this diagram shows satisfaction by region of residence, not region from which 
consumers flew

Showing year-on-year 
changes in brackets

London – 90% 
(+5pp)

South-West – 85% 
(-3pp)

West Midlands – 87% 
(+3pp)

Wales – 85%
 (+3pp)

Northern Ireland 
– 81% (+2pp)

Scotland – 88% 
(+5pp)

North-East – 88% 
(-4pp)

Yorkshire and Humber – 86% 
(-1pp)

East Midlands – 90% 
(+7pp)

East of England – 89% 
(+9pp)

South-East – 88% 
(+8pp)

North-West – 90%
(+4pp)

Last year, passengers in Northern Ireland reported a 
significant increase in satisfaction with their most 
recent flight (79%), with their satisfaction score 
increasing by +19pp since 2023 (60%). For 2025, 
satisfaction has stayed stable for Northern Ireland, a 
region that has fluctuated in satisfaction over the years 
of tracking. This stable increase in satisfaction for 
Northern Ireland means that satisfaction is +80% for all 
regions across the UK. Although an improving picture, 
Northern Ireland still lags behind other UK regions in 
terms of satisfaction.

Last year, Wales was an outlier being the only region to 
have witnessed a decline in satisfaction (-6pp from 
2023). However, this year, that decline has reversed 
slightly with an uptick of +3pp since 2024. 

In contrast, this year the North-East and South-West, are 
the only regions to see a notable decline in satisfaction. 
They continue to have a high score overall, but this dip 
might be a result of a decline in satisfaction with 
passport control and immigration (-9pp since 2024) for 
North-East and a decline in satisfaction with transfers 
and connections (-7pp since 2024) for the South-West.
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Key takeaways from this section:

Passenger satisfaction has increased across all areas of 
the passenger journey, with especially strong gains in 
complaint handling and consistently positive scores 
throughout the consumer experience. While the upward 
trend in complaint handling satisfaction—already seen in 
2024—continues, it is worth noting that satisfaction in 
this area still falls short of many other aspects of the 
journey.

The booking process continues to be the element of the 
travel experience which sees highest satisfaction, 
increasing by 2pp in 2025, though most passengers 
would still like more information around cost.

This broad improvement is reflected in the overall flying 
travel experience, with satisfaction scores higher than in 
previous periods. Gains at nearly every stage of the 
journey – except for two areas that have held steady at 
their 2024 scores – are collectively driving the overall rise 
in satisfaction.

However, it’s important to note that consumers in 
specific vulnerable circumstances continue to report 
lower levels of satisfaction, especially due to ongoing 
accessibility concerns with airport navigation. 

Section 1.3:

Satisfaction across the 
passenger journey

20

Part 1: Flying in 2025
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NET: 
Satisfied

Change since 
2024

91% +2pp

87% +2pp

84% +1pp

85% +6pp

80% +3pp

76% +5pp

72% +10pp

Passenger satisfaction scores have continued to increase across the board this 
year, with particularly strong gains in complaints handling. This marks a notable 
upward trend in an area that had previously seen declines in recent years

21 Q23. How satisfied or dissatisfied were you with the following elements? Base: All who have flown in the last 12 months, excluding DK and NA responses (n= 978-2162)

Last flight: Satisfaction with elements of the travel experience
All those who have flown in the last 12 months, excluding ‘Don’t know’ and ‘Not applicable’

37%

31%

34%

39%

41%

44%

50%

35%

45%

46%

46%

43%

43%

41%

18%

16%

11%

10%

10%

11%

7%

6%

6%

6%

4%

5%

2%

1%

5%

2%

3%

1%

1%

1%

Handling of any complaints you made to the…

Value for money

Airport experience in the UK

Onboard and in-flight experience

Travelling to and from the airport in the UK

Deciding which flight to book

The process of booking the flight

Very satisfied Fairly satisfied Neither satisfied nor dissatisfied Fairly dissatisfied Very dissatisfied

With a year-on-year increase of 10pp, satisfaction with complaints handling continues to rise following a 12pp rise in 2024. While it remains 
the element of the travel experience with the lowest levels of satisfaction, this reversal in this post-pandemic decline is likely a significant 
factor in the increase overall. Other areas showing steady improvement in recent years—and an increase of 5pp or more this year—include 
the onboard and in-flight experience, as well as perceived value for money. The flight booking process continues to be the highest scoring 
aspect in 2025, with satisfaction increasing by 2pp in both 2024 and 2025.
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Looking at the more specific touchpoints in the airport consumer journey, 
satisfaction has increased since 2024 at every journey point except two, which 
remained stable. No touchpoints saw a decrease in satisfaction in 2025

22
Q24. Thinking now about some more specific aspects of your most recent flight, please tell us how satisfied or dissatisfied you were with the following elements? 
Base: All who have flown in the last 12 months, excluding DK and NA responses (n= 1028-2164)

NET: 
Satisfied

Change 
since 2024

89% No change

89% +2pp

88% +2pp

88% +3pp

88% +4pp

86% +5pp

86% +2pp44%

42%

39%

48%

45%

48%

49%

42%

44%

49%

39%

43%

41%

40%

9%

8%

9%

9%

8%

8%

7%

4%

4%

2%

3%

3%

2%

2%

2%

2%

1%

1%

1%

1%

1%

Check-in and bag drop at the airport
in the UK

Passport control/immigration in the
UK

The overall travel experience

Security at the airport in the UK

Boarding the plane

Ease of finding your way around the
airport in the UK

Finding your way to the gate

Very satisfied Fairly satisfied Neither satisfied nor dissatisfied Fairly dissatisfied Very dissatisfied

Satisfaction with the airport experience – Page 1 of 2 (highest performing areas)
Includes only those who have flown in the last 12 months, and excludes those answering ‘Don’t know’ and ‘Not applicable’
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Every element of the airport experience now records satisfaction of 77% or 
above, reflecting broad improvements across the overall passenger journey

23
Q24. Thinking now about some more specific aspects of your most recent flight, please tell us how satisfied or dissatisfied you were with the following elements? 
Base: All who have flown in the last 12 months, excluding DK and NA responses (n= 1028-2164)

NET: 
Satisfied

Change 
since 2024

85% +1pp

85% +2pp

82% +3pp

81% No change

80% +3pp

79% +4pp

77% +2pp30%

36%

39%

37%

38%

45%

42%

47%

43%

41%

43%

44%

40%

43%

13%

14%

15%

12%

10%

10%

11%

7%

6%

4%

5%

5%

3%

3%

3%

2%

2%

2%

3%

1%

1%

Waiting at the boarding gate

Shops, restaurants and services
provided at the airport in the UK

Transfer/connection to another
flight

The journey between the boarding
gate and the plane

Baggage collection at the airport in
the UK

Information about flight status at
the airport in the UK

The overall cleanliness of the
airport in the UK

Very satisfied Fairly satisfied Neither satisfied nor dissatisfied Fairly dissatisfied Very dissatisfied

Satisfaction with the airport experience – Page 2 of 2 (lowest performing areas)
Includes only those who have flown in the last 12 months, and excludes those answering ‘Don’t know’ and ‘Not applicable’

The most significant change from 2024 to 2025 was seen in passport control/immigration (+5pp), shops, restaurants and services provided (+4pp) along 
with the overall travel experience (+4pp). Encouraging progress was also seen in waiting at the boarding gate – though the lowest score, a rise of 2pp saw 
scores return to 2023 levels after a dip of 2pp in 2024. Overall, the passenger journey in 2025 presents a positive picture, with satisfaction improving 
across most areas. The only exceptions are the journey from the boarding gate to the plane and navigating to the gate, which have remained stable rather 
than increasing. Among passengers dissatisfied with the UK airport experience, most were dissatisfied with shops, restaurants and services provided 
(37%),  waiting at the boarding gate (36%) and the journey between the boarding gate and the plane (29%).
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Consistently positive scores across touchpoints have made the overall travel journey 
more balanced, likely contributing to the increase in satisfaction with the overall travel 
experience 

86% 88% 86% 85%
89%

85%
79%

89%

77%
81%

88%

80% 82%
+2pp

+3pp
+5pp +2pp

+2pp

+4pp

NC

+2pp
NC

+2pp

+3pp +3pp
+1pp

Check-in and 
bag drop at 

the airport in 
the UK

Security at the 
airport in the 

UK

Passport 
control / 

immigration in 
the UK

Shops, 
restaurants and 
services in the 

UK airport

Information 
about flight 
status at the 

UK airport

Ease of 
navigating the 

airport

Waiting at the 
boarding gate

Boarding the 
plane

Transfer / 
connection to 
another flight

Baggage 
collection at 
the airport in 

the UK

Overall 
cleanliness of 
the airport in 

the UK

Finding your 
way to the 

gate

The journey 
between the 

boarding gate 
and the plane

Showing satisfaction with the airport experience, in chronological order
Includes only those who have flown in the last 12 months, and excludes those answering ‘Don’t know’ and ‘Not applicable’

Showing
NET: 

Satisfied
Changes 

from 2024 
shown 
below

According to a behavioural science principle known as the ‘peak end rule’, consumers will typically judge an experience based on its most intense 
points – whether positive or negative – and the end of that experience. This year, both previously low-scoring stages of the consumer journey, 
airport services and waiting at the boarding gate, have seen notable increases in satisfaction, reducing their negative impact. Satisfaction in these 
areas continues to grow since 2024.

Q24. Thinking now about some more specific aspects of your most recent flight, please tell us how satisfied or dissatisfied you were with the following elements? Base: All who have 
flown in the last 12 months, excluding DK and NA responses (n= 1028-2164)
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However, for vulnerable passengers who are not digitally confident or have 
disability/accessibility needs, satisfaction scores for airport wayfinding is 
markedly lower 

Recent flyers with digital or accessibility vulnerabilities are significantly less likely to be satisfied with…

Finding your way to 

the gate 78% 85%

Ease of finding your 

way around the airport 81% 84%

Information about flight 

status 76% 82%

Digital

Q24. Thinking now about some more specific aspects of your most recent flight, please tell us how satisfied or dissatisfied you were with the following elements? Base: All who have flown in 
the last 12 months, excluding DK and NA responses (n= 1028-2164)25

Accessibility

91%

90%

88%

Not vulnerable

Note: Due to a change in 
vulnerability definitions from 
2024 to 2025, direct 
comparisons to 2024 scores 
are not possible
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Key takeaways from this section:

Disabled passengers and those who require 
assistance continue to have a markedly different 
experience from the wider flying public in 2025, 
echoing the trends seen in 2024. While overall 
satisfaction with air travel has risen, the gap 
between disabled and non-disabled passengers 
has widened further.

The need for assistance is a key barrier to flying, 
with those who have not flown in the last 12 
months most likely to require assistance in an 
airport or while flying.

Consumers with non-visible and physical 
disabilities continue to be most likely to require a 
form of assistance while flying.

Section 1.4:

The experience of 
passengers with 
accessibility needs
and disabilities

26

Part 1: Flying in 2025
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The proportion of disabled consumers facing difficulties in accessing or using 
airports and flying has remained largely unchanged since 2024. New data in 2025 
suggests that among all passengers, 15% would need assistance were they to travel

27

Yes
58%

No
41%

1%

Difficulty in accessing/using airports or flying
All who have a disability

Prefer not to say

-1pp 
compared to 

2024

+2pp 
compared to 

2024

Q12. Does/would your disability or health condition make accessing and/or using airports or flying difficult? Base: All who have a disability or health condition (n=686) Q15b. If you 
were to fly in future, would you need or think you would need specific assistance from the airport or airline? Base: All respondents (n=3500)

Yes
15%

No
83%

1%

Would you need specific assistance from the airport 
or airline if you were to fly in the future?

All respondents

Those who have 
not flown in the 

last 12 months are 
more likely to 

require 
assistance, 

indicating the 
need for 

assistance may be 
a barrier to travel

Note: Due to a change in 
vulnerability definitions from 
2024 to 2025, direct 
comparisons to 2024 scores 
are not possible for Q15b

Very minimal/no 
differences noted 

in sub-groups from 
2024-2025
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About one in ten needed airport or airline assistance on their last flight. 
Passengers with a non-visible disability and physical disabilities or health 
conditions were more likely to require assistance on their most recent flight

Q15a. Thinking about your most recent flight, did you need specific assistance from the airport or airline? Base: All who have flown in the last 12 months (n=2173)

28

Assistance is required more amongst passengers with visible disabilities, and 
those with both visible and non-visible disabilities:

24%

75%

1%

57%

43%
53%47%

Non-visible 
disability

Visible
disability

Visible & 
non-visible

Yes

No

Yes

No

Yes

No

And assistance is required more amongst passengers with physical disabilities, 
and those with both physical and non-physical disabilities:

38%

62%

27%

73%

42%

57%

2%

Physical & 
non-

physical
Physical

Non-
physical

Yes

No

Yes
No

Yes

No

Prefer not to say

Did you need specific assistance from the 
airport or airline on your most recent flight?

All who have flown in the last 12 months

Yes
8%

No
91%

1%

Note: Due to a change in vulnerability definitions from 2024 to 2025, 
direct comparisons to 2024 scores are not possible for Q15a
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Disabled passengers remain less likely to have flown in the past 12 months. While 
their overall satisfaction with their most recent flight has remained unchanged, the 
gap in satisfaction between disabled and non-disabled passengers has widened

29

42% 68%Flown in last 12 months 62%

All consumers Disability No disability

No change +1pp +1pp

82% 89%Satisfied with most recent trip
(recent flyers only) 88%

+3pp No change +5pp

Q1. When was the last time you flew from a UK airport, either to travel within the UK or to go abroad? Base: All respondents, 2025 (n=3,500) including those with (n=686) and without 
(n=2763) a disability or health condition. Q24.14. Please tell us how satisfied or dissatisfied you were with the overall travel experience? Base: All who have flown in the last 12 months, 
excluding DK and NA responses (n=2,164), including those with (n=286) and without (n=1863) a disability or health condition.

Showing flying behaviour and satisfaction with the overall travel experience on the most 

recent flight amongst recent flyers, by disability status

Percentage-point changes since 2024 shown
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Disabled passengers still report lower scores by comparison at a few 
touchpoints in their journey

30

Disabled recent flyers are significantly less likely 

than non-disabled passengers to be satisfied with…

Onboard and in-

flight experience 81% 86%

Airport experience in 

the UK 75% 81%

Handling of 

complaints 66% 74%

Disability No disability

+6pp +6pp

+12pp

+3pp

+7pp

+6pp

Changes from 2024 shown below

There are three satisfaction 
metrics which continue to see 
significantly lower scores amongst 
disabled passengers, despite 
these scores seeing 
improvements since 2024– two 
concerning the travel experience, 
and one complaints handling.

The largest gap is in satisfaction 
with the handling of any 
complaints made to the airport or 
airline, with only 66% of disabled 
passengers satisfied compared to 
74% of non-disabled passengers. 
This was most pronounced among 
financially vulnerable passengers 
at 64% (vs 70% for those without 
vulnerabilities).

Q23. How satisfied or dissatisfied were you with the following elements? Base: All who have flown in the last 12 months, excluding DK and NA responses, including those with 
(n=233,218,94) and without (n=1594,1498,612) a disability or health condition.
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At certain stages of the airport experience, disabled passengers report the 
lowest levels of satisfaction—specifically when waiting at the boarding gate, 
travelling between the boarding gate and the plane, and transferring to another 
flight

31

83% 84% 84% 82% 84% 84% 77% 85%
74% 76%

87%
76% 78%

Check-in and 
bag drop at 

the airport in 
the UK

Security at the 
airport in the 

UK

Passport 
control / 

immigration in 
the UK

Shops, 
restaurants 

and services 
in the airport

Information 
about flight 
status at the 

UK airport

Ease of 
navigating the 

UK airport

Waiting at the 
boarding gate

Boarding the 
plane

Transfer / 
connection to 
another flight

Baggage 
collection at 
the airport in 

the UK

Overall 
cleanliness of 
the airport in 

the UK

Finding your 
way to the 

gate

The journey 
between the 

boarding gate 
and the plane

Showing satisfaction with the airport experience, in chronological order (Disabled consumers only)

Includes only those who have flown in the last 12 months, and excludes those answering ‘Don’t know’ and ‘Not applicable’

No change
-1pp

+3pp +1pp No change +1pp

+7pp

+6pp
-2pp+3pp

Showing
NET: Satisfied

Changes from 2024 
shown below

Q24. Thinking now about some more specific aspects of your most recent flight, please tell us how satisfied or dissatisfied you were with the following elements? Base: All consumers 
with a disability or health condition who have flown in the last 12 months, excluding DK and NA responses (n=142-289)

+6pp +1pp
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The most common forms of assistance passengers have needed, or would need, are 
help with walking or standing for long periods and carrying or managing luggage

Q16a. What are the reasons you needed or would need specific assistance? Base: All who require assistance when making a flight or would need it in future (n=551)

42%

42%

32%

31%

26%

25%

24%

23%

18%

18%

14%

9%

7%

Help with walking long distances or standing for…

Carrying or managing luggage

Assistance using mobility aids or wheelchairs

Support to reduce queue or waiting times

Priority boarding or disembarking

Escorting to and from the gate or aircraft

Guidance or help navigating through the airport

Access to quiet areas or relief from busy environments

Help understanding instructions or airport procedures

Assistance with using technology

Communication support

Arranging medical or first aid support

Help for travelling with children or needing supervision

Reasons passengers have needed, or would need, assistance
Showing percentage who say the following

Among those who expect to need 
assistance, older passengers are most 
likely to need help with walking long 
distances or standing (64%).

Within vulnerable groups, 80% of those 
experiencing digital vulnerability 
anticipate requiring support with 
technology, such as check-in kiosks, 
while 70% of those facing language or 
communication challenges are likely to 
need help understanding instructions or 
airport procedures.

32
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Part 2: Where next?Section 2.1:

Consumer priorities, 
value for money and 
hidden charges

Key takeaways from this section:

The cost of flying remains the leading priority 
(52%) among consumers for the aviation industry 
to invest on in the next 12 months. Overall, more 
than half (54%) report taking actions to cut costs 
on their most recent flight—such as choosing less 
convenient travel times or bringing only hand 
luggage.

Despite widespread concerns over cost, 
satisfaction with value for money has increased 
to 76%, returning to pre-pandemic levels.

While many passengers are aware of what’s 
included in their airfare, overall awareness 
remains inconsistent. Notably, about one in four 
passengers are unaware of specific extra 
charges—such as fees for printing boarding 
passes at the airport (24%) or making the booking 
(27%).
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Lowering airfares is still the top priority for consumers when it comes to the aviation 
industry

Q7. Consider this list of possible areas of investment for the aviation industry over the next 12 months. How would you prioritise these areas?
Base: All respondents (n=3,500).

52%

41%

36% 

32%

31%

29%

28%

23%

18% 

Reducing the cost of flying

Reducing queuing times at airports

Finding solutions to minimise disruption and delays

Reducing the environmental impact of flying

Developing new technology to improve comfort and
efficiency at airports

Improving how easily people can get to and from the
airport using ground transportation

Reducing crowding in airport terminals

Increasing comfort and amenities in the airport

Speeding up journey times through new technology

How the UK public would prioritise areas for investment in the 
aviation industry over the next 12 months

Showing % who placed the following priority areas in their top 3 

Reducing the cost of travel is the main 
priority for younger age groups, while for 

those aged 55+, their main priority is 
reducing queueing times at airports.

18-34 35-54 55+

Reducing the cost of 
flying

53% 57% 46%

Reducing queueing 
times at airports

32% 39% 48%

New*
*A direct comparison to last year is not 

recommended for this question since four new 
options have been added this year - differences 
may reflect the altered choices rather than real 

shifts in respondent views or behaviours.

New*

New*

New*
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While specific vulnerabilities have an influence over consumer priorities, reducing the 
cost of flying is universally important for all groups

35
Q7. Consider this list of possible areas of investment for the aviation industry over the next 12 months. How would you prioritise these areas? Base: All respondents 
(n=3,500).

Showing % who placed the following priority areas in their top 3 by vulnerability status

Not vulnerable Digital
(8% of sample)

Language / 
Communication

(4% of sample)

Personal 
circumstances
(22% of sample)

Accessibility and 
disability

(21% of sample)
Financial

(29% of sample)

Reducing the 
of flying

49%

Reducing 
queuing times

42%

Minimising 
disruption and 

delays
40%

Reducing the 
cost of flying

51%

Developing 
new 

technology
43%

Reducing 
queuing times

39%

Developing 
new 

technology
51%

Reducing the 
cost of flying

47%

Minimising 
disruption and 

delays
33%

Reducing the 
cost of flying

45%

Reducing 
queuing times

42%

Reducing 
crowding in 

airport 
terminals

36%

Reducing the 
cost of flying

47%

Reducing 
queuing times

39%

Reducing 
environmental 

impact / 
Reducing 
crowding

33%

Reducing the 
cost of flying

61%

Reducing 
queuing times

38%

Minimising 
disruption and 

delays
33%

#1

#2

#3

*All figures in this report have been rounded to the nearest whole number. Further details can be found in the ‘How to read this report’ at the beginning of the report.
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Reflecting cost concerns, over half of passengers claim they took actions for their 
last flight to save money, with flying at a less convenient time and taking only hand 
luggage being the most common among them

36 Q21. Still thinking about this most recent flight, did you do any of the following to save money on your trip? Base: All who have flown in the last 12 months (n=2173).

22%

21%

15%

12%

9%

8%

7%

46%

Flew at a less convenient time even though more
convenient flights were available

Took only hand baggage even though I'd have preferred to
take check-in baggage as well

Did not book a seat beside my travel companion(s), even
though this would have been the preferred option

Chose a less convenient UK departure airport even though
a more convenient one was available

Flew with an airline that I, or someone I know, have had a
poor experience with in the past

Took an indirect flight even though a direct one was
available

Chose a less convenient destination airport even though a
more convenient one was available

None

Actions passengers have taken to save money on their last trip
Among those who have flown in the last 12 years

54%

Taking any of the actions listed is more 
common among younger age groups as 

well as those considered vulnerable.

18-34: 71%, 35-54: 55%, 55+:39%
Not vulnerable: 46%, Vulnerable: 66%
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61%

54%

49%

38%

36%

32%

31%

25%

7%

All costs that could arise later in the
booking process or travel journey

How to claim a refund, reimbursement or
compensation if things go wrong

Information on what actions can be taken
if there is an issue

How often flights from this airport are
disrupted

Measures taken to promote aircraft safety

The environmental impact of the specific
flight, in a format that can be easily…

The airline's performance against its
environmental targets and commitments

Measures taken to promote accessibility

None of the above

Showing percentage of consumers who would like to see 
more information in the following areas at the point of 

booking a flight

To enable these savings, there is a strong desire from consumers for more 
transparency on cost information at the point of booking a flight

37
Q10. In which of the following areas, if any, would you like to see more information at the point of booking? Base: All respondents (n= 3500).

A direct comparison to last year is not 
recommended since two new options 

have been added this year (‘How to 
claim a refund, reimbursement or 

compensation if things go wrong’ and 
‘Information on what actions can be 
taken if there is an issue’). However, 
when excluding the new options, the 
order remains the same as in 2024. 
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Awareness of what passengers thought was included in their airfare is uneven, 
reflecting inconsistencies in how airlines apply extras such as seat selection, 
baggage, and booking fees across flight classes, fare types, and policies

38

Q22a. On your most recent flight, were each of the following services included in the cost of your flight or were they extra services that you had to pay for? Base: All who have flown in the last 12 
months (n=2173). 

14%

20%

23%

23%

23%

37%

42%

47%

48%

51%

60%

77%

72%

70%

45%

67%

36%

54%

48%

46%

24%

20%

8%

9%

6%

31%

11%

27%

4%

6%

7%

25%

20%

Travel insurance or protection plan extra costs

Airport lounge access

Seat selection or extra legroom fees

Flight changes or cancellation fees

Priority boarding

Wi-Fi or internet access

In-flight meals, snacks, drinks

Baggage fees

Seat selection for children / family

Having your boarding pass printed at the airport

Booking fees

Showing % of recent flyers that thought the following was included in the cost of their flight 
or whether they had to pay extra for it

This was included in the cost of the flight This was a service you had to pay extra for if you wanted it Don't know

For example, while six in ten flyers believe 
booking fees were included in their last flight, 
and only two in ten recall paying extra. This 
discrepancy is likely due to:
• Varying airline practices: Some airlines 

absorb or bundle these fees into the total 
fare, while others list them as separate 
charges at checkout.

• Differences in how costs are presented: Full-
service carriers may hide or waive fees as 
part of consumer service, while low-cost or 
budget airlines tend to itemise and charge 
these fees separately.

Similarly, the near-even split in awareness over 
whether child or family seat selection was 
included (48% say yes, 46% no) likely reflects 
differences in both ticket class and airline 
policy. Premium cabins often bundle in more 
perk including seat selection for families, 
whereas basic economy fares are more 
restrictive and may add fees for these services.

It is also worth noting passengers’ recall biases 
- many may not notice or remember subtle 
processing charges, especially if they’re 
embedded in the final price.
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The gap in knowledge can result in unexpected extra costs, with booking fees, 
as well as charges for printing boarding passes at the airport, most frequently 
identified as unexpected by recent flyers

39

Q22c. For each of the following services that were paid extras, did you pay for this extra service on your most recent flight, and did you know beforehand that there would be an extra cost? Base: 
All who had extra services that could be paid for on their most recent flight (n=223-1683). 

8%

13%

11%

9%

14%

28%

33%

37%

27%

38%

50%

5%

3%

5%

8%

3%

4%

5%

3%

15%

6%

7%

75%

77%

74%

67%

74%

64%

57%

54%

46%

51%

37%

12%

7%

10%

17%

8%

5%

5%

5%

12%

5%

5%

Wi-Fi or internet access

Airport lounge access

Flight changes or cancellation fees

Having your boarding pass printed at the airport

Priority boarding

In-flight meals, snacks, drinks

Seat selection or extra legroom fees

Travel insurance or protection plan extra costs

Booking fees

Baggage fees

Seat selection for children / family

Showing % of recent flyers and whether they did or did not pay extra for each of the following services that were an 
additional cost on their flight

% of those who would have had to pay extra for each service

Yes, I paid extra and was aware in advance

Yes, I paid extra but this was unexpected

No, I did not pay extra but was aware that it would be an extra cost

No, I did not pay extra but it was unexpected that this would be an extra cost
NET: Aware 

it’s extra cost
NET: 

Unexpected

87% 13%

89% 11%

73% 27%

91% 9%

90% 10%

92% 8%

88% 12%

76% 24%

85% 15%

90% 10%

83% 17%
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Despite taking measures to minimise costs and avoid unexpected costs, overall 
satisfaction with value for money is high and shows similar levels to before 2022

40 Q23. Value for money: How satisfied or dissatisfied were you with the following elements? Base: All who have flown in the last 12 months, excluding DK and NA responses (n= 2150)

76% 76% 76%
74%

76% 77% 76%
77%

77% 76%

68% 67%
71%

76%

Satisfaction with value for money of their last flight 
NET: Satisfied (very satisfied + fairly satisfied) figures only

64% 72%

75% 76%

October 2024

October 2025

Disability No disability

-1pp

-8pp

Satisfied with the value for money of last 
flight

Gap

In previous years we have observed a gap in satisfaction with 
value for money among disabled and none disabled 

consumers. This year the gap is negligible. 
This trend also applies to individuals identified as vulnerable 

according to the approach set out in slide 9.

Context
The dip between 2022 and 2024 may be due to a 
mismatch between rising prices and impaired 
service quality during the turbulent post-pandemic 
recovery. In 2025, operations and pricing seem to 
have stabilised, which has resulted in better 
perceptions on value for money.
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Part 2: Where next?Section 2.2:

Travel disruption and 
complaint handling

Key takeaways from this section:

Travel disruption was experienced by fewer 
passengers than last year, with reports of flight delays 
also declining marginally.

Over half of passengers who experienced a travel 
problem reported not being informed of their rights at 
the time, with this issue especially evident among 
those whose flights were delayed.

Understanding of entitlement terms among 
consumers is inconsistent, suggesting uncertainty 
about the distinctions between "refund," 
"compensation," and "reimbursement," and their 
correct application during air travel and disruption.

When asked, one in five consumers expressed 
dissatisfaction with the clarity and speed of 
information they received during disruption.

Despite ongoing communication challenges, it’s 
encouraging to see that satisfaction with complaint 
handling has improved markedly—even as the number 
of complaints remained steady compared to last year. 
Passengers cited notable progress in the ease of 
reaching support, faster response times, and a 
smoother complaint process, leading to more positive 
outcomes overall.
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Travel disruption has decreased this year, but passengers are experiencing 
more airport crowding and queuing

42 Q27. During your most recent journey, did you experience any of the following issues? Base: All who have flown in the last 12 months (n=2173).

44%

35%

55%

62%
57% 58%

55%

Nov '19 Nov '20 Oct '21 Oct '22 Oct '23 Oct '24 Oct '25

Proportion of recent flyers facing any 
travel problem

Among those who have flown in the last 12 months

21%

18%

16%

14%

13%

9%

7%

5%

4%

Crowding in the airport

Flight delayed by less than 2 hours

Delay taking off after boarding the aircraft

Delay/long queues at immigration

Delay or long wait for luggage

Queues to get into the airport

Ground handling delays

Disruption related to air traffic control
issues

Flight delayed by more than 2 hours

Most experienced travel problems in last trip*
Showing % who experienced the following (showing top 9 answers only)

*Outward and return flights and any transfers as one journey

Change 
since 2024

+3pp

-1pp

-2pp

-

-1pp

+2pp

-1pp

-1pp

-3pp
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For those affected by flight delays or cancellations, screens near boarding gates 
were the main notification channel, with only a small number saying they were not 
notified at all

43

Q29NEW. How were you first notified about your flight delay / cancellation? Base: All who experienced a flight delay or cancellation (n=505). *Research mentioned in 
this slide: https://www.caa.co.uk/publication/download/25553

4%

3%

3%

6%

7%

12%

15%

15%

15%

16%

19%

34%

I was not notified at all

Other passenger(s)

Social media

Airport lounge staff

An online flight tracker

Airline staff at the gate prior to boarding the plane

The loudspeaker at the airport

The airline app

A text message from the airline

An email from the airline

Flight attendant or other airline staff after boarding

Screens in the airport before getting to my gate

Notification channels for any flight delay / cancellations
Among those who have experienced a flight delay or cancellation in the last 12 months

research to better understand airline

communication with passengers during

disruption

In 2025, the CAA commissioned carried 
out research to better understand airline 
communication with passengers during 
disruption *. Savanta repeated this 
question from the research to provide 
another point of comparison.

The results captured by Savanta align 
with those of the previous CAA research: 
screens are the most common channel 
for notifying passengers about delays or 
cancellations (31% in the disruption 
research). Overall, passive notification 
channels—where passengers are 
informed by the airline or others—are 
more prevalent than active channels, 
where passengers themselves seek out 
information.

https://www.caa.co.uk/publication/download/25553
https://www.caa.co.uk/publication/download/25553
https://www.caa.co.uk/publication/download/25553


OFFICIAL - CAA Use Only: This information is for CAA use only 

OFFICIAL - CAA Use Only

However, when looking at them separately, the primary channel for flight 
cancellations was email communication from the airline

44

Q29NEW. How were you first notified about your flight delay / cancellation? Base: All who experienced a flight delay or cancellation (n=505), flight delays n=474, flight 
cancellation  n=56* Small sample size, please treat with caution. Research mentioned in this slide: https://www.caa.co.uk/publication/download/25553

4%

3%

2%

5%

7%

12%

15%

15%

15%

15%

20%

35%

0%

7%

9%

9%

9%

23%

16%

23%

16%

45%

7%

18%

I was not notified at all

Other passenger(s)

Social media

Airport lounge staff

An online flight tracker

Airline staff at the gate prior to boarding the plane

The loudspeaker at the airport

The airline app

A text message from the airline

An email from the airline

Flight attendant or other airline staff after boarding

Screens in the airport before getting to my gate

 Flight cancelled*

 Flight delayed

Notification channels for any flight delay / cancellations
Among those who have experienced a flight delay or cancellation in the last 12 months

The previous slide presented the most 
common channels used to notify 
passengers of delays and 
cancellations together. However, 
earlier CAA research indicates that 
notification channels often differ 
depending on the nature of the 
disruption. 

Examining the 2025 results separately, 
the trend continues: airport screens 
are the most common method for 
communicating delays, while 
cancellations are most frequently 
notified via email from the airport.
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61%

54%

49%

38%

36%

32%

31%

25%

7%

All costs that could arise later in the
booking process or travel journey

How to claim a refund, reimbursement or
compensation if things go wrong

Information on what actions can be taken
if there is an issue

How often flights from this airport are
disrupted

Measures taken to promote aircraft safety

The environmental impact of the specific
flight, in a format that can be easily…

The airline's performance against its
environmental targets and commitments

Measures taken to promote accessibility

None of the above

Showing percentage of consumers who would like to see 
more information in the following areas at the point of 

booking a flight

Consumers would like more information on actions to take in case of an issue and 
how to claim a refund, reimbursement, or compensation

45

Q10. In which of the following areas, if any, would you like to see more information at the point of booking? Note: respondents were able to choose multiple options 
here, so percentages add up to over 100%.  Base: All who complained about a travel problem (n=174). Base: All respondents (n= 3500).

After cost information (61%), consumers would like 
more information in two new options areas included 
this wave: how to claim a refund, reimbursement, or 
compensation if things go wrong (54%), and what 
actions can be taken if there is an issue (49%). This 
is similar to the proportion of flyers who report 
experiencing an issue in the last year (55%), as seen 
before.

Consumers aged 55+ are significantly more likely to 
want information on refunds and compensation 
(58%) as well as actions to be taken when there is an 
issue (54%).

*Looking at the options tracked over time, a direct 
comparison to last year is not recommended since 
these two new options have been added this year. 
However, when excluding the new options, the order 
remains the same as in 2024. 

New*

New*
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Over half of passengers who experienced a travel problem report they were not informed 
of their rights; this is especially pronounced among those with delayed flights. However, it 
cannot be determined whether all affected passengers had statutory rights, or if delays 
were sufficient for those rights to apply

46
Q30. And were you informed of your rights by the airport or airline? BASE: All who experienced a travel problem (n=1186). ), flight delays n=474, flight cancellation n=56* 
Low base size, please treat with caution 

30%

54%

15%

Informed of their rights by airport or airline
Among those who experienced a travel problem

Yes

No

Don't lknow
Informed of their 

rights?
(Among those who 
experienced a travel 

problem)

Flight delayed Flight 
cancelled*

Yes 28% 50%

No 59% 36%

Consumers whose flights were cancelled are more 
likely to say that they were informed of their rights 
by the airport than those whose flight was delayed 
only.

Three in ten (30%) of passengers say that they were informed of 

their rights when experiencing a travel problem (2024: 26%). This 

issue disproportionately affects older consumers, with only 11% 

saying they were informed, compared to 49% of 18-34 year-olds. No 

significant differences have been noted for other groups. Note: Under UK law, eligibility for compensation or support when flights are disrupted 
depends on specific criteria such as the type of disruption, flight route, airline, length 
of delay, and reason for the disruption—so not all reported experiences qualify for 
statutory entitlements.
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Many affected passengers report missing out on support during travel disruptions, 
especially in cases of lengthy delays. However, these perceptions may reflect 
individual circumstances and may not always indicate eligibility for statutory support

47

27%

57%

16%

Refund or alternative flight offered following 
cancellations

All respondents who had to cancel their flight*

A refund

An alternative flight

Don't know / can't
remember

None

33%

33%

43%

3%

Care and assistance offered following delays
All respondents who had a flight delay of more than 2 hours*

The option of reclaiming
expenses for additional costs
incurred
Vouchers for use at the
airport

None of the above

Don't know / can't remember

While an alternative flight is commonly reported to be offered across age groups, older passengers (55+) are much less likely to report 
that they were offered a refund (17%) compared to those 18-34 (33%)* Passengers in this age group are also less likely to report that they 
were informed of their rights, highlighting the need for more accessible information on when and what passengers are entitled to when 
experiencing travel issues and able to access their entitlements.

Q32. And when your flight was cancelled on your most recent journey, were you offered the choice of a refund or an alternative flight (either on the same or a different airline)? Base: All who experienced a flight cancellation (n=56*) Q33. When your flight was 
delayed on your most recent journey, were you provided with welfare, such as vouchers for use at the airport, or the option of reclaiming expenses for additional costs incurred? Base: All who experienced a flight delay of two hours or more (n=94*) *Low base size, 
please treat with caution

Note: Under UK law, eligibility for compensation or support when flights are disrupted depends on specific criteria such as the type of 
disruption, flight route, airline, length of delay, and reason for the disruption – so not all reported experiences qualify for statutory entitlements.
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Understanding of key entitlement terminology is inconsistent, suggesting some 
confusion between the meanings of "refund", "compensation" and "reimbursement“,
and when each applies in the context of air travel and disruption

48

Q33b. In the context of air travel, passengers who have experienced delays often refer to: compensation, reimbursements and refunds. Please read each statement and 
choose the ONE term that best applies to your knowledge by ticking only one option for each Base: All who experienced a flight cancellation or delay (n=132)

A refund Compensation Reimbursement Don’t know

If my flight is delayed by 
more than 5 hours or 

cancelled and I decide not 
to fly, I can claim...

41% 28% 10% 21%

If my flight is delayed by 
more than 3 hours (and the 
airline is responsible) but I 
still decide to travel on that 

flight, I can claim...

14% 58% 11% 17%

If my flight is delayed and I 
have to pay for meals, 

accommodation, or 
transport, I can claim...

14% 33% 37% 16%

When presented with 
statements about 
‘reimbursement’ for meals, 
accommodation, or transport 
due to delayed flights, 37% 
responded correctly. 

However, a similar proportion 
(33%) incorrectly associated 
‘compensation’ with the 
scenario, highlighting 
passenger uncertainty over the 
terminology that defines 
passenger rights.
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When considering aspects of communication during travel disruption other than 
compensation, reimbursements, and refunds, passenger dissatisfaction is highest 
with the clarity and speed of information provided by airports and airlines

49

Q29b. For each of the following aspects of communication you received during your travel disruption, please indicate how satisfied you were. Base: All who received 
communication about their delay / cancellation (n=466). *New question for 2025

Satisfaction with different aspect of the communications received during travel disruption*
All who received communication about their delay / cancellation

12%

21%

24%

23%

22%

21%

23%

32%

23%

36%

35%

36%

37%

39%

40%

37%

17%

20%

18%

20%

21%

18%

14%

15%

9%

15%

13%

9%

8%

9%

13%

5%

11%

8%

8%

5%

5%

6%

8%

4%

26%

2%

7%

5%

6%

1%

6%

How clearly information about compensation, refunds,
or reimbursements was provided

The overall communication received during the
disruption

How clearly information about the disruption was
explained

How easily you could access information through your
preferred method (e.g., SMS, app, website, speaking…

How easily I was able to act on the information
received to manage the impact of the disruption

How consistent the information was between different
sources (e.g., staff, app, signage, email)

How quickly you were updated about the disruption

How professionally and politely airport or airline staff
communicated with you

Very satisfied Fairly satisfied Neither satisfied nor dissatisfied Fairly dissatisfied Very dissatisfied Don't know Not applicable
NET: 

Satisfied
NET:

Dissatisfied

69% 8%

63% 21%

60% 15%

59% 14%

59% 13%

59% 21%

57% 23%

35% 20%
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Although consumers reported shortcomings with communication during disruption, 
satisfaction with complaints handling after problems occur has risen

Satisfaction with specific aspects of complaints handling
All who have flown in the last 12 months, experienced a travel issue and complained,  excluding ‘Don’t know’ responses

38%

34%

34%

41%

37%

31%

41%

28%

32%

37%

34%

26%

30%

34%

24%

32%

7%

8%

10%

11%

8%

8%

12%

11%

7%

6%

8%

7%

6%

11%

9%

8%

13%

13%

12%

11%

14%

14%

8%

12%

The process of the complaint overall (i.e. how the process
was handled, not the outcome)

How well informed you were kept in relation to the
progress or resolution of your complaint

Ease of contacting the relevant person at the airport or
airline in order to make a formal complaint

How fairly you were treated

The outcome of the complaint overall

The speed of response to your complaint

How helpful and friendly the people dealing with your
complaint were

Redress offered (including but not limited to financial
compensation)

Very satisfied Fairly satisfied Neither satisfied nor dissatisfied Fairly dissatisfied Very dissatisfied

Q36. Thinking more specifically about any complaints you made about the travel issue, how satisfied or dissatisfied were you with each of the following aspects? Base: All 
who formally complained about a travel problem (n=166).

NET: 
Satisfied

Change from 
2024

70% +19pp

70% +20pp

68% +10pp

67% +9pp

66% +13pp

66% +15pp

65% +3pp

60% +8pp
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The prevalence of disruption related complaints is similar to last year, but 
satisfaction with how they are handled is considerably higher

16% 15%

2024 2025

Percentage of passengers who made a 
complaint following disruption

 Among those who faced disruption on their most recent flight

The proportion of passengers making a complaint after facing a 
travel issue on their most recent flight is similar to the previous 
year. 

In line with last year, complaints were more common among 
those who experienced a cancellation or diversion (29%) than 
among those who experienced a delay (14%).

54% 58%
50% 53%

64% 64%
56%

63%
67% 71%

52% 50%
62%

72%

Mar
'16

Oct
'16

Mar
'17

Oct
'17

Apr
'18

Oct
'18

Apr
'19

Nov
'19

Nov
'20

Oct
'21

Oct
'22

Oct
'23

Oct
'24

Oct
'25

Showing percentage of passengers satisfied 
with complaints handling on their most 

recent trip
Among those who have flown in the last 12 months

Although complaints are still being submitted in similar numbers, 
satisfaction with how they are handled has notably improved in the last 
few years, with three quarters of consumers saying that they were 
satisfied with the process.

Those who experienced a cancellation or diversion (80%) are more 
likely to say they were satisfied with the complaint handling process 
than those who experienced a delay (63%).

Q34. Which, if any, of the following did you do during or after experiencing your flight issue? Base: All who faced a travel problem (n=1186).
Q23. How satisfied or dissatisfied were you with the handling of complaints? Base: All who have flown in the last 12 months, excluding DK and NA responses (n=977).
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However, some vulnerable groups are more likely to make complaints, share negative 
experiences with friends and family, or avoid using the same airline or airport in the future

52 Q34. Which, if any, of the following did you do during or after experiencing your flight issue? Base: All who faced a travel problem (n=1186).

Actions taken during or after experiencing travel problem by different lenses of passenger vulnerability

Not vulnerable Digital

Language / 

Communication

Personal 

circumstances

Accessibility and 

disability Financial

10%Made a complaint

Made a claim for 
expenses incurred and / 

or compensation

Warned friends and / or 
family about flying with 
this airline / from this 
airport in the future

Decided to try and avoid 
flying with this airline / 
from this airport in the 

future

7%

8%

11%

22%

16%

15%

12%

32%

33%

18%

21%

16%

21%

15%

13%

19%

20%

17%

14%

14%

16%

15%

14%
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Three quarters of those who complained had their issue resolved, and six in ten 
consumers who raised a complaint say that it was resolved to their satisfaction

53

Outcome of complaint
All who complained about a travel problem

Resolved
75%

Unresolved
16%

Q35b. What was the outcome of your complaint? Base: All who complained about a travel problem (n=174)

2%

9%

13%

18%

57%

The complaint was not resolved and I
wasn't sure what to do next

The complaint process is still ongoing

The complaint was not resolved so I gave
up pursuing it

The complaint was resolved but not to my
satisfaction

The complaint was resolved to my
satisfaction

Outcome of complaint
All who complained about a travel problem
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Over half of those that complained after a recent flight issue did so to the airline, 
suggesting they see their travel issue as the responsibility of the airline to handle

54

Complaints made after recent flight issue(s)
Showing % who took the following actions after their travel disruption

1%

1%

13%

14%

16%

25%

28%

56%

None of the above

Other

I complained about the travel issue on social media but did not direct it
towards any particular body

I complained to an Alternative Dispute Resolution body

I complained to the regulator (e.g., via email)

Complained to the airport

Complained to the travel agency or booking platform

Complained to the airline

Only a small proportion of passengers direct their dissatisfaction with how their travel issue was handled by making a 
complaint. But of those that do complain, most complain to the airline. 

Q35. Who did you make a complaint to? Note: respondents were able to choose multiple options here, so percentages add up to over 100%.
Base: All who complained about a travel problem (n=174)

Those who 
complained 

directly to an 
aviation 

business: 84%
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Three quarters of passengers say they would know how to escalate a complaint, 
but this decreases to two thirds among those who have experienced delays in their 
last flight

All those who would say the following under a hypothetical scenario where passengers 
experience a travel disruption on their flight

29% 45% 17% 10%

I know exactly what to do and who to contact I have a general idea but am unsure of some details
I'm uncertain about what steps to take I do not know how to escalate a complaint

Q34b. Suppose you experienced a travel disruption on your flight, made a complaint and were not satisfied with the response. How confident, if at all, are you in knowing how 
to escalate your complaint? Base: All who have flown in the last 12 months (n=2173)

55

NET: Would know how to 
escalate a complaint (74%)

NET: Wouldn’t know how to 
escalate a complaint (26%)

However, those who have experienced a flight delay (66%) are less likely to say this compared to those who have experienced a 
cancellation or diversion (83%), or no disruptions at all (81%). Similarly, older passengers are also less likely to say they know exactly 
what to do and who to contact to escalate a complaint (23%) compared to younger age groups (18-24: 36%)

*All figures in this report have been rounded to the nearest whole number. Further details can be found in the ‘Methodology’ section at the end of the report.
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Part 2: Where next?Section 2.3:

Aviation and the 
environment

Key takeaways from this section:

Attitudes towards the environment are similar to 
those seen last year, with widespread concern 
about the environment, but relatively few 
consumers paying to offset the environmental 
impact of their flight.

Around one third of consumers believe it is the 
airline’s responsibility to cover the environmental 
impact of aviation; however, a quarter feel this 
cost should be built into the price of the ticket.

As seen earlier, younger consumers are 
significantly more likely to fly than older age 
groups, and they are also more likely to claim they 
have paid to reduce the environmental impact of 
aviation on their last flight. However, the results 
indicate that the affordability of flying may be an 
even greater priority to them.
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Showing level of concern with the environment and climate at present

NET: 
Concerned

NET: Not 
concerned

75% 24%

74% 25%

Similar to last year, three quarters of consumers say that they are 
concerned about the environment and climate change at present

30%

32%

44%

43%

17%

17%

8%

8%

October
2024

October
2025

Very concerned Somewhat concerned Not particularly concerned Not at all concerned

Q38. To what extent, are you concerned about the environment and climate change at present?
Base: All respondents (n=3500).

*All figures in this report have been rounded to 
the nearest whole number. Further details can 
be found in the ‘Methodology’ section at the end 
of the report.
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However, reducing the environmental impact of flying is assigned lower priority compared to reducing the cost of 
flying by consumers. The provision of environmental impact information at the point of booking is also regarded as 
a lower priority when compared to other information, such as costs or actions to take when issues arise

Q7. Consider this list of possible areas of investment for the aviation industry over the next 12 months. How would you prioritise these areas?
Base: All respondents (n=3,500); Q10. In which of the following areas, if any, would you like to see more information at the point of booking? Base: All respondents (n= 3500).

52%

41%

36%

32%

31%

29%

28%

23%

18% 

Reducing the cost of flying

Reducing queuing times at airports

Finding solutions to minimise disruption and delays

Reducing the environmental impact of flying

Developing new technology to improve comfort and
efficiency at airports

Improving how easily people can get to and from the
airport using ground transportation

Reducing crowding in airport terminals

Increasing comfort and amenities in the airport

Speeding up journey times through new technology

How UK consumers would prioritise areas for 
investment in the aviation industry over the next 12 

months
Showing % who placed the following priority areas in their top 3 

61%

54%

49%

38%

36%

32%

31%

25%

7%

All costs that could arise later in the booking
process or travel journey

How to claim a refund, reimbursement or
compensation if things go wrong

Information on what actions can be taken if there is
an issue

How often flights from this airport are disrupted

Measures taken to promote aircraft safety

The environmental impact of the specific flight, in a
format that can be easily compared to other flights

The airline's performance against its environmental
targets and commitments

Measures taken to promote accessibility

None of the above

Showing percentage of consumers who would like to 
see more information in the following areas at the point 

of booking a flight
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A significant proportion of passengers claim they either weren't offered the option 
to offset the environmental impact of their most recent flight or do not remember

Yes, this was included in the ticket 
price

10%

Yes, I paid this voluntarily 4%

No, I had the opportunity to pay extra but 
chose not to do so

10%

No,  but I was not offered the opportunity 
to pay extra

43%

Don’t know / can’t remember 32%

Net: Yes 
15% (+2pp)

Showing the percentage of recent flyers who paid to reduce or offset the environmental impact of their most recent flight

Net: No
54% (-2pp)

Just 15% of consumers who have flown previously say that they have paid to reduce or offset the environmental impact of 
their most recent flight, a similar proportion as in 2024. It also continues to be the case that younger recent flyers (aged 
18-34) are significantly more likely to pay to reduce or offset the environmental impact of their last flight (27%). 
It is worth noting that older and digitally vulnerable consumers are significantly more likely to say that they are unsure 
whether they did this or not.

Q40. On your most recent flight, did you pay for reducing or offsetting the environmental impact of your flight?
Base: All who have flown previously (n=3370).

*All figures in this report have been rounded to the nearest whole number. Further details can be found in the ‘Methodology’ section at the end of the report.
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Covering the costs of environmental measures
Showing % who say the following should cover the cost of environmental measures to reduce the 

impact of flying

Consumers believe it should mainly be the airlines' responsibility to 
alleviate the impact of aviation on the environment

31%

26%

15%

13%

6%

8%

Paid by the airline

Included in the price of the ticket

Paid by the government

Passengers who want to pay for this
should be able to do so voluntarily

I do not think these measures should
be taken

Don't know / prefer not to say

Consumers aged 55 and over are 
significantly more likely to think that 
environmental cost should be included in 
the ticket price (35%) compared to those 
aged 18-34 (19%) and those aged 35-54 
(23%).

Younger passengers, on the other hand, are 
significantly more likely to think that the 
government should cover the costs of 
measures to reduce the environmental 
impact of flying. Consumers aged 18–34 
are four times as likely as those aged 55+ 
to hold this view (28% vs. 7%).

Q39. Airlines can take various measures to reduce the environmental impact of flying. How do you think the cost of these measures should be covered?
Base: All respondents (n=3500).
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The Aviation Consumer Tracker is a quantitative survey of a 
nationally representative sample of 3,500 UK adults (18+). The full 
sample profile is detailed on the next page.

Fieldwork is predominantly conducted online, but an additional 500 
consumers complete the survey via telephone interview (CATI), to 
ensure that consumers with limited digital access or capability are 
able to participate.

3,500
completes

3,000 online completes

500 phone completes

The research design, analysis and reporting is conducted by 
Savanta, an independent market research organisation. 

As a member of the Market Research Society, Savanta conducts this 
research programme in strict accordance with the requirements of 
the international quality standard for market research.

Fieldwork dates:

17th September to 
20th October 2025

Previous instalments 
of this research

From 2016 to 2019, the ACS was 
conducted twice per year. From the 
ninth instalment or ‘wave’ of the 
survey onwards (2020), the survey has 
been conducted once per year.

Most questions asked in the survey 
are repeated every wave, or every 
other wave. This provides a picture of 
how and why consumers attitudes are 
changing over time. The remaining, 
variable component of the survey 
enables the CAA to investigate 
emerging trends and explore specific 
questions in detail.

 Previous ACS reports can be accessed here (Clicking this button will take you to the CAA website)

Previous ACS reports can be accessed here
(Clicking this button will take you to the CAA website)

https://www.caa.co.uk/data-and-analysis/uk-aviation-market/consumer-research/analysis-reports/uk-aviation-consumer-survey/
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Male 48%

Female 51%

Weighted sample profile
The core sample is recruited according to figures from the Office for National Statistics, in order to ensure 
that it is demographically representative of the UK by gender, age, region and working status. The entire 
sample (including phone boost) is then weighted by the same factors to correct any minor variations from 
the ONS figures. The weighted sample profile is as follows:

62

Gender

Age

Working 
status

Region

11% 17% 16% 16% 16% 23%

18-24 25-34 35-44 45-54 55-64 65+

Working full time 45%

Working part time 15%

Not working (including, e.g., 
students and the retired) 38%

South West 9%

West
Midlands

9%

Yorkshire and the 
Humber

8%

Northern Ireland 3%

Scotland 8%

Wales 5%

East
Midlands

7%

East of
England

9%

London 13%

North East 4%

North West 11%

South East 14%

Note: All figures in this report have been rounded to the nearest whole number.  

When the data is weighted, each respondent is assigned a weighting factor to adjust the contribution of different groups in a sample, ensuring that the 
final results are representative of the target population. This means that each individual respondent might count as, for example, 0.7 people or 1.5 
people, depending on whether they have been weighted up or down.

This in turn means that the number of people selecting a particular answer can also not be a whole number, but for simplicity they are displayed as 
whole numbers in the charts and tables. Consequently, when adding up the number of responses displayed for each individual answer code, the total 
might differ by 1-2 from the total sample size. However, the figures are correct. 
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Contact details

60 Great Portland Street

London

W1W 7RT

If you have any questions about the presentation or the research more widely, please feel 
free to reach out directly to the Savanta team:

Anna Galica-Carter

Associate Research Director

anna.galicacarter@savanta.com

Amy Sams

Senior Research Consultant

amy.sams@savanta.com

Santiago Hernandez

Research Consultant

santiago.hernandez@savanta.com

Emma Beashel

Research Executive

emma.beashel@savanta.com
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