Customer Satisfaction
as an element of
Strategic action

of a service sector business
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PROBLEMS WITH STATE
OF THE PRACTICE

Who is a customer?

Person or trip-level?

Mobility behaviour of (potential) customers

Correlation between (N-) PT use and (N-) satisfaction?
Measuring satisfaction or common prejudices?

Problems of measurement (scales, attribute selection, etc.)




PT CUSTOMER SATISFACTIONI

Expectations of customers towards PT I
Experiences of customers with PT use I
Potentials for loss and customer loyalty I

Potentials for customer acquisition I

Concrete measures of the company towards customer orientation I




POINT OF VIEW OF THE CUSTOMERS I

People have: ...and make

EXPECTATIONS I EXPERIENCES I

Expectations can be higher than experiences

Experiences can meet the expectations I

Experiences can be better than expectations




CUSTOMER SATISFACTION MEASURING I
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CUSTOMER LOYALTY I
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CLASSIFICATION OF GROUPS
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CUSTOMER LOYALTY / MODE LOYALTY
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