
R il F hi C RRail Franchise Customer Reports:
Govia Thameslink Railway

fResearch Debrief 
Prepared for: Passenger Focus
Date: 20 November 2014

PREPARED BY ILLUMINAS

Prepared in compliance with the International quality standard covering 
market research, ISO 20252 (2012), The MRS Code of Conduct, and the Data 
Protection Act 1998 by Illuminas, 183-203 Eversholt Street, London NW1 1BU, 
UK

a global team based in London, New York and Austin

UK

T +44 (0)20 7909 0929   F +44 (0)20 7909 0921   E info@illuminas-global.com

www.illuminas-global.com 



Contents

 3 - Background, Objectives and Methodology 

 8 - Experiences of using FCC/Southern and aspirations for GTR

13 A f F hi P 13 - Awareness of Franchise Process

 16 - Reactions towards connections – the GTR Customer Report 

 38 - Change in attitude towards TOC as a result of Customer Report 

 42 - Summary and Conclusions

2



Background, Objectives and 
MethodologyMethodology
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Background

 A new rail franchise - Govia Thameslink Railway (GTR) – launched on 14th September to operate the 
service provided on the Thameslink and Great Northern routes. GTR will also start to operate the p p
Southern route from July 2015

 Part of Passenger Focus’s role is to establish customer aspirations for franchises and to assess if 
Train Operating Companies (TOCs) are adhering to best practice Previous research projectsTrain Operating Companies (TOCs) are adhering to best practice. Previous research projects 
including Passenger Power! have highlighted that consumers want to be better informed about the 
franchise process and specifically, how successful bidders perform on the promises they make when 
bidding 

 New franchises (or franchise renewals) are now required to issue a Customer Report 
upon commencement of their contract and provide updates on this on at least an annual 
basis. GTR was the first new franchise required to issue such a report 

 Given the above, Passenger Focus wanted to undertake research to obtain passenger 
feedback on the Customer Report issued by GTR in order to establish the extent to 
which these reports meet passengers’ expectations in terms of both content and format

 The research into experiences of travelling on GTR and feedback on their Customer 
Report was the first part of a two stage project. Similar research will be conducted with 
c2c who operate the line from Fenchurch street out to Southend and Essex.c2c who operate the line from Fenchurch street out to Southend and Essex.
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Objectives

 The overall aim of the research was to collect passenger feedback on the Customer Report issued by new 
franchisees to assess if the reports were in line with expectations and as such help establish what constitutesfranchisees, to assess if the reports were in line with expectations and as such, help establish what constitutes 
best practice in terms of Customer Reports for other TOCs in the future

 The specific objectives of the research were as follows:
 Understand passengers’ use and experience of the railways under the existing franchises, their 

frustrations and their aspirations for the future
 Explore passengers’ awareness of the franchising process and its outcomes in their area Explore passengers  awareness of the franchising process and its outcomes in their area
 Assess passengers’ exposure to any communications regarding the new franchisees and their 

commitments under the new franchises
 Obtain passengers’ feedback on the new Customer Reports including their availability, presentation, 

content and credibility
 Obtain passengers’ reactions to the franchisees’ commitments and the extent to which these meet 

passengers’ expectations
 Explore how passengers wish to be updated regarding the franchisees’ progress in fulfilling theirExplore how passengers wish to be updated regarding the franchisees  progress in fulfilling their 

commitments and how they should be held to account for any shortcomings
 Gauge the potential impact of Customer Reports and the franchisees’ commitments on passengers’ 

perceptions of their relationship with and trust in the operators.
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Methodology

 Qualitative focus groups were conducted amongst Great Northern, Thameslink and Southern 
passengers

Great Northern & S thThameslink

 6 x 2 hour focus groups

Southern

2 2 5 h f 6 x 2 hour focus groups
 2 x Great Northern
 2 x Thameslink South
 2 x Thameslink North

 Amongst commuters and business/leisure 
passengers

 2 x 2.5 hour focus groups
 Amongst commuters and business/leisure 

passengers 
 One focus group took place in London 

(Commuters) in order to sample passengers 
using the Brighton Mainline into Londonpassengers 

 5 of the focus groups took place in London 
and one in Stevenage, in order to sample 
the Great Northern passengers using the 
route from King’s Lynn/Peterborough to 
Stevenage

using the Brighton Mainline into London 
Victoria. The other took place in Brighton to 
sample business/leisure passengers using the 
Coastway lines

Stevenage 

 Great Northern, Thameslink and Southern passengers were asked to read the Customer Report issued by 
GTR and complete a task exercise on it. This was to ensure that respondents read the report in sufficient 
detail that they were able to critique it and suggest improvements.

6



Research Schedule

 The complete, detailed schedule of focus groups:

GROUP 
NO.

TOC USED
GROUP 

LOCATION
CONSUMER 

TYPE
DEMOGRAPHICS DATE

1 Thameslink London Commuter Older, ABC1 23/10

North2 London Business/Leisure Younger, C1C2D 16/10

3 Thameslink 
South

London Commuter Younger, ABC1 29/10

South4 London Business/Leisure Older, C1C2D 23/10

5
Great Northern

Stevenage Business/Leisure Younger, C1C2D 29/10

6 London Commuter Older ABC1 16/106 London Commuter Older, ABC1 16/10

7
Southern

London Commuter Younger, ABC1 30/10

8 Brighton Business/Leisure Older, C1C2D 30/10g / , /

 It is important to note the date of when the groups took place; very soon after GTR took control of the 
network. This meant that passengers had limited time to become aware of GTR, and GTR themselves had 
little time to make any significant changes to the rolling stock, infrastructure etc.
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Experiences of using First p g
Capital Connect 
(FCC)/Southern and(FCC)/Southern and 
aspirations for GTR 
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Experiences of travelling in line with previous research

 Usual frustrations are voiced when passengers are asked about travelling 
on the railways
 For commuters cost overcrowding and disruption are most cited

“Inflation and prices, it’s just 
completely above inflation. For commuters cost, overcrowding and disruption are most cited

 For business/leisure passengers also a focus on the lack of facilities 
and staff, at the station and on-board the train

 As expected travelling during peak hours is considered

completely above inflation. 
You may get a small 3% pay 

rise, but then your train 
ticket increases more than 

that.”
Southern Commuter As expected, travelling during peak-hours is considered 

significantly more trying
 High cost to travel not matched by a reliable or comfortable 

service 

Southern, Commuter, 
Younger.

 Frustrations consistent across operator, albeit some variation in 
level
 In particular, Southern and Thameslink South commuters p ,

into London feel that they receive a ‘raw deal’ 
 Disruption and over-crowding more prevalent 

compared to northern counterparts.

“But if you go to a small station there is nothing.  
The train at Sutton Common where I go from, if you 
get off the train, you’re the only person getting off 

and it’s dark, it’s not very safe.”
Thameslink South, Business/Leisure, Older.
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Experiences relatively consistent across lines

• Commuters suffer significant disruption and delays 
during peak hours

• Business/Leisure passengers largely content with service
• Commuters significantly more disgruntled due toduring peak hours

• Business/Leisure point to lack of staff at the station and 
on-board the train

• Lack of facilities e.g. ticket purchasing, food and drink 
outlets 

Commuters significantly more disgruntled due to 
overcrowding and a lack of seating during peak hours

• Feeling of insecurity, particularly at night
• Stations particularly spartan – no food/drink outlets

ISSUES EXPERIENCED BY ALL

• Disruption and delaysSouth • Disruption and delays
• Cost to travel not reflected by service received

• Overcrowding
• Lack of facilities at station and on-board the 

train
L k f ff i d b d h i

South

• Lack of staff at station and on board the train to 
ask for assistance North

• Southern passengers particularly dissatisfied with the 
i

• Overcrowding and lack of seating, even when boarding 
service 

• Disruption almost a daily issue
• Chances of getting a seat “non-existent”
• Service feels like it is “getting worse year on year”
• Passengers feel the service is substandard compared to 

further up the line e.g. St. Albans
• Lack of information during off-peak times (because of a 

lack of staff).

g p
other operators they use in the region (First Great 
Western and Thameslink)
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Overcrowding, disruption and cost of travel causes most 
dissatisfaction. Southern and Thameslink South score lowest

Southern
Thameslink 

South
Great 

Northern
Thameslink 

North
Passengers were asked to rank on a scale of 1-10 the extent to which they agreed or disagreed 

with each of the following statements (1=completely disagree, 10= completely agree). In the case 
of Thameslink and Great Northern, Passengers were asked about their experiences of travelling 

with the previous operator (First Capital Connect), rather than GTR.

M
ost 

3.1 4.5 4.9 4.6

6.4 6.8 6.1 5.7

4 5 4 6 4 4 4 7

The train has rarely been over crowded and I could usually get a seat

My service has often been delayed or suffered disruption

I thi k th t th   t th t I  id f    t i  ti k t    bl

dissatisfaction

4.5 4.6 4.4 4.7

5.1 5.8 5.5 3.4

4.9 3.2 3.1 4.3

I think that the amount that I paid for my train ticket was reasonable

There has been a good choice of shops and food outlets  at the station 

There has been staff on board the train to help me out with my journey if needed

n

5.3 5.1 6.9 6.4

7.2 5.9 7.5 7.3

There has always been staff at the station to help me out with my journey if needed

It has been easy to find out information about my train at the station

5.7 6 5.8 7.3

4.7 5.6 5.9 6.2

4.8 5.1 5.4 6.1

The trains ran frequently enough to meet my needs

Easy to find out anything I wanted to know about the company that operated my service

When there has been disruption to my service, I have been kept updated about the situation 

Less diss

5.4 4.1 3.8 4.6

6.6 5 7.4 7.1

I found the number of tickets that I could purchase for travel confusing

The train has been maintained to a good standard and was clean

atisfaction

6.4 5.8 7.7 7.4

3.9 4.4 5.4 6.3

Whenever I consulted a member of staff for assistance they have always been happy to help

I felt that the train operator treated me as a valued customer

Base: Southern - 18, Thameslink South – 17, Thameslink North – 17, Great Northern – 18
These figures should not be taken literally, but used only as an indication, due to the low base sizes 



Cheaper ticket prices and better reliability most desired

 Given passengers’ feedback on experiences, there is little 
surprise what they desire most in terms of improvements

Passengers were asked to allocate 100 points across five 
key areas for improvement. They were required to award 
the highest number of points to the area which they felt 

needed most improvement

Most desired Least desired(average number of points allocated)

needed most improvement

Cheaper tickets and 
no price increases 

(28/100)

Reliability and 
punctuality (26/100)

Frequent services 
and more trains 

(17/100)

More carriages 
and less crowded 

trains (17/100)

Cleaner trains 
and stations 

(10/100)

 Cost of travel considered:
 Disproportionate against wages
 Disproportionate compared to other countries

Although there was some variance, the overall 
trend that passengers desired in terms of 

priorities was consistent across Commuters, 
Business & Leisure passengers.

“The money is going up, but the service is going 
down, but they’ve kind of got us because how 

else can you get to work?  And it’s like they 
know that so they just think oh we will just keep

 Reliable and punctual service considered the 
minimum requirement to achieving value for money

 Disproportionate compared to other countries
 Yearly increases above inflation

know that, so they just think oh we will just keep 
charging.” 

Southern, Commuter, Younger.
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minimum requirement to achieving value for money
 In addition, dissatisfaction with how 

disruption is communicated.



Awareness of Franchise 
ProcessProcess

13



What do passengers know about rail franchising?

 Knowledge of the rail franchise process is vague and often confused
 Any understanding is informed by:

 The media (particularly the Virgin trains West Coast route ‘debacle’ in 2012) The media (particularly the Virgin trains West Coast route debacle  in 2012)
 Other industries that run franchise models e.g. fast-food chains

What passengers know What passengers don’t knowWhat passengers know What passengers don t know

• Different train companies operate different parts of 
the network

• Different operators of infrastructure and trains
TOC h t bid i t th TOC t th

• Criteria for winning
• Who decides who wins the bid
• Length of contract

N f TOC ( th th th th )• TOCs have to bid against other TOCs to run the 
service on the line

• Government are involved “in some way”
• TOCs have some kind of criteria to meet 

• Names of TOCs (other than the one they use)
• How many franchise contracts are available
• That passengers have some input in franchise process 
• TOCs receive subsidy from the government to run the 

franchise/or pay them.

“I know there’s a contract and there’s service levels and 
there’s milestones where they are reassessed, and the 

contract can be pulled.  But I don’t know the criteria for 
“I think I just read about it in the paper, I didn’t 

know much about it, I was just aware that 
thi i t h t th t ti It getting the contract, whether it is just the lowest bid, or if it is 

value for money.” 
Great Northern, Business/Leisure, Older.
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things were going to change at that time.  It 
certainly wasn’t well publicised.” 

Great Northern, Business/Leisure, Older.



Little knowledge about the new GTR franchise

I l t O t b f l i d t h ti d th O t b i /l i ith In late October, few claimed to have noticed the 
change in operator 
 A few had picked up from local media
 One or two from 

P h i ti k t f TVM

 One or two business/leisure with some 
recollection of hearing about change 

 Commuters had no knowledge
 Nor did they have any knowledge of Govia or 

GTR Purchasing tickets from TVMs 
 Via the website

 None could recall any change to the 
service, appearance of trains/staff or 

i i ti b t th

GTR
 Passengers are aware of Thameslink

“I was trying to find out train times, or ticket price, I seeing any communication about the 
change at the station e.g. customer 
report, posters, announcements

 However, the timing of the research has to be 
t k i t t h

as t y g to d out t a t es, o t c et p ce,
can’t remember which one it was, and it said that from 
the 14th September, it would no longer be run by First 

Capital Connect, I think that was all it said, there 
wasn’t much more information than that.” 

Thameslink North Commuter Oldertaken into account here Thameslink North, Commuter, Older.

 Commuters unsurprised that they had not heard about the franchise change
 Repeating the same journey ten times a week, surroundings become a blur
 And indifferent towards the change – travelling is a means to an end

15

And indifferent towards the change travelling is a means to an end
 Business/Leisure passengers more interested in knowing about the change

 More information could help in building a relationship. 



Reactions towardsReactions towards 
connections – the GTR 
Customer Report
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Initial reactions towards connections

 Passengers approve of the notion of Customer Reports
 Increase in transparency considered predominant benefit

 However, an element of surprise that it has been produced in the first place
 Passengers unaccustomed to the train companies being transparent about their plans
 Albeit an assumption that they will have been ‘made’ to produce it as part of the terms of the 

franchisefranchise

 Surprise about the content, substance and delivery of the report
 GTR seen as very open and honest about what they plan to do to tackle issues
 Passengers impressed by the degree of effort that has gone into producing and ensuring customer Passengers impressed by the degree of effort that has gone into producing, and ensuring customer 

friendliness

 connections, on the whole, is viewed as a good first attempt 
 GTR praised for what they have produced GTR praised for what they have produced

 However, because of its overall presentation and delivery, passengers 
suggest that they would be unlikely to ‘pick it up’ and read it

 They also remain sceptical and need to see results before any change in 
level of trust felt towards GTR occurs.
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Good content on the whole, presentation needs some work

Content Presentation
 Informative and interesting to read  Colours imagery and layout overall good Informative and interesting to read
 Addresses key issues
 Comprehensible in the most part, some areas 

where language is a little technical 
 Too much detail in places – ‘less is better’ e g

 Colours, imagery and layout, overall, good 
 Text overly dense in places; bullet-points 

wherever possible
 Front cover is irrelevant, misassociated and 

not eye catching Too much detail in places – less is better  e.g. 
‘Welcome to Thameslink…’ page

 Desire for localisation – reports specific to area
 Some irrelevant information/pages could be 

taken out to reduce length

not eye-catching
 Connections title irrelevant
 Nor would passengers be likely to pick 

it up
 Summary/detail approach; condensed version

Availability Credibility

taken out to reduce length
 Tone of voice appropriate

 Summary/detail approach; condensed version 
for easy-reading, detail available if required

Availability Credibility
 Producing the report considered futile unless 

availability is enhanced:
 Utilise several platforms e.g.

 Messages are positive, but scepticism still 
exists

 Passengers will need to see evidence of 
 Availability electronically through app or 

e-mail
 Key points produced in poster format at 

stations and on trains

g
promised improvements being met

 Desire for ‘someone’ to monitor progress 
against commitments.

“It seemed to me all the way through that it was well
 Available on the train/left on seats for 

passengers to read

It seemed to me all the way through that it was well 
intentioned and well written but it really needed a good 
editing and shaping out.  And so much of it is woolly.”

Great Northern, Business/Leisure, Older
18



Key priorities in line with passengers’ aspirations

 Commitments set out by GTR are, on the whole, in line with passengers’ desires
 Passengers are unable to suggest any other improvements over and above those already mentioned 

in connectionsin connections
 (Some comments in Brighton specifically about a lack of information on staff and training)

 For the most part, passengers are content with how GTR plan to achieve each commitment
 Albeit some areas for improvement exist:Albeit some areas for improvement exist:

More 
carriages and 
less crowded 

• Improvements not due until 2018 – need something sooner
• By 2018 even more capacity will be needed to deal with increased demand between now and then
• Difficult to interpret ’10 000 more seats’ – could perhaps be expressed in percentages?trains • Difficult to interpret 10,000 more seats  – could perhaps be expressed in percentages?

Reliability 
and 

punctuality
• Commitments appear vague and lacking specificity
• Terms used are somewhat technical and not passenger friendly

Cheaper 
tickets and 

no price 
increase

• More transparency with regards to ‘no price increases’
• Introduction of new tickets has potential to further complicate the choice available
• Commitments appear to benefit Business/Leisure passengers most

Frequent 
services and 
more trains

• Routes listed are very specific – what about the rest of the network?
• Routes mentioned are Northern-centric with little/no coverage of the South
• More detail needed on increases to services in peak times

CleanerCleaner 
trains and 
stations

• More detail desired as current commitments appear vague.
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Scepticism as to whether commitments can be met

 GTR are promising a lot through the commitments
 Some scepticism about whether they will be able to keep to

“You mentioned the passenger 
watchdog organisation ISome scepticism about whether they will be able to keep to 

promises
 Particularly as passengers feel regularly let down by TOCs 

watchdog organisation.  I 
suppose one is relying on them 
to keep much more of an eye 

on it than individual people like 
ourselves.”

S th C t Y Passengers feel “someone” (but not necessarily sure who) should monitor Southern, Commuter, Younger. Passengers feel someone  (but not necessarily sure who) should monitor 
the situation to ensure that targets are met and GTR are held to account if 
they are not
 Punishment by fine considered as ineffective
 Something to benefit the passenger desired

For example: use of ‘ticks’ to 
signal completion

P d i b bli h d i

 Something to benefit the passenger desired
 Franchise put back up for tender?

g p

 Passengers do not expect connections to be re-published every six 
months
 A summary version is desired:

 In-station or electronic (e-mail/on app) communication 
b t it t th t h b t

“We’re always let down, aren’t we?  Generally people don’t meet 
th i hi h t d d b t if th d d I’ th 'll i l t

about commitments that have been met
 Using ‘Our commitments’ page as a template. 

their high standards, but if they do, and I’m sure they'll genuinely try 
to meet their objectives, then I’ll be delighted.”

Southern, Commuter, Younger.
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Detailed review: front cover

 Based on the front cover, few would be likely to pick it up and read it
 Little to communicate what the booklet is about

Little indication to suggest what 
will be communicated inside

Who is that on the front cover? 
Why is she on her way to school?will be communicated inside

The imagery and wording does not 
reflect that this is a report 

communicating about the future of

Why is she on her way to school?

“Why have they put a school girl on the 
front?” 

Thameslink North Commuter Older

Confusion as to the name –
connections - seems irrelevant

communicating about the future of 
the network 

Thameslink North, Commuter, Older.

Passengers believe imagery should 
do more to reflect GTR e.g. picture connections seems irrelevant of one of the trains

Passengers unlikely to pick up 
connections based on the front 

cover
Passengers also familiar with the 

name from other sectors e g

“I’m pretty sure connections is some 

covername from other sectors e.g. 
student organisation

p y
student organisation. What has that 

name got anything to do with trains?” 
Great Northern, Commuter, Older.
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Detailed review: Welcome to Thameslink and Great Northern

 Many admitted ‘skipping’ this page due to the amount of information and the presentation of it
 But those that do read it find parts informative and important, e.g:

 Size of franchise committed to improvement ease of communication/feedback

Too much text –
should be more

Good to see the 
‘face’ behind the

 Size of franchise, committed to improvement, ease of communication/feedback
 Size of Charles Horton’s picture considered overly intense - could be condensed

should be more 
concise, possibly 
bullet pointed in 

places, in order to 
make more 
engaging

face  behind the 
company

engaging

Causes passengers 
‘ ff’ d l

But, picture could be 
smaller

ik d ito ‘turn-off’ and less 
likely to read

Likened to Executive 
Summaries that are 

present at the 
beginning of 

company annual “I think the whole thing p y
reports

I think the whole thing 
looks boring, he looks 
boring, the format is 

boring, and I just 
thought if I wasn’t 
doing this market 

h I ld ’t i “I quite like to see the face behindConfusion with differentiating 
between Great Northern, 

Thameslink, Govia and GTR

research, I wouldn’t in a 
million years read that.” 

Great Northern, 
Commuter, Older.

I quite like to see the face behind 
the organisation, you know, who do 

I contact.” 
Great Northern, Commuter, Older.

More information on 
the history of GTR 
and who they are

22



Detailed review: Your key priorities

 Referred to as the most significant and interesting section of the report

Occurs at the right point 
within the report

Good use of block text and 
bullet points

Bullet-points convey the 
messages clearlyMost important, interesting 

and significant part of the 
reportp

Could be more localised –
meaning that it is more 

ifi t th t /li

“This is the best place for it, right 
at the front as any further back 

and people probably won’t make 
it there.” 

Southern, Commuter, Younger.
specific to the route/line, 
station or sub-brand in 

question

“This is the one page that you 
This would involve having 

different reports (or at 
least sections of the 

report), for different areas 
of the network

p g y
want to read.”

Southern, Commuter, Younger.
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Detailed review: New trains and Station improvements

 Positive messages communicated, but not entirely successful in delivery
 Lacks context as to scale of improvements for new trains
 [Station improvements] Paragraphs used where bullet points would be more appropriate

More pictures of the new 
trains desired – particularly 

th i t i

Language used to describe 
make and model of trains 

considered overly 

 [Station improvements] Paragraphs used where bullet points would be more appropriate

the interior

“It would be good to actually see 
a picture of the inside of the 

train!”

y
technical. Unnecessary 

information

More information desiredtrain!  
Southern, Commuter, Younger.

More information desired 
on the benefits of the new 
trains e.g. WiFi, seating etc

Station improvements 
considered more beneficial 

by Business/Leisure 

Move from bullet-points 
back to block text - bullet 
points would allow easier y

passengers than 
Commuters

CCTV gives the impression 

“A diagram cut away, so it’s 
showing how many seats you’ve got 
and if there is a toilet, or a disabled 

reading

g p
of improved safety at the 

station

,
access, that kind of thing.”

Thameslink North, Commuter, 
Older.
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Detailed review: Stay on track with our app

 Presents the app in a positive, enticing way
 Positive messages presented clearly, succinctly and are easily digestible

 However app branded as Thameslink Confusion as to whether this can be used for other GTR routes However, app branded as Thameslink. Confusion as to whether this can be used for other GTR routes

Clearly communicates the key 
features

Confusion as to the name of 
the app ‘Thameslink’ whatfeatures

Many said they’d be likely to Good use of imagery - picture

the app – Thameslink  – what 
about Great Northern?

download and try the app off 
the back of this

Good use of imagery - picture 
of the app

“I downloaded the app after 
reading that page to take a look at 

it.” 
Thameslink South, Business/Leisure, 

Older

Progressive – forward thinking

App should not replace 
Older ‘enquiries’ line – for those 

without smartphones
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Detailed review: Working with your community

 Passengers either happy GTR are doing this or wholly uninterested in it

‘Nice to know’ rather than 
important information

“You can see that some of these things

Irrelevant for many as does not 
directly influence them and their 

rail travel

You can see that some of these things 
will really benefit the community.” 

Southern, Commuter, Younger.

“I didn’t actually read this page 

Step in the right direction to 
forming a relationship with the 

community
because I just thought what has it got 
to do with my train journey. It should 

be about trains not this.. It’s very 
irrelevant.” 

Southern, Commuter, Younger.
Important for companies to display 

this social responsibility

Considered only as PR for GTR
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Detailed review: Passenger feedback

 Positive messages, but some pessimism as to the eventual outcomes
 Will they listen to my views? Will they act on my views? 

 Pessimism likely to exist until passengers see evidence of feedback being incorporated Pessimism likely to exist until passengers see evidence of feedback being incorporated.     

Few (especially 
ldPositive that 

communication with 
train company is 
becoming more 

t i htf d d

commuters) would 
be willing to 

partake and doubt 
the views and 
motivations of 

Perception that this 

straightforward and 
Twitter being 

utilised

those who do want 
to take part 

may be a 
requirement of 

winning the 
franchise

Currently, feels 
archaic – pen and 

paper style 
feedback/complaints 

system

2015 start-up dates 
adds to pessimism –
more precise date 

d i d“They’ve said it will start up in 2015 is it December“As a commuter I know I’d find desiredThey ve said it will start up in 2015, is it December 
2015, January 2015? It needs to be more specific as 

to when it starts.” 
Southern, Commuter, Younger.

As a commuter, I know I d find 
it difficult to find the time.”
Great Northern, Commuter, 

Older.
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Detailed review: Our service performance targets

 The premise of detailing targets is appreciated, however the execution needs some work…
 Considered confusing, incomprehensible

 Has it been set out in this way to deliberately confuse? T t h ld b ifi t Has it been set out in this way to deliberately confuse?
 Lack of context and comparable benchmarks across measures.

Allows for targets to be monitored

Targets should be specific to 
line e.g. individual targets for 
T/L North & South, Southern 

and Great Northern. Also 
specific to route

Some suggest 3 year 
projection would suffice (rather 

than 7 years)Language and measures used 

Allows for targets to be monitored 
in future years

p

Minimal increases over a long 
period of time – expectation 

that performance should

g g
cause confusion e.g. PPM

“These measures don’t make any sense 
to me, they could be communicating that performance should 

increase further

“It’s best to look at something on a Asterisk (*) use suggests 
li i /

anything.”
Thameslink North, Commuter, Older.

year by year basis rather than trying 
to look at it in seven years time.”

Great Northern, Commuter, Older.

complication/secrecy

Short formations – why does this 
need to be communicated if no 

change? Independent validation from 
‘outside’ body required
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Detailed review: Our customer satisfaction targets

 Visual presentation of figures considered an improvement to previous page
 But little understanding of what they are communicating.

Incomparable – nothing to 
measure against

Presentation of targets clearer 
than previous page – visual 

Why are targets not closer to 
100%?

Unsure as to the purpose of 
NRPS – What is it? Can it be 

trusted? How many people take

illustration of percentages

100%?trusted? How many people take 
part?

“Even 84% still means that 16% of 
people aren’t happy with the service? 

Targets should be specific to 
line e.g. individual targets for 
Thameslink North & South, 

Southern and Great Northern

I’m not sure that would stand up in any 
other industry.”

Great Northern, Commuter, Older.

“This way they can hide, like if Southern 
is doing really bad, they could kind of 

merge it together, so it would be good

Confusion as to the measure 
used – PEM

merge it together, so it would be good 
to know each line.”

Great Northern, Commuter, Older.

29



Detailed review: Our ticketless travel targets

 Passengers not overly sure of what is being communicated
 Sounds reassuring, but numbered targets fail to inspire

No need to dedicate this much 
space to it. Could be condensed 

into a paragraph

Some confusion as to what is 
actually being communicated

Half a page utilised to 
communicate a change of 0.3%

Some misinterpreting ‘ticketless’ 
as the removal of paper tickets 

and introduction of smart 
card/mobile ticket travel

“I’m glad they are doing this because 
why should I pay for my travel when 

others illegally get it for free.”

/

Text is reassuring and bullet-
points back-up commitments

g y g
Southern, Commuter, Younger.

Very little improvement in terms 
of numbered targets – perhaps 
better expressed in actuals i.e. 

20,000 people?

“You don’t need the stats - it’s like 
.3% that they’re going to reduce by 
the end of it and you think well, it’s 
not a huge amount of difference.”

Southern Commuter YoungerSouthern, Commuter, Younger.
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Detailed review: Thameslink Programme

 Presents little interest for many and struggle to understand the relevance of the information for their 
journeys

Little attention paid – ‘glossed’ 
over

Heavy amount of text to read on 
an issue considered superfluous 

by many

Preference for bullet points, as 
per the previous pages

Most unaware of the programme 
as do not believe they use the 

stations in question

“It’s gone back to paragraphs after 
several pages of bullet points. Too 
much information there, I prefer 

bullets ”

stations in question

Great Northern passengers 
confused as to the relevance bullets.

Great Northern, Commuter, Older.
confused as to the relevance
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Detailed review: Part of GTR

 Relevant information that should be mentioned further up in the brochure
 Doesn’t require a whole page

Information seems to be 
played down

Provides information on who 
GTR are and the inter-

relationship between them, 

Should be more prominent 
ithi th t th

p ,
Thameslink and Great 

Northern

Provides information on thewithin the report e.g. on the 
front page

Provides information on the 
size and significance of GTR –

this is reassuring

32



Detailed review: Map

 Map considered useful, but too small to be usable
 Could be placed in the middle of the booklet across two pages?

Made specific to 
the a ea he e the

Desire for 
the area where the 
report is provided 
i.e. South/North 

divide

timetable to 
accompany map 

information
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Detailed review: Our commitments

 Considered an important section of the report
 But appears too late and many have lost interest or stopped reading by this point
 Should appear sooner in the booklet closer to the ‘Key Priorities’ section

Dates and deadlines 
attributed to 

 Should appear sooner in the booklet, closer to the Key Priorities  section
 This would also help resolve calls for more transparency at the ‘Key Priorities’ section.

Deadlines appear 
very close together 

commitments – can 
keep check on 

whether targets are 
being achieved

y g
in places – any 

reason they are not 
more spread-out? 
i.e. a lot happening 
in July/December

Should be more 
prominent within the 

booklet and not 

in July/December 
2015

“I suppose you put it on 
‘hidden away’

“To be honest when I

your fridge don’t you 
and tick them off when 

it happens.”
Thameslink North, 
Commuter, Older.

To be honest when I 
got to this section I 

really had lost interest. 
And I wouldn’t normally 
read something like this 

cover to cover.  I just 
i k i ”pick up points.” 

Thameslink South, 
Business/Leisure, Older.
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Improving the customer report (1)

S ti Conte- Prese- I t StSection nt ntation Improvements Stay or go

Front cover

• More enticing for passengers to pick-up
• More indication as to what the booklet is about and what is inside e.g. 

‘ id t h t t f t i ’ Stay‘a guide as to what you can expect from your train company’
• Imagery that is more impactful

y

W l t

• Fewer words to make the task of reading not so daunting – use of 
bullet-points where possible
B tt l ti t th hi t f G i d th i t l ti hiWelcome to 

Thameslink…
• Better explanation as to the history of Govia and the inter-relationship 

between Great Northern, Thameslink, Southern and GTR
• Perhaps a smaller picture of Charles Horton to reduce the level of 

dominance on page

Stay

Yo ke Mo e detail needed against achie ing some of the commitmentsYour key 
priorities

• More detail needed against achieving some of the commitments
• Supported by ‘our commitments’ on final page Stay

New trains
• Further imagery needed of the train interior
• Soften (or remove) information regarding make and model of trains

M t t i f ti ill i t i
Stay

• More context information will improve customer experience

Station
improvements

• Bullet-pointed text
• More information about local stations Stay

• Better clarity on the routes that the app gives information about – is itStay on track 
with our app

• Better clarity on the routes that the app gives information about is it 
only Thameslink?

• Information on other ways to contact e.g. enquiries line
Stay
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Improving the customer report (2)

C t PSection Conte-
nt

Prese-
ntation Improvements Stay or go

Working with 
your 

i

• Unnecessary information that is not going to impact upon the journey 
being made ?

community being made

We want to
know your 
opinions

• None – useful, but non-critical information ?
Non-critical 

information that
How we act on 
your feedback • None – useful, but non-critical information ?

Online 
passenger • More precise date on the start-up of panel ?

information that 
could be 

discarded or 
shortened. 

Middle page 
l ti ld bpanel

Customer
Cabinets • More precise date on the start-up of cabinets ?

• Make information easier to interpret – less jargon and better

location could be 
better utilised

Our service 
performance 
targets

Make information easier to interpret less jargon and better 
description of each measure

• More visual way to display information
• Removal of irrelevant measures e.g. Short formations
• More context – guidance as to how these measures match up against 

the rest of the industry

Stay
g the rest of the industry

• Operator specific i.e. split out Thameslink South and North from Great 
Northern
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Improving the customer report (3)

C t PSection Conte-
nt

Prese-
ntation Improvements Stay or go

Our customer 
i f i

• More clarity needed on how these figures are arrived at
• More context – guidance as to how these measures match up against 

h f h i dsatisfaction 
targets

the rest of the industry
• Operator specific i.e. split out Thameslink South and North from Great 

Northern

Stay

Our ticketless 
l

• Reduce amount of space the section occupies
N d f ‘ ’ i l l li l h Gotravel targets • No need for ‘targets’ particularly as very little change Go

Thameslink 
programme

• Emphasise relevance to Thameslink passengers and better clarity on 
the impact the programme will have

• Reduce and bullet-point text
Stay

…are part of 
GTR • Information should be made more prominent within the booklet Stay

Thameslink 
and GN routes

• Map needs to be larger
• Display across two pages to achieve this Stayp y p g

Our 
commitments

• Should be made more prominent within the booklet
• Moved forward to support the ‘key priorities’ section Stay

Enhance availability: 

37

a ce a a ab ty:
• Increase distribution of Customer Report e.g. more prominent in station and available on-board the train
• Condensed version with key messages/commitments
• Available through other formats/media e.g. Posters in station, on the App/website, via email



Change in attitude towardsChange in attitude towards 
TOC as a result of Customer 
Report
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Lack of relationship felt towards TOC

 Passengers felt no real relationship towards their previous operator - FCC
P i l l

“They get an awful lot of 
money like £3 000 a year out Particularly true amongst commuters

 Train is seen as a ‘means to an end’
 (At smaller stations) Staff seen as the only route to building a 

relationship
Thi i h d b S th

money, like £3,000 a year out 
of our hard earned money, 

they should be giving us, you 
know they should be making 
us feel a bit warm and fuzzy 

really.”
 This is echoed by Southern passengers

 Any relationship is one-sided, with the operator ‘taking’ but not ‘giving 
back’

E id t b i i t f d li i i

Great Northern, Commuter, 
Older.

 Evident by increasing costs for declining service

 Virgin Trains mentioned spontaneously as an operator that 
does initiate a form of relationship
 ‘Virgin’ is a recognised brand
 Knowledgeable about the history/heritage of the 

company
 Aware of and can connect with the owner.

“I used to travel up north a lot and Virgin trains, I do feel as though 
there is a connection. I see that as a kind of you know proper brand,  

whereas I don’t really with these trains.”
Thameslink North, Commuter, Older.
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Customer report unlikely to change anything in the short term

 Despite the relative praise that GTR receives for producing the Customer Report…
 …it does little to change passenger perceptions towards GTR…it does little to change passenger perceptions towards GTR

 Passengers do acknowledge that GTR may be trying to form some kind of relationship:
 Time and effort has gone into producing the report
 Openness and transparency throughoutOpenness and transparency throughout
 Charles Horton putting his face to the brand
 Research already taking place that informed the Key Priorities
 Two pages detailing how to provide feedback

 Producing connections does start to initiate a form of relationship, but keeping to the commitments 
will be the true test

 Notwithstanding scepticism, passengers’ final 
comments were positive and endorsed the 
approach.

“They’re all great promises, but the proof is in the pudding.”
Thameslink North, Commuter, Older.
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Passengers’ messages to Charles Horton overwhelmingly 
positive

Great plans! I hope you will be the 
one to make a huge difference in myone to make a huge difference in my 

commute. Good report – all the information 
customers need to know!

There are more positives than negatives 
and it is very informative.

Good on you. Hope you can deliver!

It sounds very exciting. Your leaflet 
raised my expectations and now I

G y p y

raised my expectations and now I 
can’t wait to see it happen. You’ve got a very busy 10 years ahead –

good luck!

Very brave and bold and I hope you can 
deliver!

Ni Ph t !

41

Nice Photo!



Summary and Conclusions
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A good first attempt at producing a Customer Report

 Overall, passengers approve of the notion of Customer Reports
 Viewed as a positive that TOCs are required to produce themViewed as a positive that TOCs are required to produce them

 connections  meets (and in places exceeds) passenger expectations for what a Customer Report 
should deliver

 However, because of its overall presentation and delivery, passengers suggest that they would be 
unlikely to ‘pick it up’ and read it 

In a select 
b f

Extent to which improvement is needed:

Si ifii i l

number of 
stations, and 

after the 
discussion 
groups had 
taken place, 

poster/leaflet

Content

Presentation

SignificantMinimal poster/leaflet 
displays were 

erected by GTR.

This meets calls 
from 

passengers to

Availability

passengers to 
increase 

publicity of the 
reports as well 
as provide an 

indication as to 
what is 

43

Credibility contained 
within the 

report.



Considerable work still needed in terms of presentation and 
distribution

Content:
 Transparent, open and honest
 Informative and interesting, in the most part

 Summary/detail approach; 
condensed version for easy-
reading detail available ifInformative and interesting, in the most part

 Commitments in line with passengers’ desired improvements
 Little else that passengers would like to see included
 Too much detail in places

reading, detail available if 
required

 Localisation: area or line 
specific reports

Presentation:
 Order of sections is succinct and logical
 Colours and imagery used relevant
 Range of specific (but important) areas executed poorly that

 Re-design front cover and 
performance targets for Range of specific (but important) areas executed poorly that 

cause the report to fall down:
 Front cover
 Text overly dense – use of bullet points where possible
 Presentation (and aggregation) of performance targets

p g
comprehension 

 Summary/detail approach 
(as above)

( gg g ) p g
 Length of the report

Distribution:
 Passengers unaware of the Report’s existence

 Increase publicity about the 
existence of the report

 Available through moreg p
 Limited channels it is available through

Credibility:
 Publication signals an attempt to develop the provider/customer 

Available through more 
channels e.g. multi-media

 Straightforward navigation 
to the medium desired

g p p p /
relationship

 Passengers sceptical based on previous experiences of TOCs
 Need for ‘someone’ to monitor GTR progress
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 Time will be the determining 
factor
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