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Objectives of the research

To establish a benchmark measure to 
’

• To determine the viability of a benchmark 
measure of rail passengers’ perceptions of the 
railways in Great Britain

• To permit comparison by TOC franchise, sector, 
nation/region, journey purpose and potentially 
ticket type 

• To determine key factors driving both satisfaction 
help understand the public’s 
trust/confidence in the railways, to 
complement existing customer 
satisfaction research

y g
and dissatisfaction along with both rational and 
emotional reactions

• To be replicable, and potentially scalable, for the 
future

• To quantify the extent to which passengers know 
and identify with a specific TOC

• To determine the influence on passenger 
perceptions of their own journey experiences, 

di t i d d f th
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media stories and word of mouth 

• To compare perceptions of rail with other 
transport modes, utilities and other public services

The Rail Passenger Trust Survey aims to understand customer relationships with 
TOCs, specifically looking at how to generate trust

National Rail 
Passenger Survey 

(NRPS)

Rail Passenger Trust 
Survey
(RPTS)

The National Rail Passenger Survey 
(NRPS) provides a network wide

The Rail Passenger Trust survey 
looks more closely at the relationship
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(NRPS) provides a network-wide 
picture of customers’ satisfaction 
with rail travel

The focus is on key passenger 
touchpoints that provide important 
information on Train Operating 
Companies’ functional performance

looks more closely at the relationship 
between Train Operating Companies 
and consumers

The focus is on relationship 
measures that provide important 
information on how to improve brand 
and industry perceptions
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Performance on key measures
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Satisfaction with last journey
Spring 2014 (conducted straight after journey) 72% 96%

Satisfaction with the last journey experience tends to be higher than satisfaction 
with the Train Operating Company (TOC)

National Rail Passenger Survey

Satisfaction with TOC for most frequent journey
Jan 2014 

Satisfaction with last journey
Jan 2014

43% 77%

66% 92%

Rail Passenger Trust Survey
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Trust
Jan 2014

49% 80%
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77

69

59

88

92

83

Satisfaction with TOC for most frequent journey (Top 2 box %)

Satisfaction with last journey (Top 2 box %)

94

93

89

NRPS score

This gap can be partially explained by the fact that satisfaction is higher 
immediately after the event when recall of a journey is greatest

59

72

68

69

63

67

83

85

80

77

74

73

89

90

92

91

91

90
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67

62

59

73

85

84

Q12. To what extent are you satisfied or dissatisfied with this train company for the journey you make most often? Base: All aware of a named TOC – 3751 Q28. 
Taking into account your experience at the stations you used and on the train, to what extent were you satisfied or dissatisfied with your last journey by train? Base: 
All respondents who have mentioned about last journey – 3900

90

96

87
Top 10 TOCs
Remainder overleaf…

51

61

52

78

67

75

Satisfaction with TOC for most frequent journey (Top 2 box %)

Satisfaction with last journey (Top 2 box %)

83

82

85

NRPS score

However, high variability between last journey satisfaction and satisfaction with the 
TOC, also indicates the need to look at relationship issues

52

48

55

49

57

55

75

76

73

75

78

74

85

72

82

79

81

80

77
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43

55

48

66

68

70

77

80

78 Bottom 11 TOCs

Q12. To what extent are you satisfied or dissatisfied with this train company for the journey you make most often? Base: All aware of a named TOC – 3751 Q28. 
Taking into account your experience at the stations you used and on the train, to what extent were you satisfied or dissatisfied with your last journey by train? Base: 
All respondents who have mentioned about last journey – 3900
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To understand relationship between 
performance measures and satisfaction, 
this table shows public performance 
measures for all TOCs

Actual performance measures, such as punctuality and reliability, are critical in 
driving satisfaction – but do not always tell the full story

Punctuality %   

Period 10 2013/14

Moving Annual 

Average (MAA) % *

Merseyrail 97.3 95.8

Chiltern Railways 95.2 95.3

London Overground 96.7 96.1

East Coast 88.1 83.6

S il 93 3 91 1

The TOCs are listed in rank order based on 
NRPS. When the top and bottom TOCs for 
actual punctuality and reliability measures 
are highlighted it shows that perception of 
performance does not always match reality 

Why do TOCs such as Virgin and East Coast 
enjoy better satisfaction, recommendation 
and trust scores than lines with better 

li d li bili ? Wh

ScotRail 93.3 91.1

Virgin Trains 89.2 85.3

c2c 96.2 96.9

East Midlands Trains 90.4 91.2

First TransPennine 92.8 90.3

Arriva Trains Wales 92.8 93.5

CrossCountry 86.4 87.7

London Midland 87.7 85.9

Greater Anglia 91.6 92

First Great Western 88 88.7

Northern Rail 93.4 90.8
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punctuality and reliability? Whereas 
Northern scores badly in NRPS and other 
satisfaction measures yet in reality is 
actually in the top half of the table on 
measured reliability

South West Trains 83 90.2

Southern 79.2 86.8

First Capital Connect 82.4 86.3

Southeastern 86.6 89.8

*MAA is for the 12 months preceding 1st Feb 2014
Public performance measures are taken from Network Rail 
performance figures

68% 22% 9%

Passengers are fairly positive about rail – it is rated closer to supermarkets and 
airlines than banks and energy

Mean 
Score

National Health Service

S k t

7.1
“Contrary to most stories in 

the news, services are 
generally excellent, in my 

view, and often good 
value ”60%

51%

50%

28%

33%

34%

39%

39%

6%

10%

11%

33%

Supermarkets

Airlines

Rail

Banking

6.7

6.4

6.3

4.7

“Over recent years I have 
generally had positive 

experiences of travelling by 
train.”

value.

“I trust rail companies in terms of their 
function and efficiency, but the fare 
increases put me off giving a better 

score.”
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15% 39% 45%

Positive (Top 4) Neutral (Mid 3) Negative (Bottom 4)

Q4. Please rate your feelings towards each of the industries below, using a scale where 0 is “Extremely negative” and 10 is “Extremely positive” and thinking overall about the 
range of businesses within each of these areas . Base: All respondents – 4000
Q5. Why did you give a score of <score from Q4> for Rail industry?

Energy3.8

“It's very expensive to travel 
by rail and the trains are not 
modern and often dirty and 

running late.”



Section name 04/08/2014

6

In fact, some of the best performing TOCs enjoy mean scores as high as the NHS, 
with a handful having very few negative perceptions

7.2

6.9

6 8

Mean 
Score

65%

64%

62%

34%

29%

29%

1%

7%

8%

Top 10 TOCs
Remainder overleaf…

POSITIVITY

6.8

6.6

6.9

6.5

6.6

62%

59%

58%

55%

55%

55%

29%

32%

36%

35%

35%

40%

8%

10%

5%

9%

9%

6%

L&SE

L&SE
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Q13. Thinking about this train company, 
please describe your feelings towards them 
on the scale below, where 0 is “Extremely 
negative” and 10 is “Extremely positive”  
Base: All aware of a named TOC – 3751

6.8

6.1

6.4

55%

53%

51%

40%

35%

40%

6%

13%

7%

Positive (top 4) Neutral(mid 3) Negative(bottom 4)

L&SE

However, London & South East operators perform less well as against other TOCs

6.2

6.1

6 0

Mean 
Score

51%

48%

47%

37%

36%

37%

12%

17%

14%

Bottom 11 TOCs

L&SE

POSITIVITY

6.0

6.0

6.0

5.8

5.8

5.8

47%

45%

43%

43%

42%

41%

37%

41%

42%

32%

42%

40%

14%

15%

13%

22%

16%

17% L&SE

L&SE

L&SE

L&SE
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Q13. Thinking about this train company, 
please describe your feelings towards them 
on the scale below, where 0 is “Extremely 
negative” and 10 is “Extremely positive” 
Base: All aware of a named TOC – 3751

5.7

5.7

5.5

41%

41%

36%

41%

36%

44%

15%

19%

18%

Positive (top 4) Neutral(mid 3) Negative(bottom 4)

L&SE

L&SE

L&SE
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Despite high positivity and high last journey satisfaction, few would recommend rail 
as a way of travel, indicating there is no direct link between the two

Net Promoter 
Score

-27Total 44% 39% 17%

Detractor Passive Promoter

Type of traveller

45%

45%

38%

38%

17%

17%

-27

-28Business

Commuter 46%

45%

38%

39%

15%

15%

-31

-3135‐54

16‐34

Age group
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13

Q6. On a scale from 0-10, how likely would you be to recommend to a friend that they use rail as a way to travel if they were considering how to make a journey? Again, 
please use a scale where 0 is extremely unlikely and 10 is extremely likely ? Base: All respondents – 4000

44% 40% 17%

Detractor Passive Promoter

-27Leisure 38% 43% 20%

Detractor Passive Promoter

-1855+

Promoters: 9‐10 out of 10
Passives: 7‐8 out of 10
Detractors: 0‐6 out of 10
Net Promoter Score: Promoters minus Detractors

This is further displayed by the difference in ranking between last journey 
satisfaction and the more emotive measure recommendation 

3

-2

-4

Net Promoter 
Score

27%

28%

35%

44%

43%

33%

30%

26%

31%

2

3

6

NRPS 
ranking

Top 10 TOCs
Remainder overleaf…RECOMMENDATION

-7

-13

-15

-16

-20

33%

40%

39%

39%

42%

38%

32%

34%

37%

32%

26%

27%

24%

23%

22%

8

7

5

4

9

L&SE

L&SE

L&SE
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Q14. On a scale of 0 to 10, how likely would you be to recommend this train company/these companies to a friend, where 0 means “Extremely unlikely” and 10 is 
“Extremely likely”? Base: All aware of a named TOC – 3751

-20

-25

42%

44%

35%

37%

22%

19%

Detractors Passives Promoters

1

10

Promoters: 9‐10 out of 10
Passives: 7‐8 out of 10
Detractors: 0‐6 out of 10
Net Promoter Score: Promoters minus Detractors
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In particular, London and South East operators have lower Net Promoter Scores 
than their journey satisfaction scores would predict

-25

-26

-32

44%

44%

52%

34%

37%

26%

19%

18%

20%

15

13

12

NRPS rankingBottom 11 TOCsRECOMMENDATIONNet Promoter 
Score

L&SE

-33

-34

-38

-39

-40

41

49%

52%

50%

52%

52%

54%

32%

29%

35%

32%

32%

28%

16%

18%

12%

13%

12%

13%

14

11

16

19

17

18

L&SE

L&SE

L&SE

L&SE
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-41

-44

-45

54%

53%

56%

28%

34%

30%

13%

9%

11%

Detractors (%) Passives (%) Promoters (%)

18

21

20

Q14. On a scale of 0 to 10, how likely would you be to recommend this train company/these companies to a friend, where 0 means “Extremely unlikely” and 10 is 
“Extremely likely”? Base: All aware of a named TOC – 3751

Promoters: 9‐10 out of 10
Passives: 7‐8 out of 10
Detractors: 0‐6 out of 10
Net Promoter Score: Promoters minus Detractors

L&SE

L&SE

L&SE

Understanding brand perceptions
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Statistical analysis shows that Trust is more closely linked with last journey 
satisfaction (0.85 correlation) than punctuality (0.65) and performance (0.38) are. 
This means that satisfaction is about more than just the journey 

Correlations determine the extent to which each variable is linked to last 
journey satisfaction 

Trust
0.85

Punctuality
(performance data)

0.65

MAA
(a measure of 
performance)

0.38

Strong  Weak Moderate 
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The strength of a correlation:
• 0.0 to 0.2 Very weak to negligible correlation
• 0.2 to 0.4 Weak, low correlation 
• 0.4 to 0.7 Moderate correlation
• 0.7 to 0.9 Strong, high correlation
• 0.9 to 1.0 Very strong correlation

correlation correlationcorrelation

The best performing TOCs all have relatively high levels of trust, reinforcing general 
positivity towards the rail industry

52%

48%

47%

44%

48%

46%

2%

0%

4%

2%

5%

2%

Top 10 TOCs
Remainder overleaf…

3

2

4

NRPS ranking

L&SE

TRUST

46%

45%

44%

43%

42%

44%

48%

50%

51%

49%

7%

4%

2%

3%

5%

3%

4%

4%

4%

4%

8

9

6

7

5

L&SE

L&SE
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40%

39%

54%

49%

3%

9%

3%

4%

Top 2 Mid 3 Bottom 2 Don't know

Q19.All things considered and on balance, how much do you trust the TOC on a scale of 1-7, where 1 means ‘do not trust them at all’ and 7 means ‘trust them a great deal’? 
Base: All aware of a named TOC – 3751

1

10
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However, lower trust could partly explain why London & South East operators 
perform less well on NRPS

35%

35%

34%

55%

51%

57%

7%

10%

6%

3%

4%

4%

11

17

13

NRPS ranking Bottom 11 TOCsTRUST

34%

33%

27%

27%

26%

25%

51%

52%

64%

60%

58%

59%

11%

10%

6%

9%

11%

11%

4%

6%

4%

4%

5%

5%

12

15

14

16

18

19

L&SE

L&SE

L&SE

L&SE

L&SE
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Q19.All things considered and on balance, how much do you trust the TOC on a scale of 1-7, where 1 means ‘do not trust them at all’ and 7 means ‘trust them a great deal’? 
Base: All aware of a named TOC – 3751

25%

22%

58%

64%

11%

11%

6%

2%

Top 2 Mid 3 Bottom 2 Don't know

21

20 L&SE

L&SE

Judgement
“upwards trust”
- High principles
- Do the right thing even when no one is looking
- Good reputation in the industry

The Trust Model used by Chime Insight & Engagement identifies how to improve 
brand perceptions by looking at the different ways customers think about 
organisations

- Progressive in developing services
- Show leadership in the rail industry

Relationship
“sideways trust”
- Truthful in what they say
- Act with honesty and integrity
- Build long-term relationships
- Treat customers fairly
- Communicate well with customers

Service
“downwards trust”
- Punctuality/reliability
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Punctuality/reliability
- Value for money
- Good at resolving problems
- Helpful staff on trains
- Helpful staff at stations

Further detail on the development of this 
model can be found in the appendix
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Relationship is more important than Service or Judgement in driving trust in train 
operating companies, emphasising the importance of passenger engagement

65

70

Punctuality/Reliability

Top  10 drivers of trust in train company

Essential areas to 
maintain

Areas to consolidate

Service

A
g

re
em

en
t 

(%
)

35

40

45

50

55

60

Value for money

They’re on my sideThey are truthful in what they

They act with honesty and integrity

They provide an enjoyable experience They are progressive in developing services that meet passengers’ 
needs

They never let me down

They treat customers fairly

This shows how 
passengers rate 
each attribute.  
The higher up 
the chart, the 
better the 
performance on 
that particular 
attribute

Relationship

Judgement
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Derived importance (%)

30

35

0 5 10 15 20

They re on my sideThey are truthful in what they 
say

This shows how important each attribute is in driving trust.  The further to the 
right on the chart, the more important that particular attribute is

Areas of higher priority for 
improvement

Areas of lower priority for 
improvement

Higher performance on Judgement indicates it is a lower priority. Instead TOCs 
need to focus on service delivery and building relationships

-

Percentages look at trust and lack of trust:
A passenger having trust is defined by 
agreement on 4 out of 5 of the related 
statements
A passenger having lack of trust is defined 
as disagreeing on 4 out of 5 of the related 

Judgement
“upwards trust”
‐ High principles
‐ Do the right thing even when no one is looking

G d t ti i th i d t

4%

-27

-14%

31
%

g g
statements ‐ Good reputation in the industry

‐ Progressive in developing services
‐ Show leadership in the rail industry

Service
“downwards trust”

Relationship
“sideways trust”
‐ Truthful in what they say
‐ Act with honesty and integrity
‐ Build long‐term relationships
‐ Treat customers fairly

-18% 12%
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14

7% downwards trust
‐ Punctuality/reliability
‐ Value for money
‐ Good at resolving problems
‐ Helpful staff on trains
‐ Helpful staff at stations

‐ Communicate well with customers
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Judgement
“upwards trust”

While train operating companies perform better than banks on Judgement, they are 
not as strong on Relationship or Service

26%-31%

27%-30%

-20%21%

Banking

“upwards trust”

Relationship
“sideways trust”

While many people do question 
the motives and ethics of our

Chime Insight & Engagement 2014©
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Service
“downwards trust”

the motives and ethics of our 
major high street banks, for many 

customers there is still some 
strength in the day to day service, 
and in the relationships they have 

with staff in branches

Judgement
“upwards trust”

Train companies fall far behind some in the retail sector, where there is a focus on 
forming strong relationships with customers in a competitive market

49%-7%

53%-6%

-4%

RetailRelationship
“sideways trust”

upwards trust

i

This is an aspirational trust 
relationship that few companies or 
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55% Service
“downwards trust”

p p
sectors achieve, but it 

demonstrates that trust can be 
developed at all levels with the 
right leadership and principles, 
being on the customer’s side and 
always delivering on promises
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Trust in Service
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Service trust for train operators covers functional measures relating to day‐to‐day 
service delivery

Judgement
“upwards trust”

Service
“downwards trust”

Relationship
“sideways trust”

Chime Insight & Engagement 2014©
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‐ Punctuality/reliability
‐ Value for money
‐ Good at resolving problems
‐ Helpful staff on trains
‐ Helpful staff at stations
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Trust in 
Relationship 
and Judgement

These functional measures are sometimes referred to as ‘dissatisfiers’ (hygiene 
factors) as they drive dissatisfaction if they go wrong. Trust in adequate service 
delivery needs to be created before customers will use a train service

Trust in 
Service

and Judgement
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Service focusses on service delivery and therefore is at the bottom of the pyramid of customer needs developed by Van Hagen 
& Sauren for the rail industry 

Van Hagen, M. & Sauren, J. (2013) Influencing the train experience: using a successful measurement instrument, Netherlands 
Railways

However, service is the lowest performing out of the three aspects of trust. This 
indicates that performance still needs to be a priority for TOCs 

Judgement
“upwards trust”

Net agree: ‐14%
Service
“d d ”

Relationship
“sideways trust”

4%

-27
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“downwards trust”
‐ Punctuality/reliability
‐ Value for money
‐ Good at resolving problems
‐ Helpful staff on trains
‐ Helpful staff at stations

14

7%
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London & South East operators perform least well on Service, indicating that it may 
be a more difficult environment for delivery

-8%

0%

0%

1%

3%

8%

East Midlands Trains

East Coast

Virgin Trains

ScotRail

Merseyrail

Grand CentralService
“downwards trust”
‐ Punctuality/reliability
‐ Value for money
‐ Good at resolving problems
‐ Helpful staff on trains

-20%

-18%

-18%

-18%

-16%

-15%

-14%

-12%

-10%

-10%

8%

Northern Rail

c2c

South West Trains

London Overground

Arriva Trains Wales

London Midland

First TransPennine Express

First Hull Trains

Chiltern Railways

CrossCountry

East Midlands Trains

% net agree:
Trust in Service minus lack of 

Helpful staff on trains
‐ Helpful staff at stations
Net agree: ‐14%
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-29%

-24%

-23%

-22%

-22%

Southern

First Great Western

Southeastern

First Capital Connect

Greater Anglia Trust in Service

Trust in Service = agree on 
4 or more measures
Lack of trust in Service = 
disagree on 4 or more 
measures

London & South 
East operators

77%

77%

76%

75%

71%

Chiltern Railways

East Coast

Merseyrail

Virgin Trains

Grand Central

Punctuality/reliability is a key driver and, as a hygiene factor, must exist before other 
aspects of trust can be established

% satisfied with TOC punctuality/reliability – Strongly or tend to agree

64%

56%

66%
61%

65%

69%

68%

68%

67%

64%

63%

60%

59%

59%

59%

East Midlands Trains

London Overground

ScotRail

c2c

First Hull Trains

CrossCountry

Arriva Trains Wales

First TransPennine Express

Greater Anglia

Northern Rail

56%
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59%

58%

57%

57%

54%

46%

o e a

Southeastern

First Great Western

London Midland

South West Trains

First Capital Connect

Southern

Punctuality/reliability is linked to agreement 
on whether TOCs ‘never let me down’ 

Engendering high levels of trust cannot be 
accomplished without first ensuring the 
service leaves and arrives on time London & South 

East operators



Section name 04/08/2014
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Punctuality/reliability is particularly important on commuter routes as customers 
are reliant on train companies to get them to work on a daily basis

RELIABILITY FOR COMMUTERS TRUST

“Because they are a 

Commuter routes have to keep passengers 
satisfied with impeccable reliability that 
they can trust

On leisure journeys, being 5‐10 minutes 
late may be acceptable; indications are 
that commuters may be more sensitive

Trust for train companies will come from 
trust in reliability of commuter journeys
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“As you cannot trust them. 
Trains are never on time 
and cancelled very often.”

trustworthy rail network 
and only rarely let you 
down.”

68%

54%

51%

51%

47%

Grand Central

Merseyrail

First Hull Trains

East Coast

London Midland

Value for money is also a key driver. Commuters are generally less satisfied than non‐
commuters, probably because of the need to travel at peak times

% satisfied with TOC value for money – Strongly or tend to agree

46%

46%

44%

42%

40%

40%

37%

37%

36%

34%

ScotRail

Virgin Trains

London Overground

Chiltern Railways

Arriva Trains Wales

Northern Rail

CrossCountry

East Midlands Trains

First TransPennine Express

c2c

39%
36%

40% 41%
38%
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%

34%

32%

30%

27%

25%

21%

Greater Anglia

First Capital Connect

First Great Western

Southern

Southeastern

South West Trains
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London & South 
East operators
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42%

39%

39%

38%

35%

Virgin Trains

Grand Central

ScotRail

East Coast

Chiltern Railways

Commuters rate TOCs higher for problem resolution than non commuters, indicating 
that low trust is not necessarily due to poor customer service

% agree TOC is good at resolving problems – Strongly or tend to agree

35%

34%

33%

31%

30%

30%

30%

30%

30%

27%

London Overground

Merseyrail

c2c

CrossCountry

Arriva Trains Wales

East Midlands Trains

First Hull Trains

First TransPennine Express

Greater Anglia

First Great Western

30%
35%

29%

39%

27%
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%

27%

25%

24%

23%

20%

19%

South West Trains

London Midland

Northern Rail

First Capital Connect

Southeastern

Southern
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London & South 
East operators

75%

73%

67%

65%

64%

Merseyrail

Virgin Trains

ScotRail

East Coast

Chiltern Railways

London and South East operators carry high numbers of commuters, yet receive 
relatively good scores on having helpful staff at stations

% agree TOC has helpful staff at stations – Strongly or tend to agree

63%

61%

61%

60%

60%

58%

57%

56%

56%

55%

Greater Anglia

First Great Western

London Overground

Grand Central

Southeastern

East Midlands Trains

South West Trains

First TransPennine Express

Northern Rail

Arriva Trains Wales

59% 60% 58%
63%

57%
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%

53%

52%

50%

48%

47%

45%

Southern

c2c

London Midland

CrossCountry

First Capital Connect

First Hull Trains
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London & South 
East operators
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75%

74%

73%

70%

68%

East Coast

Virgin Trains

Grand Central

ScotRail

East Midlands Trains

Yet L&SE operators perform less well on having helpful staff on trains. (We note that 
most of them employ, at least in part, Driver Only Operation)

% agree TOC has helpful staff on trains – Strongly or tend to agree

66%

65%

62%

62%

60%

59%

58%

55%

52%

51%

First Hull Trains

CrossCountry

First TransPennine Express

Merseyrail

South West Trains

Arriva Trains Wales

First Great Western

Northern Rail

London Midland

Greater Anglia

58%
55%

59% 60%
57%
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%

50%

49%

48%

45%

38%

34%

g

Chiltern Railways

Southern

Southeastern

London Overground

First Capital Connect

c2c
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London & South 
East operators

Trust in Relationship
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Section name 04/08/2014

19

Once reliable service is established, it is possible to create higher levels of trust 
through building closer relationships with customers

Judgement
“upwards trust”

Service
“downwards trust”

Relationship
“sideways trust”
‐ Truthful in what they say
‐ Act with honesty and integrity
‐ Build long‐term relationships
‐ Treat customers fairly
‐ Communicate well with customers
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Net negative scores on Relationship indicate that currently only a few TOCs have 
managed to form strong relationships with passengers

Judgement
“upwards trust”

Net agree: -6%

Service
“downwards trust”

Relationship
“sideways trust”
- Truthful in what they say
- Act with honesty and integrity
- Build long-term relationships
- Treat customers fairly
- Communicate well with customers

-18% 12%
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This is particularly a problem for London & South East operators, where fewer 
interactions with staff may make this more difficult, and where customers don’t feel 
TOCs are open about problems or that they are treated with respect

6%

7%

9%

18%

Chiltern Railways

Merseyrail

Virgin Trains

Grand Central
Relationship
“sideways trust”
‐ Truthful in what they say
‐ Act with honesty and integrity
‐ Build long‐term relationships

-7%

-6%

-4%

-4%

-4%

-3%

-3%

-1%

0%

6%

Greater Anglia

London Overground

London Midland

First TransPennine Express

East Midlands Trains

CrossCountry

c2c

East Coast

First Hull Trains

ScotRail‐ Treat customers fairly
‐ Communicate well with customers
Net agree: ‐6%

% net agree:
Trust in Relationship minus
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-25%

-19%

-18%

-17%

-15%

-14%

-10%

Southern

Southeastern

Northern Rail

First Capital Connect

First Great Western

Arriva Trains Wales

South West Trains
Trust in Relationship minus 
lack of Trust in Relationship

Trust in Relationship = 
agree on 4 or more 
measures
Lack of trust in Relationship 
= disagree on 4 or more 
measures

London & South 
East operators

66%

61%

59%

58%

55%

Grand Central

Merseyrail

East Coast

Virgin Trains

First Hull Trains

63%

59%

57%

54%

53%

Merseyrail

Virgin Trains

Chiltern Railways

Grand Central

ScotRail

58%

58%

57%

54%

54%

Grand Central

Merseyrail

Virgin Trains

Chiltern Railways

ScotRail

They act with honesty and integrityThey are truthful in what they say

Transparency is important in building trust – being truthful in what is said and 
acting with honest and integrity are key drivers

They treat their customers fairly

55%

55%

54%

48%

48%

46%

46%

46%

42%

42%

First Hull Trains

ScotRail

Chiltern Railways

East Midlands Trains

London Overground

c2c

CrossCountry

Greater Anglia

First TransPennine …

London Midland

53%

51%

49%

48%

47%

46%

44%

44%

43%

41%

ScotRail

East Coast

East Midlands Trains

Greater Anglia

c2c

London Overground

CrossCountry

South West Trains

London Midland

First TransPennine …

54%

51%

50%

45%

44%

44%

44%

43%

41%

40%

ScotRail

East Coast

London Overground

c2c

Arriva Trains Wales

CrossCountry

Greater Anglia

East Midlands Trains

First Hull Trains

London Midland
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41%

38%

36%

36%

35%

35%

34%

Northern Rail

Arriva Trains Wales

First Capital Connect

First Great Western

South West Trains

Southeastern

Southern

40%

39%

38%

38%

37%

36%

32%

Arriva Trains Wales

First Hull Trains

First Capital Connect

First Great Western

Northern Rail

Southeastern

Southern

39%

39%

36%

36%

35%

35%

34%

First TransPennine …

Northern Rail

First Great Western

South West Trains

First Capital Connect

Southeastern

Southern

London & South 
East operators

% strongly 
or tend to 
agree



Section name 04/08/2014

21

They communicate well with their customers

60%

59%

56%

55%

51%

East Coast

Virgin Trains

Merseyrail

Chiltern Railways

Grand Central

Additionally, TOCs tend to perform poorly on communication and building long‐
term relationships

They build long term relationships with 
their customers

40%

38%

36%

30%

29%

Virgin Trains

East Coast

Grand Central

ScotRail

London Overground 51%

48%

47%

46%

43%

43%

43%

42%

42%

42%

Grand Central

ScotRail

First Hull Trains

London Overground

CrossCountry

East Midlands Trains

London Midland

c2c

First TransPennine …

Greater Anglia

29%

28%

28%

28%

28%

22%

22%

22%

21%

21%

London Overground

c2c

Chiltern Railways

First Hull Trains

Merseyrail

CrossCountry

Greater Anglia

London Midland

Arriva Trains Wales

East Midlands Trains
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42%

39%

36%

35%

34%

34%

29%

South West Trains

First Great Western

Arriva Trains Wales

Northern Rail

First Capital Connect

Southern

Southeastern

London & South 
East operators

21%

21%

20%

18%

17%

16%

16%

First TransPennine …

Northern Rail

Southern

First Capital Connect

South West Trains

First Great Western

Southeastern
% strongly or 
tend to agree

48% 51%

41%

49%
54% 53% 54% 50%

24% 24% 29% 33% 35% 34% 10% 18% 15% 14% 17% 20%

While TOC communication has a positive impact, negative perceptions are driven by 
the media rather than through passenger word of mouth

Sources of information about railways 

AE
T

S
s

t)

Traditional media Train Operating  Company mediaNew media and Word Of Mouth (WOM)

28%
23% 23%

18% 18% 16%

49%

32% 30% 30% 29% 28%

46%
48% 47% 49%
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Q32. Where have you seen or heard anything about the railways (train services and companies) recently? Q33: On balance, would you describe everything you have heard 
or read about the railways recently as generally positive or generally negative?  Base: All respondents – 4000; All apart from saying none of the above or don’t know in Q32 –
2747

Generally 
positive

Generally 
negative

Mixed

Chart shows description of overall positivity 
split by those who have seen or heard each 
source of information. Respondents may have 
seen more than one source
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63%

45%

40%

37%

47%

40%

0%

3%

20%

32% 28% 60%

37% 30% 75%

38% 16% 52%

TOC 
media

New media 
and WOM

Traditional 
media

The best performing TOCs have a much higher incidence of TOC communications 
than coverage in traditional media

L&SE

36%

34%

33%

30%

29%

28%

44%

51%

61%

45%

49%

46%

21%

16%

6%

23%

20%

25%

48% 33% 48%

44% 23% 61%

33% 22% 74%

46% 42% 47%

45% 38% 45%

51% 43% 53%L&SE

L&SE
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Q32. Where have you seen or heard anything about the railways (train services and 
companies) recently? Q33: On balance, would you describe everything you have 
heard or read about the railways recently as generally positive or generally negative?  
Base: All respondents – 4000; All apart from saying none of the above or don’t know 
in Q32 – 2747

26%

26%

51%

51%

21%

23%

Generally 
positive

Generally 
negative

Mixed

45% 40% 56%

45% 41% 44%

Top 10 TOCs
Remainder overleaf…

TOC media 10 
percentage points lower 
than other channels

TOC media 10 
percentage points higher 
than other channels

L&SE

London & South East operators have higher traditional media coverage generally 
and lower scores overall, suggesting the two are linked

21% 23% 43%

39% 44% 48%

40% 35% 58%

TOC 
media

New media 
and WOM

Traditional 
media

26%

25%

22%

36%

48%

49%

28%

25%

28%

L&SE

41% 36% 34%

26% 42% 56%

57% 44% 49%

45% 33% 47%

56% 23% 31%

21%

20%

19%

18%

17%

45%

69%

47%

49%

39%

34%

11%

27%

33%

42%

L&SE

L&SE

L&SE

L&SE
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Q32. Where have you seen or heard anything about the railways (train services and companies) 
recently? Q33: On balance, would you describe everything you have heard or read about the railways 
recently as generally positive or generally negative?  
Base: All respondents – 4000; All apart from saying none of the above or don’t know in Q32 – 2747

Generally 
positive

Generally 
negative

Mixed

42% 38% 42%

52% 29% 34%

13%

13%

65%

56%

21%

31%

TOC media 10 
percentage points lower 
than other channels

TOC media 10 
percentage points higher 
than other channels

Bottom 
11 TOCs

L&SE



Section name 04/08/2014

23

Trust in Judgement
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Trust in Judgement is the only Trust area with a positive net score and therefore, 
while important, is a lower priority for improvement

Judgement
“upwards trust”
- High principles
- Do the right thing even when no one is 

looking-

Net agree: 16%

- Good reputation in the industry
- Progressive in developing services
- Show leadership in the rail industry

Service
“downwards trust”

Relationship
“sideways trust”

-14%

31
%
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Virgin out‐performs the market on Judgement, but it does not translate into 
leadership on overall trust or satisfaction due to Judgement’s limited impact

26%

27%

29%

32%

32%

50%

East Coast

Chiltern Railways

London Overground

Grand Central

Merseyrail

Virgin TrainsJudgement
“upwards trust”
- High principles
- Do the right thing even when no 

one is looking
- Good reputation in industry

6%

6%

8%

11%

14%

17%

17%

21%

23%

25%

26%

Northern Rail

Arriva Trains Wales

South West Trains

First TransPennine Express

Greater Anglia

East Midlands Trains

CrossCountry

First Hull Trains

ScotRail

c2c

East CoastGood reputation in industry
- Progressive in developing 

services
- Show leadership in the rail 

industry
Net agree: 16%

% net agree:
Trust in Judgement minus
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-3%

2%

3%

4%

6%

Southeastern

Southern

First Capital Connect

First Great Western

London Midland
Trust in Judgement minus 
lack of Trust in Judgement 

Trust in Judgement = agree 
on 4 or more measures
Lack of trust in Judgement 
= disagree on 4 or more 
measures

London & South 
East operators

They have a good reputation in the 
industry

58%

45%

44%

44%

44%

Virgin Trains

Grand Central

East Coast

Merseyrail

Chiltern Railways

48%

44%

44%

44%

41%

Virgin Trains

Merseyrail

Chiltern Railways

London Overground

Grand Central

72%

62%

60%

56%

56%

Virgin Trains

Chiltern Railways

Merseyrail

ScotRail

London Overground

They do the right thing even when no one 
is looking

They have high principles

London & South East operators perform closer to the market average on Judgement 
than they do on Service and Relationship

44%

42%

42%

40%

38%

37%

36%

36%

34%

32%

Chiltern Railways

ScotRail

c2c

London Overground

East Midlands Trains

First Hull Trains

CrossCountry

Greater Anglia

First TransPennine …

Arriva Trains Wales

41%

38%

38%

36%

35%

34%

33%

32%

30%

29%

Grand Central

First Hull Trains

c2c

East Coast

East Midlands Trains

Arriva Trains Wales

ScotRail

Greater Anglia

First TransPennine …

First Great Western

56%

54%

53%

52%

51%

49%

43%

41%

41%

40%

London Overground

East Coast

c2c

First Hull Trains

Grand Central

East Midlands Trains

CrossCountry

First TransPennine …

Arriva Trains Wales

South West Trains
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32%

31%

30%

29%

27%

25%

25%

First Great Western

South West Trains

Northern Rail

First Capital Connect

Southeastern

London Midland

Southern

29%

29%

28%

28%

27%

26%

24%

London Midland

First Capital Connect

CrossCountry

Northern Rail

South West Trains

Southeastern

Southern

40%

38%

37%

35%

33%

33%

33%

First Great Western

Greater Anglia

Northern Rail

London Midland

Southern

Southeastern

First Capital Connect

London & South 
East operators

% strongly 
or tend to 
agree
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They show leadership in the rail industry

68%

64%

58%

56%

55%

Virgin Trains

Grand Central

Chiltern Railways

London Overground

Merseyrail

65%

45%

43%

42%

41%

Virgin Trains

London Overground

Merseyrail

Grand Central

c2c

They are progressive in developing services 
that meet passengers’ needs

While satisfaction may be lower, some London & South East operators, such as 
London Overground, are seen as market leaders

55%

53%

49%

49%

45%

43%

42%

36%

36%

34%

Merseyrail

ScotRail

East Coast

First Hull Trains

c2c

East Midlands Trains

CrossCountry

Arriva Trains Wales

Greater Anglia

Northern Rail

L d Midl d

41%

40%

40%

40%

39%

33%

32%

30%

30%

30%

c2c

East Coast

ScotRail

Chiltern Railways

CrossCountry

First Great Western

East Midlands Trains

First TransPennine …

South West Trains

Northern Rail
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33%

32%

31%

31%

30%

29%

28%

London Midland

Southeastern

South West Trains

First Great Western

First TransPennine …

First Capital Connect

Southern

29%

29%

29%

25%

25%

24%

23%

First Hull Trains

Arriva Trains Wales

Greater Anglia

London Midland

First Capital Connect

Southeastern

Southern

London & South 
East operators

% strongly 
or tend to 
agree

Identifying best practice
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In general, TOCs tend to perform similarly across each level of trust, however, there are 
notable exceptions:

– London Overground has high trust in Judgement, mid ranking trust in Relationship and lower 
trust in Service. This high Judgement trust may explain why perceptions of the TOC are high

– Greater Anglia also has higher Judgement trust than Service trust Improving trust in service

TOC performance across each trust statement and the three levels of trust remains 
relatively consistent

Greater Anglia also has higher Judgement trust than Service trust. Improving trust in service, 
reliability and value for money should be their key concern

– Scotrail has the opposite pattern. There is very high Service trust, whereas it has an average 
performance on trust in Judgement. Scotrail could try to improve its reputation and 
demonstrate how it sets high standards

For a large number of TOCs, however, the key focus is improving reliability, especially for 
commuters,  which is the key to improving trust in Service. Spontaneously many people 
mention reliability as their one key improvement. When there are service issues, 
communication is key, and a relationship with customers helps them to understand the 
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y p p
problem

“Reliability ‐ this is key when you 
have to be somewhere for a 
certain time.”

“Reliability of trains ‐ because 
they can't be relied on to run at 
all or on time.”

“More honesty when trains are 
delayed and cancelled.”

TOCs can gain trust by following good examples such as those mentioned for 
Merseyrail and London Overground: Majority of top of mind reasons for 
recommending these TOCs are Trust in Service

“…Offer a good service and I 
have never had a problem.”

“…Reasonable value for 

“…Always on time and good staff, 
friendly and efficient. but they do 
get packed on Friday nights you have 
to stand.”

There are similarities in the 
organisation and customer 
make up of London 
Overground and 
Merseyrail. Trains are 
frequent and many

money and fairly good 
service…”

“…Because they’re 
always on time and 
they have never let me 
down.”

“Continuous improvements being 
made to accessibility, comfort, 

“Decent

“Punctuality, Staff availability, 
Comfort, Reliability, Frequency.”

frequent and many 
journeys short. Customers 
trust that they will get to 
their destination when they 
expect to

Just one comment 
for Merseyrail 
touched on Trust 
in Relationship 
despite it having a 
positive net score
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cleanliness and staff training to 
improve customer experience.”

“It goes places that 
other trains don't, it's 
quick, clean and cheap.” “Good service, pricing 

reasonable, fair and convenient.”

“Decent, 
dependable 
service.”
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The Scottish and Welsh perspectives
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Judgement
“upwards trust”
Net score
‐ Scotrail: 23%

Average: 16%

Scotrail

Average

Scotrail has a low but positive trust in Service. It is meeting the hygiene factors and 
therefore the focus should be on improving Relationship trust

Judgement

Only 33% agree that Scotrail
will do the right thing when no 
one is looking, the only 
measure where Scotrail is 
average

33% trust 
unseen 

behaviour

Scotland National Summary

‐ Average: 16%

Relationship
“sideways trust”
Net score
‐ Scotrail: 6% 
‐ Average: ‐6%

Average

Service

Relationship

Low penetration of TOC media 
(45%) in comparison to other 
high performing TOCs, however, 
still seen to communicate well by 
half of customers (48%)

average

45% have 
seen TOC 
media

39% believe
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Service
“downwards trust”
Net score
‐ Scotrail: 1%
‐ Average:‐13%

While Scotrail performs well 
on service, like all other TOCs 
it receives a low score on 
being good at resolving 
problems

39% believe 
Scotrail is a 

good 
problem 
solver
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Judgement
“upwards trust”
Net score
‐ ATW: 6%

Average: 16%

ATW

Average

Arriva Trains Wales can also improve communication, given low trust in 
Relationship. However, lower trust in Service indicates delivery is a priority

Judgement

Only 29% believe that Arriva 
Trains Wales are leaders in the 
rail industry

29% see 
ATW as 
market 
leaders

Wales National Summary

‐ Average: 16%

Relationship
“sideways trust”
Net score
‐ ATW: ‐14% 
‐ Average: ‐6%

Average

Service

Relationship

Despite 48% seeing TOC 
communication, ATW are not 
seen as good communicators, 
with just 36% saying they 
communicate well

36% see 
ATW as 
good 

commun‐
icators

ATW are
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Service
“downwards trust”
Net score
‐ ATW: ‐16%
‐ Average:‐13%

ATW’s low score on helpful 
staff at station (55% agree), 
may be the reason behind a 
relatively low score on 
communicating well 

ATW are 
15th on 
having 

helpful staff 
at stations

In summary
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1. Trust in 
Service

Trust in train operating companies is relatively low compared to other industries. 
This can be improved by focussing on Service and Relationship

There is low trust in Service, which primarily 
covers the hygiene factors. Therefore, to 
improve trust (and therefore satisfaction), 
functional metrics measured by NRPS are still 
the priority

Developing trust, 
from Service to 

Judgement

2. Trust in 
Relationship

3. Trust in 
Judgement

p y

However, most TOCs can also increase 
satisfaction by focussing on passenger 
engagement as there is low trust in Relationship, 
particularly in terms of openness and 
transparency in communications

Trust in Judgement is the least important and 
likely to improve with higher trust in Service and 
higher trust in Relationship. However, corporate 
responsibility should not be ignored as a route

Judgement
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responsibility should not be ignored as a route 
to improving trust. In particular, this should be 
looked at by TOCs that are performing lower on 
Judgement than they are on Service and 
Relationship

Technical note
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This report provides an overview of trust in Train Operating Companies and the need to 
develop closer relationships with customers.

Fieldwork: January 2014

Methodology

Online questionnaire

200 interviews per TOC
200 non-quota’ed TOC users
4000 respondents in total
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4000 respondents in total

Targeting business users, commuters, 
passengers making leisure visits

Nationally 
representative sample 

of rail passengers

Demographic breakdown

Journey purpose (at least every 6 months)

Unweighted Weighted

Commuter 33% 28%

Business 36% 43%

Personal 95% 99%

Age

U i ht d W i ht dUnweighted Weighted

16‐34 37% 35%

35‐54 40% 39%

55+ 24% 27%

Gender

Unweighted Weighted

Male 44% 45%

Female 56% 55%

Disability

Unweighted Weighted

/ f h 9 % 9 %

Chime Insight & Engagement 2014©

Passenger Focus: Passenger Confidence Research 

60

60

No/none of these 91% 91%

Mobility 6% 6%

Wheelchair user 1% 1%

Hearing 2% 2%

Eyesight 2% 2%

Speech impairment *% *%

Learning difficulties *% *%

* = Less than half of 1 percent


