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Foreword

Rail passengers are increasingly using social media to talk about their train journeys,
share information when there is disruption, receive information about how trains are
running, communicate with train companies, and complain about services. With many
train companies operating a Twitter account and/or having a Facebook page, a vast
amount of information can be collected via these channels and others such as blogs
and forums.

Transport Focus is interested in using social media as a new way of understanding
passengers’ opinions of train operating companies (TOCs). Looking at the volume of
posts with hashtags or handles of the specified TOCs and sentiment of posts, it is
possible to start to measure passenger satisfaction and sentiment. These two social
media research projects were pilot studies to explore social media as a research tool.
In particular the second report, Using social media to measure passenger satisfaction
with their train company — February to April 2015, has been used to develop our
thinking on how best to use social media monitoring to complement more traditional
research in the future.

Social media report on December 2014 train disruption, looks specifically at the
disruption at King’s Cross and Finsbury Park Station that took place on the 27
December 2014. The Using social media to measure passenger satisfaction with
their train company — February to April 2015 report looks at sentiment of posts across
selected TOCs comparing the results with our National Rail Passenger Survey
scores and also looks at the accuracy of automated coding of emotions on social
media.
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Key findings

e The disruption on 27 December 2014 was first announced around 4pm on Boxing Day, with Great Northern Rail being one of the
first train operating companies (TOCs) informing of the unexpected disruption. The hashtag #KingsCrossTrains quickly became a
reference to the issue with hundreds of passengers using it. On the morning of the 27 December news items were widely shared.

* Overall, many passengers complained about the lack of information with claims about unclear or contradicting information given by
TOCs and station staff, especially at Finsbury Park. Passengers who contacted TOCs on Twitter appeared to receive faster, more
reliable information than from staff onsite. TOC websites were reported to be unhelpful by many users.

* Some passengers that could come up with an alternative travel plan decided to do so, others decided to postpone their trip. There
were high volumes of criticism around overcrowded trains and passengers being trapped inside when the trains were not moving
due to busy tracks. Passengers complained that they were not offered water or food during the long waiting hours.

* Network Rail generated high volumes of criticism and was named responsible for the situation. The company was very quiet on
social media during the disruption day which had a negative impact on its reputation. Some disgruntled passengers showed
indignation over reports around the salary bonus for Network Rail's chief executive. Social media users urged the Transport Minister
and other government officials to give a public explanation of the disruption.

» The disruption boosted the debate over whether the rail service should be renationalised with some social media users blaming poor

management during the crisis on the privatisation of British Rail, personified by vocal support of the #BringBackBritishRail campaign.
» Compensation and refunds are currently (January 2015) the main topic on Twitter using #KingsCrossTrains as during the

disruption, passengers were more worried about resolving their journey as quickly as possible.

o

——

transportfocus N



Volume over time

Volume of posts —24 December to 3 January
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Tweeted by passenger 3:18 PM

12:17 PM — Image tweeted by @BBC5Live (50 RT)
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BBC Breaking News

i'“il'\i'.i;.l : Rail regulator to investigate disruption to
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W passengers at London stations caused by
overrunning engineering work
bbe.in/1xXrJEA
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B Willard Foxton 12:48 PM (13 K.T)
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BREAKING: rail lines out of Kings Cross
reclaimed by nature as delays enter third
day -

9:08 PM (207 RT)

r 11:75 AM
& E e el Finsbury park total chaos. Just saw police

intervening to tell off abusive @eastcoastu
staff.
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Huge crowds at

Total chaos at Finsbury Park. Lofidoners -
do not attempt to go North todaff!

Jim Ewing
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Avoid Finsbury Park #railway &

Major train travel disruption fears aftg underground it's crazy here, stuck in a
London's King's Cross station isgf0sed corridor over 1hr, disorganised chaos
news.sky.com/story/139812 #London
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Mentions of TOCs and stations

Mentlons of TOCe bv sentiment® Mentions of 8tatlons =
East Coast
Network Rall
Finsbury
Granc Central Park,
4,391,
Naticnal Rall King's 35%
Cross,
Great Northern 7,262, Peddington
Flrst Great Western 7% 336, 3%
%.r T T T T T 1 \m.rl
0% 10% 20% 30% 40% 50% 831, 5%

* The most mentioned TOC was East Coast accounting for 43 per cent share of voice amongst TOCs (including Network
Rail). East Coast also garnered the largest volume of negative content during the period, with 29 per cent of posts being
unfavourable. During 27 December, East Coast posted 541 items and was mentioned 2,692 times across the Twitter

sphere.

* National Rail was also very active on Twitter, generating 583 posts and receiving 1,025 mentions during 27 December.
Meanwhile, Network Rail only tweeted 10 times but was mentioned at least 1,236 times. Other TOCs saw their volumes

increase during the disruption as they were contacted by affected passengers seeking information.

* Volumes based on our analysed sample — 26t to 28t Dec. Other includes mentions of Virgin Trains (1), Govia

(1), East Midlands (1) and Hull Trains (1). ..%o/,
**\/olumes based on text searches across the whole dataset from 26 to 28 Dec. May contain duplicate posts. Other -
includes mentions to Peterborough (424), Stevenage (156) and Waterloo (51).

We ran separate searches on the relevant Twitter handles to track their activity during 27 Dec. 'I: ran S portfoc u S /{ n



Type of author and location of passengers

Type of authorby sentiment

Cther Indlvicual
Fassenger

News Feed

Cther Crganisation
Medla

TOC/TOC Rep

0% 10% 20% 30% 40% §0% 80%

* All kinds of individuals (family, friends and the general public) including passengers were the most prolific authors of posts.
The majority of social media users shared the news, engaging negatively by re-tweeting media-generated items.

* The share of actual passengers tweeting in relation to their journey was slightly lower. Those intending to travel
approached the relevant TOC to find out their travel possibilities or in some cases, to plan alternative journeys/travel dates.
Those passengers stuck in trains or stations broadcasted their frustration over the severe delays, lack of information or
overcrowding, particularly at Finsbury Park: “hi @ Finsbury Park can you pls advise next train to Cambridge, station staff

doing their best but total lack of clear info thanks”.

Volumes based on our analysed sample - 26t to 28t Dec. o
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Organic posts
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Delays were mentioned by many passengers adding little or
no context around the situation. Many of them used Twitter
to vent their frustration while others contacted their TOC to
ask for updates on whether their train had been cancelled.

Customer Customer experience was another key driver of content with
Experience people broadcasting their experience from inside a train or at a

13% station. Many passengers complained of poor information after
having to put up with long delays. The situation was worst at
Finsbury Park with criticism on how the disruption was managed.

16% 22%

News Driven (Disruption)
38%

Volumes based on our analysed sample — 26 to 28 Dec. o
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Verbatim

n Becky

Rail cancellations cause travel chaos
bbc. co.uk/news/uk-englan

£ Follow

u DanW L Follow
Stuck on a train just outside Finsbury Park
for over an hour... Come on.. Madness
#KingsCrossTrains

1 LY

Customer experience

L Follow

Paula Stebbings

And also thanks to all the train delays
resulting in a 2 hour journey taking exactly 4

hours and 15 minutes...

“ sally 2 Follow

Watching the news coverage of the rail
chaos today.Yea that's going to convince

people to use public transport

more.Overpriced & unreliable!
L Follow

“ Laura Marcus

Transport minister demands explanation for
#rail chaos. How about #privatisation?

ArElIER 0D

13 6

Privatisation

n George Foulkes -2 Follow
Only Tory minister on BBC news is Justice
Minister explaining about old Wills not rail &
road disruption. Where are the transport
ministers?

9 Edinbu

PPl o] LT TR RN

Government

+L Follow

12 i

# Terry Stacy MBE JP

Great to see Lib Dem assembly leader
@CarolinePidgeon calling for investigation
into chaos at Finsbury Park @ networkrail
@TIL

SauEDR

Investigation

*2 Follow

M Anthony Baxter

Finsbury Park chaos #KingsCrossTrains
Deastcoastuk station just closed to
travellers with no announcements for 100s

FNSBURY PARK

17 3 CEEX ] FY: e

Lack of information

% Paul Sl.nha 2 Follow
Sadly this Finsbury Park hell has happened
a day too late for the head of Network Rail to
be named "Briton of the Year" by the Times.

BEoNE-BAE

36 32

Management

i Sean O'Maolrunaidh 2 Follow

DFGW what a joke of a train company.
Delays because you can't finish work on
time, no announcements on the train either,
we are not cattle!!
9

Opinion on TOC

. Gabriella Burnel *£ Follow
gabrichaburne

Never mind the train delays... there's
prayers and poetry. Aren't these what
makes England great?!

Servic_ve information
A \rove Beey (g i
:Iar::&!\h\‘\m'&\‘a‘rr d’\

oy

Organic Post

v@ Nick Jor!es L Follow
Filling in a refund form for my delayed train
#christmassy

. Justin Margovan +2 Follow

will the 18.19 from Hull to
Kings cross be running today with all this
disruption?

Seeking information

‘ Anthony Godsell -2 Follow
@fgw are my prebooked tickets still valid
even though the train is delayed? Will miss
our connection, great time for engineering
works btw.

4 Penalty Fare Support

*2 Follow

13:30 Edinburgh to London Kings Cross
due 17:53

This train will be terminated at Finsbury
Park
@eastcoastuk #KingsCrossTrains

transportfocus I/
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Passenger level of satisfaction

Score: -0.63
-2 -1 0 +1 +2
Moderately : Moderately e
dissatisfied MO satisfied V7 ST
Score -2 -1 0 +1 +2
No. posts 42 113 147 3 0 ‘ 305
% of total 13.77% 37.05% 48.20% 0.98% 0% 100%

* We assigned a numerical value (score) to each post containing any indication of passenger level of satisfaction,
being -2 correlated to the highest level of dissatisfaction and +2 to the highest level of satisfaction.
* The mark on top of the scale above shows the calculation of customer satisfaction (-0.63) based on 305 posts

containing signs of passenger satisfaction within our sample.
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L evel of satisfaction: verbatim

jezsmith *L Follow

astcoastuk Stuck outside Finsbury Park
r more than 1 hour on a train with no food,

water, electricity and no information. Do
something!!

21 Jonathan Harris *2 Follow

Oh my god my train is so fucking delayed |
want to go HOME. :(

Cloe L Follow

Standing for two hours on the train from
York to Finsbury Park. &

“2 Follow

E Adam Butler

nalrailenq sat outside Finsbury Park
on a train waiting for platform for an hour
People getting hot/hungry/faint and ANGRY

¥ Daisy Buchanan @ 2 Folow

Best way to spend your Saturday: stuck on
a train in a queue to Finsbury Park @ @ @

& Follow

s Kelr Shiels

boulezian @east

vastuk from what my
boyfriend says, Finsbury Park is chaos.
Platforms closed due to too many people.
Unable to move

1 &

5 Jamie Cameron

> did you manage to miss the
chaos? I'm currently standing on a train
waiting to go into Finsbury Park and have
been for an hour

]

‘ kyy “2 Follow
Love train delays. Meant to be at work in
Sheffield now, still in Derby.

2 i

l Jon Warner L Follow
Rail has been a complete disaster. No
services from Kings Cross later today and
whole network closed on Boxing Day...

Moderately dissatisfied (-1)

. ‘Yoga John 2 Follow
Hey @eastcoastuk do you know what time

the train gets into Finsbury Park, the 10am
from Ncl, just left York

Jack L Follow
The Train Manager on the delayed, non
catered @EMTrains 1101 from St Pancras
sounds like she needs a hug, bless her.
“notyourfault

ﬂ Richard Watts 2 Follow
Sorry to see the chaos at Finsbury Park
station. Ministers need to explain how they
allowed this to happen.

3 HEn

Manyn Saville “L Follow

GC_Rail Doncaster to Finsbury Park,
leaving around 13.45 (although it was
running late, so not sure what time it was
meant to leave) -)

Neither (0)

Pasgengersentiment

Negative
69%

Neutral
21%

. chris place “£ Follow
At Peterborough and only 20 mins late
which is nothing really, plus train to
Finsbury Park leaves 5 mins after I've
arrived #result

Moderately satisfied (+1) = Very satisfied (+2)

)
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Channel breakdown and disruption Twitter stats

Channel Breakdewn = 28t o 26th Dec
Top 5 prolific authors No. of posts Top 5 retweeted authors Number of RT

NATIONALRAILENQ @eastcoastuk
c“;g;ﬂ"- RAILGREEN 90 @bbcnews 140
RAILWAYINFO _ 90 @skynewsbreak 132
Foﬁ'-;‘" EASTCOASTUK 84 @skynews 131
Other THELEGALLAB 78 @Dbbcbreaking 64
Blogs, medie, 8
11
@BBCBreaking E:gi;i :zgélrJiI:;o\rN g:-limtl:tatf)t:i/%s:; /dc;ﬁ:gﬂm (tsoKevassengers at London stations caused by overrunning 12687082 e 1,547
@BBCNews King's Cross trains cancelled for day http://t.co/yeuekRjgVW 8,276,324 #kingscross 186
@BBCBreaking eRr?gi rr]zg:rliI:;o\rN :)Orlinn?tspt;i/%?:;% /dc;rsnrgst‘;(r)]:ll éoKe\z;\ssengers at London stations caused by overrunning 2725861 #insburypark .
@BBCLondonNews King's Cross trains cancelled on Saturday http://t.co/MgyVOp3Bsk http://t.co/SACjuoMdHg 3582 640 #london 116
NS ﬁifﬁﬁﬁiﬁiE\Cfﬁ.aé’ifarﬁﬁm.cQJfffS;SvﬁE?ré’Jte"m et alichacs’ and honous fps 3,537,450 SRR e

Count of unique authors 6,500

Stats based on data from 26 to 28 December focussing on content around disruption only.
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Considerations

Information and misinformation was a key driver of negative sentiment. During a disruption it would be beneficial for passengers to

have a single point of reliable information. Station staff also need to be kept up to date with the right information.
» As the main cause of disruption was a delay in planned engineering works the lack of activity from Network Rail had a negative
impact on itsreputation. The role of Network Rail, TOCs and National Rail around disseminating information during disruptions on
this scale should be reviewed as information today is shared quickly, far and wide.

« Consider contingency plans for passengers stuck on trains to provide food and water during the long waiting hours..

<
"n
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Methodology

* Using frequently used keywords on the disruption and the main stations affected, we captured the volume of social
media coverage from a period between 24 December and 3 January. The data used for the report focussed on the key
days of the disruption, from 26 to 28 December.

* We coded a sample of 400 posts during this period, looking at sentiment, level of satisfaction, topic, type of post, type of
author, mention of TOC, mention of station and location of passenger.

* Due to the nature of the topic, content was split into news driven posts and comments from individuals. Negative news
that was shared by individuals was coded as negative, updates and news shared by media outlets were coded neutral.

Posts from individuals only were coded for levels of satisfaction.

Searchstring

"disruption service"~5, "disruption trains"~5, "finsbury park", "king's cross", "kings cross",

Disruption "kingscross", "kingscrosstrains”, "overruning”, "rail chaos"~4, "rail disruption"~4, "service ¢ By language (EN)
P disruption"~4, "train chaos"~4, "train delayed"~4, "train delays"~4, "train disruption"~4, "trains ¢ By region (UK)
delayed'~4
m D @ o » By language (EN)
East Coast eastcoastuk”, “@eastcoastuk . By region (UK)
. . — . o ow . . R ¢ By language (EN)
National Ralil nationalrailenq”, “@nationalrailenq « By region (UK)
Network Ralil “networkrail”, “@networkrail” * Bylanguage (EN)

* By region (UK)
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Outline

Background, objectives and methodology

Context

National Rail Passenger Survey and social media research

10

Key drivers

13

Trust and satisfaction
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Background and objectives

Background:

* Rail passengers are increasingly using social media to talk about their train journeys, share information when there
is disruption, receive information about how trains are running, communicate with train companies and complain
about services. With many train companies operating a Twitter account and/or having a Facebook page, a vast
amount of information can be collected via these channels and others such as blogs and forums.

* Transport Focus carries out a lot of research each year with rail passengers, and would like to understand if social
media analysis should be a part of this. Transport Focus are interested in:

» what rail passengers are saying about their travel experiences on social media
» how we can link this up with existing research, and
* if/now we could use social media research in the future.

* The surveys Transport Focus are most interested in comparing with social media feedback, are the National Rail
Passenger Survey (NRPS) and ‘Passengers’ relationship with the rail industry’.

Objectives:

* To understand the effectiveness of social media research in measuring passenger opinions and satisfaction on rail
travel.

* Understand if/how feedback from social media differs from the NRPS.
* Explore who uses social media to talk about rail travel and how representative they are.

* Evaluate results to understand if there is merit in using social media research for future projects and whether
Transport Focus should use it alongside a research project or on its own.

o
2
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Methodology

» Using keywords frequently used by passengers for each train operating company (TOC) we captured all the relevant
content from the 2nd February — 13th April 2014.

» Removing news posts and posts from TOCs we coded a sample of 350 mentions from passengers of each TOC during
this period.

« Each mention was coded for level of satisfaction (-2 to +2), sentiment, key driver, type of post and passenger type. The
overall satisfaction / trust scores are weighted averages:

Mentions (satisfied/not satisfied) or (Trust/ No Trust) x by score given (-2/+2)

All mentions coded for satisfaction or trust

@chilternrailway OR "chiltern railway* OR "chiltern railways“OR "chilternrailway“ OR
"chilternrailways"

Chiltern Railways

First Capital Connect "@firstcc* OR "firstcapitalconnect” OR "firstcc"
Southeastern #southeastern OR "@se_railway"*
Virgin Trains @virgintrain OR "virgin trains” OR "virgintrain” OR "virgintrains*
Arriva Trains Wales @arrivatw, "arriva trains wales", "arrivatrainswales"
First Great Western @fgw, "first great western", "firstgreatwestern"
Northern @northernrailorg, "northern rail", "northernrail”

o
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Context of the study
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Hurricane-force winds
batter England and
Wales (

Huge waves battering
the Cornish coast ( )
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Companies
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Source: Radian 6 and BBC News UK

Due to weather conditions and disruption, passengers are more active on
social media as they seek the information they need.

News & other

OPINIONS

sharing

m

25%

Entertainment .
Industry 5%

-—
International
Passenger Mentions 90% 10%
Telecom
m

Source: Precise Media

. Social media users opinions vs other content.

Between the 2 February to 13 of April, winter storms hit the UK resulting in flood damage to railways.
During the period 11 — 17 February passengers used social media to seek and share information or

complain more so than normal.

Across various industries social media is mainly used to share opinions.

Customers often take to Twitter to get quick answers and publicly share “in the moment” experiences
(positive and negative). For TOCs and other essential services this data set can contain higher
proportions of complaints and negative comments when compared to service providers from other

sectors or other data sets.

6
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media differ from the NRPS
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Results: NRPS and social media scores

NRPS and Social Media Passenger Satisfaction Scores: 2 February to 13 April 2014

* An analysis of comments from passengers in social media shows similar results and some differences to the National Rail Passenger Survey

. Virgin- were the best performers on both the NRPS survey and social media research.
was the worst performer on the NRPS and also performed poorly on social media.
performed well on the NRPS but performed poorly on social media. This could be explained by the higher proportion (slide 30) of younger

Arr

na
AlfivVa

passengers, who are more active on social media and may be more prone to using social media as a platform for complaining or reporting issues.

» The language and tone used by passengers of Southeastern and Arriva Trains Wales (Arriva TW) was more aggressive and vitriolic compared
to other TOCs. Passengers of Southeastern and Arriva TW appear to have lost trust in the service and the brand.

» Chiltern Railway and Virgin Train passengers reported more positive experiences with passengers often thanking and praising the TOC for the
service, experience and responsiveness.

NRPS Spring 2014 Social Media Social Media
Net Satisfaction Satisfaction Net Sentiment

Forst Fp Grzat Wilestern 72%

Frst ¥ Capital Connect

O

=

e
Source: NRPS Spring 2014 Source: s_ample of 350 passenger commen'_ts manually coded for eacr_] TOC. )
Sample size selected based gna 95% confidence level and 5% margin of error. [



Levels of satisfaction per TOC

Overall satisfaction per TOC: 2 February to 13 April 2014
(©) ARRIVA

50%

45%

southeastern.

40%

southeastern.

38%

30%

Chiltern Railways

25% B R 22%

20% O o

L
Chiltern Railways

15%

2%
10%
8%

5%
2%

0%
Falrly Satlsflad

EChlltran Ralways W First Capltal Connect W Southeastern  ®Virgin Tralne W First Graat Western  ENorthem Rall WArriva
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Key topics across all TOCs

Key topics and share of satisfaction across all TOCs: 2 February to 13 April 2014

E
Punctuality / reliability was the key topic
of passenger conversation recording

high levels (75%) of dissatisfaction.
Seeking information was also prominent.

Information
229, Frequency of trains

14%

Overall satlafaction with the

traln
. - 10%
Punctuality/reliability
&% 24%
Comfortof seating area
8%

Helpfulness of staff
8%

Roomforall passengerstc
sit/stand

How well train compeny deelt with &%
deleys
| 3%

Velus for money
3%

|

Volumes too low for
satisfaction breakdown o
N

-
iy

Ticket buying feclllties
4%

i\
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Key topics per TOC

Top 5 topics per TOC and satisfaction per driver: 2 February to 13 April 2014

Chliltern Rallways Virgin Tralne First Capltal Connect
Inforrmation : I inormation [ I| inormation. [ I
On board i On board Punctualityrellability | l
|Punctualityrellability l Punctualityrellability l On board |
Advooaoy |l Cther | Booking
value formoney [l Booking ] Cleanliness
0% 10% 20% 30% 40% B0% 0% 10% 20% 30% 40% 50% 0% 10% 20% 30% 40% 50%

First Great Western Arriva Nerthern Rall Southeastern
informetion L |Punctualtyireiiebilty | |Punctualtyireiiebilty | | Punctualyireilabilty |
|Punctualityreliabiiity [ Information | Information | Information |
Cther Room to slit/stand Room to slit/stand | Cn board
Booking On board [ Booking Detraction
Cn board Station Statlon Roomn to slt/stand
0% 10% 20% 30% 40% G0% 0% 10% 20% 30% 40% 60% 0% 10% 20% 30% 40% G0% 0% 10% 20% 30% 40% 50%
<
mVery dissatisfied = Dissatishied Meithar Satisfied = Very Satisfied
12 transportfocus (/i



T

Social media research:
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Methodology:
Brand focussed mentions, satisfaction/trust
Service focussed mentions, satisfaction/trust

* Brand mentions: These are when the passenger explicity mentions the TOC and the comment could only apply to the TOC. These
comments imply the passenger trusts or does not trust the TOC. For example, “Train for 0805 delayed for 15 minutes, then cancelled, |
do not understand why we pay you @southeastern #southeasternfail’. In this case the passenger is addressing his frustration to
@southeastern.

e Service mentions: These mentions could apply to any TOC. They mention the TOC more in passing in connection with an experience
of the service they are receiving. For example, “The train is broke | will be late to work #unhappy @southeastern”. This post mentioned a
negative feeling of an experience.

e Trust /no trust: when a passenger comment implies trust or no trust in the service or the brand. When there is no mention or implication
of trust / no trust from a passenger these comments were coded as no mention.

N.B. Please see page 46 of this slide pack for a example of the trust methodology.

o
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Satisfaction and trust in service/brand

Overall Scores and results per TOC: 2 February to 13 April 2014

Service: Satisfaction Brand: Satisfaction Social media
Score Score Satisfaction Score

Northern Rail -0.40 Northern Rail -0.44 First Cap|ta| Connect -0.55

First Capital Connect -0.43 First Capital Connect -0.66 Northern Rail -0.62
First Great Western -0.45 First Great Western -1.43 First Great Western -0.78

e~
=

* Repeated problems/negative
experiences are the key drivers of no
trust in TOCs.

i i - First Great Western -0.54
NG Sl s 024 » Chiltern Railways and Virgin Trains
First Great Western 071 Northern Rails -0.88 record the highest trust and reputation
_ _ scores.
Northern Rails -0.74 First Capital Connect -0.88 +  Southeastern and Arriva record the

lowest trust and reputation scores.

0
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Satisfaction and service

Satisfaction toward the service* delivered by all 7 TOCs: 2 February to 13 April 2014

All TOCs: Share of Satisfaction per driver All TOCs: Share of Trust per driver Drivers of satisfaction and trust for all TOCs
n'Very Diesetlefed m Digsetlefed - Nelther = Setlefod mVery Setlefed wNotrugt =Trust  Nomention «  The main drivers of negative opinions across all TOCs were
Information ' : punctuality/reliability, room to sit/stand, and value for money.
Pm:abﬁnlg! ' « A correlation between dissatisfaction and trust can be drawn

|
Cn Board

Roomto sit/stand
Booldng

Station

Value for money

Clsanlinsas | |

m Stacey Ford X & Follow

| love paying £101 per month to @ArrivaTW
then worrying about how I'm going to get to
work... It's my favourite! @ @ @@

o
¥

An example of a dissatisfied passenger loosing trust on
Arriva TW on the issue of value for money

showing a sign of exasperation and tiredness, with
passengers having to put up with repeated problems.

Exasperation and frustration deepen when TOCs are
reported to deliver a poor quality of service while fares
increase.

Passengers have come to expect frequent failures in service

they receive, some even take extra precautions, for instance
leaving home earlier to get to their destination.

ﬂelﬁ;':il. :m pasaanum delayed
o delays == mﬁﬂ'&:?fsm

=canceledmoming Wark
St “talion” e e
kel ™ Y -

nin

Most prominent keywords used words around service.

<

*The satisfaction toward the service refers to any opinionated mention discussing the issue which would have been reported regardless of TOC's brand name 'I: ‘I.—f // n
16 ransportrocus



Satisfaction and brand

Satisfaction and brand reputation delivered by all 7 TOCs: 2 February to 13 April 2014

All TOCs: Share of Satisfaction per driver All TOCs: Share of Trust per driver Drivers of satisfaction and trust for all TOCs
nVary Dlssetlefed mDiwetiefed - Nolther = Satiefed = Very Setlefed mhotruat =Trugt  Nomention «  When passengers focus their comment on a TOC levels of
trust are significantly lower than when complaining about
Punctualky /. the service only.
Informeticn | - This was particularly apparent when passengers lost trust
On Board due to reliability and punctuality or simply reported their
Detraation dissatisfaction and detraction of a TOC.
Booking « Staff, such as drivers and station staff, are often perceived
Valus for money to be a representative of a TOC. When drivers did not
Room to sltistand update passengers or a station officer did not have
station | information, the TOC's reputation was called into question.
Connection I e Crowded trains also lead passengers to believe that TOCs

! do not have passengers well-being in mind.

e Prices and value for money also drove high levels of no
trust for TOCs.

‘ Simeon X <L Follow

ArrivaTW busiest part of the day and you
only put 2 carrages on from bargoed..
seriously where does the. money go you
robbing  %*x%x

An example of a dissatisfied passenger accusing a
particular TOC of “robbery”.

"ﬁo,;:
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Trust and service

Passengers trust toward the service delivered per TOC: 2 February to13 April 2014

Share of Trust per TOC Drivers of No Trust Drivers of Trust
Eunm;llq! ralllblllty ggxmn
- oom u
mNo Trust =Trust ~ No msntion Punctuality / rellabllity
[ ] Infcn'rltlnn uBooking
uValue for money ERoom to slt/stand
| | |
Virgin Trains | | - q
|
Chiliren Ralhways I I _
| |
Flrst Capltal Conneot |
| | | |
Flrst Graat VWestsm |
| | |
MNorthran Rallways |
[ [
Arriva Traina |
[ [ [
Southsastsm

Drivers of trust and no trust in service
*  When commenting on a service passengers generally do not express any mention of trust.

» Repeated issues/problems around punctuality are the main drivers of no trust. For Southeastern passengers exposed to frequent delays express a
lack of trust in the service.

« The second driver of no trust is room to sit and stand. Arriva, Northern Rail and Southeastern passengers are frequently forced to stand because
the TOCs provide too few carriages.

e Passengers on Virgin Trains and Chiltern Railway report higher levels of trust in their on-board experience. Virgin Trains are quick to respond to
passengers questions and provide up-to-date, relevant and helpful information, driving trust in the service.

. Repeated issues can lead to reputational damage.

>
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Trust and brand

Passengers trust toward the brand* delivered per TOC: 2 February to 13 April 2014

Drivers of No Trust

» Punotuality / rellabil
Dm::w ty

Drivers of Trust
Infcn'rltlnn
Boerd

Share of Trust per TOC

] '|N'r‘:] Trust ]
u Cn Board [ Punduul { rellabll
No mention m|nforrnation nValus fcr%nnay ty
mValue for money mRoom to slt/stand

Chiltrsn Raltwvays
¥irgin Tralna

Firet Greet VWestsm
Armlva Tralns

Flrst Capltal Conneot
Southeastsm

MNorthran Rallways

Inuly T td 0 T'“' ui g |a|| S 8 El Wi
' (IS rahwgys=ioe r en it =
iR laye =200h I g
H" HSE EI * " "'lLJLl |E|(Et u[Eat 'H]I][ Pt I"” [ﬂlﬂs 1 HES""‘ dE|H!|'i[l|1|'|if| III.I
|]|] HE[U" I|IHI‘|![PE| o F "[I E':-:EI[ l]mﬂ IEI"S ||'r II“ “ﬁuﬂr Bama ES Ius |Iﬂ[:[m|:3rﬂ[|1i:1!
: JL | [""| fE = ]Ih k - Ilm '.':3 H'fg't'ﬂ'ymlulrm:ﬁﬁm h

Words used to express “no trust” toward First Capital
connect, Arriva Trains, Southeastern and Virgin
Trains

Words used to describe trust toward Virgin Trains
and Chiltern Railways

*The trust toward the brand score is the number of mentions with Trust minus the number of mentions with “no trust”.

19

Drivers of trust and no trust in brand

When passengers are exposed to repeated
problems they become a reputational trait of the
TOC.

Satisfaction in TOC and trust are closely related.

Chiltern Railway records the highest trust score
(+31 points*) and Virgin Trains (+11 points). Being
responsive and providing information updates
were key drivers of trust for both.

Arriva Trains (-45 points), First Capital Connect
(-59 points) Southeastern (-61 points) and
Northern Rails (-71 points) recorded the lowest
trust in brand scores. Repeated issues, late trains
and cancellation were the key drivers of no trust in
TOCs. Passengers expressing no trust have
come to expect failure in the basic service.
Passengers now associate these failures directly
with the TOC.

o
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Social media research:
who uses soclal media to talk about
rall travel?
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Twitter users

Social media analysis: top line volumes: 2 February to 13 April 2014

« Twitter was the main source of passenger comments on TOCs in social media. TOCs receive a high volume of messages from passengers,
particularly during disruption as passengers seek information to plan their journey.

*  FGW received the most direct messages from passengers during the period, mainly seeking information to plan their journey / booking around
the disruption caused by the weather.

@chilternrailway @VirginTrains @northernrailorg @ArrivaTW @FirstCC

Volume of posts
directed @brand

Unique customers
contacting
@brand

Total volume over
period

Context: Based on other research TOCs receive a high number of messages through social media compared to the
main energy suppliers. British Gas receives around 3000 per month with the highest E.ON receiving 3700 a month o

N7

*Else refers to any post mentioning a TOC that is not an opinion: It includes news and their RT, TOCs handles and other

o transportfocus I/ \



Volume of messages directed to TOCs

Social media analysis: direct mentions to handles over time 2 February to13 April 2014

The disruption caused by the weather in February 2014 caused many passengers to take to Twitter to seek information to help them plan
their journey. This caused Virgin Trains to receive a much higher volume of direct messages as the flooding and winds affected their

routes.
o fTve  =—Chilren Rellweys  ===First Capltel Connect First Greet Weastern  =s==MNorthern Rel — ————Scuthsestern - ===Virgin Tralns
18000
T L

14000 :, - E l_ : - Al cuistoimers mdhvisess] 10 b 15 s

| —— et By VirginTrame bbo i R gy #uksiod
12000 t'— W enEeREes
10000 : > - S

8000

P P Bt PR D DD PSP PSSP

<
2 transportfocus i/ \



Passenger profiling

Overall passenger profile across all TOCs: 2 February to 13 April 2014

e 64% of passengers were found to be men, with 56% of
them being between 18-35 years of age.

e 36% of 18-35 year old men were known to be workers
travelling frequently to their job posts.

e This age group was also the most dissatisfied.

50% -
40% -
30% -
20% -
10% -
0% -
10% -
20% -
30% -
40% -
50% -

18-35, 7% 35.45, 4%

0-18, 0%

0-18, 0%

35-45, 17%

18-35, 31%

N.B. Passenger profile data is taken only from profiles which have this information available,

not from the total sample, refer to page 47.

45+, 2%

64%

Male

23

36% .

Female

36% of passengers were found to be women, with 65% of
them being in the age group between 18-35 years of age.
31% of 18-35 year old men were known to be workers
travelling frequently to their job posts. This demographic was
also found to be the most dissatisfied.

Women were found to be more expressive on social media.

Share of satisfaction and dissatisfaction by gender and age group

18-35, 14%

0-18, 1% 35-45, 3%

45+, 1%

0-18, 2% 45+, 3%

35-45, 7%

18-35, 45%

o
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Passenger profiling Vs mimeT

Virgin Trains passenger profile: 2 February to 13 April 2014

Male workers between 18-35 years of age
were likely to vent their dissatisfaction on
social media. Virgin trains recorded the
highest proportion of male travellers between
35-45 years.

Females between 18-35 years of age were
more expressive on social media, posting
either more praise or more complaints.

8hars of satisfaction among male and female passengers aged 18-35

0% 10% 20% 30% 40% 50% 80% 70% 80% 80% 100%
mVary dissatisflad mDlssatlsflad Nalther = Satlsfled mVery Satlsflad

Famala

Male

>
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Chiltern Railways

Passenger profiling Chiltern Raitways

Chiltern Railways passenger profile: 2 February to 13 April 2014

Levels of satisfaction amongst men were lower
with more frustration and less satisfaction
across the group. Chiltern recorded the
highest proportion of >35 year old males.

8hars of satisfaction among male and female passengers aged 18-35

Chiltern Railway recorded the highest
proportion of >35 year old females.

0% 10% 20% 30% 40% 50% 80% 70% 80% 80% 100%
mVary dissatisflad mDlssatlsflad Nalther = Satlsfled mVery Satlsflad
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Passenger profiling Frst3Capite Corvec

First Capital Connect passenger profile: 2 February to 13 April 2014

Female passengers used stronger language
to express their frustration on their experience
with FCC.

8hars of satisfaction among male and female passengers aged 18-35

0% 10% 20% 30% 40% 50% 80% 70% 80% 80% 100%
mVary dissatisflad mDlssatlsflad Nalther = Satlsfled mVery Satlsflad

Males were more active than females in
contacting FCC.

>
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Passenger profiling @Zprorthern

Northern Rail passenger profile: 2 February to 13 April 2014

38% of Northern Rail passengers were over There was a low incidence of females over 35
35. talking about Northern Rail.

8hars of satisfaction among male and female passengers aged 18-35

0% 10% 20% 30% 40% 50% 80% 70% 80% 80% 100%
mVary dissatisflad mDlssatlsflad Nalther = Satlsfled mVery Satlsflad
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Passenger prOflllng First ¥ Great Western

First Great Western passenger profile: 2 February to 13 April 2014

Few passengers over 45 commented on FGW
on social media. FGW recorded the highest
proportion of 35-45 year olds.

FGW recorded the highest proportion of
female passengers.

8hars of satisfaction among male and female passengers aged 18-35

0% 10% 20% 30% 40% 50% 80% 70% 80% 80% 100%
mVary dissatisflad mDlssatlsflad Nalther = Satlsfled mVery Satlsflad
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Passenger profiling 9 ARRIVA

Trerau Amma Cymina

Arriva Trains passenger profile 2 February to 13 April 2014

Arriva TW recorded the highest proportion of Young women were marginally more
young passengers, mainly students expressive than their male counterparts.

8hars of satisfaction among male and female passengers aged 18-35

0% 10% 20% 30% 40% 50% 80% 70% 80% 80% 100%
mVary dissatisflad mDlssatlsflad Nalther = Satlsfled mVery Satlsflad
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Passenger profiling southeastern.

Southeastern passenger profile 2 February to 13 April 2014

Male passengers (96%) for Southeastern Female passengers on Southeastern aged
appear to be commuters, 18-45 year-old male between 18-35 were the most vitriolic of all
workers. passenger types.

8hars of satisfaction among male and female passengers aged 18-35

0% 10% 20% 30% 40% 50% 80% 70% 80% 80% 100%
mVary dissatisflad mDlssatlsflad Nalther = Satlsfled mVery Satlsflad

>
% transportfocus



T

-

Real-time monitoring
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Overall volumes and sentiment analysis

We manually validated a random sample of 100 items for each TOC to check the automated tools level of accuracy in
terms of sentiment. Across all four TOCs 46 per cent of items were found to be correct.

Virgin trains recorded the highest level of similarity between automated and manual coding with 60 per cent of
automated items agreeing with the manual validation

For Chiltern Railway there was a 50 per cen6 similarity between the automated and manual coding.

Southeastern recorded the highest level of confusion due to passengers’ sarcasm and use of “Thank you” or similar
words to express negative opinions. The automated sentiment analysis failed to detect the tone of the complaint on 36 /
64 occasions.

Automated tools require regular assistance and validation in order to return higher levels of accuracy.

Manual Sentiment Share per Automated Sentiment Share
TOC per TOC
120 120
100 - 100 I T -
80 80 -
80 80
40 40
) . - i
0 o I = ]
Virgih Treins  Southeesten Govie Chlltem Virgin Trelns Southseestam Govia Chiltem
Thamaslink Rallweys  Themesiink  Rallweys
Raliway Rallways o
m Negative = Neutral mPositive N7~
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Conclusions and considerations
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Conclusions and considerations

Effectiveness of social media research in measuring passenger opinions and satisfaction on rail travel:

* By following a consistent code frame for all seven TOCs, using manual analysis on unprompted comments from
representative samples of passenger comments we were able to provide deep contextual insight and benchmark
passenger satisfaction with rail travel.

* Itis important to take into consideration any events / disruption when conducting the analysis.

* Capturing and coding passengers ‘in the moment’ experiences can also reveal previously unknown insights and
provide the “why” behind poor / good performance. The language and tone differed greatly between Southeastern,
Arriva TW and the other TOCs. This is something that may not be picked up in surveys.

Understand if/how feedback from social media differs from the NRPS:

* The best and worst performing companies were largely similar on both NRPS and social media. There were some
differences with Arriva Trains Wales performing worse on social media compared to NRPS. This may be due to a
higher number of younger passengers in our sample for Arriva Trains Wales.

Explore who uses social media to talk about rail travel and how representative they are:

* Most passengers were male, aged 18-35, were in employment and were on their way to or from work. There was a
lower frequency of female passengers over 35 in our samples. Chiltern Railway recorded the highest proportion of >35
year olds and Arriva TW the lowest.

* On average (across all seven TOCs) >4,000 passengers use social media to talk about rail travel or contact their TOC
each month.

o
2
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Conclusions and considerations

Is there merit in using social media research for future projects? Should Transport Focus use it alongside a
research project or on its own?

* There is merit is using social media as a more regular barometer to understand and benchmark passenger opinions,
perhaps in-between and during the NRPS surveys.

» Social media research uses insight drawn from unprompted ‘in the moment’ experiences of passengers. This is a
different data set to survey data, when passengers are prompted to answer specific questions.

* We recommend combining social media prior to or with other research projects. Social media can be used on its own
to answer ad-hoc research questions. Social media can find previously unknown insights not captured in surveys and
help to explain the ‘why’ behind consumer sentiment, not captured on survey verbatim.

* We found real-time monitoring of TOCs, using automated sentiment and topic coding, a less useful source of insight
and accurate measurement of passenger satisfaction. Our manual validation confirmed that tools are currently not able
to interpret sarcasm, accurately categorise topics or provide context and insight. Automated sentiment agreed with our
manual coding 50-60 per cent of the time.

* If social media is to be used in future research we recommend manual analysis following a bespoke research
framework to best answer the research questions. For tracking satisfaction, key metrics such as levels of satisfaction
and net sentiment taken from samples of passenger comments, coded manually through a researcher’s lens, yield
more accurate results and can identify new insights.

o
2
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Verbatim

@Se_Railway made me late with
cancellation and late running train. Now cnly
1 person coliecting upgrade at gates for 50+

@Se_Railway @EI_JimBaob There was no
announcement at Greenhithe either. Funny
that When was decision to cancel taken?

course delays 1o overground network.
Useless pricks can't ever get anything right

Cue to there being lots of weather tonight
#southeastem trains wil be operating it's

" O A febew
7:00am on a Wednesday morning Is a great
time to start moving heavy plant equipment
around in Wadhurst staton. #southeastern
v @

B

southeastern.

winaiing Ampether 10 00 iop people togpethes

'.‘ .-' - 0 d et |
(@Se_Railway Tude for me then | Thanks for
the warning

@ Sven -

T 0]

i e 0
(@Se_Railway are trains from bexeyheath
gong into London delayed 77

“

@Se_Raiway How does a train go from
'due in 2 ming’ to 'delayed™? | suspect lies!!
#train #commute #london #setrains

£35,40 | pay a DAY and | still can't get 2
seat {1Se_Railway

R T A

37

i
“.m o

Se_Rallway info system at Dartford still
broken. Showed 08.00 to Gill on P2 when
08:04 to CST in there. Whan will be fxed?
Hsoutheastern

A Folow

-

- e S

A Peben

Jack VABLemy o

Hey (1Se_Railway just wanted to let you
know that my friend 2Carly_Loco
absolutely loves your service. Keep up the
good work! RT plzt ontme

e ]
deson Jucst

O hree
{Se_Railway resul! Got the 17.58 at

16 07 .and its fast to blackheath, so I'm
happy ¥serendipitous

(35

0 dime

Sihezy Trafs excabirt, Rebeshingly

Thanks!

et it}
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Verbatim

@rairogulation Cannot tell you how much |
ant (2FirstCC removed from franchise
added to YEARS of pathetic ‘service'
should be it

machines are out of senvice and ticket office
s ciosad!!l

.

n taxi as SNAFU masters @firstoe telling
s about trains being on time from
righton Clusterf  wittery train service,

o sign of the much vaunted @FIrstCC
train preparation’ service. 0717 from WGC
s absolutely fithy.

on. FCC probably tuming & round to prevent
mere delays

T

DFirstCC Otford->Sevenoaks 0855

glad this isn't my commuter route. IFGW
EFin

38

o= -‘7—

2FwstOC are there any trains coming
rough Sutton common in either
ction??! Or shoukd | go home and start

again?!!

First % Capital Connect

Chets et O Fetew

@FrstCC Thanks for the update, daughter
says she's on the move. Please if possible
pass on thanks 10 the people who have
such a horrid job

from last week! <suzersiars

2
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Chiltern Railways

Verbatim

O A Feme

Now at standstill Packed old Intercity train

vy No more n the
oamnou bu! the smell s pretty unbearable
No windows.

.

fhchiternrailway yep | know but this is
shocking considering how much people pay
and I'd suggest unsafe with this many

Cchinernraiuay sody five quid for 8 seaton Il o iu e nraitway how much longer stuck at

o floor by the litter bin on the 1747 to e
oy P S Ruishp?? Come onl! Z B

Trawetling m comion wih Chilem Ralways
| One day they will serve Mitan Keynes
- 5

I really enjoy travelling on @chitemratway -
{2chilterncailway you must have more : i i @ st a little pic from lhs on

slayed traine then on bime ones. Abeclutely Tralrr"::;::raa‘ myth this morning. . pic train on my journey
diculous. @c "'ay muw'u_' muumummmwm

.

1= *

M. 37 Bia 6 25 AM - & Fal X008

Oh another 2 minute delay (Zchiternrailway [hey ‘ QWPMMMWO

Zchirernrailway £164 is the Anytime woh. but
Return fare via Any Permitted route (ie .::::::_?4 left L“:‘:nn:,w“:: : subscrived to) teice now, and I'm =il dsaster, really - apart from bits like Chikern

EUS) not your Chdtem Fare cck day! getting spam!

transportfocus i
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Verbatim

——— o | ane
@VirginTrains Can't wait for you to shrug
me off again

.

Mm-n-- O drema

This was under the ki on a #VirginTrains
teilet.

i Sabn Nl

Q A rewe

@VirginTrains There was no yeliow ine, |
was standing here not anywhere near!
wbuly,

O Lrekes

ln-l-y—- 0o a

f Teswtbocts O L e

@VirgnTrains get me to Manchester, no

Not impressed with @VirginTrains at all no
plug points on every seat!! Even my train to
Peterborcugh has that!

on @virgintrains speeding to london
Euston very comfortable. Some flooded
fields visible north of Milton Keynes

Anty Bachmons O A teew O Arems

@VirginTrains Thanks so much. The it's aways & good day when | venture over
number you supplied worked and problem | 1o the over side of the country and gt to
now sorted. travel on @VregnTrans &

« O *

b . 0 d e

2VirgnTrains no seats on 1211 from cheit
surpriead cost £64 to ShafMaid told | could

£ v
Fite @t Loy® R

des Thatapien L

Mba Caremet O et
The 2VirginTraens wifl is absolutely
sppaling IU's like a 1992 dial up

ction!

] e dne. © & peteml hank you @VIrGINTrans & Lynne and her
team for the upgrade It was great for our

@VirgnTrains Thanks :) Do you know how | family to @xperkance the way my husband
much & will cost for a single? Shvale wee iy

>
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Verbatim

Noe clean tran nnt 4 Literaly defnes your
tran senice 1o be quie honest (LArmva TV

DA AW Mebanat Thin Antva Tisems
Wies e ARSCLUTELY BeaTE

I iove paying €101 per month 1o G AsrvaTW
thens worryve) atoul how Tm o oot o
work It's my favounte! @@ @

v

Lhsraval'W any chance of turning the arcen

JArvaTW can we have that message in
the Weish language please? & doesnt
seem to make sense n Englsh Combo of
na Waelkh / vague Engish

BArvaTW very heiphul, it tells me that the
trains are runming which s not what twitter
or NRE are saying? So which s &7

CATHATW Satisfactory CONCAIMGN tO My
complant Good customer service Ready 1o

To be fair 10 (2 Arnva W they hardied the
dmruptons pretty wed todey Coach watng
or us when e ran coukd go NO futher

7)) ARRIVA

Trains Wales
Trenau Armmva Cymins

QArvaTW Tharks for gefting me to
ADerystwy/th tocey! ) Grest jb gefting so
much of the IiNe back up and runring!
YUK Stom

transportfocus I \
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Ve r b at I m First 75 Great Western

guard on the 1634 to Fueter &
o e e eat esample of raten, siaf® Heipl
! e 19 ™ —tor 4 My P ot b v v
Pod Sommme L Vwordy ared chasihd Vi e by
> the tra » doeant -2 b « wla?
tran that day wi n on cre that is naly yeu
Y ¥

Moderately dissatisfied (-1) Neither (0) Moderately satisfied (+1)  Very satisfied (+2)

<

iy

w2 transportfocus I/ |



Verbatim

noftherrvailorg somethng very strange at
onford rodd Boket barmer staf amied, sand
i, then thank you after Checking tickets

MNorPern rall i The abechte wors!
rnorerrvaiory B8 6

o northernraliong when you gettin plugs on
your trains 77 @

o r—

Al wihen you thnk canl
P a7y WOk Ty JBCa3e 10 WOD Neatng
P rars

* P

wWhat happened to the 1835 from Boiton to
manchester Piccadily Onorthernrailong

S
Thanes rvadorg Cost me £22 0
petrol and parking yeslerday and agam
Oslayed 1odsy Well oone

—

northernradong thats something the
wndicatorn should have sad before Instead
f've now had 1o pay for 8 sungle teket again!

e @northerrrailorg leeds bamers should be
same standard as the London's new tube
statons, even Wakefield Westgate's

barners are batter!

of course weatha! s out of
your hands  teling me hes s Nnot oul of
your hands

northernraiiong Could you plesse let me
Lknow itwhen senvices between
Levenshulme and Manchester will be

" e—

| Crortherrwaiorg (s here any planned eng
lworikcs this Sunday 130414 ko he
WaTngten Cantra 10 Livipoch v &2 line

===

1 Pemee
IL northerniaiong 4o u shill 30 8 drect tran
9 ;"m scarborough 1o sheffeid ?
ol
R
4 -

rOMterrYaior g please can you matal 8

(Wchat machre on the NorthDound platiorm
lat ssiorsiorth? Ta

N
i

:a-‘-

]
| Cnorthernraiorg sbill no train

lannouncements at Redcar Centrall lucioly
inow Ot the Northern app on My phone

43

P P—

| ko | POy moan Lol
0 Dot who ever % I T
Peeed sl toregtl 3ed & QOOO Kb

O e Ty ey

d_.— 5 S
Och very escted rortherrraiong does the
mean '™ gefing a iovely tancy new heated
Srefter? ‘cronses frgent

northern

a sercg and abellic™ joint venture

'-.lu—..

Hats off 10 Cromtarraicng K keegeng us
wformed You Gesetve @ Cuppe o wasl Or @
beer or 8 wmall post mptzen

L

e

Moderately satisfied
(+1)
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Methodology continued

» First, we make a decision as to the search terms we want to
use in order to find relevant content, taking into consideration _
the research objectives (to identify content from customers of Identify search terms
each TOC in connection with their travel experience).

* Second, we decide where to look. We can access all available
public social media content (Twitter, blogs, forums, comments, Identify content sources
public Facebook content, etc.) or specific sites such as forums.
Generally we look at the full array of social sources to assess
their relevance to our objective before discounting any. Perform content

* Third, we retrieve our final content for the time period we set analysis
out. The time period for the retrospective analysis will coincide .
with the fieldwork period for the Spring National Rail Identify content
Passenger Survey, 2 February - 13 April are a fair for analysis
representation of each TOCs’ passengers.

* Fourth, we quantify the volumes of relevant conversations,
removing items from TOCs, focussing on mentions from
passengers to identify sample sizes, mixing quantitative coding
with qualitative analysis ensuring a maximum five per cent
margin of error.

» Fifth, we manually code each item following a code frame that
best meets the objectives of the research.

* Finally, we identify the insights, interpret the findings answer
the research questions and provide recommendations and
considerations.

Interpret
findings
and
identify
insights
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Level of satisfaction code frame

Level of Customer Definition Example of words / language used  Example comments
satisfaction  type

0 Frequent Neither A statement or question “When is @FGW What's happened to the usual direct trains from
next train”, is there a replacement Cheltenham to Swindon and London early tomorrow
service, what connections etc morning?
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Trust, key driver and passenger type

Example Comment Overall Overall Trust  Focus on Service/  Key Driver Secondar  Score Passenger
Sentiment Brand y driver type
@chilternrailway would like to  Positive No mention Service On Board - 1 Frequent
thank the driver on the 1716 “thank the driver” Female
45-55

Wycombe to Haddenham
after a long day he makes the
journey home more enjoyable

Employed
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Passenger type

» Data was taken from each passengers Twitter profile (where available*) to better understand the types of people
who use social media as a means of expressing their satisfaction/dissatisfaction of rail travel.

* This was done manually. The images, tone, language, context and profile of passengers were used to categorise
the age, gender and employment status of passengers.
*N.B. approximately 50 per cent of Twitter users update their profile with interests and 20 per cent with profession.

Male

Young Professional
Age 25-35
Frequent
passenger

Twitter Profile:

Sales Pro, NED, Sporadic Blogger, Globe Trotter,
Christopher Oliver &  Arabic Speaker, Published Writer, Junk Food

hed: Connoisseur

<

a transportfocus I/ \



© 2015 Transport Focus

!

transportfocus I/

|
Transport Focus

Fleetbank House

2-6 Salisbury Square

London

EC4Y 8JX

0300 123 2350
www.transportfocus.org.uk

info@transportfocus.org.uk

Transport Focus is the operating name of the Passengers’ Council





