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Background, Objectives and 
MethodologyMethodology
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Background

 C2c won a further contract to operate on the lines to Shoeburyness, Southend and Grays, out of 
Fenchurch Street in November 2014. This means that c2c will hold the franchise until 2029

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

 New franchises and franchise renewals are now required to issue a Customer Report upon 
commencement of their contract and provide updates on this on at least an annual basis. GTR was 
the first and c2c the second franchise required to issue such a report 

 Given the above, Passenger Focus wanted to undertake research to obtain passenger feedback on 
the Customer Report issued by c2c in order to establish the extent to which this report meets 
passengers’ expectations in terms of both content and format.
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Objectives

 The overall aim of the research was to collect passenger feedback on the Customer Report issued by c2c, to 
assess if the report was in line with expectations and as such help establish what constitutes best practice inassess if the report was in line with expectations and, as such, help establish what constitutes best practice in 
terms of Customer Reports for other TOCs in the future

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

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

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

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

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

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

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

Group 
Discussions 

Read c2c 
Customer 

Report

Reconvened 
Groups

 Initial focus groups allowed us to measure passenger experiences of using, and aspirations for, the 
c2c network prior to exposure to the Customer Report

 Passengers were then sent and tasked with reading the c2c Customer Report and fed back their

Report

 Passengers were then sent and tasked with reading the c2c Customer Report and fed back their 
views on it in a second reconvened group

GROUP
INITIAL GROUP 

DATE

RECONVENED 

GROUP DATE

GROUP 

LOCATION
DEMOGRAPHICS

Commuters 6/11 25/11 London Younger  C1C2DCommuters 6/11 25/11 London Younger, C1C2D

Business/Leisure 6/11 25/11 London Older, ABC1

 Both initial and reconvened groups were 2 hours in length
 Focus groups contained 10-11 respondents.
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Experiences of using c2c
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A good service that rarely fails to deliver

 Experiences of travelling with c2c are strikingly positive
 Both Commuters and Business/Leisure passengers have few gripes with the 

service
“I used to live up near 

service 
 Passengers are able to compare c2c with other TOCs that they use, such as 

First Capital Connect (Govia Thameslink Railway) and Southern
 c2c considered superior to these

Hampstead and used the 
Thameslink North service, 
that was terrible compared 

to c2c. It was always 
delayed and you could 

 Passengers believe that c2c are aided in the delivery of a good service 
because they are operating a limited network
 A belief that it is easier to maintain infrastructure and rolling stock and 

solve issues when they occur

de ayed a d you cou d
never get a seat.”

Commuter, Younger

solve issues when they occur

 The few issues that passengers do have, particularly commuters, centre around value for money
 Despite the relatively superior service, cost of travel considered expensive compared to other countries 

and other modes of transportp
 Annual price rises ‘relentless’ and disproportionate against inflation
 And not reflected in ever improving service.

“I call it the posh train. You can look out of the 
window and you get some nice views on the way to 

Southend. It’s comfortable as well and the air 
conditioning is working.”
Business/Leisure, Older.
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Passengers least satisfied with staff assistance on board the 
train, facilities at the station and cost of travel

Total c2c
c2c 

Commuters
c2c Business/ 

Leisure

Passengers were asked to rank on a scale of 1-10 the extent to which they 
agreed or disagreed with each of the following statements (1=completely 

disagree, 10= completely agree). They were asked to think about their 
experience when travelling with c2c/GTR

Le

4.7 3.4 6 3.9

5.8 6 5.6

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

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

experience when travelling with c2c/GTR

Least satisfied

6.1 5.5 6.8 4.6

3.5 2.5 4.5 4.5

3 2.7 3.3 6.2

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

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

My service has often been delayed or suffered disruption

7.1 5.8 8.4 4.3

7.5 7.2 7.9 5.4

7.9 7.7 8 5

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

When there has been disruption to my service, I am kept updated

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

7.9 8 7.8 7

8.2 8.6 7.8 5.9

8 5 8 5 8 6 6 5

p

It has been easy to find out anything I wanted to know about the TOC

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

The train has been maintained to a good standard and as clean 8.5 8.5 8.6 6.5

8.7 8.6 8.8 6.2

8.7 9.1 8.4 7

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

The trains ran frequently enough to meet my needs

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

M
ost satis

9

8.9 9.3 8.6 6.8Whenever I consulted a member of staff they have always been happy to help

Base: Total c2c 21, Commuters 11, Business/Leisure 10, GTR 52
These figures should be used only as an indication, due to the low base sizes 
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Aspirations for the c2c 
serviceservice
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Improved value for money the standout aspiration 

 Value for money is the overwhelming standout area where improvement is most desired
 This is not to say that passengers are completely dissatisfied with the cost of travel, but perhaps more 

of a reflection that experiences with the other aspects of the service are more positive

39 15 14 11 11 10

Most desired Least desired(average number of points allocated)

of a reflection that experiences with the other aspects of the service are more positive

39 15 14 11 11 10

Train 
reliability and 
punctuality 

Value for money Station 
environment

Train 
environment

Train service 
level

Customer 
service and 

staff

Wh i i d l f hi hl d i d? P k d ll 100 iWhy is improved value for money so highly desired?
• Because all other areas of the c2c service are considered good 

and satisfaction with them is quite high
• Journeys are often short and passengers are more accepting of 

Passengers were asked to allocate 100 points 
across six key areas for improvement. They 

were required to award the highest number of 
points to the area which they felt needed most 

improvement
crowding and the train environment 

• Business/Leisure passengers find some standard single tickets 
expensive (particularly when travelling with the family), though 
advanced tickets are considered better value for money

“If you were to spend that much 
money in the Supermarket you’d have 
vouchers coming out of your eyeballs!”

11

• Commuters spend ‘excessive’ amounts on season tickets and 
believe they receive little by way of rewards for loyalty in return.

vouchers coming out of your eyeballs!
Commuter, Younger.



Desired improvements are limited

 Given that passengers are generally happy with the service that they receive from c2c, desired 
i i li i dservice improvements are limited

 Enhanced value for money is the main desire and consequently the majority of improvements 
that respondents suggest are centred around this

Th i l d h h i hi h i k d li d i li i i f That includes enhancements to the way in which tickets are delivered, simplicity in fare 
structures, and the introduction of loyalty schemes, but ultimately, reductions or freezes in 
ticket prices

P l bl id if i h h ld lik d h Passengers are also able to identify some improvements that they would like to see made to the 
environment at the station in both larger and smaller, more rural stations   

 Across the areas of train service level, train environment, and train reliability & punctuality, 
t l t id tif i ifi t i tpassengers struggle to identify any significant improvements.
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Aspirations: Value for money

 Passengers suggest many spontaneous improvements which if implemented, would enhance their belief 
that they receive a better deal

Issue Suggested improvements

• Introduction of a loyalty scheme where points are accrued and can be used for 
non railway related activities

Loyalty • Offers and vouchers available for train tickets e.g. 50% off next journey. And for 
days out e.g. half price tickets to the zoo etc.

• E-mails about when advance tickets become available so that the cheapest fare 
can be purchased

Pricing
• No price rises on standard tickets and season tickets
• Extending Oyster card zone, so Oyster (and Oyster fares) can be used further down 

the line

Provision • Able to purchase one ticket for the whole journey, regardless of TOC travelled on
• Smartcards for convenience purposes

Choice • Simplify the number of tickets that can be purchased for transparency on the Choice cheapest available fare.

“If I’m taking all of the kids, I do think it “It would be great if I could use my Oyster card 
for my whole journey It would save me hassle

13

would be cheaper to take the car.”
Business/Leisure, Older.

for my whole journey. It would save me hassle 
queuing up at the station for my ticket.”

Business/Leisure, Older



Aspirations: Customer service and staff

 Additional staff on board the train and at the station are mainly desired by 
Business/Leisure passengers : “I can’t ait to/ p g
 Predominantly for safety and security purposes late at night and during off 

peak-times
 Staff also utilised to keep the trains and stations cleaner
 Also, to assist with ticket purchasing at the station, to ensure that the best 

“I can’t wait to 
get off the train 
sometimes, it’s 
deserted and 

eerie.”, p g ,
value ticket is always purchased

 Staff considered helpful, friendly and knowledgeable (particularly compared to 
other TOC staff)

Business/leisure, 
Older.

)

Aspirations: Train service levels
 Passengers are largely satisfied with the frequency with 

which the trains run. Albeit:

 Peak More carriages desired on existing

“You go out on a Friday night and 
have to cut your night short or 
stay on a friend’s sofa because 

 Peak - More carriages desired on existing 
services to reduce congestion

 Off-peak - Trains to run later into the night 
coming back from London.

the last train out of Liverpool 
Street goes at about midnight.”

Business/leisure, Older.
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Aspirations: Train environment

 On the whole, the train environment is considered good. Because passengers are making mainly short 
trips they can be more accommodating of any deficiencies

Cleaner Trains
• More staff on board cleaning
• More (accessible) bins on board the train

Technological
• Wi-Fi on board the train

Seatingg
• More seats during peak hours, to reduce standing 

Aspirations: Train reliability and punctualityAspirations: Train reliability and punctuality
• Both commuters and business/leisure passengers suffer little 

disruption
If it d d l ft i i ti f f

“It’s often a case that you 
hear about disruption on 
the radio or someone in 
the office mentions that• If it does occur, delays are often minor, consisting of a few 

minutes

• Advanced notification (or more prominent advertising) at the station 
f i i k t k d d i d

the office mentions that 
the trains are delayed, but 

when you get to the 
station the c2c trains are 

all running fine!”
C t Y
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of engineering works at weekends desired
• E-mail notification of planned engineering works desired.

Commuter, Younger



Aspirations: Station Environment

 Passengers are able to suggest improvements that could be made to the station environment, 
particularly at the more rural stations that have limited facilities

Cleaner stations
• More staff clearing litter and better provision for rubbish disposal

Better catering facilitiesBetter catering facilities
• Shops to buy food and drink (particularly at smaller stations)
• More choice within vending machines other than crisps, chocolate and soft-drinks

More ticket purchasing facilitiesMore ticket purchasing facilities
• More staff to help with purchasing tickets
• More (working) ticket machines, at several points within the 

station and not all in one main concourse 
“It’s lonely at Rainham station at night, 

there’s no one there so it can make 
you feel quite unsecure.”
B i /l i Old

Increased security at the station
• More staff, particularly at night
• Better lighting to increase brightness of station at night
• CCTV cameras more prominent and sign-posted

Business/leisure, Older.

CCTV cameras more prominent and sign posted

More comfort
• Wi-Fi at the station
• (At smaller stations) Seating on the platform

16

( t s a e stat o s) Seat g o t e p at o
• Protection from the elements e.g. shelter.



Awareness of Franchise 
ProcessProcess

17



What do passengers know about rail franchising?

 Knowledge of the rail franchise process is vague and there was little understanding on how bids were won
 Where there is understanding, it is informed by:

 Memories of 1996 (when c2c took control) Memories of 1996 (when c2c took control) 
 The media (particularly the Virgin Trains West Coast route ‘debacle’ in 2012)
 Other industries that run franchise models e.g. fast-food chains

What passengers know What passengers don’t know
• Different train companies operate different parts of 

the network 
• Criteria for evaluating bids, and who sets these criteria
• Who decides which bidder is awarded the contract, or 

• TOCs bid against each other to run the service within 
a region

• Different operators of infrastructure and trains
• Government are involved “in some way”

anything about the stages in the process
• Length of contract
• That passengers have some input in franchise process  
• What the scale of change could be if a new TOC is 

awarded the franchiseawarded the franchise
• That TOCs receive subsidy from the government to 

run the franchise/or pay them

“I think different people control the tracks and trains and 
stations, but couldn’t tell you who the companies were. 

National Rail Enquiries sounds familiar but I think they are to 
d ith ti t bli ”
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do with time tabling.”
Business/Leisure, Older.



Little knowledge about renewal of c2c franchise

 Several days before the new franchise contract commenced when the first stage of the research was 
d t d B i /L i ld ll h i thi b t th lconducted, no Business/Leisure passengers could recall hearing anything about the renewal

 One or two Commuters did know about c2c being re-awarded the franchise and heard about this via the 
local news

P t i d th t th h d t h d b t th l Passengers were not surprised that they had not heard about the renewal
 Had a new operator been awarded the contract, they would have expected to hear about this 

 News of the renewal is met with positivity
All h th t 2 h b d d l t t t All happy that c2c have been awarded a new, long-term contract

 Would be disappointed if a new operator was installed

“I knew that c2c run the trains that I take, but I didn’t 
know how they got there in the first place or that they 

were going to be there for the foreseeable future.”
Business/Leisure, Older.
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Reactions towards the c2c 
Customer ReportCustomer Report
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Initial reactions towards c2c Customer Report

 Passengers not entirely surprised that c2c have produced the Customer Report
 A feeling that c2c are good at communication and have produced similar material before

 On first review of the report, on the whole, passengers are happy with the content and presentation
 This is within the context of passengers’ good relationship with c2c and their experiences with c2c being 

largely positive     
 Feeling that c2c have ‘nothing to prove’ by producing the report Feeling that c2c have nothing to prove  by producing the report

 Upon further scrutiny, passengers are disappointed that the report fails to address their main concern: cost 
of travel

 Moreover after exposure to a similar report (GTR connections) they can identify that the c2c report could Moreover, after exposure to a similar report (GTR connections) they can identify that the c2c report could 
be presented more clearly, concisely and graphically

 In the reconvened groups that followed the launch of the customer report, no-
one could recall having seen a copy outside of the research settingone could recall having seen a copy outside of the research setting
 Most were aware and had read previous material produced by c2c 

(newsletters and a couple mentions of the customer charter)
 Therefore, passengers said they would be likely to take notice of the 

customer report if they saw it at the station or on-board the train and read

“I found the whole package good. Very good, it 

customer report if they saw it at the station or on board the train and read 
at least parts of it.
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was well presented, easy to follow, I thought it 
was very good.”

Business/Leisure, Older.



Good content on the whole, presentation needs some work

Content Presentation
 Informative and interesting to read  About the right length could be condensed in Informative and interesting to read
 Information communicated using appropriate 

terms 
 Messages, on the whole, delivered quickly and 

succinctly

 About the right length, could be condensed in 
places

 Colours liked; pink striking and eye-catching
 Too much white space in places – close up
 Bullet points favoured and could be usedsuccinctly

 Lacks information on the only real pain point 
for customers (value for money and cost)

 Bullet points favoured and could be used 
more across the report

 Headings could be better utilised to aid sign-
posting

 Infographics ‘quirky’ and different but more Infographics quirky  and different, but more 
‘real-life’ pictures desired

 Consistent with other c2c produced material

Availability Credibility
 No-one could recall seeing the report at the 

station
 Some of what is promised is ambitious and 

brave but believablestation
 Some desire electronic versions, with less 

important information and detail
 Customer Reports/posters desired on trains  

brave, but believable
 Passengers’ optimistic about c2c’s promises 

as a result of their existing positive impression 
of the TOC.
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Detailed review: front cover

 Striking, eye-catching front cover that would make passengers want to ‘pick-up’ a copy
 More could be done to explain the content inside and the ‘Customer Report’ notion.

Good use of colours – white on 
pink stands out and is eye-catching

Good that the words ‘Customer 
Report’ are used and stand-out, 

but more could be done to explain

Some confusion as to whether the 
person on the front cover is a 
customer or a member of staff

but more could be done to explain 
what a Customer Report is

Looks professionalcustomer or a member of staff

Picture should clearly be of 
passengers “It comes across as like, you know, 

business as usual They don’t want to go

More ‘realistic’ picture desired e.g. 
commuters boarding a train

business as usual. They don t want to go 
overboard and celebrate the fact that 

they’ve got [the franchise] again, they’re 
quite committed and don’t want to 

come across as abrupt.” 
Business/Leisure, Older.

“To be honest I feel that it’s just, a bit 
superficial, there should be a crowd of 
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p ,
commuters on the cover.” 
Business/Leisure, Older.



Detailed review: A welcome message from the MD

 A good initial message that is customer focussed and interesting
 The inclusion of commitments on the page immediately draws attention and most were happy to 

continue reading the report after the first two pagescontinue reading the report after the first two pages
 Some desire for text to be condensed and message made shorter. 

c2c ownership 
enlightening

Viewed as the main part

A lot of detail and text

Viewed as the main part 
of the report

Commitments set out 
straight away – don’t 
have to hunt through 
the booklet for themA lot of detail and text 

– could be condensed 
for easier reading – one 

page is viewed as 
optimal and use of 
bullet points where

Most interesting part 
but could be made 

the booklet for them

Good to have Julian

bullet points where 
possible

“I just think two pages is a 

more prominent on 
the page

Good to have Julian 
Drury’s picture – puts 
a face to the brand

bit much.  I think that you 
know, again a message 

from the Managing 
Director should be as 
succinct at possible.  I 

mean I know he’s trying to “Maybe even if they had a
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mean I know he s trying to 
do that, but like two pages 

of it is a bit much.” 
Business/Leisure, Older.

Contact details e.g. 
Twitter/e-mail desired

Maybe even if they had a 
feedback tag line there or Twitter 
handle or something, you know.” 

Business/Leisure, Older.

Sections on the page could be 
better signposted



Detailed review: Britain’s Best Railway

 Most struggle to understand the purpose of the page and consequently view it as irrelevant
 If information is needed, could be incorporated into another page

 Blank space needs to be filled

Feels very corporate and not 
customer friendly

 Blank space needs to be filled.

customer friendly

Some felt it resembled a 
contents pagecontents page

Irrelevant and doesn’t 
communicate anything 

worthwhile
Information could be 

communicated elsewhere 
instead of a whole page being 

used for it

“Yeah, just a bit pointless.  If 
they’re going to have a page with 
this kind of stuff in they need a bit used for it

“Maybe you could shorten that bit 
and put it under that bit ”Large blank space – looks 

this kind of stuff in, they need a bit 
more visual.” 

Commuter, Younger.
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and put it under that bit.” 
Business/Leisure, Older.

g p
incomplete – “is something 

missing?”



Detailed review: What we will do if we don’t get things right

 Bold statements, but because of the trust passengers have in c2c already, not unbelievable
 Again, could be condensed for easier reading.

Could be condensed and 
more to the point

Little notice taken of the link 
to the Passenger Charter

Commit to responding to all 
customer complaints –

more to the point

Perception that it would say 
the same thing but in more 

detail customer complaints 
doubtful that many other 

train companies would do this

detail

“I thought it would say the same as 
what they just said, because 

there’s quite a lot of words in here, q ,
so I just assumed it’s going to say 

the same.” 
Business/Leisure, Older.

More information desired 
about refunds

Shorter URL link to access it
“It’s quite good, it’s quite bold of 
them to say anything.  But they 

can because they’re such a good 
service.  You know so there’s a lot Some specific examples 
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of substance to them being able to 
say something like that.” 
Business/Leisure, Older.

desired e.g. what will you do if 
services are cancelled on 

Christmas Eve etc



Detailed review: Our approach to data

 Relevance of information not understood and passengers unclear how this level of data will assist them
 Expected to appear in a longer version of the Customer Report or in an Appendix.

Most admitted to ‘skipping’ 
this page and struggling to

Displays confidence in what 
they are producing and 

creates positive impressionthis page and struggling to 
see the relevance

creates positive impression 
that nothing is being hidden. 

Hard to imagine other 
companies doing something 

similar“Yeah it’s to be like the nitty gritty 
ff hi h f h l

“It must be from the confidence 
they have and what success 

they’ve had that they’re able to do 
that.” 

stuff, which most of the general 
person won’t want to know or 

understand.”
Commuter, Younger

Viewed as the ‘small print’ 
that you might expect in an 

appendix or longer version of 
the document Positioning in report 

confusing Should be

Commuter, Younger

confusing. Should be 
positioned after ‘our plans for 

c2c’ if included at all“That’s been plonked in the middle 
of the booklet.  Should be at the 

back somewhere.” 
C t Y
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Detailed review: Our plans for c2c

 One of the most interesting and informative pages of the report
 Consequently, should appear closer to the beginning of the report, perhaps after the ‘welcome 

message’

Well signposted and 
categorised by section

Should appear earlier on in 
the booklet as is one of the 

most important and 
i f i

message .

Succinct and bullet-points 
make for easy reading

informative parts

Some repetition in what has 
already been said on the first 

“I think it’s quite an important 

page

“It gives you a breakdown on how 
they’re spending their money like 
how they go about improving and q p

page, but again it should be right 
after the second or the third page, 

and once again the financial 
information is repeated, so they 
can take that off.  They already 
talked about it on page two so

how they go about improving and 
things like that.  It’s telling you, 

how they’re going to spend their 
money and what their aims are.”

Commuter, Younger

talked about it on page two so 
they didn’t have to repeat that 

again.”
Commuter, Younger

Fails to address passengers 
main concern: cost of travel. 
(Explained in more detail on 

the next page)

28

the next page) 



Our plans for c2c: A lack of information about cost causes 
uncertainty

 Unlike their perceptions on the majority of the report, passengers are left feeling underwhelmed and 
almost disappointed after reading the section ‘our plans for c2c’

 The reason for this is that the section doesn’t address passengers’ main concern ticketing and cost of The reason for this is that the section doesn t address passengers  main concern – ticketing and cost of 
travel

 Passengers want detailed information on future price rises and solid commitments that they can hold c2c 
toto

 Because of this lack of detail, passengers are sceptical as to ‘what might be around the corner’ and predict 
further price increases in the new year
 Particularly as some of the other sections e.g. ‘At stations’ goes into detail about the amount being 

spent and time periodsspent and time periods
 Passengers desire pre-warning about price rises, even if it does make for tough reading, so that they can 

prepare.

“I don’t think it’s generally addressing anything, 
what they do have in there about ticketing is 

quite specific to sort of students.”
Business/Leisure, Older.

“In fact they’re so vague on there, we probably 
will end up paying for all of these improvements 

in our ticket fares.”
Commuter, Younger.

“I’m sure there’s lots and lots of things, they can improve: stair 
free access, car parks, all of these bits, but the main thing is 

value and I can’t help feeling that they’re kind of skirting over 
the value side of things throughout the whole brochure ”
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the value side of things throughout the whole brochure.
Commuter, Younger.



Our plans for c2c: Other plans laid out are informative (in the 
most part) and considered achievable

 As well as more information about cost, passengers identify improvements across the other 
commitments:

Area Improvements

Our train service • A note that more information on the new timetable can be found on page 10

At stations • A lot invested into one station (Barking), information on reasoning and areas of improvement 
desired

• Information on spread of where new information boards and car parking spaces will occur

On our trains • Information on specific improvements that will be seen on the re-furbished trains
• An explanation as to what ‘smart train capability’ is• An explanation as to what smart-train capability  is

Customer service • Information on how the new delay-repayment scheme will be better than the existing one and a 
timescale for this

Safety and security • Higher expectations for the amount of reduction in ASB crimes (as listed later on in the report), 
lt f th i t li t das a result of the improvements listed

Customer and 
communities 
improvement fund

• Information on the amount being invested 

 Passengers have no real doubts that c2c will meet the commitments set out
 What has been set out is seen as realistic and achievable and concentrates on the short-term 

(mostly 2015-2017 targets)
 Moreover passengers have no reason to believe that c2c will not meet targets given that they have
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 Moreover, passengers have no reason to believe that c2c will not meet targets given that they have 
rarely been let down by the TOC previously.



Detailed review: Customer Experience

 Results are considered a fair reflection of the c2c service and entirely believable, particularly as survey 
conducted by an independent body
 Some surprise that the results aren’t even higher

Sceptical about some 
of the promises

Lots of talk about 
contact, but no 
contact details

 Some surprise that the results aren t even higher.

p

“Well the fact that 
they’re saying we 

want the most reliable 

contact details

a t t e ost e ab e
railway in the world is 

pretty amazing.
Especially as they’re 

not German!
Or Japanese!” 

Business/Leisure

Purpose of displaying 
and meaning of 

‘number of customer 
contacts’ unclear

Business/Leisure, 
Older.

Those that 
understood the

Impression that 
results can be trustedunderstood the 

reporting of train 
arrivals were 

impressed with the 
results More information desired on the 

results can be trusted 
as independent body 

measuring

Bar charts are favoured as they are clear in what they are 
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period when the figures were 
collected e.g. over weeks, months 

or years?

y y
communicating, but they are not representative of the 

numbers they are displaying e.g. size of 92% bar almost 
double that of 89% bar



Detailed review: Growth and Value

 Similar to the ‘Our plans…’ page, passengers feel this section (particularly the timetable proposals) is 
understated
 Communicates important and worthwhile information that should appear nearer the beginning of the

Passengers drawn towards 
th ‘hi hli ht ’ ti

 Communicates important and worthwhile information that should appear nearer the beginning of the 
report.

“I d thi ti thi b I’ t kithe ‘highlights’ section

A lot of emphasis put on the 
time table strikes as an

“I read this time thing because I’m taking 
part in this research, but had I not been, 

I’d probably have stopped reading by now. 
But it wasn’t a bother to read this page 

because it was interesting.”
Commuter, Youngertime-table – strikes as an 

important future 
development, that some 
(commuters) had already 

heard about

g

“That’s what is relevant to me though that 
bit, and the highlights and 2015. To me 

that was quite good, because there’s new q g
trains going from Rainham and Purfleet, so 

that’s great.”
Commuter, Younger

More information desired about
Uncertainty about ‘cost per 

passenger.’ Unsure as to More information desired about 
specific timetable additions and 

changes – perhaps accessible on the 
internet with a link in the report to 

direct to this

p g
what it means and how it is 

calculated
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Though another example of 
transparency and honesty



Detailed review: Sustainability and Community (1)

 Commuters in particular do not feel that this page is needed as it does not directly influence them
 Communication of the data comes under scrutiny in terms of its presentation and the measures used.  

Representation of numbers 
not accurate 

• Infographics becoming
Use of pictures/infographics 

liked and preferred to pieInfographics becoming 
larger even when number 

is decreasing
• Infographics not 

proportionate to number 
th di l i 9

liked and preferred to pie 
charts/bar charts

Measures used are confusingthey are displaying e.g. 9m 
displayed much larger 

than 9.3m

“Y h i ’ h I’ i d

Measures used are confusing 
e.g. kWh/m2. Should be 

communicated in layman's 
terms

Timescales could be longer e.g. 
over 2/3 years, in order to make 

the improvements look more 
i i

“Yeah, it’s not that I’m not interested 
in it because I’m bored of reading it, 
it’s just like, ugh I haven’t got time to 
be worrying about the environment 

at this point. I just have to get to 
work, yeah.” impressive

“But it’s only over a four or five 
month period, I think they should 

, y
Commuter, Younger.

“It’s almost you expect it to be in 
there but you’re not going to pay 
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have a longer time scale on that.”
Business/Leisure, Older.

y g g p y
much attention to it.”
Commuter, Younger.



Detailed review: Sustainability and Community (2)

 A pleasant surprise at the content of this page, with both Commuters and Business/Leisure passengers 
unaware of the contribution c2c make to the community.

Business/Leisure passengers in 
particular felt this page was

Liked the use of real-life 
pictures, but feel that more 

ld b tili d t f th particular felt this page was 
interesting and surprised that 

c2c contributed so much to the 
community

could be utilised to further 
communicate the points made

Displays a ‘softer side’ of c2c

“It could be more visual as well.  
Like a picture there so you can see 

where it is.”
Commuter, Younger.

“Yeah a bit at the bottom about for the 
fourth year running we’re taking the 

people on the train, they have the whole 
train going to the sea side and that’s
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train, going to the sea side, and that s 
really nice, that’s good community spirit.”

Business/Leisure, Older.



Detailed review: Leadership and People/Business Excellence

 Interesting but inconsequential pages for passengers
 All admitted to ‘skimming’ these pages and taking little out from them.

More 
information

Investors in people 
information 

desired about 
how gender 

splits by job role 
e.g. drivers 

award further helps to 
make passengers value 

the service that c2c 
provide

versus office staff

“I didn’t really see

Some surprised that this 
didn’t receive more 

attention I didn t really see 
what relevance it is, 
to put, you know, 
about the equal 

opportunity, male or 
female.”

B i /L i
“I thought they would 

Business/Leisure, 
Older.

g y
have made a bigger thing 
about them getting the 

Investors In People, 
because I didn’t realise 

they had that.”
Commuter Younger
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Commuter, Younger



Detailed review: Safety

 Of little interest to most, reassuring in places, but does not need to be communicated in so much detail.

CCTV gives an impression of 
f d i R i

Reduction in crime rate trivial 
because of the small amount safety and security. Reassuring 

that all stations are monitored

because of the small amount 

“They are planning to reduce it by 
five.  Is that a million or a 

No aspirations for the number of 
reported accidents

“W th t th d ’t thi k

thousand?”
Commuter, Younger

“We assume that they don’t think 
that they’re going to get any better 

than that.”
Business/Leisure, Older.
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Detailed review: Getting in touch

 Contact details should appear earlier on in the booklet, but are also useful on the back page for ease of 
access.

Information should 
come further 

“I think it should come a bit earlier 
on really. But leave it on the back as 

well.”
Business/Leisure Older forward in the 

booklet – possibly 
after Julian Drury 
welcome message

Business/Leisure, Older.

Surprised not to see 
a twitter handle as a 

form of contact
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Detailed review: c2c poster

 Before the poster was shown, some spontaneously mentioned using a poster to communicate the key 
points of the report

 The poster is liked by passengers as it provides a snapshot of the key themes
 Can be read in a couple of minutes as a shortened version of the Customer Report

 Passengers see the poster as versatile and used to communicate the key messages through multiple Passengers see the poster as versatile and used to communicate the key messages through multiple 
channels:
 Displayed at the station
 Handed out at the station
 Displayed on the train Displayed on the train
 On the App or website
 In the newspaper e.g. Metro/Evening Standard.

“Or maybe even an app. It is like a condensed 
version of the full report, so you can quickly 

go to it, to see what interests you.”
Commuter, Younger.

“You’re on the phone or you just 
gaze out of the window or 

something, and yeah you could 
have it somewhere in the carriage ”have it somewhere in the carriage.

Business/Leisure, Older.

“I mean on an e-mail it would certainly 
help with all the high points and stuff.”

“Y ld t it i th M t ”
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Business/Leisure, Older. “You could put it in the Metro.”
Business/Leisure, Older.



Reactions after seeing the GTR Customer Report

Following the critique of the c2c Customer Report, we asked passengers to view the GTR report. They were 
given 5 minutes within the reconvened group to read GTR’s version

C P i

 After seeing GTR’s Customer Report, passengers can identify several examples of things that GTR deliver 
better than c2c

Content Presentation

 Easier reading, as a result of
 Less text and better use of bullet points

L f t d i i

 Detailed schedule of what improvements will 
be made and exact dates for when these will 

 Larger font and more spacing in 
between lines and paragraphs 

 Visually more appeasing due to more real-life 
i t

occur
 More information on costs and ticketing

pictures.

“I like the calendar the way they’re 
doing it like this with the deadline, 
what they’re doing when. It wouldwhat they re doing when.  It would 

be quite good to have that.”
Commuter, Younger

“This one [GTR] has got a more clearer font, more spaces. 
It’s just more clearer and much more approaching and
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It s just more clearer and much more approaching and 
very nice to read through.  This [c2c] is a bit too small and 

a bit too close.”
Commuter, Younger



Improving the customer report (1)

Section Conte-
nt

Prese-
ntation Improvements Stay or go

Front cover • Picture clearer in depicting passengers using the train
• Some explanation as to what ‘Customer Report’ means Stay

A welcome 
message from 
the Managing 
Director

• Fewer words to make the task of reading not so daunting – use of 
bullet-points where possible

• Paragraphs signposted to make for easier navigation around the page
• Contact details for c2c

Stay

Britain’s Best 
Railway

• Increase relevance of information for the passenger
• Incorporate this information into another page if necessary Go

What we will 
do if we don’t • Text more condensed and headings utilised for sign-posting Staydo if we don t 
get things right • Shorter URL link to access Passenger Charter Stay

Our approach 
to data

• Communicate importance and relevance of this section to passengers
• Rename to communicate honesty, transparency and availability of data
• Re-locate section in the report – perhaps towards the back

?
• Re locate section in the report perhaps towards the back

Our plans for 
c2c

• More information on costs and ticketing
• More detailed information about improvements (in places)
• Timelines for all improvements
• Should appear further towards the beginning of the report Stayc2c Should appear further towards the beginning of the report
• Sign-posting on where further information can be found about any of 

the improvements e.g. further on in the report or on-line
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Improving the customer report (2)

Section Conte-
nt

Prese-
ntation Improvements Stay or gont ntation

Customer 
Experience

• Period that data is collected over
• Results from previous year(s)
• Clarification as to what ‘customer contacts’ are 

Stay

Growth and 
value

• Should appear nearer the beginning of the report
• More information on meaning of cost per passenger and how it is 

calculated
Stay

Sustainability • Infographics representative of the size of the number
and 
Community (1)

• Clarification on the measures used e.g. kWh/m2
• Longer timescales to make improvements look more significant

Stay

Sustainability 
and 
C it (2)

• More ‘real-life’ pictures Stay
Community (2)

Leadership and 
People

• Reduce amount of space the section occupies, append, or make 
available on the internet for further reading

• Information on breakdown of genders by job title
Go

Safety

• Reduce amount of space the section occupies, append, or make 
available on the internet for further reading

• Reduction in ASB crimes insignificant – longer term targets desired
• Information on reduction in number of reported accidents

Go

i iGetting in 
touch • Contact details to appear nearer to the beginning of report Stay
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Change in attitude towardsChange in attitude towards 
TOC as a result of Customer 
Report

42



Limited emotional engagement felt towards c2c

 Prior to seeing the Customer Report, passengers felt limited emotional engagement towards c2c, despite 
having a positive view of the service

 This is primarily due to: This is primarily due to:
 The name ‘c2c’ doesn’t mean anything – “don’t even know what it stands for”
 There is no ‘face’ or personality to the brand
 Difficult to relate to them – “they’re just a train service, nothing else”

 They cite Virgin Trains as the brand that they have most affiliation and relationship with

 Passengers identify ways that c2c could improve the relationship between themselves and the passenger:

Create a brand identity
 More striking, energetic 

branding
 Increase media presence

Reward for Loyalty
 Loyalty schemes
 Vouchers for days 

Updates about the service
 Free magazines
 Poster campaigns

 Increase media presence
 A figurehead that people 

can associate with the 
brand

out/future travel

 Having said this, passengers are prepared to trust c2c, are not hostile towards the TOC and hence are 
open to listening to their commitments and reading the Customer Reportopen to listening to their commitments and reading the Customer Report
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Customer Report has mixed impact on passengers’ feelings 
towards c2c

 For the most part, the Customer Report adds to the trust passengers have in c2c

 Moreover, passengers acknowledge that c2c do attempt to enhance the emotional engagement:
 Providing information on aspects such as c2c ownership
 Information on who is in charge, i.e. Julian Drury 

 However, this is overshadowed by the lack of detail the report provides in terms of future plans for 
the network

 And in particular their concerns around cost of travel
 Passengers even question whether c2c are ‘hiding’ something 
 Speculating that this could be the only reason why they do not provide any more information 

around the subject of value for money 

 Because of the level of trust passengers feel towards c2c, the TOC could do more to be upfront with 
their passengers, even if that does mean delivering ‘bad’ news from time to time. 

“It’s a mixed bag for me because on the first read, yes, and 
then because there’s so many crucial points that they miss, 
I think that they don’t have the time or they don’t produce 

the figures because they don’t know.  Are they being 
cunning and so therefore there is a very mixed bag for me 

because I don’t where they’re sitting ”

“Yeah, I mean again it’s something that 
is not going to blow you away.  It’s 

something that, you know, I can either 
live with it or without it.  So it’s quite 

nice I guess.”
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because I don t where they re sitting.
Commuter, Older

g
Business/Leisure, Younger



Passengers’ messages to Julian Drury are positive but request 
further information about fares

Good luck, keep it up and carry on 
doing what your are doing.

How are the fares going to increase?

I’d like to see more information on the 
price of tickets over the next few years. I hope you don’t become complacent 

and continue to deliver a good 

Good service, keep up the good work.

g
service.

Good service, keep up the good work.

You should be proud.

Congratulations, you are making your 
customers proud.

D ’t t i !
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Don’t put your prices up!



Summary and Conclusions
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Customer Report is received well by passengers, but one key 
area of concern exists

 Passengers are extremely positive about their experiences of travelling with c2c 
 The only real improvements that they desire is around value for money, consisting of factors 

s ch as cheaper fares introd ction of a lo alt scheme and better pro ision and choice ofsuch as cheaper fares, introduction of a loyalty scheme and better provision and choice of 
tickets

 Other improvements are limited and non-essential

 Overall passengers are largely positive about the c2c Customer Report Overall, passengers are largely positive about the c2c Customer Report
 This is within the context of passengers’ good relationship with c2c and their experiences with 

c2c being largely positive     
 Content and presentation is acceptable, with little objection as to what is set out

 However, the report does not sufficiently address passengers key area of concern: value for money
 Because of this omission, passengers are left feeling underwhelmed whilst some accuse c2c of 

hiding the truth 
 This affects the extent to which passengers positively rate the content and credibility of the This affects the extent to which passengers positively rate the content and credibility of the 

customer report
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Addressing fares and value for money would position the 
report much more positively

Content:
 Informative and interesting to read
 Information communicated using appropriate terms

 More information on cost of 
travel Information communicated using appropriate terms 

 Messages, on the whole, delivered quickly and succinctly
 Lacks information on the only real pain point for customers 

(value for money and cost)

travel
 Commitments that focus on 

offering improved value for 
money

Presentation:
 Colours liked; pink striking and eye-catching
 Recognisable and consistent with other c2c produced material
× Lengthy - 10 pages considered optimum

 Shorten the length of the 
document
St li t t f× Lengthy 10 pages considered optimum

× Too much white space in places – close up
× Dense text - bullet points to be utilised more
× Graphics not proportionate to the number they are displaying –

more representative

 Streamline text for 
manageable reading

 Better, more varied use of 
graphicsmore representative

× Fewer icons - more ‘real life’ pictures

Distribution:
 No knowledge of existence of the report, though perhaps

 Make available through more 
channels e.g. multi-mediaNo knowledge of existence of the report, though perhaps 

influenced by timing of research
 Limited channels it is available through

Credibility:

 Posters to communicate key 
points

 Information and openness Credibility:
 Passengers optimistic and trust the promises c2c set out as a 

result of their existing positive impression of the TOC
 Lack of information about fares causes passengers to question

48

p
about fares, regardless of 
whether this is good or bad 
newsintegrity.
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