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Even with no 

Covid-19, we’re 

in trouble





In a Covid World, 
we have to wake up 
and prepare

…now.



• Economic recession / unemployment

• Post-lockdown processes

• Changed ‘priorities’.

• Disruption preparedness

• Work from home / telecommute

• Restrictions  and control



Customer Centricity
A happy customer goes a long way



WALT DISNEY MODEL



MEGATRENDS

• Individualisation

• People expect to be treated as individuals.

• They expect companies to understand and deliver

what they need without specifically asking for it.

• What does that mean for a mass produced service 

like Public transport?

• Digitalisation

• Anything that can be digital will become digital –

and personalized!



DIGITALIZATION IS CHANGING OUR LIVES …



MEGATRENDS

• A shift in power – customers are getting more and 

more powerful

• Companies no longer have any information 

advantages – customers are  well informed

• Communication is no longer about company 

megaphones in one way mass marketing

• Communication goes both ways – as well as 

sideways - in social media

• Communication is between customers!



DEFINITION OF CUSTOMER EXPERIENCE

Customer Experience is the customers’ engagement with an organisation across all 

touch points of their end to end journey. 

This will include the core transport service – in many cases getting them from A to B 

reliably and safely – and other interactions e.g. customer information, staff, the built 

environment, cleanliness, ease of buying a ticket, accessibility and levels of crowding.

Customer experience also includes the interactions customers have with us whilst not  

travelling. This includes the PT Operators website, customer contact  centre, APPS, 

social media, refund procedures, direct mail, consultations,  advertising campaigns 

and safety initiatives.

The ability of PTOs to provide a positive customer experience across all touchpoints is 

integral to ensuring loyalty and trust with the organisation and enhance the reputation 

of the organisation.
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DEFINING PRINCIPLES OF CUSTOMER CENTRICITY

1. Customer Experience – get the basics right

2. Understand your customer

3. Develop a customer promise

4. Develop a customer culture

5. Customer Led Innovation

6. Measure how you are doing



GET THE BASICS RIGHT - HYGIENE

• Punctuality, regularity, cleanliness

• Basic comfort, crowdedness

• Ticketing

• Passenger information

• Safety and security

• Communication channels 



UNDERSTAND YOUR CUSTOMER

• Ensure you understand all the customer touch-points end to end 

• Collate and use customer data and turn this data into actionable  

insights

• Market research helps to understand:

• Who are the current and potential customers?

• To whom the product should be targeted?

• What marketing strategies should be used to target these 

groups?

• Improvements/changes required to increase use

• Reasons for individuals for using / not using Public Transport



TYPES OF RESEARCH

• Customer Profile Research

• Customer Satisfaction Survey

• Market Share Survey

• Travel Characteristics

• Stated Preference Survey

• Revealed Preference Survey

• Elasticity Surveys (price, service, product)



TYPES OF MARKET RESEARCH

• Observation

• Focus Groups

• Interview

• Survey / Questionnaire



NEW WAYS OF DOING RESEARCH



UNDERSTAND YOUR MARKET USING BIG DATA

• Collect and combine large amounts of data - Big  Data - from various

sources
• ticket data, journey data and customer satisfaction data etc.

• Advanced analytics to understand overall potential and market share, 

customer segments etc.

• Possibility of analysing at more detailed level to  identify for example 

market share and potential for  certain areas or lines.

• Map customer behaviour – as a base for  "personalized”

services.



MAKING A PERSONALIZED RELATIONSHIP



CUSTOMER LED ORGANISATIONS

• Develop a customer promise which is used internally and 

communicated to your customers



DEVELOP A CUSTOMER CULTURE

• Strong lead from the top / leadership

• Create advocates throughout the organisation through staff

'champions’

• Communicate and share successes



THE CULTURE CHANGE IS ACHIEVED THROUGH LEADERS

• Genuinely committed to customers and who see it as 

their job to always make them better

• A systematic work with focus on culture  change, 

learning and improvement

• Requires training, training and training of 

management teams at all levels



CUSTOMER LED INNOVATION

DEVELOP INNOVATION AT ALL 
LEVELS OF THE ORGANISATION 

WHICH GOES BEYOND TECHNOLOGY

SOLUTIONS CAN BE BIG OR SMALL 
AND INVOLVE EVERYONE



MEASURE HOW YOU ARE DOING

• do this via a customer scorecard, 'effort' score and have KPIs 

linked to this

• know what your goal is in terms of your customer



COMPONENTS OF SERVICE QUALITY

Tangibles – Appearance of physical elements

Reliability – Dependable and accurate performance

Responsiveness – promptness; helpfulness

Assurance – competence, courtesy, credibility, security

Empathy – easy access, good communication, understanding the customer



SEVEN SERVICE QUALITY GAPS
Customer needs and 

expectations

Management definition 
of these needs

Translation into 
design/delivery specs

Execution of 
design/delivery specs

Customer perception 
of service execution

Customer experience relative 
to expectations

Customer interpretation on 
communication

Advertising and 
sales promise

MANAGEMENT

CUSTOMER

1. Knowledge Gap

2. Standards Gap

3. Delivery Gap

4. Internal 
Communication 
Gap

5. Perceptions Gap 6. Interpretation Gap

7. Service Gap



CLOSING THE GAPS

1. Knowledge Gap – Learn what customer expect

2. Standards Gap – Specify standards reflecting expectations

3. Delivery Gap – Ensure service performance meets standards

4. Internal Communications Gap – Ensure promises are realistic

5. Perceptions Gap – Educate customers to see reality of service 

quality delivered

6. Interpretation Gap – Pre-test communications for clarity and 

ambiguity

7. Services Gap – Close other gaps to meet customer 

expectations consistently 



To envision what matters most to the customers and adopt customer 

centric approach

UNDERSTAND CUSTOMER NEEDS THROUGH 

JOURNEY MAPPING EXERCISE

Trip Planning

During-journey Post-journey Others

Traffic Status

Value of money

Navigation

Transit

Information

Tourist  

information

Time Management

Efficiency

Accessibility

Pre-journey



Train Trip/Light Rail  

Planner/ Chatbot
Check the route, fare, journey  

time, and first/last train  

information to the destination

During-journey Post-journey Others

Traffic News

Overview of real-time service  

status and provide passengers  

with alternate transportation  

information

Ticket Suggestion
Help customers to find the best

ticket products/fare promotions

to make extra savings

In-station Finder Provide  

way finding function at  

Admiralty station

Bus Info/ Exit  

info
To find the free  

connection buses to  

destinations and  

walking path from  

MTR station to the  

POI

AEL/Tourist Info

Provides Airport Express,  

real-time shuttle bus  

schedule and tourist info to  

get around HK

Next Train

Provide the real-time arrival  

time of selected lines

Fast Exit
Provide the specific train car  

and door number to board to  

reach destination more quickly

Station facilities/Barrier free  

facilities/Shops and Malls

Provide station facilities and MTR

shops information

Innovate digital initiatives that cater customers’ needs

MTR implemented the following innovative functions to deliver outstanding customer experience along customer journey.

MTRC HONG KONG
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FEEDBACK DATABASE SYSTEM

Organizational and systematic improvements based on customer feedback.

Customers

Database for the collection & analysis

of customer feedback

Customer
feedback

Phone

Improvements

Analyze  

the database

Feedback database System

Call  

Center
Internet  

SNS

IT

Im
p
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Front-line employee

On-site offices:

Stations, crew/maintenance
Depots, Shops

Branch Offices

Headquarters

Final evaluation



Public Transport 

is all about

“Passenger 

Experience”



Design + 

Marketing + 

Communications

PX =



Don’t do 

‘PX by Accident’



PX: Building the 

Passenger Journey



What passengers want
– Seamless, accessible journeys aka convenience



What passengers want
– Journeys built for ‘me’, ‘you’ and ‘us’



To ‘build’ 

passenger 

journeys, you 

must ‘engage’



QUESTIONS?



THANK YOU!

www.transconsultasia.com

alokjainhk / 
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