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CASE INSIGHT

Stagecoach operates bus services across the UK.
How does it know who its customers are and where
they want to access its services? We speak to Elaine

Rosscraig to find out more.

Stagecoach UK Bus is one of the argest bus operators

in the UK, operating both expeess and local bus services
ACross the country. In addition the company operates a
comprehensive network of intercity Operations unoer
the Megabus Brand, We Cconnect Communities in over
100 towns and cities in the UK, operating a Meet of
around 7,000 buses, We carry over two million customers
every day on our network which stretches from Devon
10 the north of Invern2ss. So how do we identify who cur
customers are and where they may wish 10 aCCess our
services? Well, that's a very interesting and important
quesncn

At Stagecoach we have formulated our segmentation
and positioning strategy 1sing primary research, By 1sing
the results of the primary research we have identdied
our key market segments, whach have been compiled
into three groups, all of which are hinked to bus use
These groups may be categorized as: user lapsed user,
and non-user.

An important target market for Stagecoach is the
non-usar segment. The customears contained within
this segment demonstrate a propensity to switch made
1o bus. We estimate that about 30% of exsting non-bus
users in the LUK have a propensity to switch the made of
transport they are regularly using given the agpropnate
incentives. In addition it s essential that Stagecoach
address the percerved barriers associated with bus travel
amongst this group

Through geodemographic prefiling we have further
identified micro demographic segments within 2ach
of the local areas which we senve, to whom specific
barriers to bus use are an issue. This information has
formed the basis of our sagmentation strategy and
how we subseguently tailor our communication with
each of these prospect customer groups.
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A major issue to consder is how public transport is
currently perceived by these taget segments. Pulii
transport in general has a negative reputation in the UK
This is the result historically of limited ongoing customer
communication, inadequate staft wraining. and pooe
Customer relations within the industry.

Customer perception of Stagecoach is linked directly

10 the journgy experience and customer satisfaction

In arder of priceity the following aspects of service
contribute 10 customer satisfaction with the Stagecoach
service: reliabilty'punctuality, staft attitude, comfort
during the journey, cleanliness of the vehicle (internior
and extenod), space for bags/pushchairs, and value for
MONey.

Given the primary research findings to date and
the market segments identified, what would you
recommend Stagecoach do to target and position
their brand to the differing market segments to
encourage switching in mode of transport and use
of Stagecoach’s services?

Customer perceptions seem 1o be entirely driven by the
journey experience

Stagecoach
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