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ABSTRACT

The purpose of this research is to study consumer satisfaction with the perceived quality of ground public
transport (GPT) services in the Moscow metropolitan area. The methodology used includes identification
of the quality attributes of GPT services relevant to consumers which affect consumer satisfaction, the
choice of alternative transport modes, and the competitiveness of GPT services. Study reliability is ensured
by a representative sample which included the results of an online survey of 1517 respondents, cluster
analysis and the employment of the CHAID decision tree method. The authors formulated and confirmed
4 hypotheses. Thirty-two attributes influencing consumer satisfaction with GPT services were obtained;
clusters with different degrees of satisfaction were identified; and attributes of perceived quality which
are important for consumers when choosing transportation modes were revealed. Recommendations for
marketing and management solutions to improve the competitiveness of urban GPT services in relation to
substitutes in order to increase the mobility of the population and reduce the environmental pollution of
the metropolis were proposed.
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INTRODUCTION satisfaction with urban public transport services
becomes very urgent for economic entities in the

Under conditions of extremely unstable socio- field of public transport (Singh, 2013).

ecological systems in megacities, the task of public
transport development and increasing consumer
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At present, public transport in Moscow carries
out about 80% of passenger traffic, and it is planned
to increase this share by 10% by 2030. This will
halve the share of private vehicles, unload the
street network, and reduce vehicle emissions
(Lopatinskaya et.al., 2021). Switching 90% of the
city population to public transport in urban
passenger transportation can be achieved not only
by restrictive measures regarding the use of
private vehicles, but also by improving the
performance of public transport and increasing
passenger satisfaction (Skorobogatykh at al. 2019).

A passenger's choice of a way to move around
the city between a private car and public transport
depends on his satisfaction with important
attributes of the quality of public transport
services, for example, such as speed, regularity
(reliability) of communication, comfort, and cost.
Changing the indicators of the quality of public
transport services and increasing consumer
satisfaction with the attributes of the quality of
service makes it possible to redistribute the
passenger flow in favor of public transport.

Increasing consumer satisfaction with public
transport services compared to alternative modes
of transportation in the metropolis is possible only
at the expense of maximum satisfaction of
consumers’ generic and derivative needs in
mobility (Li et.al., 2018).

In world - and Russian - practice, there is
considerable experience in measuring consumer
satisfaction with the quality of public transport
services. However, there are no universal
methodologies for studying and measuring
consumer satisfaction with the attributes of the
quality of public transport services.

In this connection, researchers have to carry out
a scientific search for such a methodology of
studying consumer satisfaction with the quality of
GPT services that would be adequate to the tasks
of researching the problems of increasing
consumer satisfaction with public transport in
specific territories.

Managing consumer satisfaction with urban
public transport services is a complex and non-
trivial task, as is explained by the fact that
consumer satisfaction with a service is determined
by the set of only those specific attributes that are
of clear interest to a given consumer and ensure
the satisfaction of this particular need (Popov et.al.,
2016).

From the authors' point of view, the fulfillment
of this complex task is provided by applying the
marketing concept, which will allow forming a
positive image in the minds of actual and potential
consumers of the enterprises providing urban
public transport services.

The purposes of this research are to study
consumer satisfaction with the perceived quality
of GPT services in the Moscow metropolitan area
on the basis of the authors’ methodology; identify
the attributes of GPT service quality that are
relevant to consumers and affect consumer
satisfaction as well as the choice of alternative
modes of transport, and the competitiveness of
GPT services. As a result, the authors have
formulated the following research questions:

1.Which attributes of public transport services
quality mostly influence the dynamics of the
level of consumer satisfaction?

2.What additional factors influence consumer
overall satisfaction with the GPT which are
differentiated by the degree of satisfaction
with the most critical and relevant attributes
of service quality?

LITERATURE REVIEW

Customer satisfaction with the perceived quality
of goods, services/enterprises

Researchers describe consumer satisfaction with
goods (services)/enterprise both in a general sense
and in relation to the public transport system
(Lukina et.al., 2018; d’Ovidioa, 2014). A number of
theories of satisfaction are based on the assertion
paradigm, according to which the consumer either
confirms or denies the compliance of the goods
(services)/enterprise in question with the
reference requirements that were pre-formulated
or modified during the consumption of goods
(services) (Salimova et.al.,, 2007; Ibrahim et.al,,
2019). The psychological state of the consumer,
which reflects such compliance, is called
satisfaction with the purchase of a good/service
(Miller, 1977; Ofia et.al., 2015).

Some authors consider satisfaction with urban
public transport services as an emotional response
to the perceived quality of service attributes, based
on arational assessment of the attributes and prior
consumer experience (Rakhmatullina, 2015;
Mkhitaryan, 2020). Summarizing different
approaches to defining the “satisfaction” concept
in relation to public transport networks, Nosov
singled out three main components: consumer
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emotional reaction, rational assessment of the
quality attributes of transport services based on
experience and comparison, and finally,
consolidation of the assessment obtained in the
consumer experience (Nosov, 2014). Gavrikov and
Penshin defined satisfaction as the degree to
which the provision of services meets customer
needs and values (Gavrikov et.al., 2015).

Del Castillo, Benitez, Tyrinopoulos, Antoniou and
others, when studying satisfaction, operated with
the concept of “satisfaction level”, which they
defined as an aggregate measure of perceived
satisfaction with the attributes of the transport
system [Castillo et.al, 2012; Tyrinopoulos et.al.,
2008).

International and Russian scientific literature
describes a significant number of methods,
techniques, models  assessing  customer
satisfaction with the quality of goods and services
(Zavyalov et.al., 2015; Lambin, 1996; Tlegenov,
2017; Faskhiev, 2017; Stutsman, 2002; Yaya, 2014).
To assess consumer satisfaction with the quality of
services, in practice, consumer satisfaction indices
are widely used (Barabino et.al., 2012; Castillo,
et.al., 2012).

Along with the indices of satisfaction in the
scientific literature, methods, models and
methodologies are described that were
systematized by the authors as the most relevant
for studying consumer satisfaction with public
transport services (d’Ovidioa, 2014; Shinkarenko
et.al, 2014). The analysis of the research carried out
by the authors showed a wide variety of methods
from Lambin's multi-attributive model of
relationships (Lambin, 1996), to Kano's model
(Jaime, 2018), to a customer satisfaction
management model based on the profile method
(Faskhiev, 2017), to “touch (contact) points”
models (Sidorchuk and Efimova, 2015), and finally
to a comprehensive assessment methodology of
satisfaction which considers both objective and
subjective attributes of the public transport
system (Lopatinskaya et.al., 2021, Eboli et.al., 2011;
Tyrinopoulos & Aifadopoulou, 2008).

Quality attributes of public transport services
that affect customer satisfaction

We have analyzed research data from 2007 to
2020, one of the purposes of which was to identify
the most important attributes of perceived service
quality for consumers. It should be noted that
there is a widespread in consumers’ opinions

regarding the key and most important quality
attributes of public urban transport services.
Whereas in experiments conducted by A.
Parasuraman, A. Zeithaml and L. Berry in 1988
using the SERVQUAL method (Parasuraman et.al.,
1988), reliability was the most important service
quality attribute in any market. Later, in studies of
the public transport services quality for the period
of 2007-2020, such service attributes as traffic
frequency, safety and comfort turned out to be as
significant for the consumers as reliability (Eboli
et.al.,, 2007; Habib et.al., 2011; Iseki et.al, 2010;
Felleson et.al., 2012; Ofia et.al., 2013; Bordagaray
et.al., 2014; Tarigan et.al., 2014).

A significant contribution to research on the
efficiency and quality of public transport was
made by scientists from countries with emerging
economies, in particular from Indonesia, India and
Russia (Tarigan et.al., 2014; Zavyalov et.al., 2015;
Popov et.al.,, 2016; Gavrikov and Penshin, 2016;
Faskhiev, 2017; Seifullaeva et.al., 2018; Sidorchuk
and Efimova, 2015; Morozova, 2018; and
Lopatinskaya et al. 2020).

Research by Russian scientists was carried out in
such large cities as Moscow, Sochi, Novosibirsk,
and Tomsk on different categories of public
transport consumers, ground and underground
transport in particular, using various methods of
mathematical statistics as factor analysis (Popov
et.al,, 2016; Tsoy et. al., 2017; Lopatinskaya et al.
2020), regression models (Gavrikov and Penshin,
2016) and structural equation modeling
(Sidorchuk and Efimova, 2015). In addition to the
above, the most important attributes of perceived
service quality revealed in these research studies
were: congestion, cleanliness, cell phone service,
no crowds, navigation signs, cost-effectiveness,
accessibility, the choice of alternative modes of
transport, and others.

Some Russian researchers have noted that the
consumer appraisal process usually qualifies as a
confirmation/non-confirmation of expectations
paradigm. It is assumed that consumer satisfaction
with the service quality is achieved when the level
of expected and perceived quality corresponds
(Seifullaeva et.al., 2018; Aveznova et.al., 2017).
Other Russian and foreign researchers have tended
to consider the perceived service quality, including
public transport services, rather than the expected
quality, since this marketing construct correlates
well with customer satisfaction and value
(Morozova, 2018; Geetika, 2010; Kral et.al., 2018;
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Pojani et.al., 2015; Rayushkina et.al., 2013; Ofia
et.al., 2015).

Analysis of the existing literature gives us a
variety of methods and models for assessing
customer satisfaction of the perceived quality of
services. It helps to develop the author's research
methodology relevant to the assigned research
tasks. At the same time, we have considered the
importance of studying the competitive positions
of the analyzed objects and the behavior of
consumers of GPT services in Moscow.

METHODOLOGY

The authors’ research methodology was
developed to study the consumer assessments of
GPT service quality based on the integration of two
methods of assessing the quality attributes of GPT
services that affect the level of customer
satisfaction.

Moscow public transport services are provided
to residents of the metropolitan area by ground
and underground public passenger transport; it is
the largest transport hub in Russia. With the help
of Moscow public transport, more than 16.5
million trips are made per day, which shows a high
degree of load on this system'. The GPT system is
represented by urban and suburban automobile
and electric transport, the corresponding transport
infrastructure. Motor transport includes buses and
minibuses, electric transport - both rail transport:
trams, city trains (including high-speed aero
express trains), monorail, and non-rail in the form
of electric buses and cable cars. The organization of
rental bicycles and scooters contributes to
passengers’ commuting from the metro stations to
their final destination and vice versa. The most
important component of the transport
infrastructure consists of routes urban transport
routes covering different areas of Moscow, and the
regulation of traffic flow using the Moscow Central
Ring *, radial and peripheral lines of urban

1 Moscow Public transport dynamics:
https://www.mos.ru/mayor/themes/2299/71780
50/

2 Moscow Central Ring is an important part of
the Urban Ground public transport component of
31 stations, that encircles historical part of
Moscow. The line is rebuilt from the Little Ring of
the Moscow Railway and opened to passengers
on 10 September 2016.
https://www.mos.ru/en/news/item/95857073/

transport, Moscow  Central

Diameters’.

We focus in this study on studying consumer
assessments of satisfaction with GPT (specifically
the buses and electro buses) using the following
methods:

1. A methodology for classifying respondents
according to their satisfaction with the perceived
quality of metropolitan GPT services. This research
and analysis methodology allows for classifying
respondents into groups (clusters) using a
deductive method by the degree of overall
consumer satisfaction with GPT services in general,
satisfaction with GPT route network by 16 quality
attributes, and satisfaction with equipment and
condition of buses and bus stops by 16 quality
attributes (see Table 1). This methodology
identifies the most problematic attributes
affecting the satisfaction with the GPT route
network, the condition and equipment of buses
and bus stops in metropolitan Moscow for selected
groups of clusters with different degrees of
satisfaction (dissatisfaction). Methods of analysis
used included method of multidimensional
classification - hierarchical cluster Ward's analysis;
correspondence tables, and chi-square criterion to
assess the significance of the relationship.

The degree of satisfaction was assessed on a 5-
point scale with 1 - not satisfied, 2 - rather
dissatisfied, 3 - partly satisfied, partly not, 4 -
rather satisfied, 5 - completely satisfied.

The study was conducted in the 4th quarter of
2020 by the researchers of members of the
Department of Marketing (Academic chair) of
Plekhanov Russian University of Economics.

The methodological basis for the field phase of
the study of consumer satisfaction with the quality
of GPT services was sample surveys of the
population of Moscow-city. The online
questionnaire was conducted on a sample of 1,517
valid units. The sample size was calculated using
the non-repeat selection formula considering the

including the

3 The Moscow Central Diameters (MCD) are the
system of city train services on existing
commuter rail lines in Moscow and Moscow
region (Moscow metropolis area). The system
began operation on 21 November 2019, when the
first two lines were launched. On 27 December
2019, passengers made record 554.6 thousand
trips.
https://www.mos.ru/en/city/projects/diametries/
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adult population of Moscow, or 10.35 million
people. (According to Federal State Statistics
Service(RosStat) data) and a marginal error of the
mean 0.05 points (which, with a 5-point
assessment of satisfaction, is 1%).

Table 1: Quality attributes of GPT services that determine customer satisfaction

Attributes of service quality that affect
satisfaction with the GPT route network

Attributes of service quality that affect
satisfaction with the equipment and condition
of buses and bus stops

Ticket price

Proximity of bus stops

Frequency of bus travel

Waiting time at a stop

Punctuality (keeping a schedule)

Bus schedule

Convenience of getting on/off the bus

Bus congestion

9. Feeling safe at the bus stop

10.Feeling of safety on the bus

11. Equipment and condition of the bus

12.Convenience, equipment, appearance of the bus
stop

13.Driver behavior

14.Behavior of controllers

15.Convenience of buying a ticket/paying the fare

16.Accessibility of transfer to other modes of
transport

PN AWM=

1. Ticket validation/payment system inside the
bus

2. Air conditioner operation

3. Navigation inside the bus

4. Entry/exit equipment

5. Luggage space

6. Equipment for passage of people with low
mobility

7. Cleanliness of the vehicle

8. Scoreboard with the actual time of arrival of the
bus

9. Weather protection (wind, precipitation)
10.Seating places at the bus stop

11. Navigation (map with the position of the bus
stop and the nearest important points)

12.Ticket service

13.Internet service

14.Sockets for charging your phone

15.Lighting at the bus stop

16.Cleanliness at the bus stop

Source: author’s work.

To ensure representativeness, gender and age of
the sample corresponded to the proportions of
Moscow dwellers in accordance with the data of
Federal State Statistics Service (RosStat) for the
adult population (over 18 years old to the age of
retirement - 60+ for women and 65+ for the man*).
The wide distribution and accessibility of the
Internet in Moscow makes it possible to reach a
sufficient number of Moscow dwellers using
online questionnaires to ensure
representativeness, based on quotas of age
distribution. The internet penetration rate in

4 Researchers excluded the Youth population
(under 18) and retired (senior) population (60+ for
women and 65+ for man) from the sample.
According to the decisions of Moscow government
the retired population use the all Public transport
services free of charge, and the Youth are using
public transport services with the discount, but
even the payments for them are sponsored by

Moscow is 87.5, compared to 85% for Russia as a
whole’.

2. Methodology of studying the impact of
consumer assessments of satisfaction with the
attributes of GPT services on overall satisfaction.
According to this methodology: consumer groups
with different degrees of satisfaction with the
route network of GPT are identified; the most
relevant and problematic attributes of quality of
GPT services, affecting consumer satisfaction and
choice of alternative modes of transport are
determined; and consumer groups for which

parents. Based on this assumption we decided not
to invite them into the survey, because level of
satisfaction for them in high enough, and this is
confirmed in our previous studies.

°> Leaders of Internet penetration rate in Russia:
https://www.tadviser.ru/index.php
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various attributes of perceived quality of transport
services, in addition to the key, most critical
attribute, significantly affect consumer satisfaction
scores are identified. The methods of analysis used
was the method of constructing a classification
tree - CHAID - based on the evaluation of the
relationship of parameters using the chi-square
criterion.

The following parameters were set for the
construction of the classification tree: maximum
number of levels in the tree - 3; minimal number
of variables in the parent node - 200; minimum
number of variables in the child node - 100. These
parameters were chosen in order to ensure the
representativeness of the terminal nodes, and,
therefore, to increase the reliability of the
conclusions. A larger number of tree levels or a
decrease in the minimum size of the parent node
and the child node would lead to a reduction in the
size of terminal nodes, which would cast doubt on
the results of the analysis.

As a result, a classification tree including 18
nodes was built.

The variable “Satisfaction with the quality of
services of the route network of surface urban
passenger transport” was chosen as the target
dependent variable, created on the basis of

50.0
45.0
40.0
35.0

30.0
25.0
20.0
15.0
10.0
5.0 -
0.0

Not satisfied

Share of respondents, %

Partially satisfied

respondents' evaluation of the overall satisfaction
with GPT.

This research assumed the following:

The profile of “satisfied” and “dissatisfied”
consumer groups/clusters may show significant
differences in their assessment of satisfaction with
certain attributes of perceived quality of GPT
services.

Some characteristics of the consumers’ socio-
demographic profile may have a significant impact
on the respondents’ satisfaction ratings allocated
to different clusters in accordance with their
satisfaction level with the perceived quality
attributes of GPT services.

RESEARCH RESULTS AND DISCUSSION

Classification of respondents according to the
degree of customer satisfaction with the
perceived quality of GPT services in the Moscow
metropolitan area

The cluster analysis revealed 4 clusters that differ
in the degree of customer satisfaction with the
perceived quality of GPT services: dissatisfied (8%
of respondents), partially satisfied (30%), satisfied
(45%), fully satisfied (17%) (see Figure 1).

Satisfied Completely satisfied

Clusters on the level of satisfactions with GPT

Figure 1: The clusters of respondents differing in their satisfaction with the quality of GPT services in

Moscow metropolitan area
Source: author’s work.

In terms of average satisfaction with the route
network of GPT in general, the difference in
satisfaction scores between the representatives of
different clusters ranges from 0.6 to 0.7 points (see
Figure 2). In terms of average satisfaction with the

route network of GPT by attributes, the difference
in the evaluation between the representatives of
different clusters ranges from 0.4 to 0.7 points (see
Figure 2).
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Completely satisfied

Satisfied

Clusters

Partially satisfied

Not satisfied

1.0 1.5 2.0 25

3.0 3.5 4.0 4.5 5.0

Average satisfaction score

m Satisfaction with the route network

m Satisfaction with the equipment and condition of buses and bus stops (for all attributes)

m Satisfaction with the GPT route network on all attributes (on all attributes)

Figure 2: Satisfaction with the GPT route network in general, the GPT route network (average of all 16
attributes), the equipment and condition of buses and bus stops (average of all 16 attributes) in Moscow

metropolitan area
Source: author’s work.

According to the indicator of average satisfaction
with the equipment and condition of buses and
bus stops by attributes, the difference in the
assessment between representatives of different
clusters ranges from 0.8 to 0.9 points (see Figure 2).

The largest difference in satisfaction ratings
between fully satisfied and dissatisfied
respondents, 2.5 points, is revealed for the
indicator of average satisfaction with equipment

and condition of buses and bus stops by attributes.
Graphs of the average values of 16 indicators of
consumer satisfaction with the route network of
Moscow GPT and 16 indicators of consumer
satisfaction with the equipment and condition of
buses and bus stops were used to build a profile of
each cluster (see Figure 3. 4).
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Attributes of satisfaction with the route network GPT

Figure 3: The average values of consumer satisfaction with the route network of GPT in Moscow

metropolitan area
Source: author’s work.

The profiles of all 4 clusters are characterized by
relatively average values of high satisfaction scores
on the indicators "Proximity of bus stops", "Ease of
getting on/off the bus", "Navigation inside the bus",
"Equipment for passage of people with low
mobility"; there were relatively low satisfaction

scores for indicators: "Ticket price", "Bus
congestion" (see Figure 3. 4).
The  strongest differences from  the

representatives of other clusters are observed in
the profile of dissatisfied consumers - extremely
low satisfaction scores on the indicators:
"Convenience of buying a ticket/payment of fare";
"Navigation (map with the position of the stop and

the nearest important points)"; "Ticket purchase
point"; and “Quality of access to internet on board
of a bus”.

Among dissatisfied respondents, the proportions
by share of transportation costs in the monthly
budget are as follows: 11 - 20% of the budget (24%
of respondents, vs. 16% average for the rest of the
clusters); 21 - 30% of the budget (9%, vs. 5% average
for the rest of the clusters), 31 - 50% of the budget
(8%, vs. 2% average for the rest of the clusters), and
over 50% of the budget (3%, vs. 1% average for the
rest of the clusters).

www.ieeca.org/journal 454



Managing customer satisfaction with Metropolitan Public Transport Services...

Galina Timokhina et al.

" 5.0
o
o
S
(%]
3 4.5 /_\_/w
o
©
c
©
b 4.0
%]
>
e}
Y
5 3.5
C
[0}
g
= 3.0
o
@
©
C
@ 25
C
o
=
-
S 2.0
o
G
g 1.5 === Completely satisfied
B -
S e Satisfied
0o
wv)
® 1.0 N N == Partially satisfied
n o & e & @ e @ @ @
%5 W & & & & R & R -
¢ A E R FPFITEFSE LS Not satisfied
o & R e & YRR
o < oQ < 0\? 'b% Y & o‘\ R0 (‘\\' & & O
o RO & o 7\ SR S O @&
Qo L K& L N
S & & R \9% N & & & Y JONRS
X8 Q' RS S K N 3 >
o & L S Q & & &S & A
oo x§ Q7 & o & & &S D $
© £ & &S RN ) & &
o SO < R & oL SRR
9] S e & ¥ NS & SO
é & C‘)\ \)7} \(Qf(l Q/(\ 2
2 2 & O & N
N\ oo RN > Y
Q) & & & Q&
‘i.\o 5 BN \(\Q/ Q’b
‘E}Ib \ & ’5\’ o
N O N\ < S
@ < QRN 3
K Q > >
X () N AY)
g S &
% R Y &
N & &
& o Q
0
X
o
Q/Q
\\@
$<\
xR
&
‘OQ
¢
&
’bA\
X

Attributes of satisfaction with the equipment of buses and bus stops

Figure 4: The average values of indicators of equipment and condition of buses and bus stops in Moscow

metropolitan area
Source: author’s work.

When studying the differences in consumer
satisfaction scores of representatives of different
clusters depending on their socio-demographic
variables, statistically significant differences were
revealed between the estimates of respondents
from different clusters who differed according to
the variable ‘the share of transportation expenses
in the monthly budget of the respondent’ (see
Figure 5).

The study deliberately did not consider the cost of public
transport in monetary terms, but by the share in the
respondents’ income, since it is this relative indicator that
makes it possible to assess how accessible public transport
is for a particular resident. The management of
metropolitan transport congestion is carried out with,
among other things, the help of the tariff policy.
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Figure 5: Distribution of respondents by cluster and the share of transportation costs in the respondent's
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Source: author’s work.

Study of the influence of consumer assessments
of satisfaction with the attributes of GPT services
on overall satisfaction in the Moscow
metropolitan area

The following categories of respondents'
satisfaction with the route network on the sample
were identified: not satisfied - 35% of respondents;
satisfied - 48%; and fully satisfied - 17%. This
classification was obtained on the basis of a 5-
point satisfaction score provided in the
methodology (categories 1 - not satisfied, 2 -
rather dissatisfied, and 3 - partly satisfied, partly
not - were combined into the category of

dissatisfied respondents). Attributes of the
perceived quality of surface urban transport
services, which influence

satisfaction/dissatisfaction, have been defined.

Based on the results obtained, it was found that
the dynamics of the level of customer satisfaction
is most influenced by such an attribute of the
perceived quality of GPT services as the frequency
of the bus.

It is worth mentioning that for representatives of
different groups, according to the degree of
satisfaction with the frequency of bus traffic,
various indicators affect the overall satisfaction
with the GPT route network.

Dissatisfied with frequency of travel: the main
influence is protection from weather conditions at
public bus stops; for those dissatisfied with

protection (node 5, 8% of the sample) the
proportion dissatisfied with the route network is
89% (2.5 average).

Partially satisfied, partially not satisfied with the
frequency of traffic: the main influence has the
convenience of getting on/off the bus. Among the
dissatisfied and partially satisfied, partially not
satisfied with the convenience of getting on/off the
bus (node 7, 9% of the sample) the share of
dissatisfied with the route network is 65% (1.8
average), fully satisfied - 5% (0.3 average).

It should be noted that for respondents who are
rather satisfied with the convenience of entry/exit,
an additional criterion influencing the satisfaction
with the route network is the availability of
transfers to other modes of transport.

Rather satisfied with the frequency of travel: the
main influence is the convenience of getting on/off
the bus. Among the dissatisfied, partially satisfied,
and rather satisfied with the convenience of
getting on/off the bus (node 10, 25% of the sample)
the share of dissatisfied with the route network is
23% (0.7 average), fully satisfied - 8% (0.5 average).

It should be noted that for respondents who are
dissatisfied, partially satisfied, and rather satisfied
with the convenience of getting on/off, an
additional criterion influencing the satisfaction
with the route network is the availability of
transfers to other modes of transport.
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Completely satisfied with the frequency of traffic:

the main influence is the lighting at stops - for
those dissatisfied, partially and rather satisfied
with the lighting - node 12, (7% of the sample) the
share of dissatisfied with the route network is 20%
(0.6 average), fully satisfied - 33% (2.0 average);
among those fully satisfied with the lighting - node
13, (8% of the sample) the share of dissatisfied with
the route network is 3% (0.1 average), fully
satisfied - 70% (4.1 average). For passengers who
do not have to wait long for a bus, lighting is a very
important factor, possibly related to safety.

CONCLUSION AND RECOMMENDATION

The results of the study allow us to draw
conclusions about the achievement of the research
goal in studying consumer satisfaction ratings
with the perceived quality of GPT in the Moscow
metropolitan area on the basis of the authors’
methodology. The goals were also achieved in the
field of identifying the attributes of GPT services
quality relevant to consumers, influencing
consumer satisfaction, and the choice of
alternative modes of transport.

The novelty of the authors’ methodology is a
methodical approach to the study and analysis of
consumer satisfaction ratings with the quality of
services of different infrastructure facilities of GPT
based on the application of deductive methods
from estimates of overall consumer satisfaction
with the services of GPT in general, to the
satisfaction with the route network of GPT by 16
attributes and satisfaction with the equipment and
condition of buses and bus stops by 16 attributes
The authors’ methodology and the study
conducted on its basis, is a contribution to the
theory and methodology, complementing and
enriching the existing methods of assessing
customer satisfaction with the perceived quality of
services.

The obtained assessments of customer
satisfaction with the perceived quality of GPT
services represent important input data for the
development of marketing strategies in order to
make management decisions to improve customer
satisfaction with GPT.

The obtained data of the marketing research
carried out by the authors serve as the basis for the
development of strategies for segmenting
consumers of GPT services. Significant differences
between the indicators of average satisfaction
with the perceived quality of GPT services of the
clusters "satisfied" and "dissatisfied" in the

framework of marketing decisions can be
considered as differences between customer
segments. Accordingly, the development of
differentiated marketing programs will allow
public transport enterprises to work differently
with target segments with varying degrees of
consumer satisfaction.

From the point of view of tactical marketing
decisions, it will be important to change product
policy within the framework of improving the
quality of GPT services by attributes relevant to the
"unsatisfied" segment. A qualitative change in
these attributes can be a starting point for
positioning GPT services in consumers’ minds of
this segment based on the positioning parameters
"Ease of purchasing a ticket/fare payment”,
"Navigation (map with the position of a stop and
the nearest important points)", "Point of purchase
of tickets", "Internet operation”, and "Visual
navigation on the bus" through the right
communication policy.

Along with the identified segments, the authors
identified the niche of consumers of GPT services.
In particular, among consumers who are
dissatisfied with the perceived quality of GPT
services, a sample of passengers was identified,
whose share of transportation costs in the monthly
budget ranges from 11 to 50%. Such results allow
us to conclude that the proportion of people with
low income prevails among dissatisfied
respondents. Low-income consumers who are
dissatisfied with the quality of services for GPT can
also be considered as sub-segments, or niches in a
segment with clear unmet needs for mobility and
comfort of moving around the city.

From the authors’ point of view, the sub-
segment or niche of “dissatisfied and with low
income” requires special attention on the part of
the marketing management of transport
companies in terms of improving the quality of the
attributes of GPT services and communicating this
information within the framework of the
communication policy. A special approach in
working with this sub-segment/niche is linked
with public transport companies and their tasks of
improving the social well-being of such consumers
and positively changing the image of such
companies in target consumers’ minds.

The results obtained allow us to answer the
research questions put forward in the introduction
of the article.

1. The results of the desk research of 2007-2020
demonstrated that attributes of public transport
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services such as reliability, safety, traffic frequency
and comfort can to the greatest extent influence
the dynamics of consumer satisfaction with the
GPT. We concluded that frequency of traffic is the
main and most critical factor influencing the
overall satisfaction of consumers with the GPT.

The technological, economic, organizational and
managerial work of public transport companies to
ensure the frequency and regularity of traffic can
be considered as a marketing product policy to
improve the quality of transport services.
Marketing audits should be the key activity
undertaken by the marketing management of
public transport companies, such as monitoring
the causes of irregularity and inconsistency of the
schedule, frequency of urban transport, and
providing feedback to the consumers of these
services.

2. The classification tree built by using the CHAID
methodology within the framework of the authors
methodology allowed for the identification of six
groups of consumers with different degrees of
satisfaction with the GPT route network.
Accordingly, different variables affect the overall
satisfaction with the route network of GPT.
Additional factors (quality attributes) determining
the satisfaction with the GPT services quality
among different groups of consumers with
different degrees of satisfaction with frequency of
traffic will be bus stop shelters, convenience of
getting on/off the bus, and lighting at stops.

As part of tactical marketing, it is necessary to
make decisions to improve such attributes of
service quality as bus stop shelters, convenience of
getting on/off the bus, and lighting at stops. These
marketing decisions should be accompanied by an
effective communication policy that will enable a
change in the perception of the quality of these
attributes in consumers’ minds.

Understanding the critical attributes of the
service quality perceived by consumers is the basis
for strategic decisions of public transport
companies in investing in the development of the
above-mentioned attributes that are most
important for target segments. Such solutions
make it possible to manage customer satisfaction
with the quality of GPT services and increase the
attractiveness of public transport services in
comparison with private transport. This will
increase the mobility of the population of Moscow
and reduce the environmental burden on the
environment of the metropolitan area.

’

The limitations of this study are, first, in the
study of consumer satisfaction with the quality of
GPT services living in the Moscow metropolitan
area. The review of scientific research conducted
by the authors showed that from region to region
the indicators of satisfaction with the quality of
transport services and the most problematic
attributes of service quality vary. Second, the
limitation of the study is expressed in obtaining
static data in some specific time period. The study
of consumer assessments of satisfaction with the
perceived quality of GPT services in the dynamics
will allow taking relevant and timely decisions to
improve the satisfaction with services.

The research limitations described above should
be regarded as directions for future research.

First, it is a comparative study of consumer
satisfaction with the quality of GPT services living
in different cities/regions (territories) of the
country. Such research will allow making
decisions on changing the transport policy in the
regions of the country to improve the consumer
satisfaction with GPT not only in relation to
substitutes, but also at the inter-regional level.

Second, it is a study of consumer satisfaction
with the perceived quality of GPT services in
different territories viewed in dynamics.
Monitoring of consumer assessments of
satisfaction with the perceived quality of GPT
services with a constant frequency of research will
make it possible to identify weaknesses in
marketing and management decisions to improve
the consumer satisfaction with GPT services in a
timely manner and to adjust them in a timely
manner.

In conclusion, the authors note that the results of
this study will be useful to researchers of
consumer behavior in the GPT services market,
especially in terms of the methodology for
studying consumer assessments of the quality of
services based on the integration of methods for
assessing the attributes of the quality of GPT
services that affect the level of customer
satisfaction. In addition, the recommendations
proposed by the authors on managing customer
satisfaction with the quality of GPT services
through the use of a marketing concept will allow
managers of public transport companies to
increase the attractiveness of GPT services in the
target consumers’ minds.
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