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Abstract 
 

The main aim of this master thesis is to address the issue of how bus carriers can 

differentiate through enhancing customer experience on long-distance journeys by utilising 

Customer Experience Management (CEM) practices, explicitly focusing on RegioJet as an 

exemplifying case. 

 

Researchers and practitioners agree that in today's turbulent environment competing on 

price is not sufficient. To differentiate, ensure sustainability, and future economic growth 

companies must find out how to stage exceptional experiences. The literature on experience 

economy suggests that experiences must be unique, involve all one´s senses and engage customers 

outside daily routine to be remembered (Pine II & Gilmore, 1999; Boswijk & Thijssen & Peelen, 

2007; Sundbo & Sørensen, 2013 to name a few).  

 

"…business leaders are recognizing the competitive advantage of superior customer 

experience and the value that resides not only in what a company delivers for its customers, but in 

how it delivers products and services" (McKinsey & Company, 2017). Accepting Customer 

Experience Management (CEM) as a new strategic approach towards becoming a truly customer-

centric company in increasing not only among service companies (Homburg, Jozić & Kuehnl, 

2017). However, literature on how to manage this process successfully is still limited. Morever, 

not many researchers dealt with customer experiences during bus travels. 

 

Thus, the theoretical background of this thesis is based on experience economy literature 

that deals with how should be optimal experience created. Additionally, available literature on 

CEM is critically reviewed and concluded with CEM framework for managing customer 

experiences of own collaboration, based on combination of most relevant findings from experience 

economy and CEM. 

The research strategy of this thesis builds on the grounds of interpretivist epistemology and 

constructivist ontology. Questionnaire, semi-structured qualitative interviews and online-reviews 

analysis were used to explore the experiential world of RegioJet customers. These findings 

provided insight into how the bus travel experience could be enriched emotionally and not only 

functionally.  
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1. Introduction 
 

"Companies that create exceptional customer experiences can set themselves apart from 

their competitors." (McKinsey & Company, 2017, p.5) 

 

There is no doubt that long-term corporate success is inevitably linked with the ability of 

the firm to satisfy its customers. However, in today ̕ s turbulent and globalized environment 

characterized by increasing competitive intensity and modern technologies, it is not enough to 

compete on price, especially in developed nations. Researchers agree that in order ensure future 

economic growth and profitability, businesses need to change system of competition based on 

price to competiton based on staging experiences that add value to their offerings and differentiate 

them from their competitors (Pine II & Gilmore, 1999; Schmitt, 1999 & 2003, Walden, 2017 to 

name a few).  

 

Companies across sectors and regions indeed acknowledge that customers are the 

company´s most valuable asset and recognise the competitive advantage of superior customer 

experience and the value perceived by customers (McKinsey & Company, 2017). However, 

despite their insistence about the essential importance of the customer, many companies are still 

struggling to provide their customers with positive experiences. It might be because of the 

extended time frame that total customer experience spans and because it requires an understanding 

of functional as well as emotional desires of consumers to stay relevant for them (Klaus, 2014; 

Schmitt, 2003; Shaw & Hamilton, 2016).  

 

Customer Experience Management (hereafter CEM) is viewed by practitioners as one of 

the most promising customer-focused marketing approaches to address such challenge (Homburg, 

Jozić & Kuehnl, 2017). CEM could be defined as "the process of strategically managing a 

customer´s entire experience with a product or a company" (Schmitt, 2003, p.17).  

 

Becoming a customer-centric company might be especially relevant for transportation 

businesses. Services provided by companies in the transportation industry (bus, air or train 

transport) in general focus mainly on the functional benefits provided to customers. Consumers 

mostly regard their offerings as a purely functional product - getting from place A to place B. As 
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a result, many people tend not to be loyal towards one company and are more likely to switch 

brands. Therefore, developing CEM practices within the company might be a way how to 

differentiate, stay competitive and build a loyal customer base.  

 

1.1. Problem area 

 

Travelling by bus can be a very advantageous alternative to travelling by train or plane, in 

particular when overall travel times for all travel alternatives are similar. Hence, bus carriers face 

intense competition not only from other bus travel providers but also from rail and air transport 

companies, especially on specific routes where all three options are available. Therefore, as 

discussed above, enhancing customer experience a traveller has with the company might be a 

solution. Although customer experience is widely considered as next competitive battleground, 

literature and research on the topic of CEM is quite scarce. In addition to that, not many researchers 

dealt with bus travel experiences, especially concerning problematics of long-distance trips. 

 

These findings, besides the author´s personal interest in the topic, made the need for further 

research apparent. In addition to that, the fact that the chosen case company is facing stiff 

competition nowadays not only on domestic routes but most importantly on international routes 

(Sůra, 2018) strengthened the desire to understand how a bus company could promote 

differentiation and enhance brand loyalty by providing compelling customer experiences to its 

customers. Especially when RegioJet, the case company, strives to provide not only functional 

benefits but also emotional experience to customers onboard their buses as discussed further in 

case presentation. 
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1.2. Research question 
 

The problematics outlined in the introduction and problem area lead to the formulation of 

the following research question: 

  

How can RegioJet utilise the concept of CEM to differentiate in today's competitive environment 

and concurrently enhance brand loyalty? 

 

To address the problem statement, several sub-research questions will be used:  

1. According to literature, how should be customer experience managed? 

2. How does an experiential world of a bus carrier customer look like? 

3. Which elements should bus carriers focus on to deliver a positive experience? 

4. What role do elements of experience economy play in the process? 

5. Do RegioJet customers perceive to receive those elements? How could be their experience 

enhanced? 

 

1.3. Case presentation – RegioJet 

 

RegioJet a.s. is a joint-stock company headquartered in Brno (Czech Republic), fully 

owned by Student Agency k.s. that is owned by its founder, Radim Jančura. Their story began in 

1993 when Radim Jančura founded an agency mediating au-pair stays for students from the Czech 

Republic. Since then the Student Agency group enhanced its scope of activities. They are a leading 

seller of flight tickets, package holidays, and also selling language and work stays abroad.  

 

In 2004 they started to provide private bus transportation in the Czech Republic, Slovakia 

and further expanded connections to other European destinations. Their buses rank among the 

most modern ones on the market – Irizar or Volvo - designed in FUN&RELAX style. See appendix 

8.1. (RegioJet buses) for pictures. Travelling in them is very comfortable, and guests can use 

entertainment portal on board for watching movies, TV, playing games, listening to music or 

reading news. In addition to that, a stewardess or steward is available during the journey and offers 

hot beverages and newspapers or magazines for free, or additional refreshment for reasonable 

prices.  
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Their motto is to provide customers with the best possible services at great prices. 

(RegioJet, 2018). Numbers of passengers are growing year by year. In 2015, they transported 7,25 

million passengers in total (12,4% increase compared to the previous year). On international 

routes, they transported 1,23 million travellers which was 16,3% increase compared to 2014 

(Annual report 2015). Unfortunately, more up to date figures are not available because RegioJet 

has not published an annual report for 2016 due to strategic reasons (Sůra, 2018). In 2011 they 

added train transportation into their portfolio under a brand of RegioJet, and in spring 2016 began 

to use the RegioJet market brand for their bus fleet as well (previously operating under Student 

Agency brand). This rebranding also helped them to better position themselves abroad, where they 

are planning to further expand their services. The RegioJet transport network has potential to 

transport 15 - 20 million passengers every year going forward (Sůra, 2016). 

 

1.4. Structure of the thesis 

 

To ensure the thesis is systematic and well-presented, information and data presented are 

divided into six parts that together provide a holistic understanding, explanation and solution to 

the researched problem statement. 

 

1. Introduction – The first part of the thesis outlines the practical background and motives 

for choosing this particular topic, followed by introducing the case company and the 

problem statement including research question and sub-research questions guiding the 

analysis. 

2. Methodology – Methodology section clarifies author´s stance toward the research in terms 

of philosophy of science and research methods used to collect primary data for analysis. 

Questionnaire development will be discussed in detail as well as the preparation of the 

interview guide, including sampling issues. 

3. Theory – This part of the thesis critically reviews and summarises theoretical findings 

from existing literature. Literature review is divided into two parts. First part aims to gain 

insight into experience economy phenomena. The second part captures up-to-date findings 

Introduction Methodology Theory Analysis Discussion Conclusion
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about Customer Experience Management (CEM). The theory section is concluded with a 

CEM framework of own collaboration. This framework builds on the gained knowledge 

from existing literature, combining both experience economy and CEM insights.  

4. Analysis – This section presents gathered data from primary sources (questionnaire, semi-

structured interviews and online reviews analysis) in relation to the researched problem 

statement. Analysis is divided into three parts. Part one and two cover attitudes of 

customers towards experience on travels, towards travelling by bus, choosing bus carrier 

issues and importance of various parameters at the station and during the journey. It enables 

to gain insight into the customer´s world. Third part is dedicated to RegioJet experience 

and how it is perceived by its customers. Online reviews analysis of RegioJet is conducted 

as this need emerged during the research.  

5. Discussion – This part builds on the theoretical and analytical findings, discussing the 

experiential world of a bus carrier customer and managerial implications resulting from the 

research. Discussion is concluded with Value Proposition Canvas that captures customers´ 

characteristics and desired value proposition versus current value proposition offered to 

them. Furthermore, limitations of the research conducted are considered along with 

suggestions for future research. 

6. Conclusion – Final part of the thesis aims to conclude the most significant findings of the 

research and collaborate on addressing the research question. 

 

2. Methodology 

 

The purpose of this section of the thesis is to clarify the scientific approach to the 

researched problem statement. Furthermore, this part also elaborates on chosen research design 

and methods used to address the previously stated research questions in most accurate manner. 

2.1. Philosophy of science  
 

Firstly, the author would like to discuss the philosophical paradigms underpinning the 

research and around which the research in this thesis is built around. Is essential to be aware of the 

researcher ̕s view s on the nature of the relationship between theory and research because this view 

has implications for the research, such as on the methods chosen to answer the research question 

or trustworthiness of the outcomes to give an example.  
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2.1.1. Epistemology 

 

Epistemological assumptions aim to answer "the question of what is (or should be) 

regarded as acceptable knowledge in a discipline" (Bryman, 2016, p.24). Main concern in the 

social sciences is whether it is possible to study the social world based on the same principles as 

are used in natural sciences (ibid). There are two stances a researcher might have towards what a 

valid knowledge is and how it should be obtained: 

• Positivism – this epistemological position acknowledges applying methods of the natural 

sciences to studying social reality, research conducted under a positivistic epistemology 

aims to deductively test theories based on the hypotheses inductively generated from theory 

(Bryman, 2016). 

 

• Interpretivism – this is an opposite epistemological stance towards reality, interpretivists 

apply different logic and attitude towards researching a specific problem because they 

share a view that a social science requires a researcher "to grasp the subjective meaning of 

social action" (ibid, p. 26).  

This thesis thus builds mainly on the interpretivism epistemology due to several reasons. As 

discussed above, the area of study has not been studied widely and deeply enough by other 

researchers, especially in connection with bus carriers̕ practices. Therefore, to understand how a 

bus company could use the concept of customer experience management, especially concerning 

long-distance trips, it is necessary to take a broader approach and study the subjective meaning of 

this problem – which is allowed under the interpretivism approach. Such approach allows the 

researcher to proceed with the findings and expand already known theory inductively. This 

argument also partially answers a question why the positivism approach was not utilised in this 

thesis. Such approach could be used in further research to measure the relationship between 

variables revealed in this study as essential for customers. Doing so would strengthen the validity 

of findings from this thesis. However, this thesis aims to explore the experiential world of a bus 

carrier customer and find out how RegioJet can utilise these findings in managing customer 

experience. Therefore, interpretivism epistemology seems to be most appropriate. 
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2.1.2. Ontology 

 

Ontological assumptions deal with how the social world should be viewed. The focal issue 

is "whether social entities can and should be considered objective entities that have a reality 

external to social factors, or whether they can and should be considered social constructions built 

up from the perceptions and actions of social actors" (Bryman, 2016, p.28). Similarly, as above, 

two points of views are possible on what constitutes a reality: 

• Objectivism -  objectivistic ontology position towards social research implies that the 

social phenomena studied is pre-given and exists independently to external factors 

(Bryman, 2016). 

 

• Constructionism – in contrast, constructivism position towards reality during research 

views social phenomena as being constantly accomplished through social interaction and 

continually revised (ibid). 

This thesis is, according to the author, based on constructivism approach to ontology. It could 

be argued that objectivism approach is used in the research. However, due to the narrowly defined 

sample and case company, and the fact that customers and their experiences are in a constant state 

of revision, the study cannot span the population and its only reality. Although, a minor part of the 

analysis (customer ̕s preferences) could be to a certain extent used by other bus carriers as well. 

The problem studied is not independent to external factors. In fact, customer experience and also 

the case company are dependent on many external and changing factors. The studied phenomena 

are constantly being influenced by these factors and therefore the research has its own reality that 

needs to be understood in order to provide accurate outcomes. Thus, this research builds mainly 

on the constructionism approach. 

 

2.2. Research design 

 

To answer the research question, it is also necessary to consider which research design is 

most appropriate. Research design refers to "a framework for the generation of evidence that is 

chosen to answer the research question(s) in which the investigator is interested" (Bryman, 2016, 

p.39). Choice of research design affects decisions about dimensions that are being given a priority 
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during the research process – such as whether it is possible to generalise the findings beyond the 

scope of research or understanding causal relationships between variables in the research to name 

a few. There are five fundamental research designs available under which research can be 

conducted: experimental design, cross-sectional design, longitudinal design, case study design, 

and comparative design. In some cases, research may include elements of two research designs 

(ibid). 

 

The study in hands combines elements of both cross-sectional and case study design. A 

cross-sectional approach to this thesis could also be called a survey design. Survey design is 

defined as "a cross-sectional design in relation to which data are collected predominantly by 

questionnaire or by structured interview on a sample of cases drawn from a wider population and 

at a single point in time in order to collect a body of quantitative or quantifiable data in connection 

with a number of  variables (usually many more than two), which are then examined to detect 

patterns of association" (ibid, p.53). However, as mentioned earlier, case study elements 

complement the research in this thesis. A case study is concerned with the complexity of a single 

case and entails its intensive analysis (ibid).  

 

Firstly, the researcher is interested in attitudes collected from a wider population (not solely 

RegioJet customers, but bus travellers in general) and further narrowing the research down to 

RegioJet only. The investigation of the sample from wider population is done through an online 

questionnaire and qualitative semi-structured interviews which collected quantifiable and 

qualitative data that were further examined for patterns of associations. Online questionnaire and 

online reviews analysis, in addition to that, comprise elements of the case study. Questions about 

RegioJet (single case) were placed in the questionnaire provided the respondent meet set criteria. 

Similarly, online reviews analysis is concerned with a single case. Due to the above-mentioned 

arguments, cross-sectional design with elements of the case study is applied.  

 

2.3. Research strategy and method 

 

The research strategy, as discussed above, builds mainly on the grounds of interpretivist 

epistemology and constructivist ontology. In addition to that, it was decided by the author to use 

mixed methods research to address the problem statement. Such approach allows the researcher to 

combine quantitative and qualitative research in a single project and build on capitalising the 
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respective strengths of both approaches (Östlund, Kidd, Wengström, & Rowa-Dewar, 2011). 

However, there have been extensive talks about whether it is feasible to combine both approaches. 

Mainly due to the diametrically different scientific paradigms underlying each approach (Morgan, 

2007; Bryman, 2016). However, as Bryman (2016) in his recent book concludes, "mixed methods 

research has become increasingly used and accepted approach to conducting a social research" 

(p.235).  

 

As a result of this decision, research methods used in the research are questionnaire, 

interview and content analysis. There are several possible ways how to combine quantitative and 

qualitative research. Widely accepted are those presented by Creswell and Plano Clark in 2011 (as 

in Bryman, 2016). Having reviewed them, this research builds on the embedded design. 

"Embedded design can have either quantitative or qualitative research as the priority approach 

but draws on the other approach as well within the context of study" (ibid, p.640). It is often used 

when there is a need to enhance either quantitative or qualitative research with the other approach 

while the data collection may occur simultaneously or sequentially (ibid). In this case, an online 

questionnaire is considered as the priority approach, followed sequentially by qualitative semi-

structured interviews and online reviews analysis. Such stance will ensure that the phenomenon of 

interest is studied sufficiently in regard to the depth of analysis. 

 

 

Figure 1: Methodological considerations (own collaboration) 
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2.4. Primary data 

 

This chapter aims to clarify how the primary data for the research was collected. Firstly, 

the online questionnaire was constructed to reveal attitudes of the target group towards travelling 

by bus and towards the case company. Secondly, as discussed above, qualitative semi-structured 

interviews were conducted with frequent bus travellers who helped to clarify some of the outcomes 

from the survey and enabled the researcher to get a deeper insight into the studied phenomena. In 

addition to that, to get more complex answer to the research question, an analysis of online reviews 

about RegioJet was developed. This need emerged during the analysis and the interpretivist and 

constructivist approach enabled the author to undertake such direction. Furthermore, these together 

with applying the embedded strategy during mixed methods research ensured enriched findings 

and solutions for the research question. The following text deals with the questionnaire and 

interview questions development, sampling and collecting data issues in more detail. 

 

2.4.1. Online questionnaire 

 

Self-administered questionnaires are one of the main instruments for gathering data under 

a survey design (Bryman, 2016). It was decided to utilise this collection technique because it has 

a potential to collect quantitative data that are easier to compare and most importantly include 

opinions of many more respondents then, for example, qualitative interviews can span. Therefore, 

to study and explore the experiential world of the RegioJet customer on long-distance journeys, 

this technique was utilised. To make sure that data obtained come from the target group of 

RegioJet, the survey includes several filtering questions. Firstly, target customers are individuals 

between 18 and 30 years who travelled long-distance (3,5 hours and more) on regularly scheduled 

bus connection in the past year. One-year demarcation is because people easier recall recent 

experiences (Bryman, 2016). 

 

The questionnaire consists of mainly close-ended questions which can be interpreted more 

uniformly and allow more questions to be asked due to time issues (ibid), i.e. it usually takes less 

time to pick an answer than to think of an own one. Where necessary, open-ended questions were 

placed. Three such questions emerged: question asking about the country of residence; question 

testing bus carriers brand awareness; and question asking inputs for improvement of RegioJet 

services. This type of questions allows wider variety of responses to arise and gives the 
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respondents an opportunity to express what they think and feel (ibid). The author is aware of the 

fact that construction of questions can influence overall results and how the researcher will analyse 

the obtained data. Therefore, the researchers tried to stick to the principles of creating survey 

question such as asking one question at a time, concrete simple questions, and avoiding one-sided 

questions (Bryman, 2016). 

 

Regarding the survey development, its structure unwinds from what the theoretical 

framework in the literature suggests. The questionnaire begins with questions about respondents’ 

characteristics such as gender, age, country of residence, employment status (question 1-4) 

followed by a filtering question which aims to filter respondents who travelled on a long-distance 

journey (3,5 hours and longer) by bus in the past year. Although some researchers suggest placing 

characteristics questions to the end of the questionnaire (Bryman, 2016), due to the nature of 

studied phenomena and the need to filter respondents it was necessary to put these questions in the 

beginning.  

 

Individuals who were not classified as representative respondents further proceeded with 

questions aiming to discover their attitudes towards travelling by bus versus other modes of 

transportation in close-ended questions with more answers allowed. They were also provided with 

the option "other" in case they would like to add additional answer.  

 

Similarly, classified respondents were further asked through filtering close-ended question 

whether they had travelled on a regularly scheduled connection or a private connection. To avoid 

confusion and possible bias, they were asked to answer based on their last bus trip in case they 

travelled several times during the past year.  

 

The next part of the questionnaire aimed to reveal the consumption situation of the 

customer. Several questions were placed in this part of the survey. Firstly, motives for choosing 

bus over plane and train transport on their last journey were sought through close-ended questions 

with several answers possible. Similarly, as above, respondents were also provided with the option 

"other". Followed by questions aiming to understand how respondents choose a bus carrier and 

which criteria are essential for them when choosing a connection. Additionally, a bus carrier 

awareness was tested through open-ended question asking to list European bus carriers that 
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respondents could recall. Furthermore, two Likert-scale questions were included in this part of the 

survey. One measuring the importance of several touchpoints at the station and second one 

measuring the importance of various parameters during the journey. Gaining insight into which 

touchpoint is of which importance will be further used as a benchmark to analyse findings about 

RegioJet. 

 

Last part of the questionnaire aimed to reveal the experience of RegioJet customers at 

brand-owned touchpoints during pre-purchase, purchase and post-purchase period. Therefore, 

another filtering question had to be placed, asking whether they travelled with RegioJet during the 

past year. Respondents were answering on a Likert-scale question about several parameters. In 

addition to that, several dimensions testing elements of memorable experiences and experience 

economy at touchpoints were included. Which particular dimensions were tested will be in detailed 

discussed in analysis section. For more details about the survey conducted, please see Appendix 

8.2. (Survey results). 

 

 

Figure 2: Online questionnaire structure (own collaboration) 

 

There are several programmes online for conducting online surveys, some of them can be 

used for free, some of them are paid. Author of this thesis utilised Google Forms to collect answers 

because it appeared to be the only free platform which allows placing multiple sections of the 

questionnaire and navigating between them based on how the respondent answers on filtering 

questions. Due to the nature of questionnaire that was the key criteria when choosing the 

programme to be used. 
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The template of the questionnaire was tested on three respondents. Such a pilot phase 

helped to reveal several elements that might be confusing or not understandable for respondents. 

It resulted in re-formulation of few possible answers. In addition to that, one question was entirely 

amended from a Likert-scale question. It was due to the time spent on filling out the survey, which 

seemed to be too long for testing respondents. However, the question amended was placed 

differently to ensure the validity of the survey. Time needed to fill in the questionnaire differed 

from one respondent to another due to the presence of filtering questions. However, it took 5 to 15 

minutes maximum to fill in. 

 

The survey itself was distributed via the Internet, which makes it fast and easy regarding 

of delivering the survey to respondents. Furthermore, respondents can decide when it is most 

convenient for them to give their opinion through the survey. In particular, the survey was shared 

through the author ̕s profile on Facebook and in various student groups online for sharing student 

survey studies. Such approach suggests that non-probability sampling was used - convenience 

sampling in particular. "A convenience sample is one that is simply available to the researcher by 

virtue of its accessibility" (Bryman, 2016, p.187). 

 

Answers were collected over a period of 24 days in March and April 2018 (from 22nd March 

2018 to 14th April 2018). During that period, the author shared the link three times and also asked 

her followers to share the survey with their networks. As a result, this thesis can build on opinions 

of 253 respondents which will be analysed later in this thesis.  

 

2.4.2. Qualitative interviews   

 

Four semi-structured interviews were conducted based on the survey results and allowed 

the researcher to gain deeper insight into the studied phenomena. All interviews followed the same 

interview guide that can be found in appendix 8.3. (Interview guide). This guide ensured all 

interviews followed the same direction and covered same issues, while allowing to ask additional 

questions when needed. Most importantly, the researcher was interested in revealing what 

underlies motives for choosing a particular bus carrier, what an experience from travelling means 

to the respondents, and lastly what an ideal bus travel experience should comprise.  
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Purposive snowball sampling was used when conducting interviews. Such sampling 

method identifies a small group of individuals relevant to the research topic and then uses them to 

get access to other respondents (Bryman, 2016). The author had two frequent long-distance bus 

travellers in her network who further suggested another two individuals meeting the set criteria. 

All interviews were conducted in English in person apart from interview with M2 (conducted via 

Skype). The sample consists of: 

 

Gender Abbreviation Age Status Nationality Country of residence 

Female F1 26 Employed Czech Czech Republic 

Female F2 25 Student, job Slovak Czech Republic 

Male M1 23 Student, job Slovak Czech Republic 

Male M2 27 Employed Czech Germany 

Figure 3: Interviews sample (own collaboration) 

 

Transcripts of all interviews can be found in appendix 8.4.   

 

2.4.3. Online reviews analysis 

 

The Internet and user-generated content have changed the way how consumers decide and 

make informed decisions about purchasing a particular product or service. Especially in the 

tourism industry, for instance, TripAdvisor is used by many travellers to make their travel plans. 

It is widely accepted that online consumer reviews, sometimes also called e-word-of-mouth is of 

crucial importance. However, research is still on-going regarding how consumers access 

trustworthiness of reviews and websites. Researchers agree that consumers consider mainly 

content and style of reviews (including length and depth, subjectivity, informativeness, and 

linguistic correctness), followed by star rating and extremity and overall pattern in the reviews of 

particular company or product. In addition to that, type of website plays an important role in 

accessing trustworthiness (Filieri, 2016; Banerjee, Bhattacharyya, & Bose, 2017). 

 

The importance of e-word-of-mouth about bus carriers became apparent during survey and 

interviews analysis, especially in cases when a traveller is about to purchase a ticket with unknown 

bus carrier to him or her. Therefore its was decided to conduct analysis of reviews about RegioJet 
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on TripAdvisor which appears to be considered trustworthy among users. Summary of this analysis 

can be found in appendix 8.5. (Online reviews analysis). 

 

2.5. Secondary data 
 

Secondary data presented in this thesis come from several sources. To ensure 

trustworthiness of these sources, they were accessed mainly through Copenhagen Business 

School library which seems to be trustworthy.  

 

The literature was narratively reviewed with the aim to critically interpret what is already 

known in the field of customer experience management and experience economy, especially in 

connection with bus travel industry. Most recent findings were included as the topic is still quite 

scarce in literature. "A narrative review is an examination of theory and research relating to your 

field of interest that outlines what is already known and that frames and justifies your research 

question(s)" (Bryman, 2016, p.91). As a result of the literature review, based on the identified 

research gap and needs of the case company, research questions were formulated.  

 

Physical and online books included in the theory review comprise publications of well-

known authors in the field – such as Pine II and Gilmore in Experience economy or Schmitt and 

Walden in Customer experience management to give an example – supplied by works of other 

researchers. To ensure the validity of the used journal articles, not only they were accessed through 

online CBS library system, but where possible, the author picked those which were peer reviewed.  

 

Additionally, the thesis uses information from available industry reports and annual report 

of the case company. Newspaper articles about the current issues in bus transportation, mainly 

concerning RegioJet, were accessed through well-established websites and newspapers in the 

Czech Republic – such as Idnes.cz or Zdopravy.cz. Moreover, the online reviews come from 

TripAdvisor, which appears to be considered as trustworthy among users. 
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Primary data Secondary data 

• An online questionnaire to discover 

attitudes and opinions of the target 

group 

• Semi-structured interviews with 

frequent bus travellers to clarify and 

enrich findings from the survey  

• Online reviews of RegioJet analysis 

• Books about experience economy, 

experiential marketing and customer 

experience management 

• Journal articles about recent findings 

in the area  

• Newspaper articles  

• Annual and industry reports 

• Online reviews of RegioJet  

Figure 4: Primary and secondary data sources (own collaboration) 

 

3. Theoretical findings 
 

As discussed above, in today's competitive environment it is necessary to create the 

compelling customer experience to gain a loyal customer base and survive on the market. 

Therefore, many researchers deal with creating and managing such experiences through: 

• experience economy (e.g. Pine II & Gilmore, 1999; Boswijk et al., 2007; Prahalad 

& Ramaswamy, 2004) 

• customer journeys (e.g. Norton & Pine II, 2013; Lemon & Verhoef, 2016; Voorhees 

et al., 2017) 

• experiential marketing and branding (e.g. Schmitt, 1999; Joseph, 2010; Carù & 

Cova, 2003) 

• customer experience management (CEM) (e.g. Schmitt, 2003; Meyer & Schwager, 

2007; Klaus, 2014; Walden, 2017). 

 

In the subsequent part of the thesis, the author is presenting literature insights from 

customer experience field that is relevant for this project, especially for analysis and RegioJet, the 

case company. The literature review part is concluded with CEM framework of own collaboration 

based on gained knowledge from the literature. 
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Figure 5: Visual representation of relevant theory (own collaboration) 

 

3.1. Towards experience economy 

 
"The best things in life are not things." (Pine II & Gilmore, 1999, p.20) 

 

3.1.1. From services to experiences 

 

Services are provided to the client to accomplish specific tasks that they need to do but do 

not want to do themselves. They are intangible, customised to the individual requests of clients, 

and they usually value its benefits more highly than the goods required to provide them (Pine II & 

Gilmore, 1999). Experiences, on the other hand, do not necessarily solve any problems. They are 

mental phenomena, happening in people´s minds as a response to external stimuli on emotional, 

physical, intellectual or even spiritual level. Experiences are inherently personal and elaborated 

via mental awareness that people have from earlier experiences. Hence no two people can have 

the same experience.  

 

They must be unique, involve all one´s senses and engage customers outside daily routine 

to be remembered and create memorable, extraordinary event. Moreover, experiences are location 

and context-dependent (Andersson & Andersson, 2006; Boswijk & Thijssen & Peelen, 2007; Pine 

II & Gilmore, 1999; Sundbo & Sørensen, 2013). According to a well-known psychologist 
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Csikszentmihalyi, one must be in so-called "flow" to have an optimal experience. It is a feeling 

when one does a certain activity, and becomes fully absorbed by it, so nothing else matters 

(Nakamura & Csikszentmihalyi, 2002).  

 

Experiences and services share some common characteristics such as that they are often 

non-material and therefore cannot be stored, they are technologically oriented and require 

simultaneous presence of producer and consumer (Nilsen & Dale, Sunbo & Sørensen, 2013). It 

could be argued regarding the storability of experiences because as researchers suggest, 

experiences should be engaging and memorable. Hence, if experiences are memorable, possibly 

they could also be easily recalled in the minds of individuals. 

 

3.1.2 Experience economy 

 

The most known pioneers of the concept of experience economy are Pine II and Gilmore 

(1998) who identified experience economy as the next industry following the agrarian economy, 

the industrial economy and the most recent service economy. Due to the progression of economic 

value and increasing commoditization of services, companies must find out how to stage 

memorable events that engage their guests in a personal way and command a fee (ibid). Sunbo and 

Sørensen (2013) further suggest that this progression is connected with Maslow´s pyramid of 

needs -  as our most basic needs can be satisfied by societal and market system, humans seek to 

satisfy needs at upper layers of the pyramid through experiences. Related economic explanation is 

that developed and emerging societies are becoming richer and experiences are driven by 

economic, political, social, technological and cultural developments (Sunbo & Sørensen, 2013; 

Christensen, 2009). Moreover, Prahalad and Ramaswamy (2004) suggest that "product variety has 

not necessarily resulted in better consumer experiences" (p.1). In practice, many companies wrap 

experiences around goods and services to sell them better, but Pine II and Gilmore (1999) view 

experiences as a fourth distinct economic offering and a new source of value. It can be used in 

both, business to customers and business to business market in private as well as public sector 

(Sunbo & Sørensen, 2013; Pine II & Gilmore, 1999). However, as many researchers argue, it is 

the experience that is the focus and that customers are attracted by and willing to pay for, even if 

it is a product or service that they receive (Andersson & Andersson, 2006; Hjorth & Kostera, 2008; 

Sundbo & Darmer, 2008).  
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3.1.3. Four realms of experience 

 

Staging experiences does not revolve only around entertainment (Pine II & Gilmore, 1999; 

Christensen, 2009; Sundbo & Darmer, 2008). In fact, there are several ways how to engage guests. 

Some are more physically active or mentally demanding, and some are less. Pine II and Gilmore 

(1999) talk about four realms of experience – namely entertainment, educational, escapist, and  

esthetic as illustrated in Figure 6 below. Businesses tend to stage their offerings primarily through 

one of the four dimensions or sometimes they tend to blur boundaries between them.  However, 

"the richest experiences encompass aspects of all four realms" (ibid, p.39).  

 

These dimensions of experiential branding differ by degree of guest participation (passive 

versus active participation) and nature of connection or relationship with the performance 

(absorption versus immersion) on the other axis. Passive participation means that customer does 

not directly influence or affect the performance. On the other hand, active participation means that 

consumer is personally able to influence the event or performance that produces experience. The 

connection of absorption with the experience relates to bringing the experience into the mind of 

the person compared to the immersion when guests are becoming a part of the experience itself 

(this can be realised physically or even virtually) (ibid). 

 

Figure 6: The experience realms (Pine II & Gilmore, 1999, p.30) 
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The Entertainment 

Entertainment experiences include passive participation but a high degree of absorption. 

They occur when guests passively absorb the experience through their senses. It is one of the oldest 

forms of experience, therefore also one of the most developed and widespread today. (Pine II & 

Gilmore, 1999). As an example, we can mention listening to music, watching a movie or reading 

for pleasure – guest wishes to sense. RegioJet provides entertainment to its customers such as 

playing music on the buses during boarding and disembarking, providing newspapers and 

magazines or TV screens at every seat that enables guests to watch a movie according to their taste 

and mood.  

 

The Educational 

Educational experiences involve active participation and a high degree of absorption. 

Therefore, similarly to the previous dimension, guests absorb the experiences unfolding before 

them. However, they are active participants in the connection because the goal is to educate and 

increase knowledge of individuals and that requires actively engaging their minds in case of 

intellectual education or engaging their body in case of physical training (Pine II & Gilmore, 1999). 

As an example from RegioJet, we could discuss newspapers and magazines and TV screens as 

already mentioned above. However, in this case, the aim is to learn something new – so, for 

instance, watching a documentary movie or reading a scientific magazine instead of tabloids. 

However, that is purely dependent on the customer´s choice. 

 

The Escapist 

Escapist experiences are characterised by high immersion and active participation. 

Examples of such encounters are for instance theme parks, virtual reality games or casinos where 

guests are completely immersed and actively involved with the experience (Pine II & Gilmore, 

1999). RegioJet does not stage experiences in this dimension yet. It could be argued that the reason 

behind this is the industry RegioJet is operating in – transport. 

 

The Esthetic 

Esthetic experiences are characterised by immersion but passive participation. Customers are 

part of the experience being staged. However, they almost cannot affect the performance of it (Pine 

II & Gilmore, 1999). Such guests just want to be there and enjoy – for instance, visiting a UNESCO 
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world heritage site. Regiojet can provide such subsidiary experience by transporting their 

customers to that place. It could be discussed that Regiojet also provides esthetic experience aboard 

their buses – guests can enjoy travelling by bus and having a stewardess/steward taking care of 

them, while they almost cannot affect the performance. 

 

So far the author has discussed the importance of engaging customers in memorable 

experiences and types of experiences. However, what exactly should an experience encompass so 

that customers perceive them as worth paying? Pine II and Gilmore (1999) suggest sticking to the 

following five principles. Firstly, theming the experience – is connected with creating a well-

designed and unique theme that is inevitably linked to the business and forms the foundations of 

experience. Everyone should know what to expect when they only hear the name of a business. 

For instance, associations with a brand Emirates would be most likely entirely different to 

associations with a brand Ryanair in the mind of most consumers. Ideally, the same should happen 

when customers hear a brand RegioJet. Secondly, they should strive to harmonise impressions 

with positive cues – impressions fulfil the experience and cues certify the nature of experiences. 

For instance, standing-up to promised customer service onboard in case of RegioJet. Furthermore, 

it is necessary to eliminate negative cues by eliminating "anything that diminishes, contradicts, or 

distracts attention from the theme" (ibid, p.55). That could be taking care of the interior of the 

buses, making sure everything is clean and does not smell. Further, it is important to mix in 

memorabilia as tangible artefacts of experiences. That can be achieved in many different ways 

such as selling them, turning them inherently part of the experience, or giving them away and can 

also help to attract new customers. Example of memorabilia could be RegioJet magazine that 

passengers can take home with them. Finally, engaging the five senses that accompany and 

enhance the theme is an efficient way how to make the experience more memorable. In the case 

of bus travel provider, it could be having air-freshener onboard buses or the material used for 

headrest covers. Also, Holbrook and Hirschman (1982) deal with experiential perspective on 

consumption and suggest to include experiential elements because they are very enriching and 

help to provoke emotions such as fantasies, feelings and fun.  

 

Furthermore, communication of the experience is of great importance in experience 

companies. Not only it is part of the experience itself, but it is also a way of making consumers 

aware of the distinct qualities and distinguishing the offered experience from other offerings (Pine 
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II & Gilmore, 1999; Hjorth & Kostera, 2008). Hjorth and Kostera (2008) further suggest paying 

attention to the design dimension of the communication (such as through environmental design, 

graphic design) to create a message that embodies all five senses and results in a holistic experience 

(ibid). Design and experience are, in their opinion, inseparable dimensions because the heart of 

the design is to appeal to our heart and senses (p.117). That collaborates with what Pine II and 

Gilmore (1999) suggest (engaging the five senses). However, they do not mention design 

perspective in their work. The designer, through his or her competences in sensuality and 

creativity, is crucial as he or she shapes and constructs the reality of experience economy and 

makes the offering into a holistic experience. Similarly, Christensen (2008) talks about the 

importance of design and communication of experiences in modern societies. 

 

3.1.4. Experience co-creation 
 

Boswijk et al. (2007) take the pioneering concept of experience economy even further by 

distinguishing three generations. The first generation is about staging experiences as Pine II and 

Gilmore (1999)  and their immediate followers talk about in their work. The creation of value lies 

in the hands of the producer who determines what the customer will buy and experience – 

customers are directed from outside. Prahalad and Ramaswamy (2004) call it traditional business 

thinking. However, the second and third generation of experiences is emerging. The second 

generation comprises co-creation of value with customers that is a basis for unique value 

proposition for each individual. Both parties play an active role in the process.  The third 

generation of self-direction entails creating and directing meaningful experiences by customers 

only (Boswijk et al., 2007).  

 

Many other researchers also care about the co-creation of value. For instance, Andersson 

and Andersson highlight the importance of interdependencies between the buyer and the seller and 

sees the buyer as a co-producer of the resulting output (Sundbo & Sørensen, 2013). Prahalad and 

Ramaswamy (2004) also see the changing role of consumers in their relationships with companies. 

Due to the information access, global view and networking they can make informed decisions and 

enhance their degree of independence from organisations. They are interested in entering into 

personal interaction with the organisations, transparency, dialogue and co-creating meaningful 

value proposition together. Co-creation of value has many stages, from the firm and the consumer, 

firm and the consumer communities, to multiple firms and multiple communities (Prahalad & 
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Ramaswamy, 2004).  Another emerging issue nowadays, when experience economy has reached 

the second stage, is authenticity (Pine II & Gilmore, 2007). Business offerings must get real to 

sustain competitive advantage. However, people differ in what they perceive to be real and fake. 

It might be because people perceive via mental awareness that they have from previous 

experiences (Sundbo & Sørensen, 2013). 

 

As Boswijk et al. (2007) highlight, principles as presented by Pine II and Gilmore (1999) above 

are valid for the first generation of experiences and traditional business thinking (Prahalad & 

Ramaswamy, 2004). Designing experiences in the second generation of experiences should be 

complemented through a model of DART, as described by Prahalad and Ramaswamy (2004) 

because the value is created in the individual and no longer takes place within the company only: 

• D = Dialogue – stands for interconnection, empathy and deep engagement on both 

sides that are equal, dialogue focuses on issues that interest both sides and requires a 

forum in which it can occur as well as boundaries for a useful dialogue 

• A = Access – they argue that the goal of customers is access to memorable experiences 

and not necessarily ownership of the product (as the traditional focus of the firm 

suggest), the key is to provide information and tools 

• R = Risk Assessment – stands for the probability of harm to the customer, it is a 

principle of co-creation that presents advantages and disadvantages (unlike traditional 

approach to marketing communication that presents only benefits) 

• T = Transparency – stands for openness and socially responsible entrepreneurship 

(unlike in the past when there was an information asymmetry between the firm and the 

consumer) 

 

 

3.2. Towards customer experience management (CEM) 
 

Many authors of experience economy publications  (Hjorth &Kostera, 2008; Christensen, 

2009; Sundbo & Darmer, 2008 to name a few) deal with implementing experience economy into 

the real world, especially into entrepreneur events and experience-based products in so-called 

creative industries. However, as Sundro and Sørensen (2013) highlight, the experience economy 

includes more than the creative and cultural industries. Although customer experience is 

omnipresent and widely considered as next competitive battleground, there seems to be lacking a 
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solid foundation in the literature on how to manage this process successfully. It might be because 

customer experience "suffers from its broad, holistic definition; it covers an extended time frame, 

every customer touch point, and both emotional and functional responses" (Klaus, 2014, p.22) and 

"depends on the idea and the execution and requires a close understanding of how customers think 

and feel" (Walden, 2017, p.40). "Research has proven that over 50 % of the Customer Experience 

involves emotions, at both conscious and subconscious levels. In fact, most people buy emotionally 

and then use logic to justify their purchase" (Shaw & Hamilton, 2016, p.11) and therefore it is 

necessary to learn how to manage customer experience a consumer has with a company. 

 

3.2.1. Customer experience and the customer journey 
 

Customer experience is the subjective and internal response customers have to any contact 

with the company. It includes every aspect of a firm’s offering, from direct to indirect encounters 

through myriad touchpoints. It is not self-generated, but induced – a company is in charge and 

needs to take the first action. As consumers today have a more significant number of choices than 

ever before, is it vital to be consistent,  add value each time and understand their experience at 

every touchpoint to stay relevant for them (Lemon & Verhoef, 2016; Meyer & Schwager, 2007; 

Joseph, 2010). The customer experience is iterative and dynamic and to better understand and 

guide this process, businesses use so-called customer journeys where they break down the holistic 

customer experience into pre-purchase, purchase and post-purchase phases (Vandermerwe, 1993; 

Lemon & Verhoef, 2016). This process includes past experiences as well as external factors, and 

at each stage customers experience touchpoints, only some of which are under the company´s 

control. Such approach enables them to compete on a more complex level (Klaus, 2014). 

 

The pre-purchase stage includes all aspects of the customers´ interactions with the company 

before a purchase event (such as search and consideration); it aims to lead consumers to engage 

with the firm further in the purchase. Purchase encompasses all customers´ interactions with the 

company during the purchase transaction itself; this period fulfils the foundational customer need, 

which is the focal reason why he or she engages with the company. Post-purchase covers 

customers´ interactions with the brand after the actual purchase (such as usage, consumption, 

service requests) with the goal of retaining customers and improving future experience (Lemon & 

Vorhoef, 2016; Voorhees et al., 2017). One of the most recent studies by Voorhees et al. (2017) 

aims to identify interdependencies between the three phases (they use pre-core encounter, core 
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encounter, post-core encounter terminology). They are giving more attention to pre-core encounter 

and post-core encounter because, to "build and maintain lasting relationships, managers and 

researchers alike must not focus solely on the core-service provision" (ibid, p.270). 

 

Lemon & Vorhoef (2016) identify four types of touchpoints: brand-owned, partner-owned, 

customer-owned, and social/external/independent. Brand-owned media are managed by the firm 

and under the firm´s control (such as advertising, websites, packaging, service). Partner-owned 

touchpoints are jointly designed and controlled by the firm and its partners (such as distribution or 

communication channel partners). Customer-owned touchpoints are part of the experience, but 

they are out of the firm´s control. These are most critical during the post-purchase period. Finally, 

social/external touchpoints recognise the critical roles of others in the customer experience (other 

customers, peers, independent information sources). Joseph (2010) further adds that "the best 

touchpoints are the ones that can get incorporated into consumers’ lives at the time when it makes 

the most sense for the brand" (p. 117). It is necessary to keep in mind that not all touchpoints are 

of equivalent value and that meaningful touchpoints for consumers change over time. It is due to 

different stages of customer´s lives (Meyer & Schwager, 2007). Moreover, as  Hogan, Almquist, 

and Glynn (2005) highlight, "many touchpoints have little upside impact on brand equity but can 

destroy brand equity if they fail". Therefore, it is vital that the responsibility for customer 

experience is spread across the company through, for instance, cross-functional teams (Norton & 

Pine II, 2013).  

 

Furthermore, Schmitt, Joško, and Zarantonello (2015) studied customer experience from a 

psychology point of view, building on the research of other authors (Gilovich & Kumar & Jampol, 

2015) and offer a consumer-experience model as shown in Figure 7 below. They see material and 

experiential purchases as interconnected dimensions that make up the value, not as two opposite 

things (as Gilovich et al. do). Materialism refers to "the value created for the consumer based on 

the perceived material and monetary aspects of the purchase and consumption" (ibid, p.169) and 

experientialism refers to "the value created based on the perceived experiential aspects of the 

purchase"(ibid, p.169).  

 

In the case of RegioJet, for instance, one might give a materialism score to the monetary value 

of the ticket and give another score to the experience they get on board or before the journey. The 
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second key component of the model is the brand experience that can enhance or diminish the 

relation between the materialism and experientialism dimensions and outcomes such as customer 

happiness. In the third component, they distinguish two paths to happiness – one where happiness 

is a pleasure and second where happiness arises from the fulfilment of goals. Considering RegioJet 

case, pleasure happiness can occur during the journey on the coach – comfortable seats, getting 

refreshment and watching a movie. Meaning happiness would occur when they reach their final 

destination on time. 

 

 

 

Figure 7: Contrasting views of materialism, experientialism, and happiness (Schmitt et al., 2015, 

p.169) 

 

3.2.2. Experiential marketing 

 

In various industries, many companies have turned to experiential marketing techniques to 

run their businesses. According to Schmitt (1999) traditional marketing was developed in response 

to the industrial age, not the information, branding, and communication revolution we are facing 

today (p.12) and it is no longer enough to focus on functional features and benefits of products and 

viewing customers as rational decision makers. As Joseph (2010) emphasises, it is the emotional 

side of marketing that can make a difference. Although it is the rational side that is often the reason 

a consumer will at first look for a product to get something done, it is the emotional component 
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that can make the difference and connect us with the customer – and who will come back next 

time or even spread the word about our company. Therefore, marketers need to get to know their 

consumers better, including the context in which they live and issues that mean something to them 

(Prahalad & Ramaswamy, 2004). As Carù and Cova (2003) suggest in their paper, experiential 

marketing lies between extraordinary experience and consumer experience. 

 

Three phenomena are emerging experiential approach to marketing.  Firstly, the 

omnipresence of information technology and technological innovation, allowing companies and 

people to connect with one another at any time. Secondly, it is the supremacy of the brand. 

Successfully managed brands have brand equity and bring to customers´ minds specific images, 

experiences and associations. Lastly, the ubiquity of communications and entertainment is not only 

about communication inevitably linked to branding, but even the way of communicating is 

changing from information to entertainment. Moreover, two-way communication with consumers 

is becoming the key to communicating brand experience successfully (Schmitt, 1999). 

Digitalization increasingly spans many markets and makes it easier than ever before to match in 

real-time both locally and globally. Digital economy has more interactive interface putting more 

power to the hands of consumers and therefore requires continuous learning and innovation and 

implies creation of new markets, regulations and business models  (Nițescu, 2016). In addition to 

that, the boom of online platforms have the power to disrupt lots of traditional industries (Parker, 

Van Alstyne, & Choudary, 2016). 

 

Consumers today take functional features and benefits, product quality and positive brand 

image as given. They desire brands and products that they can relate to and communications that 

deliver experiences to them. The degree to which a company is able to deliver such customer 

experience will largely determine success in the global marketplace (Schmitt, 1999). Joseph (2010) 

further adds that experience effect is essential due to several reasons – it "defines the brand for 

consumers, positions the brand in consumers’ minds, differentiates the brand from competitors, 

helps consumers make good choices and appropriate purchase decisions, builds brand loyalty and 

justifies a price point" (ibid, p.34). Therefore, shifting towards experiential marketing is crucial to 

delivering such experiences. Differences between traditional and experiential marketing 

characteristics are illustrated in Figure 8 below. 
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Traditional marketing Experiential marketing 

Focus on functional features and benefits Focus on customer experiences 

Product category and competition are 

narrowly defined 

Examining the consumption situation 

Customers are rational decision makers Customers are rational and emotional  

Methods and tools are analytical, 

quantitative, and verbal 

Methods and tools are eclectic 

Figure 8: Traditional vs Experiential marketing (designed by the author; based on Schmitt, 1999) 

 

Experiential marketing is, furthermore, linked to a new approach to branding. Experiential 

brands are not just identifiers, but most importantly experience providers that must appeal to all 

five senses, the heart and mind. These brands have to relate to something consumer cares about 

and incorporate that into the customers´ daily life and provide integrated holistic experience 

(Schmitt, 1999). Brand experience can be described "as sensations, feelings, cognitions, and 

behavioral responses evoked by brand-related stimuli that are part of a brand’s design and 

identity, packaging, communications, and environments" (Brakus, Schmitt & Zarantonello, 2009). 

As Meyer and Schwager (2007) discuss in their paper, 80% of the companies believe that they are 

providing superior experience, but only 8% of their customers share their opinion. 

 

The core idea of experiential marketing is to create different types of experiences for the 

customer that together provide a holistic experience. Schmitt (1999) offers a framework how to 

create such experiences - Strategic Experiential Modules (SEM) –  namely sense, feel, think, act, 

relate. While each of the SEM has its structures and marketing principles, best experiences are 

created by combining two or more SEMs. The ultimate goal or experiential marketing is to create 

holistic experiences that possess sense, feel, think, act, and relate qualities at the same time. 

Sensory experiences appeal to the senses through sight, sound, touch, taste, and smell. It 

collaborates with Pine II and Gilmore (1999) principle of engaging all five senses. Feel marketing 

aims to create affective experiences that range from positive moods to strong emotions of joy and 

pride towards a brand. Think marketing appeals to the intellect with the objective of creating 

cognitive, problem-solving experiences that creatively engage customers. Act marketing enriches 

customers' lives by enhancing their physical experiences and entire lifestyles, showing them 

alternative ways of doing things. Relate marketing expands beyond the individual´s feelings and 
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relating the individual to his or her ideal itself, other people, or cultures. Relate campaigns appeal 

to the individual´s desire for self-improvement and social identity (Schmitt, 1999). Such 

experiences can be created through experiential providers (ExPros) – communication (advertising, 

external/internal company communications, and public relations campaigns), visual/verbal 

identity (names, logos and signage), product presence (product design, packaging, brand 

characters), co-branding (event marketing and sponsorships, product placement), spatial 

environments, web sites and electronic media, and people. However, as Nasution et al. (2014) 

emphasize, "these strategies need to be designed whilst keeping the customer’s values and needs 

in mind in order to maximize the potential to attract customers to interact and be involved with 

the product or service and providing excellent emotional and physical experiences" (p.258). 

 

3.2.3. Customer experience management 

 

Customer experience management (CEM) "is the process of strategically managing a 

customer´s entire experience with a product or a company" (Schmitt, 2003, p.17). It focuses on 

using the experiential approach to connect with the customer at every touchpoint and delivering 

integrated elements of the customer experience (ibid). Thus it is a genuinely customer-focused 

concept. According to Walden (2017), "customer experience management (CEM) is the 

management of ‘the experience the customer has’" (p.25). It is an "essential tool for the 

management of companies seeking sustainability for your business and can generate an 

unparalleled competitive advantage" (Arineli & Quintella, 2014, p.197). Klaus (2014) further adds 

that it is done through the process and people development. It is because CEM is externally as well 

as internally focused and therefore also people development (human resources) has to be aligned. 

Employees must be motivated, competent in their jobs and innovative in their thinking to ensure 

that their behaviour meets the expectation of customer experience programme. Moreover, 

company´s work processes, systems and structures should reflect that. (Klaus, 2014; Meyer & 

Schwager, 2007; Schmitt, 2003). It is necessary to engage in cross-silo collaboration (Walden 

2017). Heskett, Jones, Loveman, Sasser, and Schlesinger (1994) deal with these issues in their 

Service-profit chain, as discussed subsequently.  

 

Homburg, Jozić, and Kuehnl (2017)  conducted a study with practitioners and concluded 

that CEM is viewed as one of the most promising marketing approaches to address the challenges 

of today's markets. Similarly, Klaus (2014), in his study with managers from the real world, 
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identified three different types of organisations based on how they look on CEM, namely 

Preservers, Transformers, and Vanguards:  

• Preservers – they view CEM as an extension of already existing service delivery 

systems and therefore take limited actions towards constructing a comprehensive 

program based on a long-term vision. It is also due to their inability to connect CEM 

throughout the organisation. 

• Transformers – they strive to become customer experience focused organisation 

and see its positive links to financial performance, they are convinced that customer 

experience influences customer satisfaction, loyalty, recommendations, and brand 

perception. This category seems to be the case of RegioJet as of now. 

• Vanguards – they have CEM practice in place and integrate functions and 

customer touchpoints to ensure that the customer experiences are consistent 

 

CEM vs CRM 

Schmitt (2003) is among the first ones to talk about the importance of CEM. He argues that 

many companies rely on, nowadays, outdated approaches of the marketing concept, customer 

satisfaction or customer relationship management (hereafter CRM). In his view, is it the 

experience (more than satisfaction alone) that sets apart the company from its competitors in the 

eyes of customers. CRM focuses on transactions whereas CEM is also concerned about what 

happens before and after the transaction (pre-purchase and post-purchase). Both concepts differ in 

their subject matter, timing, monitoring, audience, and purpose. The subject matter of CEM is what 

a customer subjectively thinks about the company at points of interactions whereas CRM is 

concerned with what a company historically knows about the customer after there is a record of 

customer interaction. Thus CRM focuses on transactions and not on building relationships 

(Schmitt, 2003; Meyer & Schwager, 2007). See Figure 9 below for more details. According to 

Palmer (2010), "customer experience management may be an integrating framework that 

overcomes the theoretical and practical limitations of customer relationship management" 

(p.196).  
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Figure 9: CEM vs CRM (Meyer & Schwager, 2007, p. 120) 

 

3.2.4. CEM Framework 
 

The literature on effective CEM is quite scarce and fragmented. However there can be found 

several principles and guidelines on how to implement CEM into the everyday life of the company. 

Having reviewed them, the author will present a framework by Schmitt (2003) who made up both 

analytical and creative framework which aims to help companies to become more customer-

focused and implement CEM. Concurrently, his framework will be supplied by findings of other 

researchers and concluded with a CEM framework made by the author. 

CEM Framework (Schmitt, 2003) consists of: 

- Analysis step - Analysing the experiential world of the customer 

- Strategy step - Building the experiential platform 

- Implementation steps - Designing the brand experience; Structuring the customer 

interface; Engaging in continuous innovation 

 

Analysing the experiential world of the customer 

The goal of this step is to gain original insight into the customer´s world because "customer 

insight enables a company to position a product with the right features, appeal, communications, 

and customer interface" (Schmitt, 2003, p.54). In business to customers markets, it is essential to 

analyse the sociocultural context in which consumers operate including their experiential needs 

and wants, as well as their lifestyles (ibid). Walden (2017), similarly, starts from drivers – because 
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"what drives the customer relates to their goals, then their emotions and motivations – where their 

energy is directed. Drives can be intuitive and primary; conscious and non-conscious" (p.19). 

Klaus (2014) also sees two critical drivers – measuring customer experience and customer 

experience from the customers´ viewpoint – which also aims to get to know customer´s situation. 

To analyse the experiential world of the customer, it is useful to (Schmitt, 2003): 

• Identify the target customer for the experience – different customer targets will 

require different experiences (not only to distinguish different needs of individual and 

business consumer but also to keep in mind whether the purchaser will actually be the 

user of the company´s offering) 

• Divide the experiential world into four layers – it is concerned with whole 

consumption situation of the customer and essential trends in the sociocultural 

environment to provide an exceptional experience. It has four layers, namely the broad-

based experience associated with the customer´s sociocultural context, the experience 

provided by the usage and consumption situation, the experience provided by the 

product category, and the experience provided by the brand 

• Track the experience along touchpoints – it aims to understand how an experience 

can be enriched for the customer throughout the customer journey (not only what 

information they have at each stage but most importantly what they desire) 

• Survey the competitive landscape – due to increasing competition, keeping informed 

and acting accordingly is crucial to success. It is concerned with surveying the 

experiences offered by direct competitors, new entrants, and players outside our 

industry. 

 

Building the experiential platform 

It is the critical connection between strategy and implementation and includes experiential 

positioning based on the insights from the previous step that depicts what the brand stands for. It 

outlines the value that the customer can expect (so-called experiential value promise) and overall 

implementation theme that summarises the style and content of the core messages a company will 

use during implementation (Schmitt, 2003). 
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Designing the brand experience 

This step is concerned with implementing the experiential platform into the brand 

experience. He suggests to first look on experiential features and products aesthetics followed by 

appealing look and feel in logos, packaging, retail spaces and appropriate experiential messages 

online and offline. Brand experience is quite static in nature, compared to the customer interface. 

(Schmitt, 2003). 

 

Structuring the customer interface 

It is concerned about implementing the experiential platform into the customer interface. 

Customer interface is dynamic and interactive (as opposed to the brand experience that remains 

the same for some time). It includes all possible exchanges and contacts with the customer while 

it should address experiential consistency and coherence among various touchpoints over time. 

Moreover, it needs intangible elements (such as voice, or behavioral attitude) to be implemented 

(Schmitt, 2003). Furthermore, "the focus of the CEM approach is on understanding what customer 

interface is most appropriate for delivering the right service experience" (ibid, p.36). Similarly, 

Klaus (2014) sees the crucial role of employees in customer experience delivery. 

 

Engaging in continuous innovation 

The third implementation step that is concerned with improving end customers̕ lives. 

Innovative companies show to customers that they are dynamic enterprises that can stage new 

experiences on on-going basis. (Schmitt, 2003). As Walden emphasises, the CEM principle for 

him is that company ̔goes with the flow ̕and "proactively responds to opportunities as they arise" 

(p.26). 

 

Another useful framework was created by Nasution, Sembada, Miliani, Resti, and Prawono 

(2014) - Customer Experience Framework (Figure 10). It aims to capture how customer experience 

is created throughout the customer journey. Similarly, as Schmitt (2003), the customer experience 

arises from the understanding the customers̕ values, needs and wants. These are then interacting 

with the firm̕ s marketing strategy and result in an experience with the provider (while he, as other 

authors, distinguishes three stages of experience) (similarly as Schmitt, 2003 and Klaus, 2014). 

Accumulation of these experiences results in holistic customer experience that has an impact on 

the customer ̕s future attitude towards the provider (such as trust, repeated consumption). However, 
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there seems to be missing continuous innovation element is their framework, compared to Schmitt 

(2003). 

Figure 10: Customer Experience Framework (CEF) ((Nasution et al., 2014, p.257) 

 

3.2.5. Service profit chain and Customer loyalty 
 

Achieving customer loyalty is one of the most valuable recognitions a company may get 

Cossío-Silva et al., 2016; Arineli & Quintella, 2014). According to Singh and Sirdeshmukh (2010) 

customer loyalty is the marketplace currency for the twenty-first century. Loyal customers are less 

price sensitive and willing to pay more for products or service. Furthermore, they are less likely to 

switch brands (Shaw & Hamilton, 2016; Chaudhuri & Holbrook, 2001; Oliver, 1999). In addition 

to that, the costs of dealing with a loyal customer are significantly lower compared to the costs of 

attracting a new customer (Ndubisi, 2006).  

 

Loyalty can be defined as "a deeply held commitment to rebuy or repatronize a preferred 

product/service consistently in the future, thereby causing repetitive same-brand or same brand-

set purchasing, despite situational influences and marketing efforts having the potential to cause 

switching behaviour" (Oliver, 1999, p.34). Literature recognises three types of loyalty: behavioral, 

attitudinal, and situational (Chaudhuri & Holbrook, 2001). Behavioral loyalty is a way of behaving 

– repeated purchasing and usage is an indicator, it is often the result of customer satisfaction. 
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Attitudinal loyalty occurs as a result of an ongoing positive relationship to a brand – it is a personal 

attitude towards the brand (even if customers do not repeat the purchase but recommend the 

company to others, it is attitudinal loyalty. Finally, the situational loyalty can be described as a 

contingent relationship to the brand which is often determined by the purchasing situation (e.g. 

customers will purchase if it is on sale). All three types of loyalty are important. However the 

behavioral and attitudinal are more critical when it comes to long-term sales and market share 

(ibid).  

 

It is widely accepted among researchers and practitioners that customer satisfaction and 

loyalty are inseparably linked. Although loyal customers are typically satisfied, satisfaction does 

not necessarily translate into loyalty everytime (Oliver, 1999; Schmitt 2003). According to Shaw 

and Hamilton (2016), customer loyalty is a function of memory because customers return to us 

based on previous experience they had. Therefore, it is vital to understand those memories and 

ensure they are good ones. If a company manages experience well, satisfaction occurs naturally as 

one of the results of experience (Brakus, Schmitt & Zarantonello, 2009; Schmitt, 2003). 

Mascarenhas, Kesavan, and Bernacchi, 2006 highlight importance of total customer experience 

(TCE) on generating, strengthening and sustaining customer loyalty. The critical factor is the 

relationship between the provider and a consumer that can be manipulated through staging 

experiences resulting in customer loyalty, increased sales, and profit. Increased attention should 

be on the pre-purchase and post-purchase stage as these experiences can make a critical difference 

and become key determinants of customer satisfaction and brand loyalty (Lorentzen, Sundbo & 

Sørensen, 2013; Schmitt, 1999).  

 

As discussed above, CEM spans whole organizations and all parts have to work together 

to ensure the best possible results. The service-profit chain by Heskett et al. (1994) addresses the 

causal relationships profitability, customer loyalty, and employee satisfaction, loyalty, and 

productivity : "Profit and growth are stimulated primarily by customer loyalty. Loyalty is a direct 

result of customer satisfaction. Satisfaction is largely influenced by the value of services provided 

to customers. Value is created by satisfied, loyal, and productive employees. Employee 

satisfaction, in turn, results primarily from high-quality support services and policies that enable 

employees to deliver results to customers" (ibid, p.164f). 
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3.2.6. CEM Framework of own collaboration  
 

Based on the knowledge gained from literature review, the author suggests the below CEM 

Framework (Figure 11) that could be used by RegioJet to ensure optimal total customer 

experience. Firstly, it considers the target customers as a starting point – gaining insight into what 

their lifestyle, drivers and consumption situation is is critical. It helps to understand better their 

values, needs, wants, motivations and their overall situation. Findings from the analysis could be 

captured in Value Proposition Canvas  that elaborates on the customer jobs, pains and gains as a 

starting point before accessing value proposition offered to customers (Osterwalder A. , Pigneur, 

Bernarda, & Smith, 2014). Mapping the current experience throughout the customer journey and 

identifying key touchpoints and possible failures provides the company with valuable data that 

enables to develop a product of the right features desired by customers. Secondly, strategy step is 

concerned with planning and positioning the experience proposition in the minds of consumers 

while keeping in mind the external environment including competitors. Elements of experiential 

marketing and branding as discussed above are relevant during this phase. Employee step is 

concerned with human resources in the company and whether they are onboard towards the 

customer-centric company – what is the organisational structure, jobs designs, tools of employees, 

or recognition to name a few elements. The design phase is dedicated to designing elements of 

experience at every touchpoint and ensuring consistency along the customer journey. Employees 

can provide valuable inputs in this phase, as well as in the following process. It is because they are 

the ones who are in everyday touch with customers and therefore working together can benefit 

both sides. Employees will feel more engaged with the processes and the company. The company, 

in addition to that, will be able to uncover previously hidden elements and design compelling 

experience for its customers. Moreover, co-creation with customers is suggested to enrich insights 

that might not be revealed by the company.  Characteristics of memorable experiences as discussed 

earlier are of relevance in the design step. It is important to mention that employees, design and 

processes steps do not necessarily happen one after another. Instead, these steps might be 

overlapping or simultaneous to ensure the optimal solution is found. Setting up processes, policies 

and tools occur to be an important step to ensure smooth implementation. Lastly, the feedback 

loop is dedicated to the optimisation of the customer experience by getting back to our customers 

and reconsidering design elements to ensure continuous innovation, profitability and customer 

loyalty. 
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Figure 11: CEM framework by the author (own collaboration) 

 

4. Analysis 

 

This section of the thesis aims to analyse the primary data collected through questionnaire, 

semi-structured qualitative interviews and lastly e-word-of-mouth analysis of RegioJet on 

TripAdvisor reviews. These findings will serve as a basis for addressing the research question. 

 

4.1. Online survey 
 

4.1.1. Online survey evaluation 
 

In this section, the author would like to discuss the overall results of the survey conducted. 

Due to the space limitations of the thesis, graphs are mostly included in the following chapter, 

showing the results of the representative sample only. For a visual representation of the general 

results (i.e. this chapter), please look at appendix 8.2. (Survey results). 

 

 In total, 253 people completed the online survey over the period of three weeks. Out of 

them, 166 women and 87 men.  The prevalence of women (66%) respondents is evident as opposed 

to men respondents (34%). As this fact was becoming apparent in the early stage of collecting 

answers, the author tried to attract more male respondents. The survey was distributed via social 

media, and therefore it was possible to ask males to take part in the survey explicitly when posting 
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the link to the survey for the second and third time. This step proved to be effective, the ratio of 

men indeed climbed up a bit. Although the final proportion of respondents is not 50:50 as it is 

approximately in population, the results are considered as quite satisfying. Moreover, the 

composition of respondents is also affected by the structure of the author´s followers on social 

media and members of particular groups on social media for sharing student surveys.  

 

In regards to the age of the respondents, the vast majority of people between 18 and 30 

years took part in the survey – 233 people (92%), followed by age category 31-45 – 16 people 

(6%). Another two age groups (under 18; above 46) registered two respondents each (1% each). 

These results are also influenced by the composition of followers of the author on the social media. 

However, as the age category 18-30 is the target group for this study, these results are considered 

satisfactory.  

 

Looking at the country of residence of respondents, Czech Republic scored 100 

respondents (40%); followed by Denmark with 73 respondents (29%); Slovakia (15 respondents, 

6%); Germany (8 respondents, 3%); Hungary (6 respondents, 2 %;, Netherlands (6 respondents, 

2%); Italy (5 respondents, 2%); Spain (4 respondents, 2%); Mexico (3 respondents, 1%); United 

Kingdom (3 respondents, 1%). Other countries registered one or two respondents each – these are 

for example Sweden, Norway, Belgium, France, Norway, China, United Arab Emirates,  

Switzerland, Singapore to name a few. In total, these countries represent 30 respondents (12%). 

Similarly, as discussed above, also a country of residence composition is influenced by author´s 

access to respondents. 

 

Employment status of the respondents is diverse with a slight prevalence of working 

students (111 respondents, 44%). Followed by employed individuals (79 respondents, 31%) and 

students only (58 respondents, 23%). Unemployed respondents were in the minority (5 individuals, 

2%) and category of retired persons registered none response. These results make an interesting 

blend of individuals, that will allow looking at the results from the different point of views as each 

of those categories will have most likely different preferences.  
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Out of the 253 respondents, 62% (156 individuals) travelled by bus for 3,5 hours or longer 

on one connection during the past year and their opinions are further discussed in detail in the 

following chapter.  

Figure 12: Graph 1 (own collaboration) 

 

The remainder of respondents did not use the bus for such a journey. However, the vast 

majority travelled during the past year (96 out of 97 respondents, making it 99%). This fact 

supports a trend of travelling and getting to know new places and cultures among young people. 

They used mostly plane transportation (49 respondents, 51%). Followed by car (27 respondents, 

28%) and train (15 respondents, 16%). Some people used mostly bus transportation during the past 

year but were travelling only for shorter distances. Therefore, they cannot be included in the 

representative sample.  

 

Concerning motives for preferring air transportation over travelling by bus, 81% of 

respondents agree on total travel time as being the most critical element. It could be due to the 

distance to the visiting destination because for 55% respondents the comfort is another decisive 

factor for preferring air transportation. Concurrently, non-existing bus connection between point 

A and B influenced 37% of respondents, while the majority of these respondents is living in 

Denmark. Price and previous experience with airline register the least score, meaning that air 

transport is still more expensive than travelling by bus or train and even the experience onboard 

does not necessarily influence customers while selecting the mode of transport. 

Looking at motives for choosing train connection over bus connection to a particular 

destination, comfort appears to be the most decisive factor for 80% of respondents. Similarly, as 

with air transport, price scored the least among respondents.  

In the past year, have you 

travelled by bus for 3,5 hours 

or longer? (one connection)?

yes

no



~ 45 ~ 
 

4.1.2. Demographics of the representative sample 
 

The representative sample for this study consists of total 114 respondents between 18 and 

30 years who have travelled by bus on regularly scheduled connection for 3,5 hours or longer 

during the past year. It was decided to limit the travel period to the past year because it is easier to 

recall recent experiences as discussed earlier in the thesis. Hence it could be argued that the data 

obtained is more accurate. Moreover, the industry is changing fast, and it, therefore, makes sense 

to limit the experience by time. As a result of this decision, the thesis can compare actual opinions 

of respondents. 

Figure 13: Representative sample visually (own collaboration) 

 

Out of the 114 responses, the author registers 78 females (68%) and 36 males (32%). It 

roughly follows the pattern of the whole sample which took part in the survey. More than a half 

of respondents are working students (61 people, 54%), followed by students only (28 people, 25%) 

and employed individuals (25 people, 21%). Looking at the sample from the place of residence 

point of view, the majority of respondents come from the Czech Republic (38%), tightly followed 

by Denmark (30%), further followed by Germany (5%), Slovakia (4%), Italy (4%). Other countries 

represent in total 19% and register one or two replies each – those are namely Hungary, Belgium, 

Finland, Greece, China, Mexico, Moldova, Mongolia, Netherlands, Romania, Spain, Ukraine, 

USA, Turkey, United Arab Emirates, Switzerland. 

114 respondents

regularly 
scheduled 
connection

≤ 3,5 hours

18-30 years



~ 46 ~ 
 

Figure 14: Graph 2 (own collaboration) 

 

4.1.3. Motives for choosing bus transportation 
 

To avoid confusion in answering the rest of survey questions, respondents were asked to 

answer based on their last trip. In regard to the length of the journey, nearly half of respondents 

travelled between 3,5 and 5 hours on one connection (49%), followed by category of 5 to 10 hours 

journey with 37%. The category over 10 hours scored least respondents (14%). Initially, the author 

intended to compare motives for choosing bus transportation over other modes of transport based 

on the travel time categories. However, after thoroughly evaluating the results it became apparent 

that motives are very similar. Therefore, these motives will be discussed jointly.  

 

Concerning reasons for choosing bus over train for travelling, price showed to be the most 

important element (82 out of 114 respondents). However, it could be further examined whether 

those respondents actually compared prices of bus versus train when booking their connection. 

Other important factors were a timetable and direct connection, highlighted by 50 respectively 46 

respondents out of 114. This finding illustrates that time of departure is of crucial importance for 

many travellers. Only 21 out of 114 respondents feel attached to the bus carrier after their previous 

experience. This could be one of the reasons for bus carriers to further examine CEM principles 

and possible benefits for them.  

 

Preferring bus over plane connection was mainly due to price differences (89 out of 114 

responses). It could be discussed to what extent is this attitude caused by the composition of 

respondents. As the majority of them are students (working and not working) and young working 

professionals, that could be the reason for such a high score. A significant element is also timetable 
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issue (important for 28 out of 114 respondents). Similarly, as above, emotional attachment to bus 

carrier does not have a significant influence on people when choosing bus versus air mode of 

transport. However, it could be argued to what extent are bus carriers providing memorable 

experiences as of now. Total travel time spent on travels was considered only by 15 respondents 

out of 114 while all of these respondents were from the category 3,5 to 5 hours – making it only 

15 out of 56 travellers in that category. That is quite a low ratio and could represent next argument 

that could be used by bus carriers in their communication with customers. It seems not many 

respondents realise benefits of using bus transport on specific journeys. Three persons further 

added that being able to take more luggage compared to air transport was important to them. 

Surprisingly, a couple of respondents also considered the environment as one of the reasons for 

preferring bus connection. 

 

4.1.4. Choosing bus carrier 
 

Regarding the criteria for choosing bus carrier, 114 respondents were asked to choose three 

most important to them, and the results are as follows:  

• Time, place of departure, travel time → 105 

• Price → 103 

• Comfort, service on board, baggage allowance → 82 

• Knowing carrier from before, recommended by others → 28 

• Safety reputation → 20 

• Exposed to advertising →  4  

 

The two most important elements (i.e. time, place of departure, travel time; and price) are 

apparent when searching for the bus connection on various browsers. One can usually immediately 

see bus station, departure time or a number of stops and price. However, the comfort and service 

on board (third most critical factor) do not necessarily have to be known to customers during 

selection unless they had travelled by particular carrier before, have recommendations from others 

or searched at least for pictures or reviews online to get an idea.  

 

In addition to that, more significant half of respondents (54%) searched for their last 

connection on the website of a particular bus carrier they were familiar with. Hence, it seems 

necessary to be there even before consumers start to research a solution before purchase. As per 
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Google research in digital consumer behaviour, this phase is called Zero moment of truth = ZMOT 

(Lecinski, 2014). Although exposition to advertisement element showed to be least important 

among other factors, it arguably has an impact on which brands the consumer will check and in 

which order. 

Figure 15: Graph 3 (own collaboration) 

 

 

4.1.5. Bus carriers brand recall 
 

To get an idea about brand awareness consumers have about existing bus carriers, an open-

ended question asking to list European bus carriers they can recall was included in the survey. In 

addition to that, top-of-mind awareness was monitored and calculated from responses. Top-of-

mind awareness (hereafter TOMA) refers to being "the first brand or product consumers think of 

in a particular category (Hendricks, 2018)". For obvious reasons, being in TOMA of as many 

consumers as possible is the goal of every business. 

 

Three most known bus carriers turned out to be Flixbus, RegioJet and Eurolines. High 

TOMA of Flixbus is apparent - it was the first bus carrier to come in mind of 50% respondents. In 

addition to that, 89 out of 114 respondents recall this brand. It could be further studied whether it 

is the result of a widespread advertisement or whether all of the respondents used or prefer Flixbus 

when travelling by bus. RegioJet is on the top of mind of 26% respondents and total of 55 

respondents can recall its brand. Eurolines also turned out to be quite known among respondents, 

with TOMA 8,7%. Other bus carriers which are known to consumers are PolskiBus, Megabus, 

SlovakLines, Ecolines and LeoExpress. They register a couple of TOMA place for some 

respondents (see Figure number 16 below for more details). Among less known bus carriers are 

How did you search for your connection?

Website of a particular
bus carrier

Website that shows all
possible connections and
carriers
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for instance Lux Express, Nettbuss, ALSA, CSAD, Rede Expressos, Blaguss, Sørlands Ekspressen 

and Rødbillet, displayed under section "Others" in Figure 16. 

Figure 16: Bus carriers brand recall (own collaboration) 

 

 

4.1.6. At the station  
 

The journey itself does not happen in a vacuum, and therefore the author was interested in 

the importance of several aspects when at the station (before or after the journey). Respondents 

were asked to rate the importance of those aspects on a five-point Likert scale: very important – 

important – neutral - somewhat important - unimportant. In addition to that, they were provided 

with the option of "no opinion" in order to get more accurate scores in case some respondents do 

not feel competent enough to rate the subject in question. The question aimed to reveal the 

importance of: 

• the feeling of safety (4,39) 

• being able to get around the station easily (4,21) 

• overall cleanliness of the station (3,95) 

• possibility to buy refreshment at the station (3,21) 

• the presence of information counter (3,16) 

• the presence of bus carrier counter (2,90). 

 

Customers encounter these touchpoints at the stations and the overall experience from the 

journey is affected by them. However, the majority of them is not, in fact, controlled by bus 

companies. The only touchpoint under the bus company control is their counter at the station. 

Brand Times recalled Times recalled % TOMA TOMA % 

Flixbus 89 78 % 57 50 % 

RegioJet 55 48 % 29 26 % 

Eurolines 35 31 % 10 8,7 % 

PolskiBus 18 16 % 4 3,4 % 

Megabus 9 8 % 3 2,5 % 

SlovakLines 7 6 % 3 2,5 % 

Ecolines 6 5 % 3 2,5 % 

LeoExpress 4 4 % 0 0 % 

Others 17 15 % 5 4,4 % 
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Figure 17: Graph 4 (own collaboration) 

 

Not surprisingly, feeling safe at the station showed to be the most critical parameter for 

travellers (4,39). Consumers further agree that easy orientation and navigation at the station (4,21) 

and cleanliness (3,95) are crucial. In general, bus carriers do not control these elements because 

they are under the station supervision. However, they can, to a certain extent, cooperate with the 

station management to ensure their customers quickly find information about departing platform, 

possible delays and so on. Information counter presence can support navigation at the station and 

induce a feeling of security in case any issue consumers may have. That could be the reason it 

scored 3,16 among respondents. To ensure adequate information is provided to customers should 

be a bus carriers̕ priority especially if they do not have a physical counter at the station. Although 

the presence of a particular bus carrier counter showed up as the element of neutral importance 

(2,90), easy navigation at the station is not possible without providing adequate information to 

customers before the journey. Possibility of refreshment at the station also scored slightly above 

average (3,21). 
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4.1.7. During the journey 
 

Concerning elements during the journey, respondents were asked to rate their importance 

on a five-point Likert scale, similarly as the above question. These general findings will be further 

used to compare and analyse attitudes towards RegioJet. All of the elements scored above 

average/neutral: 

• safety (4,49) 

• cleanliness (4,45) 

• bus equipment and comfort (4,25) 

• staff professionalism (3,99) 

• atmosphere and entertainment (3,26). 

Figure 18: Graph 5 (own collaboration) 

 

Similarly, as at the station, safety is the most important issue for travellers (4,49). It is 

tightly followed by cleanliness (4,45). The slightly different attitude of customers towards 

cleanliness at the station and in the bus can be observed – cleanliness at the station scored 3,95. It 

could be due to the time spent at the station that is most likely to be shorter than time spent on the 

bus. Furthermore, when waiting for the connection, sitting or touching anything can be 

minimalised. However, during the journey, clean seats and interior of the bus are the keys. On 

long-distance trips, another important factor for customers is the bus equipment and comfort (4,25) 

and professional staff (3,99). Atmosphere and entertainment on the bus are perceived neutrally 

among customers (3,26) however it still scored above average rate. Concurrently, this is the only 

element about which two respondents do not have an opinion, and therefore their opinion is 

missing in the calculation. 
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4.2. Qualitative interviews 
 

This section aims to summarise findings from four conducted qualitative interviews with 

frequent bus travellers. Respondents were two females and two males who travel frequently not 

only between the same destinations but also to new places several times a year.  For more 

comfortable orientation the author will refer to them as F1, F2 (female 1 and female 2) and M1, 

M (male 1 and male 2). Transcripts of these interviews can be found in appendix 8.4. (Transcripts 

of interviews).  

 

4.2.1. Attitudes towards travelling by bus 
 

All of the respondents regularly travel by bus on long-distance connections however they 

agree that anything over 8 or 10 hours not convenient for them at all. They mainly choose bus 

transport because of convenient travel time between many European destinations and prices. 

However, they further agree that nowadays services of bus carriers - especially talking about 

frequency of connections and comfort during the journey - have improved a lot, so it is comfortable 

and also cheaper to travel by bus compared to plane and train.  

"Buses and services provided when travelling are on good level nowadays, and I do not 

mind to spend time on the bus. In addition to that, I can use wifi which is not available when 

travelling by plane usually" (F1). 

 

Hence they choose air transportation mainly when travelling overseas, or to very far away 

destinations where the plane is more comfortable. 

 "We travel to the sea, and it is quite far to use the bus or drive a car. So it is more 

comfortable to fly" (M1); "I love travelling, and as I live in Europe, it is really easy to travel 

around. I prefer bus transportation lately, mainly because of my limited student budget. But 

sometimes I also use plane. For instance when I travelled on exchange to Australia and Taiwan 

because it was the only solution how to get there." (F2).  

 

All of them agree that they like travelling and getting to know new places, or visiting their 

friends living abroad. However, they might look for favourable offers from air carriers if travelling 

somewhere further.  
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 "But as we are both fresh graduates we also watch out for special flight tickets that are 

cheaper. We love to travel, but we also would like to buy an apartment soon, so we try to save 

some money" (M2). 

 

Therefore travelling by bus seems to be a pleasant option for them when travelling between 

not so distant destinations, taking into account number of connections available, prices and overall 

comfort and equipment of buses nowadays. 

"Some companies also provide customer service to their customers such as stewardess 

available on board and that is really nice" (F1). 

 

4.2.2. Bus carrier choice 
 

In regards to looking for a connection, all respondents agree that they first check their 

preferred bus carrier and bus carriers that they know or have travelled with before. It can be a 

favourite carrier in general.  

" I usually travel by the same carrier, RegioJet, because I like to know what I can expect 

so when I discovered RegioJet I do not have a reason to change it", "…when I have a choice I 

prefer to use my favourite one because I know what to expect" (F1); " they accept my student card 

so I can get better prices and also their buses are quite comfortable on long journeys" (M1).  

 

On the other hand, it can be a preferred bus carrier on a specific route due to convenient 

departure times. - "Most recently I got used to using Flixbus. They have quite lots of connections 

between Prague and Stuttgart", "… I more enjoyed DB bus for instance, but they do not operate 

at times that I need" (M2).  

 

Respondents widely agree that there are differences when travelling by various bus 

companies, however as M1 and M2 highlight, all carriers get you from point A to point B, and that 

is essential.  

"In general, it is a bus that has to take you from point A to point B" (M1).  

 

Although almost all buses are modern nowadays, differences are perceived mainly in 

comfort and equipment of the bus, such as legroom, service on board and possibility to buy 
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refreshment. F1 further experienced differences in the possibility to connect to Wi-Fi onboard and 

charge her phone or laptop.  

 

In regard to criteria when choosing a bus connection, besides checking their favourite 

carrier, of significant importance seems to be times of departure and arrival, including some 

transfers.  

"I prefer not having to transfer" (F1); "Time of arrival for me is important because I always 

travel from Prague to Bratislava and there I have to catch a regional bus to my hometown " (M1).  

 

It seems to be followed by price considerations and comparing the price with duration of 

the journey and offered service. As M2 emphasised, "…first is schedule, and then I consider price 

and service ratio. It is quite a long journey so having a comfortable seat and air on the bus is nice 

not to arrive completely exhausted to the final stop". F1 further emphasised that she likes a clear 

website of the carrier, so she can quickly see timetable and buy a ticket. 

 

 In case there is a bus carrier respondents have not used before, they would search online 

for reviews on websites that are trustworthy according to them. Based on gathered information 

they would decide whether or not to travel with the new carrier. F1 would further look on their 

website and pictures to get an idea. On the other hand, F2 and M2 emphasised word-of-mouth and 

asking family and friends that would help them make a decision. However, the above mentioned 

is only applicable if they have a choice.  

"If there is no other option, I mean connection available then I do not read them. Because 

I do not have any other choice. So, I will try the company and then I will decide whether I use them 

again" (F1). Similarly, M1 shares this opinion and would try the new carrier out. 

 

4.2.3. Experience at the station 
 

In general, when travelling from the same bus station regularly, respondents already know 

how to navigate there. However, they agree that information boards with times and platforms of 

departure as essential for their orientation and not getting stressed before the journey. Especially 

when travelling to different destinations than usual.  
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"Sometimes I miss the boards with all departures to find my bus" (F2). In addition to that, 

the presence of information counter is appreciated, but as F1 emphasised, "… from my experience 

this service cannot be found everywhere".  

 

Cleanliness of the station is another key factor required by travellers. F1 thinks that "some 

stations are not very clean and then one does not feel comfortable". As opposed to this view, F2 

said that "the quality level is increasing I would say, but I hate that you have to pay for toilets 

around Europe. So, having a free voucher from the bus carrier for let's say one-time toilet usage 

before and after the journey would be nice". Clean surroundings are essential also for men 

respondents, and this criterion could be defined as a sight and smell experience.  

 

In addition to that, M1 appreciates heated waiting halls especially during the winter period, 

which stimulates how he feels. Moreover, M2 emphasised relate experience at bus stations. 

 "I like bus stations just because of that feeling that I am about to travel and see my loved 

ones".  

 

4.2.4. Experience through the eyes of travellers  
 

Talking with the respondents about what an experience means to them resulted in various 

opinions and point of views which reflect that each of us has a different personality. At most 

general level, it can be concluded that experience for respondents is how they enjoyed the journey, 

including the whole package of services that they received. F1, F2 and M2 particularly emphasise 

that the environment on the bus is important to them, including staff and fellow passengers.  

"The staff can make a huge difference to how I perceive the trip. Even on a bad equipped 

bus, I can experience a great travel thanks to the kindness and maybe jokes of the staff" (F2). F1 

likes to "… meet some interesting people on board. Have the possibility to talk with them and 

discover some new things". In addition to that, watching countryside from the bus stimulates senses 

(sight in particular) of F1 and F2. 

 

Providing the company provides a smooth journey with expected levels of services, 

customers will happily come back next time when searching for a bus connection.  
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"I am definitely more loyal to brands which can provide me with a good feeling while using 

their services or products" (F2). However, as M2 emphasises, the schedule is very important to 

him apart to experience.  

 

M1 has a slightly different point of view. In his opinion,"…they have to keep up to their 

standards, so it is expected from them to keep high-quality service if they do not want to lose me 

as a customer". To fully appreciate the service provider, he needs to see that a company cares 

about him at a personal level. Such as "…wishing me happy birthday when I travel on that day or 

something like that" (M1). 

 

4.2.5. Ideal bus journey experience 
 

In regard to an ideal journey from the customers̕ perspective, buying a ticket should be very 

quick, ideally through an online application in just a few clicks. In addition to that, "it would be 

nice if the bus carrier confirmed the departure time and platform, maybe they could send me an 

SMS, so I can just get to the station and go straight to that platform" (M2). F2 and F1 share a 

similar opinion. In addition to that, they would like to be informed via the app or SMS in case of 

any delay. Information about possible breaks during the journey would be also appreciated so 

customers know whether they will have an option to buy some food or drink. Furthermore, 

platforms should be clearly marked at the station as well as the surroundings and benches should 

be clean.  

 

When they successfully reach the bus stop, friendly personnel is appreciated at the 

departure and help with suitcases is expected especially by female respondents. As emphasised by 

F2, "I like to know where I will be sitting. As of now, I do not know about any other carrier besides 

RegioJet who would give me such option". In regard to the seating, M1 would appreciate a free 

seat next to him in case the bus is not full but "anyways, we can always seat to another place if the 

bus is relatively empty" (M1).  

 

Cleanliness of the seats, bus and especially toilets is essential. From the customers̕ 

perspective, cleanliness of toilets during the trip is a challenge for most bus carriers, and it 

negatively influences perceptions from the whole journey.  
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In addition to that, they expect relatively new and modern interior of the bus, nice smell 

and enough legroom for comfort on long-distance journeys. Having a Wi-Fi connection and a 

socket is considered as must-to-have on board nowadays.  

 

Another critical issue is information provided on board. Customers like to stay updated 

about the trip or possible delays. 

 "If there are breaks very important is that they announce them, so I do not have to be 

stressed" (F1); "I fully understand that they cannot influence traffic situation, but sometimes it is 

enough just to provide some information and dialogue sort to say" (M2). 

 

Lastly, refreshment on board is very appreciated by customers, "…especially when there 

are no stops or breaks during the journey" (F1). However, they suggest some improvements. 

Firstly, refreshment is not available onboard all bus carriers nowadays. Secondly, "…one cannot 

always rely on it. Sometimes they run out of it" (F2). F2 and M1 similarly suggest that ordering 

refreshment through an app before the journey could be a solution to this issue.  

 

4.3. RegioJet case 

4.3.1. RegioJet awareness  

 

Out of the 114 respondents, RegioJet is known to 68 individuals (60%) mainly from the 

Czech Republic (42 respondents) followed by residents of other European countries and few 

respondents from Mexico and USA. These could be students who spent a semester on exchange 

in Europe and used RegioJet services. The remaining 40% of respondents were not familiar with 

the brand. Not surprisingly, this half of respondents comes mainly from Denmark (29 out of 46 

respondents). One of the reasons could be that RegioJet operates minority of their connections in 

Scandinavia as of today.  

 

These respondents were provided information about RegioJet concept and service, 

including pictures for better imagination and they were asked whether they find it inviting. 67% 

of respondents find their services attractive, followed by 28% of respondents who are maybe 

interested. The minority of individuals (4%) does not find their services interesting. A more 

significant half of respondents (57%) will maybe check RegioJet offer when searching for bus 

connection next time, followed by 35% respondents who definitely intend to look on their offer 
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next time. Percentage of people who do not intend to look at their offer climbed up a bit compared 

to the previous question (9%). The most common reason behind this decision was that these 

respondents prefer to travel by plane and see buses as a very uncomfortable mean of transport. 

Another significant reason was that personal recommendation is essential to customers when 

deciding on which carrier to choose.   

Figure 19: Graph 6 (own collaboration) 

 

4.3.2. RegioJet experience 
 

To make sure respondents have recent experience with RegioJet, they were asked whether 

they used their services during the past year. It resulted in 52 respondents who travelled onboard 

their busses and therefore could provide a valuable opinion in regard to the customer experience. 

Concerning the main reason for choosing this particular brand, convenient time and price showed 

to be the most important reason – important to 31 respondents (60%). These results confirm overall 

preferences for choosing bus company as discussed above – time and price concerns tend to be a 

priority for consumers. Second most frequent reason for choosing RegioJet showed to be service 

and comfort onboard with 17 respondents (33%). A minority of respondents chose RegioJet only 

because no other connection option was available. This question could have represented a dilemma 

for respondents as they were allowed to choose only one answer. The main reason behind decision 

this was to uncover whether it is the price and time or service onboard that is the critical cause for 

choosing this company. 
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Figure 20: Graph 7 (own collaboration) 

 

The last but one question of the survey aimed to reveal attitudes of RegioJet customers 

towards customer experience at brand-owned touchpoints during pre-service, service and after-

service period. Concurrently, some of the questions measured to what extent customers feel 

attached to the brand through means of experiential marketing and branding. All of these questions 

used five-point Likert Scale: strongly agree – agree – neutral – disagree – strongly disagree.  

Figure 21: Graph 8 (own collaboration) 
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Pre-service period 

Respondents widely agree that offerings and purchasing a ticket for selected connection is 

very straightforward and do not represent an obstacle for them (4,23). That is important 

ascertainment for RegioJet as in today fast-paced environment being able to quickly and easily see 

offerings and purchase a ticket is necessary, as discussed with travelers in interviews as well. 

Moreover, what is highly valued by customers is the option of choosing a seat beforehand (4,37). 

Especially for long-haul connections, this might be a compelling option to have for many 

travellers. Not only they can choose window or aisle seat as per their preference, but most 

importantly they can choose the part of the bus in which they wish to sit. Individuals may have 

various reasons for their decisions, from safety to health issues. A necessary implication is that 

they do not have to hurry up or be stressed out before departure and during boarding. Instead, they 

can relax and come right before the departure time because their seat will be reserved for them. As 

with any mean of transport, delays can occur when travelling by bus. In such cases, the way delays 

are handled by the company is critical. Especially when travellers, as discussed above, do not 

necessarily require the presence of information counter or their bus carrier counter at stations. It is 

essential to keep their customers updated. However, respondents do not feel very well updated 

during delays (3,37) of RegioJet. That represents room for improvement for the case company 

because keeping a consistent communication with consumers along all touchpoints on customer 

journey is necessary.  

 

During service period 

The actual service period comprises many touchpoints, of which most of them are brand-

owned. Safety, as discussed above, is the most important factor for customers when travelling by 

bus. RegioJet customers indeed feel safe onboard their buses (4,29). In regard to cleanliness, 

second most important element for travellers, respondents agree that buses are clean in general 

(3,98). However, there is still room for improvement. It could be due to more stops on some 

connections when bus attendants do not have time to ensure cleanliness of seats after leaving 

passengers and onboarding passengers then find a seat in an undesirable condition.  

 

Concerning bus equipment, and comfort onboard is of great importance, especially on long-

distance trips. Several questions were placed to test respondents opinion about it, such as 

temperature on the bus or comfort of seats. In regard to the bus equipment and comfort, their buses 
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scored 3,96 on average at these criteria which is quite good. On the other hand, what could push 

the overall experience down is the air on the bus. Customers seem to be upset especially with the 

temperature on the bus (3,15). Customer service during the journey is perceived very positively. 

Travellers especially value the presence of stewardesses onboard (4,21) who are there to assist in 

case of any issue. Attitude towards drivers is less positive (3,88). It could be because customers 

do not come in touch with them as many times as with the stewardess.  

 

Although atmosphere during the journey scored to be least important for respondents, 

RegioJet customers feel very entertained when travelling (4,0).  However, they are almost neutral 

towards the atmosphere on the bus (3,29). The reason behind it could be that travelling is viewed 

as a purely necessary activity to get from point A to point B. Moreover, customers enjoy getting 

newspapers and selected refreshment for free (4,04) and also appreciate the possibility to buy 

additional food or drink on board (3,90). 

 

Post-service period 

Although respondents widely agreed that when travelling RegioJet they get more than 

when travelling other carriers (4,13), they seem not to be very loyal to the company (3,33). There 

might be several reasons behind their attitude. Firstly, it could be the price and timetable issue that 

showed up to be the most critical factor when choosing bus carrier. Similarly, the majority of 

RegioJet customers chose the brand because of convenient time and price. Service and comfort on 

board occupy the second place.  On the other hand, loyalty programme seems interesting for 

travellers (3,75). Implementing it could represent a smart lock-in principle from the company side, 

ensuring returning customers while providing them with extra benefits. It could also be one of the 

means how to care about customers after the journey because as of now, customers do not feel 

very connected to the brand after the service period (3,35). 

 

4.3.3. Experiential elements incorporated by RegioJet 
 

Although the literature suggests that most compelling experiences include all elements 

(Entertainment, Educational, Esthetic, Escapist according to Pine II & Gilmore, 1999; or Sense, 

Feel, Think, Act, Relate according to Schmitt, 1999), due to the nature of the RegioJet product 

category, RegioJet provides mainly Entertainment and Educational experiences. These, to a certain 

extent, collaborate with elements suggested by Schmitt (1999) as shown in Figure 22 below.  
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Figure 22: Experiential element incorporated by RegioJet (own collaboration) 

 

The entertainment experiences are passively absorbed through customers̕ senses. Senses such 

as sight, sound, touch, taste and smell therefore play an essential part in this dimenstion. Feel could 

be also connected with the Entertainment value, because it aims at creating affective experiences 

towards the brand and therefore could be to a certain extent created through entertainment as well. 

Entertainment, Sense and Feel experiences can be found in majority of RegioJet offer. They scored 

on 3,79 average which is quite a good outcome. However, as can be observed below, some 

dimensions registered a very good score above 4 – such as feeling safe, comfortable and 

entertained. Also feeling that RegioJet provide customers more than other bus carriers registered 

above average. On the other hand, some other dimensions scored relatively low among 

respondents. Namely, dimensions that aimed to test various senses, such as smell, touch and sight. 

Looking on these results from a practical point of view, some actions could be done to improve 

the customer experience for example with the cleanliness of the bus, air and temperature on the 

bus. 
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The educational experiences aim to educate and increase knowledge of individuals. Think 

is undoubtedly connected with this dimension because it sets to create cognitive and problem-

solving experiences that creatively engage customers. These type of experiences scored 3,46 on 

average. However, it is important to mention that only two dimensions were tested under this 

category. It is most likely due to the nature of product that RegioJet and bus carriers in general are 

offering – primarily transport and entertainment experience. 

• I like getting newspapers/refreshment for free 4, 04 

• I can learn something new 2,87 

 

4.3.4. Experience co-creation  
 

Lastly, the questionnaire was interested in respondents’ opinions and inputs in regard to 

the improvement of RegioJet services. RegioJet could use these inputs as a basis for dialogue with 

customers provided they decide to co-create value with them. Majority of respondents indeed 

provided their opinion on what RegioJet could improve. Only few individuals left this question 

with no constructive feedback or input. For better understanding and analysis, these inputs were 

divided into several groups – price; schedule and reliability; service and comfort. 

 

Price 

Regarding price issues, it seems that respondents in general do not like dynamic pricing that 

RegioJet recently introduced. Suggestions like "they start with really low prices and when they get 

rid of the competition, they increase the price quite often" support this statement. Some customers 

also feel that prices went up, but service is going down at the same. The prices issue perceived by 

this particular customer could be a result of dynamic prices. However, declining quality of service 

as perceived by customers is an important feedback for the company. In order to stay relevant for 

customers and stand up to what they promise, service quality should not decline. As of now, 

customers perceive that they get more when travelling with RegioJet (4,13) compared to other 

carriers. Loyalty programme or discounts for future trips would be a nice to have for many frequent 

travellers. This statement has also backup in the opinion of all RegioJet customers who took part 

in the survey, who uncovered that loyalty programme would be interesting for them (3,75). 
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Schedule and reliability 

Concerning schedule of the case company, three issues came up from customers̕ feedback. 

Firstly, they seem to be unhappy with on time performance of RegioJet services. It could be further 

examined to what extent are delays on everyday basis. Most likely, these inputs come from 

customers who had this unpleasant experience recently. However, as revealed in the survey, there 

is space for improvement in regard to the way in which delays are handled (3,37) by RegioJet. 

There was one respondent who " had bad last experience travelling with them - they left from 

another platform without informing on the screens". Hence it is crucial to make sure that travellers 

are able to get around the station easily and get relevant information on time. This was second 

most important criteria at the station for respondents (4,21). Secondly, respondents wish RegioJet 

introduced more connections to new places or more connections in busy periods. More connections 

in busy periods is most likely pointing to short-distance connections within the Czech Republic 

where many people use RegioJet services on an everyday basis for commuting to work between 

cities. Lastly, for some respondents, the website and reservation system are not very user friendly. 

However, as tested on the Likert-scale question, customers feel that booking and purchasing a 

ticket is very straightforward (4,23). Therefore, it would be interesting to discuss this input in more 

detail with particular respondents to uncover what exactly they find confusing on the website or 

reservation system. 

 

Comfort and service 

Comfort category spans several suggestions from customers̕ side. Some of them are feasible 

and could be relatively simply solved such as air-conditioning onboard. Several passengers feel 

that air-conditioning could be regulated better during the journey, because it is sometimes too cold 

or warm onboard. This issue was also revealed in the previous question, where respondents felt 

almost neutral towards the temperature on the bus (3,15). On the other hand, some requirements 

such as leg room, space between the seats or more spacious seats are something that cannot be 

implemented so easily and at no cost. As a result of this, tickets would most likely have to be more 

expensive. However, in general respondents agreed that comfort onboard is very good (4,12). 

Some clients would appreciate the reminder to passengers to "restrict reclining of seats, when 

someone is sitting behind them". Also, on longer journeys, customers would appreciate stops for 

toilets, because toilets on the bus are not always in a good condition - "terrible bathrooms", "toilets 
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not enough clean". As cleanliness is the second most critical criteria for good experience on board, 

this opinion should be considered as very valuable.  

 

In regard to the service aspect of RegioJet offer, several inputs were concerned about 

refreshment on board – such as that water could be served for free (besides coffee and tea), or that 

selection of refreshment to buy could be wider. This is especially relevant when customers like 

being able to get or purchase such refreshment onboard (3,97 on average on these dimensions). 

However, most importantly customers seem not to be satisfied with the entertainment system - 

"The films are the same for years...please change them, I have seen all of the interesting ones!", 

"More movies in different languages". Although travellers widely agree that they feel entertained 

during the journey (3,99), it seems some customers do not share this idea. These could be frequent 

travellers or foreigners who would appreciate innovation in the entertainment portal onboard. In 

regard to the comfort and service category, some customers also mentioned "Wi-Fi for all buses" 

or "attitude of some operating staff – drivers". These opinions are most likely influenced by an 

unpleasant encounter during a recent journey that left customers with such a memory. Especially 

when respondents perceive an attitude of drivers quite positively (3,88). 

 

4.4. Online reviews analysis 
 

As confirmed earlier in the analysis, especially during the qualitative interviews, online 

reviews on trustworthy sites are indeed a vital pointer in case travellers are not familiar with a 

particular bus carrier. These reviews are external and social touchpoints out of the company 

control, nonetheless their content influences potential customers. For this reason, the author 

compiled an e-word-of-mouth analysis of RegioJet on TripAdvisor which appears to be a 

trustworthy website used by many travellers. In total, there are 187 reviews in 15 languages. 

However, the majority of them is in English (101). The average score of RegioJet on TripAdvisor 

is 4 stars out of 5 which is very good (TripAdvisor LLC, 2018). The amount of reviews is not that 

high. However, it could also be caused by relatively recent re-branding of the company from 

Student Agency to RegioJet. In addition to that, this score shows opinions of travellers towards 

the whole company, i.e. towards buses as well as trains. Therefore, only reviews of bus services 

were taken into account in the following analysis. Concurrently, reviews from October 2017 

onwards are analysed to access the recent pattern among them.  
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Summarizing the findings, reviewers of RegioJet come from all over the world. Although 

it is a Czech company and one could expect more reviews from Czech customers, this turned out 

not to be true. Among the excellent and very good reviews, customers mainly appreciate modern 

buses and equipment on board, which is according to many like flying on an aeroplane. Having 

own entertainment console, free hot drinks offered by a steward and possibility to buy something 

during the journey. In addition to it, they appreciate punctuality of their services. This pattern of 

reviews could give an idea to a potential customer about what to expect when travelling RegioJet. 

Some of these reviews were very short and including short sentences. On the other hand, some 

reviewers indeed paid attention and shared their experience in a very detailed way. So, it could be 

assumed that such short reviews support the detailed reviews and could assure the potential 

customer.  

 

Looking at the negative reviews, i.e. poor and terrible ones, those were mainly described 

in detail. Although these reviews were in minority, they influence the overall rating of the 

company. Most commonly occurs unfriendly or rude staff that the customer encountered, followed 

by price issues – such as having to pay when taking more luggage or not accepted student card. It 

is especially important that the potential customer accesses the trustworthiness of bad reviews. 

Sometimes they are indeed in place, but sometimes a bad review can be influenced by for instance 

having to pay for extra luggage which is in terms and conditions of the carrier. It could be 

concluded that negative reviews written in detail are good for RegioJet because it allows the 

readers to consider the situation and take a stance towards it. For more information, please see 

appendix 8.5. (Online reviews analysis) where supporting documentation can be found. 

 

5. Discussion 
 

This section of the thesis aims to summarize main findings about how the experiential 

world of RegioJet customer looks like. It is concluded with Value Proposition Canvas that captures 

customers´ characteristics and desired value proposition versus current value proposition offered 

to them. Moreover, this part of thesis also reflects on managerial implications of gathered findings 

and suggestions for future research. Lastly, limitations of this thesis are reflected on in this part.  
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5.1. Experiential world of RegioJet  
 

Information in this chapter comes from the online survey, qualitative interviews and 

analysis of online reviews and sheds light on the insight to RegioJet customer. This information 

can be further used by the case company for the subsequent amendment of strategy, designing an 

experience, processes, and implementation. To do that, they might use the Business model Canvas 

that the author constructed for them, especially relevant would be the Value propositon Canvas 

mapping customer jobs, pains and gains as discussed further (Osterwalder A. , Pigneur, Bernarda, 

& Smith, 2014). 

 

 

 

 

 

 

 

 

 

 

 

Figure 23: Visual representation of CEM step conducted (own collaboration) 

 

5.1.1. Target customer 

 

Each of the customer segments has its own needs, wants and preferences during the journey. 

Therefore, it is necessary to be aware of them and create value proposition that is relevant for 

them. From the findings it became apparent that young people (18-30) have different reasons for 

travelling by bus on long-distance journeys. Mainly two groups of people emerged – young expats 

or business travellers and young travellers. Therefore, two Value Proposition Canvas models were 

constructed. Most importantly, they will elaborate on the customer jobs, pains and gains as a 

starting point. Analysing value proposition - services, gain creators and pain relievers in particular 
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- will allow accessing the fit of the RegioJet̕ s offer to customers̕ needs. It can be further used by 

the case company to amend its value proposition which could better suit its customers and therefore 

improve their experience when travelling by bus. 

 

Value Proposition Canvas RegioJet - Young expat/business traveller 

 

The main job to be done from the expat´s perspective is to get safely home a or back to 

work/university and see his or her family. These customers are travelling very often because they 

are forced to. Therefore, they often need to work during the journey. If they do not need to work, 

they prefer to relax. They are very limited by time, so times of departure matters a lot for them, as 

well as quick purchase of ticket and getting on time to the final destination. Especially relevant for 

them from the value proposition are therefore smooth reservation system and information about 

services before purchasing the ticket. Such as equipment available on the bus – they need speed 

Wi-Fi and electrical socket in case they need to work. Entertainment system, on the other hand, 

can satisfy their need in case they decide to relax. Elements highlighted in red in Figure 23 are 

those identified as requiring improvement.  

 

 

Figure 24: Value Propositon Canvas – Young expat/business traveller (own collaboration) 
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Value Proposition Canvas RegioJet - Young traveller 

 

Young travellers have slightly different needs compared to the previous persona. Getting 

from place A to place B is, of course, the main functional job to be done. However, these customers 

wish to discover new places, people and have fun. Sometimes they connect these activities with 

visiting a friend or family living abroad. Their main issue is that they have a limited budget and 

usually get bored on long journeys. They also do not know what to expect from various bus 

companies and most importantly are afraid to get lost on the departing station. Especially relevant 

to them from the value proposition are friendly prices, transparent communication and customer 

service. It could be keeping them informed about departing platform to reduce their stress before 

the journey. In addition to that, entertainment onboard, Wi-Fi and stewardess can keep them busy 

and entertained during the trip.  

 

 

Figure 25: Value Propositon Canvas – Young traveller (own collaboration) 

 

5.1.2. Consumption situation of the customer 

Summarizing the consumption situation of the customers, they mainly choose bus over 

another mean of transport due to price differences and convenient timetable and travel times 

between many European destinations. In their opinion, standards offered by most of the bus 

carriers nowadays are quite high therefore travelling by bus is not an obstacle from comfort point 

of view on journeys up to eight to ten hours. What seems to be missing in their considerations is 

the fact of total journey time which might be the same as when travelling by plane between some 
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particular destinations. Furthermore, respondents do not feel attached to any transport provider 

based on previous experience. This confirms the previously discussed need to explore how 

transport providers (bus carriers in particular) could enhance customer experinece not only 

functionally but also emotionally to gain more loyal customers. 

Customers mainly search for connection on their preferred bus carrier website and only if 

they cannot find an option that suits them, they look for offers of other carriers. Although they 

perceive differences when travelling with various carriers, getting to the desired destination at 

convenient times seem to be of higher importance, followed by price and comfort with service 

considerations. 

Concerning the needs of consumers while the station, quick and easy orientation is crucial. 

That should include visible information boards with platforms of departure. In addition to that, 

clean surroundings of the station are appreciated in order to feel comfortable.  

 

In regards to the journey itself, perceived safety onboard and cleanliness of the interior of 

the bus are essential. In addition to that, bus equipment and comfort with staff are of significant 

importance.   

 

5.1.3. Experience along the touchpoints 

 

In this section, the author would like to summarise brand-owned touchpoints of RegioJet 

where the experience could be enriched. Firstly, it is their reservation system. As discussed 

previously, quickly buying a ticket is essential for travellers. However, some customers experience 

difficulties when buying a ticket through an online application. In addition to that, they would 

appreciate information about departing platform, delays and possible breaks during the trip on the 

application or via SMS. An option to order refreshment before the journey to make sure it is 

available would be welcomed. Another touchpoint where customer experience could be improved 

are toilets onboard and their cleanliness and air conditioning on board. Additionally, frequent 

travellers would appreciate water for free besides hot beverages, loyalty programme and more 

frequent innovation of movies and music in the entertainment system onboard. In regard to partner-

owned touchpoints, information boards at the stations and signs at the bus stops seem to be critical 

for simple orientation at the station. This could be further investigated and improved in cooperation 

with bus stations. 
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5.1.4. Competitive landscape 

 

Bearing in mind RegioJet̕ s competitive landscape, is it dependent on each route and bus 

carriers providing connections there. However, Flixbus is their main competitor in the bus travel 

industry. Not only on domestic routes within the Czech Republic, but also on international routes 

where they are fighting for customers (Šitner, 2017; Cafourek, 2018). In addition to that, they are 

competing with train operators and especially low-cost airlines on some specific routes. 

 

5.2. Business model Canvas – RegioJet 

 
For practical reasons, it was decided to further construct and analyse business model of 

RegioJet through Business Model Canvas – that is "a shared language for describing, visualising, 

assessing, and changing business models" (Osterwalder & Pigneur, 2010, p.12).  

 

It will provide the reader more detailed insight into the case company and help to understand 

how it operates (regarding key partners, key activities, key resources, cost structure, revenue 

streams, customer relationships, and channels) (ibid). For a visual representation of business 

model, please see appendix 8.6. (Business model Canvas – RegioJet).  

 

1) Customer segments – Value proposition Canvas was constructed for two types of 

customers – young travellers and young expats (working or studying abroad) or business 

travellers. The previous chapter in detail captured their characteristics. 

2) Value proposition -  Value proposition offered by RegioJet is most importantly getting 

from one place to another safely and on time. In addition to that they provide comfort and 

cleanliness onboard their modern buses, competitive friendly prices, and Wi-Fi. What, in 

particular, sets RegioJet apart from competitors is customer service – stewardess on board, 

and entertainment system similar to that when travelling by plane. 

3) Channels – The value proposition is delivered to customers through a mix of own and 

partner channels. It is delivered mainly by staff – drivers and stewardesses, through stations 

and RegioJet̕ s partners. In addition to that, the Internet and own website are essential 

channels. 

4) Customer relationships – Customer relationships are maintained through call centre or 

option to contact the director of RegioJet directly via e-mail. As of now, there is no loyalty 



~ 72 ~ 
 

programme available, but possibility to use credit ticket could be considered as a form of 

maintaining relationship with the customer. Furthermore, customer relationships are 

developed through communities and word-of-mouth which cannot be controlled by the 

company. 

5) Revenue streams – RegioJet̕ s main sources of revenues are bus tickets sold to customers. 

In addition to that, additional payments such as extra baggage or transportation of bike or 

sale of snacks on board. Furthermore, they receive money from an advertisement in their 

entertainment system or company magazine available onboard. 

6) Key resources – Key resources of RegioJet are contracts with bus stations and permissions 

to operate connections between particular destinations. In addition to that, modern buses, 

fuel and friendly staff are its valuable physical, respectively human resources.  

7) Key activities – Among key activities that RegioJet has to perform is planning of 

timetables and staff to operate connections, followed by negotiating with key partners, 

maintaining their fleet, training staff and marketing activities. 

8) Key partners – Key partners of RegioJet are most importantly bus and fuel stations 

(strategic alliances). Other bus carriers who cooperate with RegioJet regarding selling their 

tickets through RegioJet and vice versa are important partners to the case company as well 

as websites showing their connections (such as goeuro.com). Such relationship could be 

classified as coopetition. In addition to that, refreshment suppliers providing goods that are 

sold onboard and hotels or owners of apartments where crew rest in distant destinations 

need to be mentioned. Such partnerships can be classified as buyer-supplier relationships 

(Osterwalder & Pigneur, 2010, p.8). 

9) Cost structure – The cost structure of RegioJet or a bus company in general consists of 

bus purchase and maintenance fees, followed by fuel costs and staff (in case of RegioJet 

not only drivers and administrative staff but also stewardesses). In addition to that 

innovations to stay relevant for customers are costly. For instance, they recently removed 

four seats from their buses to provide bigger legroom to customers (Sůra, 2017). 

Furthermore, they have to finance marketing and branding activities and settle rents of 

ticketing offices and accommodation for the crew on layovers. 
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5.3. Managerial implications  
 

As discussed above, customer experience of a bus traveller is influenced by many factors. 

However, looking on the world from customers´ perspective based on the model of Schmitt, Joško, 

and Zarantonello (2015), the core construct of their experience seems to be mainly materialism 

aspects of the offer resulting in meaning happiness. It denotes that the functional benefits 

(convenient schedule, travel time and getting to the desired destination) together with monetary 

aspects of the offer are of primary importance to customer. The experiential aspect of the offer is 

sought-after by customers at second place while they significantly have an impact on how the 

customer perceives the trip and the bus company. While both, experientialism and materialism 

components might be stimulated by mainly sensory and bodily experiences. 

 

  

Figure 26: Experientialism versus Materialism aspects (own collaboration) 

 

Such findings represent a difficult starting position for bus carriers about how to 

differentiate themselves.  Customers are searching for the best solution for them which meets most 

importantly functional criteria and customer service and experience seems to be considered on a 

second place, therefore to stay competitive a bus carrier indeed must provide better service then 

its competitors on a specific route with competitive price but at the same time have to thoroughly 

research the market and develop appropriate departing times. It would therefore be interesting to 

be part of the company and collaborate on such problematics. 
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5.4. Limitations of the thesis and suggestions for future research 

 
This chapter aims to discuss limitations of this thesis and suggestions for additional 

research. Firstly, the author would like to evaluate the research conducted in terms of its reliability 

and validity. "Reliability is fundamentally concerned with issues of consistency of measures" 

(Bryman, 2016, p.156). The findings in this research are consistent only to a certain extent. The 

author in detail described how the data was collected and analysed to ensure higher replicability, 

as suggested under cross-sectional research design. However, due to the convenient sampling used 

for collecting answers it would be difficult to obtain the same results when conducting the research 

again. Another researcher would most likely have different respondents in his or her network and 

therefore the results would most likely by different. Higher reliability could be assured by using 

probability sampling on RegioJet customers. However, the author did not have access to RegioJet 

database to reach to respondents based on precisely outlined criteria. The limited access to 

respondents, as discussed above, resulted in 253 opinions. However, only 114 of them met the set 

criteria and out of them 52 who used RegioJet services. Therefore, attracting more respondents 

who would provide feedback would be beneficial. In addition to that, it might be interesting to 

conduct comparative study of attitudes of customers from different countries of residence and see 

if the results are comparable or very different. 

 

Secondly, it is necessary to reflect on validity of the research which "is concerned with the 

integrity of conclusions that are generated from a piece of research" (Bryman, 2016, p.41). There 

are several types of validity, however the most relevant for this project is to reflect on its external 

validity. It is concerned with the question of whether the results can be generalized beyond the 

specific research context (Bryman, 2016). Due to the nature of research design (cross-sectional 

with case study), the external validity of this research is limited. A part of the survey could be 

generalized to wider context (such as general attitudes of travellers towards travelling by bus and 

touchpoint importance). However, most of the findings in analysis aim to address the issue in 

connection with RegioJet and therefore it is impossible to generalize beyond this company.   

 

Lastly, the literature on customer experience management is still scarce. Moreover, not 

many researchers dealt with the issue of customer experience in bus travel industry. These two 

limitations impacted the research in this thesis. Due to the time and extent limitation of this project, 

the author mainly conducted the first step of customer experience management framework (gained 
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insight into the experiential world of a bus traveller) which can be further utilized by the case 

company the subsequent amendment of strategy, designing an experience, processes, and 

implementation. 

 

6. Conclusion 
 

This chapter aims conclude and reflect on the process and outcomes of this master thesis. 

The author gained in-depth knowledge about the experience economy which is considered as the 

next industry following service economy (Pine II & Gilmore, 1999), especially its current form of 

second generation (Boswijk et al., 2007). These findings were used to complement current 

customer experience management (CEM) knowledge because such literature is quite limited. 

Moreover, most of the current CEM literature deals with the issue of how to manage the customer 

experience but not how such experience should be created and designed to be compelling and 

memorable. Therefore, CEM framework was created based on most relevant insights from the 

CEM findings and supplemented with necessary implications imposed by the new experience 

economy. This framework as described in chapter 3.2.6. (CEM Framework of own collaboration) 

is considered to answer the first sub-research question: "According to literature, how should be 

customer experience managed?" 

 

These findings were taken as a starting point for the further design of analysis which aimed 

to address the main issue of this thesis, "How can RegioJet utilise the concept of CEM to 

differentiate in today's competitive environment and concurrently enhance brand loyalty?". 

Because not many researchers dealt with such problematics previously, it was necessary to take a 

broader approach and start with exploring what the main motives and attitudes of frequent bus 

travellers on long-distance trips are. This part of analysis revealed that main motives for choosing 

bus for transportation are price and convenient timetable with travel times between many 

destinations in Europe, because most of the buses are modern nowadays. However, the fact that 

the overall travel time might be comparable to that when flying an airplane to particular destination 

seems not to be perceived. Knowing the bus carrier from before showed to be critical when it 

comes to searching a bus connection, as well as clear and speed purchasing of ticket. In addition 

to that, easy orientation and cleanliness of the departing station is very important. Such findings 

suggest that bus carriers should focus not only on during-service touchpoints, but the same 
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importance should be given to pre-purchase touchpoints as suggested by Voorhees et al. (2017). 

During the journey, most important parameters showed to be safety, cleanliness, bus equipment 

and comfort, and staff. These findings summarise sub-research questions of "How does an 

experiential world of a bus carrier customer look like?" and "Which elements should bus carriers 

focus on to deliver a positive experience?". To address the issue of "What role do elements of 

experience economy play in the process?", it turned out that customers primarily do not require 

good atmosphere and entertainment during the journey, although it is perceived very positively 

among RegioJet customers. Travelling by bus is still perceived as mainly a functional job to be 

done and therefore consumers mostly require stimulating their senses at touchpoints such as clean 

interior, air on the bus, comfort of the bus or customer service provided. Not stimulating senses at 

these dimensions results in worse customer experience from the customer´s perspective. 

 

Concerning the case company, and addressing the last sub-research question "Do RegioJet 

customers perceive to receive those elements? How could be their experience enhanced?", 

customers mostly agreed that they are getting good senses´ stimulation and customer service. 

However, there occurred some space for improvement, mainly on the sight, smell and feel 

dimensions – cleanliness of toilets on long-distance journeys, air conditioning on the bus. 

Additionally, travellers agreed that improving reservation system and ways of handling delay 

could be better managed. Such findings are critical, because as discussed earlier, pre-service period 

is very important to travellers not only in terms of quickly buying tickets but also in terms of 

knowing what to expect from the bus carrier in terms of comfort and service on board. Additional 

inputs for how their experience were revealed and can be found in the analysis. 

 

Overall, findings showed by the research represent a challenge for the case company. Due 

to the fact that customers decide firstly based on timetable and price and lastly on service and 

comfort offered onboard, RegioJet has to map the situation on the market on the routes they are 

operating on and ensure their prices and times of departures are competitive and in line with the 

demand. However, in regard to comfort, customer service and experience they hold a competitive 

advantage compared to many other carriers.  
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8. Appendices 

8.1. RegioJet buses  

 

 

 

Source of pictures: RegioJet website 
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8.2. Survey results 

 

 

 

Gender

Female

Male

Age

under 18

18-30

31-45

above 46

Country of residence

Czech Republic

Denmark

Slovakia

Germany

Hungary

Netherlands

Italy

Spain

UK

Mexico

Others
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Employment status

Student, working

Employed

Student only

Unemployed

In the past year, have you travelled by 
bus for 3,5 hours or longer? (one 

connection)?

yes

no

Have you travelled in the past year?

yes

no
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How did you travel?

mainly by plane

mainly by car

mainly by train

mainly by bus - shorter
connections

40

27

19

18

15

13

9

8

1 5 9 13 17 21 25 29 33 37 41 45 49

Total travel time

Comfort

No transfer needed

No bus connection

Timetable

Personal conviction

Price

Previous experience with airline

Why did you choose plane over bus?

12

7

7

6

6

6

5

4

0 3 6 9 12 15

Comfort

Timetable

Total travel time

No transfer needed

Previous experience with train carrier

Personal conviction

No bus connection

Price

Why did you choose train over bus?
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What type of connection was it?

Regularly scheduled

Privately organized

How long was the journey?

3,5 – 5 hours

5 - 10 hours

Over 10 hours

What was the purpose of your 
journey?

Vacation

Family visit

Business trip
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88

51

47

27

22

21

13

8

1 11 21 31 41 51 61 71 81 91 101 111 121

Price

Timetable

No transfer needed

No train connection

Total travel time

Previous experience with bus carrier

Comfort

Personal conviction

Why did you choose bus over train? 

93

39

28

20

16

11

4

4

3

2

1 11 21 31 41 51 61 71 81 91 101 111 121

Price

No plane connection

Timetable

No transfer needed

Total travel time

Previous experience with bus carrier

Comfort

Personal conviction

Environment

More luggage allowed

Why did you choose bus over plane?

How did you search for your connection?

Website of a particular bus
carrier

Website that shows all
possible connections and
carriers

Physical counter
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110

109

87

30

22

5

1 11 21 31 41 51 61 71 81 91 101 111 121

Price

Time, place of departure, travel time

Comfort, service onboard, baggage allowance

Knew it from before or recommended from others

Safety reputation

Exposed to advertising

Which 3 criteria are most important to you when choosing 
the bus carrier?

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Easy to navigate

Information counter

My bus carrier counter

Cleanliness

Feeling safe

Possibility of refreshment

To what extent are below criteria important to you at the 
station:

very important important neutral somewhat important unimportant no opinion
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0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Staff professionalism

Bus equipment and comfort

Cleanliness

Atmosphere and entertainment

Safety

To what extent are below criteria important to you during 
the journey: 

very important important neutral somewhat important unimportant no opinion

1 11 21 31 41 51 61 71 81 91 101 111 121

Flixbus

RegioJet

Eurolines

PolskiBus

Megabus

Ecolines

SlovakLines

LeoExpress

Others

Please list European bus carries brands that you can recall:

TOMA Times recalled
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Do you know bus carrier RegioJet 
(formerly Student Agency)?

yes

no

Have you travelled with RegioJet in the 
past year?

Yes

No

Is RegioJet concept inviting for you on 
long-distance bus trips (over 3,5 

hours)?

yes

no

maybe
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Will you check RegioJet next time 
you search for a bus connection?

yes

no

maybe

What was the main reason why 
you chose RegioJet? 

Convenient time
and price

Service and
comfort onboard

No other
connection option



~ 91 ~ 
 

 

What could RegioJet improve? 

• their price policy - they start with really low prices, and when they get rid of the 

competition, they increase the price quite often 

• Air-conditioning, leg room 

• better connection from Zlín to Nový Jičín 

• I seriously hate the free 300ml water bottles. I would rather not get water than to make 

such negative impact on the environment. 

• It's a bus. It gets the job done and is clean. 

• space between the seats 

• I feel nice travelling with it. 

• Wider selection of refreshment (sandwich etc) 

• Wi-Fi for all buses 

• More bus lines to new places. 

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Purchasing ticket is very straightforward

They keep me posted about delays (sms,  email)

They care about me after the journey

Drivers are professional

Stewardesses are taking care of my needs

Bus is always clean

Temperature on the bus is always good

The air on the bus smells nice

Seats are made from good material

I feel safe

I feel comfortable (seat)

I feel entertained

I can learn something new

I enjoy the atmosphere on the bus

I like choosing my seat beforehand

I like getting newspapers/refreshment for free

I like being able to buy refreshment for lower prices

Regiojet provides me more than other carriers

I am loyal towards Regiojet

I would appreciate loyalty programme

To what extent do you agree or disagree with the following 
statements about RegioJet?

Strongly agree Agree Neutral Disagree Strongly disagree
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• being present in more countries 

• attitude of some operating staff – drivers 

• Restrict reclining of seats, when someone is sitting behind them. 

• Timetable Prague - Bratislava after 5pm 

• More movies in different languages  

• I am travelling also lot of times with their trains so my experience is mixed with trains too. 

And they went down with service a lot. In the time, they put price uo but service is going 

down, terrible bathrooms, not eorking bzthrooms, less and less refreshment, less time i see 

steward, lot of delay with no warning. Thats a big change in last year. 

• A/c on the bus, more movies/updating on regular basis 

• The website is not that easy to use 

• Discounts for future trips. 

• Size of seats 

• New design of website 

• Price, to have ice tea all the time!!! 

• I am quiet satisfied with RegioJet 

• Punctuality 

• can "cover" multiple cities 

• Bugs in the reservation system: 1) On mobile phone I must always log in, unable to 

remember my account (not based on my mobile, other websites work well), 2) sometimes 

when I travel cross-border it looks like that I would not be able to cancel my reservation if 

I do not buy insurance, what is not true. RegioJet could announce that people could also 

leave the magazines when they leave the train, many times no magazines are availabe, this 

does not apply for newspapers. The films are the same for years...please change them, I 

have seen all of interesting ones! 

• On time performance 

• Loyality programm 

• In strong days and times RJ could uprise the number of connections. 

• More destinations, changing movies more often 

• I dont know...I think that their services are excellent 

• Stops for toilets on every journey - toilets not enough clean :( 
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• Nothing 

• Prices tend to be a bit higher coneared to competition 

• add more buses to more routes 

• I'm happy with them as they are. 

• AC 

• water for free 

• too much advertisement on the entertainment system 

• they should have loyalty programme for frequent travellers, free water and more spacious 

seats 

• reliability, i had bad last experience travelling with them - they left from another platform 

without informing on the screens 

 

8.3. Interview guide 

 
Introduction – Hi, … 

Information about the thesis and its topic –I am writing a thesis about customer experiences 

during long-distance bus travels and how it could be improved to ensure customer satisfaction and 

loyalty. I will be asking you questions about your travel habits to get to know you better. I will 

also be interested in elements that are essential for you during various stages of the purchase and 

what elements could be added or improved to have a better experience when travelling by bus.  

Duration of the interview – approx. 30 minutes 

 

General information: 

Gender: 

Age: 

Occupation: 

Nationality: 

Country of residence:  

 

Travel habits: 

How often do you travel? Which means of transport do you usually use? Why?  

How often do you travel by bus on long connection (3,5 hours or more) per year? 
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Do you mainly travel between the same destinations or not? If yes, which? And Why? If no, also 

elaborate a little, why? 

Do you usually travel with the same bus carrier? Why yes? Why not? 

Have you travelled by several bus carriers in the past?  

If yes, do you perceive a difference when travelling with different bus carriers? If yes, what is the 

difference?  

 

Before the journey: 

Now imagine that you are about to purchase a ticket or recall last time you were in such 

situation…whatever works better for you 

Which criteria are important to you when choosing a bus connection? What do you usually 

consider?  

Do you look for reviews online in case you are about to travel with a company you had not used 

before? To what extent are they important? Or how do you decide if you will travel with that 

company? 

How do you feel at bus stations? What elements are essential for you to find there?  

 

During the journey: 

Now, we go back to your last trip by bus and talk a little bit about it 

When was it and where did you travel, why? 

Which bus carrier did you travel with? 

What was the reason for choosing that particular company? 

Can you try to reproduce your experience with this carrier? 

How did you experience the trip? (possibly comparing with other bus carriers if applicable) 

- Staff   

- Safety  

- Cleanliness 

- Information on board 

- Refreshment on board  

- Other guests  

- Entertainment on board  

- Comfort and equipment of the bus  
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Was there anything special on your trip you noticed? Positive / negative?  

Has this experience influenced your attitude towards this bus carrier? 

Will you choose them again if the choice is between two that are even priced? What if the price is 

slightly higher that the other option? 

 

Ideal experience: 

What is an experience to you?  

Do you think the experience affects you or makes you feel different?  

Do you think that a brand providing experience is easier to become loyal to? Or is experience 

irrelevant when talking about brand loyalty? 

 

In this last question, I am interested in creating an ideal bus travel experience with you 

Try to describe how the perfect experience would look like from your point of view? From 

purchasing the ticket till the end of your trip? 

 

Thats all, thank you for your time! 😊  

 

8.4. Transcripts of interviews 

 

8.4.1. Interview with F1 

 

General information: 

Gender: Female = F1 

Age: 26 

Status: working 

Nationality: Czech 

Country of residence: Czech Republic 

 

I: Hi, how are you doing?  

F1: Hi, I am fine, thank you. 

I: I would like to thank you for taking time to do this interview with me. I am writing a thesis about 

customer experiences during bus travels and how it could be improved to ensure customer 

satisfaction and loyalty. I will be asking you questions about your travel habits to get to know you 
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better. I will also be interested in elements that are essential for you during various stages of the 

purchase and what elements could be added or improved to have a better experience when 

travelling by bus. 

F1: OK. 

I: The interview will not last more than 30 minutes. So, shall we begin?  

F1: Go ahead. 

I: Could you tell me how often do you travel, and by which means of transport? 

F1: I travel every day by public transport during the week to get to work and around the city. 

During the weekend I usually travel by car with my partner. When I travel on holiday, I usually 

take bus or plane. 

I: And in which cases do you use a plane? 

F1: It is when we go to the sea because most of the destinations are not available by bus or it would 

take too much time compared to bus. And we have limited vacation so I prefer to fly and enjoy 

more time at the destination. 

I: I understand. And in which situations do you prefer bus? 

F1: I usually take bus when I go to other European cities that are accessible by bus up to let's say 

eight hours. Buses and services provided when travelling are on good level nowadays, and I do 

not mind to spend time on the bus. In addition to that, I can use wifi (which is not available when 

travelling by plane usually). Some companies also provide customer service to their customers 

such as stewardess available on board and that is really nice. 

I: And could you share with me how often you travel by bus on long distance, so 3,5 hours or 

longer on one connection? 

F1: That would be like 8 times a year because I have many friends living or studying abroad so I 

go to visit them. Or sometimes I just go with my partner or friends from Prague to see another city 

over a weekend or do shopping. 

I: So, would you say that you mainly travel to the same destinations or not?  

F1: It depends, like in general mostly between the same destinations. I regularly visit Berlin and 

Munich and Vienna where my friends are living. But sometimes I just visit a new city. 

I: I see. And on your travels, do you usually use the same bus carrier, or do you use different one 

each time? 

F1: I usually travel by the same carrier, RegioJet, because I like to know what I can expect so when 

I discovered RegioJet I do not have a reason to change it.  
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I: And have you also travelled by other bus companies? 

F1: Yes, I also used other bus companies. Such as Flixbus and some regional buses. But as I said, 

when I have a choice I prefer to use my favourite one because I know what to expect. 

I: And when you were travelling Flixbus or regional buses did you perceive any difference?  

F1: Yes, very much. I perceived a difference when travelling by them – such as stewardess and 

services on board  were missing compared with RegioJet. But to be honest, in the past years, I feel 

that services of RegioJet are going down. Speaking about the Regional bus services I use them 

only when I do not have a car available because they do not provide any additional service and 

they are usually not very comfortable. 

I: All right. So now I would like you to imagine that you are about to purchase a ticket to some 

destination, for instance to Vienna as you said you travel there quite often. 

F1: OK. 

I: Could you share with me which criteria are important to you when choosing a bus connection? 

Such as what do you usually consider?  

F1: Do you mean like how I decide which bus I will take? 

I: Yes, exactly. Like what is most important to you when you want to purchase a ticket to Vienna 

for example. 

F1: Well for me, the most important is that the carrier has a very clear website, so I can clearly and 

quickly see timetable and orient myself. Then, very important are times of departure and arrival to 

the destination. So basically, the travelling time and whether I have to transfer somewhere or not. 

I prefer not having to transfer. Then I look on the price of the ticket and compare the price with 

the duration of the journey and then I decide. 

I: Does service and comfort on board influence your decision about which connection or carrier to 

choose? 

F1: Yes, they are also important to me and I always first check my favourite carrier. There I know 

I have electricity on board and Wi-Fi as well. Additional service on board such as refreshment is 

also nice to have. But I do not necessarily need a steward.  

I: In case you are about to travel with a company you had not used before, do you look for reviews 

online before you purchase the tickets? 

F1: If there is no other option, I mean connection available then I do not read them. Because I do 

not have any other choice. So, I will try the company and then I will decide whether I use them 

again. 
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I: And what if you have two or more options to travel with different bus carriers? 

F1: In this case I would look for reviews if none of them is my favourite. They are important but 

more important would be that I look on pictures how their buses and website look like and then I 

would decide. 

I: Alright. And how about bus stations when you are departing? What do you require there to feel 

nice? 

F1: I am a woman and ideally I need a clearly marked place of departure or platform, so I do not 

have to get stressed before the journey. In case I am lost I always contact information counter 

where someone can help me, but from my experience this service cannot be found everywhere. 

I: Is there something else besides clearly marked platform and information counter what is 

essential for you to find at the station? 

F1: Probably also clean benches and cleanliness in general. Some stations are not very clean and 

then one do not feel comfortable. But on the other hand, I usually come maximum 30 minutes 

before departure, so I can survive even if there is no clean place to sit. 

I: Now I would like to talk with you about your last long-distance trip by bus. Do you remember 

when it was and where did you travel?  

F1: Yes, it was in late January and I travelled to Krakow over night to catch my flight to New York 

from there.  

I: And do you remember which bus carrier you travelled with?  

F1: Yes, it was Polskibus. 

I: Would you recall what was the reason for choosing this particular company? I remember you 

said your favourite carrier is RegioJet.. 

F1: Yes, you are right. But at the time when I needed to go to Krakow, there was no other carrier 

available who would get me there. And I did not want to travel earlier because then I would have 

to sleep at the airport probably, so I decided to try Polskibus. 

I: Alright. Could we now talk a little bit more about this journey? 

F1: Yes, why not. 

I: I would like to hear your opinion about the staff on that journey, you can also compare with 

other carriers if you can recall. 

F1: Well, there were no stewardesses available as on buses of my favourite carrier. But it did not 

mind so much. There were two drivers available, but I was sitting on the second floor, so I was 

almost in no touch with staff. However, they were driving safely, and I did not need to contact 
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them. I even did not hear them, that was good. Because once when I travelled RegioJet over night, 

drivers were talking with stewardess and it disturbed me a lot and I could not sleep.  

I: And what about safety and information on board? How did you feel? 

F1: I felt safe, they were driving responsible. There were several stops on the journey where some 

people were getting off and on. Although it was at night, everything was calm and safe. They 

provided information about where we go, time of arrival and then during the journey they just 

announced where was the next stop or next break. So, information was sufficient from my point 

of view. 

I: Was there any refreshment available onboard? 

F1: This was not good because there was no option to buy refreshment on the bus. So, everyone 

had to take everything with them or buy it during some break on the fuel station. I was not aware 

of this before the journey, so I did not have enough water with me, but I bought it during one break. 

It was lucky the break was on the schedule because most of the times there are just stops for people 

to get off and on from my experience. 

I: And what about fellow travellers? Were they noisy or everything was ok?  

F1: Nothing unusual, and I know that the bus company cannot do anything with them if they are 

for example smelly. But someone behind me was snoring so I could not sleep. But not that someone 

would be talking loudly or speaking on the phone for a long time. Maybe one more thing I would 

like to add. Some people were putting legs into the aisle so then I was afraid to go to the toilet 

because I could fell down. At night one could not see anything. 

I: And how about entertainment on board? Was there something special available? 

F1: Not really. I knew that I cannot expect entertainment portal which for example RegioJet has. 

But I was expecting at least Wi-Fi and electricity to charge my phone. So, I was upset about this. 

I: And what about overall comfort and equipment of the bus? 

F1: Well, as I said, from equipment I was missing electricity and Wi-Fi. But regarding comfort, 

the seat was comfortable, and I somehow felt that the legroom is maybe bigger than on other buses. 

That was nice, especially when we travelled during the night and wanted to have some rest and 

sleep.  

I: Is there anything else you recall in regard to comfort and equipment of the bus?  

F1: I can also recall that when I got on the bus, they had some perfume there or air freshener. So 

it was a difference compared to some other carriers. 
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I: And what about the cleanliness of the bus? Was it sufficient? 

F1: In the beginning of the journey it was ok, but during the journey, it was becoming worse. 

Especially around the toilet area. The toilet ran out of toilet paper, and it was not nice anymore. 

But overall the bus was clean.  

I: Was there anything special on your trip you noticed?  

F1: Not really, maybe the nicely smelling air when I got on the bus. 

I: Now, considering the overall experience with this bus carrier. Has this experience influenced 

your attitude towards Polskibus? 

F1: Not really, I still have a neutral opinion about PolskiBus, so it did not get worse or better. 

I: Would you choose them again if the choice is between two that are even priced? 

F1: No, I would not choose them again. Only if there would not be any other option available. I 

was missing Wi-Fi, electricity and option to buy refreshment. 

I: Thank you for your opinion. Now I would like to discuss with you what an experience means to 

you. Especially when talking about the experience during transportation? 

F1: Experience for me is to get from point A to B safely and meet some interesting people on 

board. Have the possibility to talk with them and discover some new things. I also like when I can 

watch countryside from the bus or plane and compare it with my home country and see differences. 

I: Do you think that experience makes you feel different?  

F1: Thanks to travelling I feel different and sometimes it makes me feel more grateful to what I 

have in my home country. Sometimes I saw other bus carriers staff or bus stops and I did not like 

it that much compared to others. 

I: Do you think that a bus carrier providing experience is easier to become loyal to?  

F1: Could you repeat the question, please?  

I: Yes, sure. I was asking whether you think that a bus carrier providing experience is easier to 

become loyal to? 

F1: I think so because I can see that they care about me and they provide innovations to customers 

compared to other carriers. So, I appreciate that and I choose them even though I would have to 

pay slightly more. 

I: Now I have one last question on you. I would like to know what the perfect experience would 

look like from your point of view? It can be anything from what is connected with this topic, 

particular carrier or with the departing station, as well as in general. What in general should be an 

ideal journey by bus, purchasing a ticket etc? You can tell me a little story. 
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F1: Well, ideally, everything around the bus stop should be clean and comfortable. We have 

discussed above that having clean seats where I could wait for my connection would be nice and 

also clean toilets. Clearly marked departing platform, having nice personnel helping me with 

suitcases and helping me to find my seat. Meaning that they would navigate me in which part of 

the bus I have to go. I expect that the seats and bus in general are clean and relatively new, seats 

clean and smelling nice. During the journey I need Wi-Fi on the whole journey, electricity, 

someone taking care of my needs whom I can contact whenever I have some problem. So, a driver 

a or a steward. There should also be refreshment available especially when there are no stops or 

breaks during the journey. Very essential are toilets and their cleanliness. If there are breaks very 

important is that they announce them, so I do not have to be stressed. After the journey, they should 

help me with my suitcase and say goodbye to me. 

I: Is there anything else that comes to your mind?  

F1: Not really, I do not require anything else, but usually they do contact me after the journey with 

a satisfaction survey. And in such cases, I provide references if I was satisfied. If I was not satisfied 

I most likely will not choose the same carrier again if I am not forced to. 

I: Thank you very much for your time and opinion. This is the end of our interview. 

F1: You are welcome. 

 

8.4.2. Interview with F2 

 

General information: 

Gender: Female = F2 

Age: 25 

Status: Student with a student job  

Nationality: Slovak 

Country of residence: Czech Republic 

 

I: Hi, how are you?  

F2: Hello, I am great. Thanks. 

I: Thank you for taking time to do this interview about travelling by bus. I am writing a thesis 

about customer experiences during bus travels and how it could be improved to ensure customer 

satisfaction and loyalty. During our interview, I will be asking you questions about your travel 

habits. I will also be interested in elements that are essential for you during various stages of the 
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purchase and what elements could be added or improved to have a better experience when 

travelling by bus. 

F2: It sounds good. 

I: This interview will not last more than 30 minutes. Can we begin?  

F2: Yes. 

I: Can you tell me how often you travel, and which means of transport do you usually use? 

F2: I travel all the time. I love travelling, and as I live in Europe, it is really easy to travel around. 

I prefer bus transportation lately, mainly because of my limited student budget. But sometimes I 

also use plane. For instance when I travelled on exchange to Australia and on Taiwan because it 

was the only solution how to get there. 

I: You said you travel a lot, could you specify it a little bit? I am interested in how many times you 

travel on long connections by bus per year. When I say long connection I mean 3,5 hours and 

longer. 

F2: I think that approximately once a month so maybe 12 times per year. 

I: And do you mainly travel between the same destinations or not?  

F2: That depends. I like to come back to cities I like, but I do not have any regular route. I like to 

visit new places and also reach out a bit further if I have enough time. The only sort of regular 

route is when I travel home to visit my family approximately every three months. 

I: When you travel, do you usually use the same bus carrier. Or do you have a favourite bus carrier? 

F2: I prefer to travel with the local bus carrier, but if the price difference is too big and the 

difference between bus carriers is not, I would pick the cheaper one.  

I: So, I guess you have travelled by several bus carriers in the past, I am right? 

F2: Yes, definitely. Not only by European ones but also in Asia and Australia. In Europe, I mainly 

have experience with RegioJet and Flixbus. 

I: When travelling by different bus carriers, do you see any difference in their services? 

F2: Yes, definitely. RegioJet has better service and is much more comfortable. Flixbus is offering 

crazy cheap deals, but it reflects in the passengers as well. It is not that much comfortable to sit on 

a Flixbus with so many people with too many bags, who fight for a seat because there is no seating 

order. I like the high standard on RegioJet more. 

I: Could you tell me what do you usually consider when choosing a bus connection?  

F2: Well, the first thing is actually the route. If I know that I want to go to some regular destinations 

like Dresden, Budapest, Vienna, I can always start searching for tickets with my favourite bus 
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carrier. I check the times and prices and that is it. Because I already know what I can expect from 

them, there is nothing else I need to consider. 

I: What about a situation when your favourite bus carrier does not have a connection to your 

desired destination? If you find a bus carrier you have not used before, will you check reviews 

online before you purchase the ticket? 

F2: If I found the new company on the trustable website, I probably would not do a check. If I find 

it on Google, I would definitely check the reviews and ask friends. I would be afraid that it is a 

scam. 

I: Lets now talk about a bus station, what do you require at bus stations to feel comfortable there? 

F2: It depends. The quality level is increasing I would say, but I hate that you have to pay for 

toilets around Europe. So, having a free voucher from the bus carrier for let's say one-time toilet 

usage before and after the journey would be nice. Then maybe even the toilets on board would 

look and smell better. Sometimes I miss the boards with all departures to find my bus, so it is 

important that it is clearly marked in my online ticket. I hate getting stressed before departure 

because of not being able to find my departing platform.  

I: Is there anything else you can think of? 

F2: Maybe also the overall cleanliness of the station and safety but as I said I think the quality 

level is increasing. 

I: Lets now talk about your last long-distance trip by bus. Do you remember when and where you 

travelled?  

F2: Yes, it was last week, and I went to Berlin with a friend of mine. We just wanted to experience 

another city, so we decided to go to Berlin.  

I: Which bus carrier did you use to get there?  

F2: We used RegioJet, they have several connections daily between Prague and Berlin which is 

nice. 

I: And what was the main reason you chose RegioJet? 

F2: Well, as I said they have more connections every day to pick from. They also offer to change 

tickets up to 15 minutes before departure. And, as I often change plans, this is a nice option to 

have. In addition to that, I have travelled with them before, so I know what to expect and that the 

comfort onboard is high. Their price was also very affordable. 

I: Can we now try to talk a little bit in more detail about this journey? 

F2: Yes, why not. 
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I: Do you recall which impression did the staff leave in you? 

F2: They were very friendly. They greeted me when I came to the bus, drivers stored my luggage, 

and the steward told me in which part of the bus my seat was. Also, during the journey, she was 

regularly passing through the aisle, and anyone could ask her anything. 

I: And how about safety and information on board during that journey? 

F2: I felt safe, there was no dangerous situation during the whole journey. The stewardess told us 

to wear seatbelts and provided all information about the journey, stops, times of arrival and offered 

service onboard. So, I think the amount of information was sufficient. I was trying to sleep, so her 

announcement woke me up every time she was announcing arrival to some destination. Luckily 

on this journey just once, in Dresden. But all and all I understand she has to do it. 

I: Was there any refreshment available on board, did you buy anything? 

F2: Yes, there was food and drinks available. I bought a bottle of water, which was cheaper than 

in the regular supermarket. That was surprising. Regarding food, I would more call it snacks.  

I: What about other travellers, was everything all right? 

F2: I think so, no one was loud or so. Just the person sitting next to me was most likely smoking 

right before the journey, so I could smell that, but luckily the bus was not full, so I changed my 

seat right after we departed. 

I: And how would you rate entertainment on board? Did it make your journey more pleasant? 

F2: I have not used that. There was a screen at every seat for listening to music or watching movies. 

I needed to finish an assignment to school, so I was using my laptop. So, having where to charge 

it was handy. Unfortunately, the Wi-Fi connection was not the best. 

I: Did you feel comfortable during the trip? How would you rate the equipment on the bus? 

F2: I always feel comfortable travelling RegioJet, they have seats from good material, enough 

legroom on their buses. Just sometimes it gets too cold or too hot on the bus, they could pay more 

attention to that. 

I: And were you satisfied with the cleanliness on board? 

F2: I was satisfied, the bus was clean at the beginning of our trip. The toilets got a bit messy 

towards the end of the trip. The stewardess tried to separate the plastic trash. I appreciated that. 

I: Overall, was there anything special on your trip you noticed? 

F2: Not really, it was a nice journey. Just their coffee machine stopped working during the trip, 

but it was ok.  
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I: Has this experience changed your attitude towards RegioJet? 

F2: Not particularly but I think that if it was not so positive, but negative experience could 

influence me more. I will definitely choose them again on my future travels. 

I: All right, now I would like to discuss with you what experience means to you. 

F2: It is the journey itself. I think that the environment matters. The staff can make a huge 

difference to how I perceive the trip. Even on a bad equipped bus I can experience a great travel 

thanks to the kindness and maybe jokes of the staff. Also, I love looking out of the windows and 

see the world moving. Having some nice people around me is even better. 

I: Does experience makes you feel different?  

F2: Definitely! 

I: So do you think that brand providing experience to customers are easier to become loyal to? 

F2: I think that the experience matters a lot. As I said, the staff and the environment matter a lot. I 

am definitely more loyal to brands which can provide me with a good feeling while using their 

services or products.  

I: Now I would like to talk with you about a perfect experience during travelling by bus. What 

should it include, what elements are essential for you? You can create even something that is not 

being used today. 

F2: So, it can be anything from buying the tickets or the journey itself? 

I: Exactly, you can create a little story and share it with me. 

F2: Well, very important for me is that the reservation system of the bus carrier is working 

smoothly, and I can easily find my way around and purchase a ticket or additional service if 

necessary. It would also be nice to have to see whether there are some breaks during the journey 

where passengers can get off the bus and buy something to eat. It is not always clear. I would also 

like getting a message before the journey with information about departing platform, so I do not 

have to search for it when I get to the station. Also, they could inform me in case of any delay, so 

I know I do not have to rush and can stay calm knowing I have not missed my connection. Because 

information about delay is often not displayed on the information boards at the stations. During 

the journey, I like to know where I will be sitting. As of now, I do not know about any other carrier 

besides RegioJet who would give me such option. Buying refreshment on board is very convenient, 

but one cannot always rely on it. Sometimes they run out of it. So, it would be nice if I can order 

it before the journey and so make sure I will have what to drink. Then the bus should be clean and 

have toilets, but I think the majority of carriers have toilets on boards nowadays. The comfort of 
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the seats is essential for me, as well as electricity and Wi-Fi on board. I do not really need a TV 

screen. Well, it is nice, but they do not innovate the movies and music, so I got bored with it 

already. And then lastly, they should keep me informed during the journey, in case of any delays, 

breaks etc.  

I: You covered really a lot, is there anything else you can think of? Such as do you require some 

contact with the carrier after the journey? 

F2: Not really, if I am not satisfied I might contact them by myself. Maybe having a frequent 

traveller programme would be nice to have when someone travels as often as me. But I do not 

think any bus company offers it nowadays. 

I: Thank you. That is the end of our interview. 

F2: Thank you too. 

 

8.4.3. Interview with M1 

 

General information: 

Gender: Male = M1 

Age: 23 

Status: student with a student job 

Nationality: Slovak 

Country of residence: Czech Republic 

 

I: Hello, how are you today?  

M1: Hi, I am good. How are you doing? 

I: I am fine too. I would like to thank you for participating in this interview. I am writing a master 

thesis about customer experiences during bus travels, how it could be improved to ensure customer 

satisfaction and loyalty. I will be asking you questions about your travel habits to get to know you 

better. I will also be interested in elements that are essential for you during various stages of the 

purchase and what elements could be added or improved to have a better experience when 

travelling by bus. 

M1: That sounds good. 

I: The interview will not last more than 30 minutes. Can we begin?  

M1: Yes, sure. 

I: Could you tell me how often do you travel, and which means of transport do you usually use? 
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M1: I travel quite a lot although I do not like travelling at all. I have to travel twice a month to get 

to the university campus. Usually, I use the bus to get there. Only from time to time, my parents 

drop me there. I am from Slovakia, and my university is in Prague in the Czech Republic, so it is 

quite far. 

I: I see. Could you tell me why you choose bus and not another mean of transport, such as train 

for example?  

M1: Going by bus is the best solution for me if I consider the time to price valuation. 

I: Do you sometimes use any other mean of transportation when travelling? For example when 

you go on holidays? 

M1: Yes, once a year and that is the only time when I usually use plane transportation. We travel 

to the sea, and it is quite far to use the bus or drive a car. So it is more comfortable to fly.  

I: Concerning travelling by bus, could you tell me how often do you travel by bus on long distance 

connection per year? So 3,5 hours or longer? 

M1: It would be 20 times a year give or take. Because I travel twice a month on average and 

university lasts10 months a year. 

I: So, as I understood you travel mainly between the same destinations, right? 

M1: Yes, that is correct. 

I: Do you sometimes use bus to get to other destinations? 

M1: Maybe few times a year, only for two or three-day vacation. But I travel quite a lot to get 

home, and my university is hard, so I have to think twice before I go somewhere for vacation 

during the semester. 

I: When going home, do you usually travel with the same bus carrier? 

M1: Yes, I travel by the same bus carrier, in particular with RegioJet.  

I: Is there any reason behind it? 

M1: Yes, because they accept my student card, so I can get better prices and also their buses are 

quite comfortable on long journeys. 

I: And have you travelled by several bus carriers in the past? 

M1: Yes, I have used services of more bus carriers in the past. In general, it is a bus that has to 

take you from point a to point b.  

I: That is correct, but were there any differences that you registered when travelling with different 

bus carriers? 
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M1: So definitely, I am 186cm tall, so I always appreciate more space for legs. On some buses 

there is really very limited space for legs. Also, I observed slight differences in customer service 

from the drivers, ticketing offices or stewardess. 

I: Now I would like you to imagine that you are about to purchase a ticket to your home. Which 

criteria are important to you when choosing a bus connection? What do you usually consider?  

M1: I think first is travel time, then time of arrival and lastly the price. Time of arrival for me is 

important because I always travel from Prague to Bratislava and there I have to catch regional bus 

to my hometown.  

I: And what about service or knowing the company from before? 

M1: I do not care that much I just do not want to arrive too early too late for my school or home 

to catch another connection. And, as I said I have a good experience with RegioJet, so I always 

choose them. Only if they are sold out, and I want to buy a ticket in last minute, I might go with 

another bus carrier. But this situation happened only once so far. 

I: In case you are about to travel with a company you had not used before, do you look for reviews 

online? Or how do you decide whether you will use that particular carrier? 

M1: I would consider them but only reviews from trustful websites. If there would not be any other 

option available, then I will not even consider them and give it a try.  

I: Lets now move to bus stations. What do you require at bus stations to feel comfortable there?  

M1:To be honest I do not care that much because I travel from the same bus stations nearly all the 

time. So, I already know what I can expect and how to orient myself there. 

I: What about when you go on weekend holiday to another destination? 

M1: In such cases, I will consider if it is near the city transportation. I am a student, so I cannot 

afford to pay for taxi for example. Also, it would be nice to have a screen and signs that will help 

me to find departing platform, toilets or information counter in case I need something. Also having 

a heated waiting hall is nice to have especially during winter time.  

I: Thank you. Let’s now talk a little bit about your last long-distance journey by bus. When was it 

and where did you travel?  

M1: It was three days ago when I went back to Prague from my hometown. 

I: Which bus carrier did you choose for that journey? 

M1: It was RegioJet, my favourite one. 

I: Could we now talk in more detail about that particular journey? 

M1: Yes, no problem. 



~ 109 ~ 
 

I: Do you remember what impression you had from staff during the journey, such as drivers, 

stewardess or ticketing office if you used it?  

M1: I think they were kind and when I said I wanted to study they did not bother me at all. The 

drivers stored my luggage and I then I only greeted them after the journey when I was leaving.  I 

do not care about the stewardess, I just need to get to my destination. But to have the option to buy 

some food from them is definitely nice to have. 

I: And what about safety on board? Did you feel safe?  

M1: Yes, they were driving responsibly, and it is nice to see them before the journey to see they 

are ok. Also, the stewardess checked that we all fastened our seatbelts.  

I: What about information on board, did you get sufficient amount of information?  

M1: Yes, there is in general enough information. For me it is little bit too much, because I travel 

very often so I already know everything. But I understand that some other people do not travel so 

frequently so they have to announce everything every time. 

I: What about refreshment onboard? You said it is nice option to have onboard RegioJet. Do you 

think the offer is sufficient? 

M1: Well, I think it is enough when you know what they offer. For example, I always buy water 

and dried meat from them. But you have to take some food with you on longer journeys. They do 

not offer sandwiches, only some crackers or sweets besides drinks. So, I think this could be 

improved. They could also do it on demand. For example, that customers would be able to order 

it through an app before the journey. 

I: That is an interesting idea, thank you for your suggestion. And what about other guests, were 

they considerate? 

M1: I think it varies on every journey. If you have problem with it they do calm them down. But 

if they are not that loud and you do not talk with stewardess they let them be. 

I: And what is your opinion on entertainment on board? Does it make your journey more pleasant?  

M1: They have newspapers and some magazines, and you can listen to music or watch some films 

on the seat screen. I usually do not use it because I have my laptop so when I want to watch a 

movie I can watch it on the Internet. Or sometimes I just study during the journey. 

I: And what about the overall comfort and equipment of the bus? Are you satisfied with that? 

M1: I think it is OK, they provide everything that you can think of during the bus transportation. 

Also they improved the legroom on their buses recently which is great. 
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I: From your experience, what about cleanliness onboard? 

M1: It was ok for the bus. I always try not to use the toilet because it is not a very pleasant 

experience especially towards the end of a trip. But I think this problem has every bus company. 

I: Was there anything special on your last trip you would like to share with me? Positive or 

negative? 

M1: We stayed in traffic jam for like two hours. So, it was negative, but it was not mistake of the 

company.  That is normal during rush hours and it is not fair to blame the company for that. 

I: And how did they handle it?  

M1: They announced it and apologized, so we stayed informed. 

I: Has this experience influenced your attitude towards RegioJet?  

M1: No, not at all. They offer me good prices and comfort and I will use them again. 

I: Will you choose them again if they are more expensive than competition? 

M1: It depends what is the difference and also what the competition is offering on board. If they 

are a lot more expensive and at the same time competition has comfortable buses, I would give 

them a try.  

I: Alright, thank you. Now I would like to discuss with you what is experience for you? Especially 

talking about the experience during transportation? 

M1: I think it is how I enjoyed the trip in general and what the company provided me, like the 

whole package of services that I received. 

I: Is there anything else that comes to your mind when you hear a word experience? 

M1: Not really. 

I: Do you think the experience affects you or makes you feel different? 

M1: If it was really strong and negative experience it would influence my opinion on the company.  

I: How about a very positive experience?  

M1: I would not care that much because they have to keep up to their standards, so it is expected 

from them to keep high-quality service if they do not want to lose me as a customer. 

I: And do you think that a brand providing experience is easier to become loyal to? Or not? 

M1: I think it is important to not have bad experience. Because no one likes bad stuff.  

I: And what is your opinion. If a brand provides you a good experience will you be more likely 

loyal towards that company? 
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M1: No, I do not think so. It is expected from them to make you feel good and comfortable. I take 

it for granted. Only if they provide something really above my expectations then I would think 

they really care about me.  

I: What should that be for example?  

M1: I would be for example wishing me happy birthday when I travel on that day or something 

like that. Simply showing they care about me on personal level. 

I: I get your point. At this last question I would like to construct an ideal bus travel experience 

with you. What should it include from your point of view? You can tell me a little story of how a 

perfect journey should look like. 

M1: I think buying tickets in less then 5 minutes via phone would be good. I am using their app to 

buy my tickets, but it never allows me to reserve a bike transportation or some additional bags. 

They could improve that. It has been like this for a long time already. Then getting to the bus 

station without problem and travel time according to the schedule is important. On the bus I would 

prefer that no one cares about me and leaves me on my own unless I press the button that I want 

something. I would prefer quiet environment, so I can study if I need it.  

I: Can you think of anything else what you wish during the journey or after it? 

M1: It would also be nice to have a free seat next to me when the bus is not full, but I understand 

that they cannot change seats of passengers without them knowing. Anyways we can always seat 

to another place if the bus is relatively empty. 

I: Perfect, thank you for your time and effort, that is the end of our interview. 

M1: Thank you too, bye bye. 

 

8.4.4. Interview with M2 

 

General information: 

Gender: male = M2 

Age: 27 

Status: working 

Nationality: Czech 

Country of residence: Germany 

 

I: Good morning, how are you?  

M2: Hello, I am fine, how about you? 
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I: I am fine too. Thank you for taking time to participate in this interview. It will not take more 

than 30 minutes.  

M2: All right, you are welcome. 

I: I am writing a master thesis about customer experiences during bus travels, how it could be 

improved to ensure customer satisfaction and loyalty. I will be asking you questions about your 

travel habits to get to know you better. I will also be interested in elements that are essential for 

you during various stages of the purchase and what elements could be added or improved to have 

a better experience when travelling by bus. So, can we start? 

M2: Yes, of course. Go ahead. 

I: Can you tell me how often do you travel, and by which means of transport do you usually travel? 

M2: Well, I travel quite a lot because I have got a graduate job in Stuttgart and my girlfriend is 

from Prague. Therefore every now and then I come back to Prague for a weekend, or she comes 

to see me in Stuttgart. We travel together at least twice a year somewhere new to enjoy our 

vacation. Anyway you were asking me about what kind of transportation I use the most? 

I: Yes 

M2: I guess it depends on how much money I have and how far do I need to travel. I usually take 

the bus to travel between Stuttgart and Prague because it is cheaper than a flight ticket.  

I: And what about when you travel on vacation to a new place together? 

M2: Then we usually fly to the country and there we travel through it by train or buses or 

howsoever. But as we are both fresh graduates we also watch out for special flight tickets that are 

cheaper. We love to travel, but we also would like to buy an apartment soon, so we try to save 

some money. 

I: I can understand. So talking about travelling by bus, could you tell me how often you travel by 

bus on long distance connection per year? That is 3,5 hours or longer? 

M2: Well, approximately 12 times a year I would say.  

I: From what we have talked about so far you are mainly travelling between the same destinations, 

right?  

M2: Yep, that is correct. Mainly between Stuttgart and Prague. However, sometimes also to other 

destinations, for example on vacations. 

I: And do you usually travel with the same bus carrier every time? 

M2: I usually do because I always need to depart and arrive at a particular time, so timetable 

matters the most for me. 
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I: And which bus carrier do you use then? 

M2: Most recently I got used to using Flixbus. They have quite lots of connections between Prague 

and Stuttgart. 

I: I see. Have you travelled by several bus carriers in the past? 

M2: Yes, I was using Deutsche Bahn buses or RegioJet as well, but for the past few months I am 

mostly using Flixbus. 

I: Are there any differences that you registered when travelling three different bus carriers on the 

same route? 

M2: Well, all of them take you from place to place so that is the most important. But one can see 

that they have different buses, all of them are modern. But I can imagine that some people would 

prefer travelling with one over another. It is the same with me, I more enjoyed DB bus for instance, 

but they do not operate at times that I need. 

I: I get your point. Can we now talk a little more about what is essential for you to when choosing 

a bus connection? We already talked about times of departure being critical for you. Is there 

anything else that you consider before choosing a connection? 

M2: You are right about the schedule. I always keep myself updated about news or new 

connections between Stuttgart and Prague and then choose the best one. So first is schedule and 

then I consider price and service ratio. It is quite a long journey so having a comfortable seat and 

air on the bus is nice not to arrive completely exhaused to the the final stop. 

I: What about if there is a new bus carrier on your route. Would you look for reviews online before 

you try it or not really?  

M2: First of all, I ask my friends and family members because I think it is the easier way to find 

information about some company I have not tried yet. But if they cannot help me with that I would 

look up some reviews about that online or news for example. If they operate at the convenient 

time, I would be open to trying it out. 

I: Lets now talk a little bit about bus stations. What do you need to have at bus stations to feel 

comfortable there?  

M2: I like bus stations just because of that feeling that I am about to travel and see my loved ones. 

Anyway except nice restroom and surroundings in general and good information boards I do not 

need much. I travel from the same stations most of the times, so I already know how to navigate 

there. But when we travel somewhere else, then information boards and the overall impression of 

safety and cleanliness is very important for me. 
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I: I see your point. Now, I would like to discuss with you in detail your last journey from Stuttgart 

to Prague. 

M2: OK 

I: Do you remember when it was and which bus carrier you used? 

M2: Yes, of course. It was two weeks ago and I used Flixbus to get to Prague and back because of 

convenient time. 

I: And what was your impression from the staff on that journey? 

M2: I had a neutral impression, the driver checked me in when I came to the bus, stored my luggage 

in the compartment and that was it. I did not get in touch with him during or after the journey, nor 

he announced anything. We were in a traffic jam, and he did not announce anything, so some 

people were nervous. It would be nice if he announced how much the delay was, just to keep us 

informed. I fully understand that they cannot influence traffic situation, but sometimes it is enough 

just to provide some information and dialogue sort to say. 

I: You already talked a little bit about the information provided on board, would you like to add 

something?  

M2: Well, the driver then announced at every stop where we were, like in which city. That is all I 

guess in regards to information. 

I: Did you feel safe during the trip? 

M2: Yes, I felt safe. The driver was professional, so I was not afraid. 

I: And how about refreshment on board, was there something available? 

M2: Not really if I remember correctly. I do not usually require that because I have food before 

the journey. But I can imagine if we get stuck in a traffic jam it would be nice to have the 

opportunity to buy something. For instance, when I was travelling DB or RegioJet, they were 

selling refreshments. 

I: How about other travellers on the bus? Was there some issue? 

M2: Not on that last journey but sometimes it happens that there is a group of loud passengers. 

When you have to listen to them for many hours it is not pleasant at all. Sometimes I or someone 

else ask them to be quieter. I remember when I was travelling on RegioJet once, even the 

stewardess asked them to be more attentive to fellow passengers. That was nice from her side, and 

I think I was not the only one who appreciated that. 

I: How would you rate the overall comfort and equipment of the bus? 
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M2: There were Wi-Fi and possibility to charge a mobile phone or PC, so it was nice. However, 

on some buses, the wifi is not working properly, so one never knows what to expect. When I have 

some work to be done, I never know whether I will be able to send business emails or so. The seats 

are all right, however I cannot imagine travelling on their buses for ten hours or more for example. 

It would be too much, and I would rather fly. 

I: Was there any entertainment on board available? 

M2: I would not say so, the only entertainment is wifi so one can surf on the internet, work or 

listen to some music. 

I: And last question about this journey, how would you rate the cleanliness of the bus? 

M2: It was good. The bus was clean, seats were relatively new and clean as well as the small tables. 

Toilets seem to be an issue on almost every journey, but in the end of the day one is happy to have 

a toilet in emergency situations. 

I: All and all, was there something special on this trip? 

M2: Not really, it was just another journey for me. We were a little bit delayed, but it is not a 

mistake of the company, and I am aware of that. 

I: Would you say that this experience influenced your attitude towards Flixbus?  

M2: I do not think so, I will definitely use them again next time. They have convenient times, and 

although there are sometimes some failures such as the Wi-Fi on board, I have to cope with that 

because I cannot travel at other times. 

I: I see your situation. Can we now talk a little bit about the experience and what experience means 

to you? 

M2: Do you mean what is experience in my opinion? 

I: Yes, exactly. Especially when talking experience during travelling. 

M2: I would say experience for me is to have the journey as smooth as possible. Without any 

delays or unexpected, meaning unpleasant encounters. The best is when I do not have to do 

anything during the journey and can just relax, wonder, listen to the radio and look out of the 

window. Provided no person is sitting next to me talking loudly on the phone for example. 

I: Do you think that experience affects you or makes you feel different? 

M2: I think it does, it makes me feel relaxed and rested. 

I: And do you think a bus carrier can do something for it? Or how is the experience created? 
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M2: Well, not really. I think they can support it for instance by having comfortable seats or clean 

interior of the bus. But I think it also depends very much on myself. When I have things to do, 

then I have to work on it during the journey, and I cannot relax. 

I: So, from what we have discussed I have understood that the pleasant experience and the feeling 

is mainly connected with you and the bus carrier cannot support it that much. Is that correct? 

M2: Yes. I mean they can support it by having comfortable and clean bus and taking me to the 

final destination on time. But when I have many things to do, then I will just not relax during the 

trip. 

I: Do you think that a brand providing experience is easier to become loyal to? Let's say if they 

have comfortable and clean bus etc as we just discussed? 

M2: I think so, if they provide me with that I will happily come back next time. But very important 

factor for me in this stage is the schedule as well. 

I: All right, thank you for your opinion. I would like to discuss one last question with you.  

M2: No worries 

I: What should a perfect bus journey look like? You can tell me a little story about which elements 

are important to have an ideal experience from travelling by bus. 

M2: OK, I think I want it to be as smooth as possible. The best is if I buy a ticket in just a few 

clicks, ideally on an app where I have everything in one place and then I do not have to worry 

about anything else. It would be nice if the bus carrier confirmed the departure time and platform, 

maybe they could send me an SMS, so I can just get to the station and go straight to that platform. 

Without having to look for information boards or so. Also, I do not like noisy persons so if the trip 

itself is with quiet people on the bus I am the happiest person. Otherwise, I do not have any other 

expectations.  

I: Is there anything else you can think of that would make your experience better? 

M2: I think that is all that I can think of right now. 

I: All right, then I would like to thank you for your time. That is the end of our interview. 

M2: You are welcome. 
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8.5. Online reviews analysis 

 

Reviewer Date Score Positive things Negative things 

Female, 

frequent 

reviewer 

April 2018 5 Tickets easy 

and fast to buy, 

comfortable 

bus, own 

screen, steward 

and service was 

good, on time, 

will 

recommend and 

use again 

 

Male, Czech April 2018 5 Feel relaxed 

and welcomed 

onboard, 

friendly prices 

 

 

 

Female, 

Canada 

April 2018 5 Nice 

stewardess, 

relaxed, 

punctual  

 

Female, 

Argentina 

April 2018 5 Great service, 

use again in 

Europe 

 

Male, UK March 2018 5 Chose RegioJet 

because of 

better reviews 

online than 

other bus 

carrier, 

punctual, 

luxury buses, 

own tablet, 

USB, service 

and steward, 

almost like 

travelling by 

plane long-

distance 

Could not find 

bus stop in 

Brussels 

Male March 2018 5 Best bus trip in 

my life, free 

drink on board, 

can watch 

movies 

 

Male, 

Germany 

March 2018 5 Coffee, toilet, 

screen, lovely 
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Male, 

Australia 

January 2018 4 Comfortable, 

entertainment 

system, free hot 

drink or can buy 

food, drinks, 

good when 

travelling on a 

budget and not 

stressing at 

airports 

 

Female, 

Czech 

Republic 

January 2018 4 The best option 

when not flying 

within Europe, 

Wi-Fi, 

refreshment on 

board, screen 

for movies 

 

Female, USA January 2018 5 Surprised with 

quality and 

amenities, 

comfortable, 

own screen, 

relaxing, good 

option to travel 

around central 

Europe 

Older movies, 

but was able to 

pick one; had to 

pay for luggage 

(3USD) for 

second time 

Female, 

Czech 

Republic 

January 2018 5 Comfortable, 

Wi-Fi, drinks 

on board 

 

Female, 

Vietnam 

November 

2017 

5 Convenient, 

cheaper than 

plane, very well 

equipped, own 

entertainment 

system, hostess 

 

Male, South 

Africa 

November 

2017 

5 Amazing 

transportation, 

entertainment 

system, free 

drink, Wi-Fi 

 

Male, UK November 

2017 

4 First class 

coach, steward, 

comfortable 

seats, screens, 

free drinks or to 

buy 

Would 

appreciate stops 

for stretching a 

bit, Smelling 

driver 
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Female, 

Australia 

November 

2017 

5 Fantastic 

service, 

reliable, 

punctual, clean 

bus, friendly 

staff, own 

screen 

Relative small 

overhead 

compartment 

Male, frequent 

reviewer 

November 

2017 

4 Relevant info at 

bus station, 

comfortable 

bus, legroom, 

headphones, 

refreshment 

free or cheap to 

buy 

Luggage tags 

handed out but 

not checked 

when retrieving 

luggage 

Female, 

Austria 

October 2017 5 Best bus ride, 

seats like in a 

plane, little TV 

One driver 

spoke only 

Czech 

Reviewer, 

USA 

October 2017 4 Steward, 

drinks, 

newspapers, 

seats like in an 

aeroplane with 

own screen 

 

Male, India October 2017 5 On time, 

comfortable, 

clean, 

economical 

fares, friendly 

drivers, 

complimentary 

drinks, helpful 

steward 

 

Reviewer, 

Japan 

October, 2017 4 Safe trip, wifi, 

drinks, cheap 

No explanation 

given when 

boarding the 

bus, sitting high 

in the bus makes 

the journey 

sickening 

Male, USA October 2017 5 Easy, 

inexpensive, 

hot drinks on 

board, 

entertainment 

console,  

Pay attention to 

departing 

station, in 

Prague it was 

not the main 

bus/train station 

Female May 2018 1  Bus was late 
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Female, 

Colombia  

March 2018 1  Broken seat, 

uncomfortable, 

stewardess did 

not care 

Reviewer March 2018 1 One trip was 

fine 

Steward spoke 

badly English, 

unfriendly staff 

on the way back 

Male March 2018 2  Did not accept 

student ID, had 

to pay twice, 

rude 

Male January 2018 2 Bus is good Rude staff, 

impatient and 

impolite 

Reviewer January 2018 1  Bus stop hard to 

find, no phone 

number on the 

ticket, rude 

staff, charged 

for more hand 

luggage 

Reviewer December 

2017 

1 Buses look 

good from 

outside 

Do not let more 

hand luggage on 

the bus, 

congested seats, 

not working 

wifi outside CZ 

Male, Greece December 

2017 

1  Bad AC 

regulation, 

changing from 

too hot to too 

cold, got sick 

Male, 

Singapore 

October 2017 1 Friendly driver 

helped him 

Rude steward, 

racist  
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8.6. Business model Canvas – RegioJet 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 


