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Abstract The general international trend of increasingly subjecting the public transport
industry to market principles has been concretized via various developments in many
countries. In line with this trend, there is an increased interest in public procurement
processes as a model for public service delivery. Sweden is one of the leading countries
where public procurement is the prevailing model for delivering public services. In
accordance with the general trend, efforts have been made to make Sweden’s public
transport more sensitive to passenger needs, and to stimulate a competitive public transport
system. For instance, a new Act, which came into effect on 1 January 2012, is aimed at
fostering a customer-centric public transport system, with increased role clarity for the
public transport actors. Since market-oriented strategies and public procurement processes
are both receiving increased interest from the public transport industry, the market ori-
entation of both public authorities and service providers in Sweden’s public transport has
been studied. Since market orientation is a process of change, a longitudinal approach was
whereby the first study was conducted in the spring of 2011 and the second in the spring of
2014. All of Sweden’s public transport authorities and the service providers that they stated
as their major contract holders were asked to participate. In total, 184 respondents par-
ticipated in the studies. The findings show that the industry as a whole has increased its
organizational and inter-organizational efforts to both acquire knowledge of and respond to
passenger needs. In particular, the public service providers have increased their involve-
ment in market-oriented activities.
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Introduction

Over the last decades, substantial institutional changes have taken place in the European
public transport scene (van de Velde 2014). Public procurement practices and the priva-
tization of municipal operators are general characteristics of these institutional changes.
These developments in public transport are aligned with the general movement in the
public service sectors. Subjecting public services to market principles is one major strand
of opinion being advocated in the stream of research labeled ‘New Public Management’
(NPM), where the basic assumptions are that market orientation improves public service
performance (Walker et al. 2011) and that citizens’ preferences should be used as the basis
for formulating objectives (Vigoda 2002; Rourke 1992). In public transport research,
market orientation has only recently been introduced and applied to a public transport
context (Molander et al. 2012). The concept of market orientation operationalizes the
notion that a market focus is essential, which is an underlying assumption in the devel-
opment of NPM and the changes taking place in the public transport industry. The tangible
and concrete conceptualization made by Kohli and Jaworski (1990) focuses on organiza-
tional activities and actions (Kohli and Jaworski 1990; Jaworski and Kohli 1993), defining
market orientation as “the organizationwide generation of market intelligence pertaining to
current and future customer needs, dissemination of the intelligence across departments
and organizationwide responsiveness to it” (Kohli and Jaworski1990, 6).

The general trend of increasingly subjecting public transport industry to market prin-
ciples has been concretized via various regulations and policies. In a public enquiry pre-
ceding Sweden’s new public transport Act, which came into effect on 1 January 2012 (SFS
2010), it was concluded that a clear passenger perspective is needed, and that the new Act
should foster a customer-centric public transport system in line with passenger needs (SOU
2009). Since customer orientation serves as a foundation for market-oriented activities,
market orientation is a seemingly suitable theoretical foundation for examining how the
customer-oriented approach being sought is manifested in the organizations responsible for
delivering public transport. The new Act (SFS 2010) was also aimed at increasing role
clarity for public transport actors. In this study, the market orientation of both public
authorities and service providers is examined. In determining the organizational roles that
exist in the market orientation of public transport, we also examine public authorities’ and
service providers’ perceptions of the other actors’ involvement in market-oriented activ-
ities. Market orientation is a process of change and is thus likely to increase over time if the
involved actors are committed to a pursuit like this. Other processes, e.g. new regulations
and policies, also imply change, indicating that the desired effects might not be visible
immediately after coming into effect. Therefore, in order to examine whether and how
approaches to market-oriented activities have evolved in public transport, we have adopted
a longitudinal approach. As Sweden’s new public transport Act came into effect on 1
January 2012, the first study was conducted in the spring of 2011 and the second in the
spring of 2014. The new Act accentuates the prevailing trends in public transport, pro-
viding a research opportunity to examine the approach to market-oriented activities that
has been taken by public authorities and service providers during this transformative phase
of public transport. Examining the market orientation before and after this Act came into
effect was a unique opportunity. However, the two market orientation studies should be
seen in terms of being conducted on two occasions during a longer and ongoing process to
achieve a market-oriented public transport system.
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The case of Sweden’s public transport

In 1978, the Swedish Government ratified a legislative proposal stipulating that the
municipalities and counties were to be responsible for local and regional public road
transportation. In 1989, authorities were allowed to purchase transport services subject to
competition using a public procurement procedure. Separating the responsibility to attend
to citizens’ needs (authorities) from the management of vehicle operation (operators) was
consistent with the broad trend in European public transport (Pina and Torres 2001).
However, direct awards and historical rights for municipal operators (or other operators
owned by authorities) are far more dominant in countries like Germany, Austria,
Switzerland, Spain, Italy, Belgium, Ireland, Poland, etc. (van de Velde 2008). Public
procurement, on the contrary, is dominant in Sweden, Denmark, the Netherlands, France,
and London; albeit with considerably divergent implementation. In Sweden, the vast
majority of regional public transport is provided through procurements. Contracts regulate
the agreements between the local public transport authorities in the regions and com-
mercial operators (Trafa 2013). Implementing a public procurement system was initially
very successful in lowering the cost of public transport, but the costs have increased over
time and criticism has been aimed at cost being focused at the expense of quality and
development. These are two of the driving forces in the great reform pressure that Swe-
den’s public transport has experienced over the last two decades, leading to stepwise de-
and reregulation. Another important force is considered to be the more active positions, in
issues relating to public transport, adopted by municipalities and counties due to public
transport increasingly being seen as important to regional development and the environ-
ment. Another vital factor is believed to be customers’ increasing demands for customer
orientation and a more reliable public transport system (Enquist and Johnson 2013). The
de- and reregulation have been concretized in various legislative actions. One reform is the
market opening for long-distance personal transport by rail which came in to effect on
October 1, 2010. Another major reform is the new Swedish Public Transport Act. A public
inquiry (SOU 2009:39) together with an industry proposal for a new business model and
role allocation, constituted the basis for the new public transport Act (Prop. 2009) which
was adopted by Parliament in June 2010. These market openings aimed at improving
market dynamics, diversifying the supply and lowering prices by allowing free entry on the
market. The basic starting point for formulating the new Act was the need for a clear
passenger perspective, and the fact that the new Act should foster a customer-centric public
transport system in line with passenger needs (SOU 2009:39). Sweden’s new public
transport Act came into effect on 1 January 2012, bringing with it the new rules for market
access, entailing that the commercial entities can operate in parallel with the contracted
services. All types of transport operators, including the commercial players, will have to
submit information on the range of services they offer, which will then be fed into a shared
system for passenger information. The liberalized rules governing market access are
aligned with one of five principles deriving from transport policy objectives (Prop. 2008),
which Parliament has decided should guide the choice of control mechanism and the
prioritization and allocation of funding:

e Customers should be allowed great freedom of choice in determining how they want to
travel and how transfers are to be achieved.

e Decisions regarding transport services should be decentralized.
Collaboration within and between different modes of transport should be advanced.

e Competition between transport operators and transport alternatives should be advanced.
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e The socioeconomic costs of transport should be a starting point when political transport
policies are designed.

These principles have also been guiding the formation of new public transport
authorities responsible for political decisions and strategic development plans as well as for
the scope of the public transport on offer in each region. Each county had to have a
regional public transport authority that decides on regional transport provision programs
specifying the long-term goals of regional public transport. The public transport objectives
and these guiding principles are expressions of an ambition to create distinct political
governance, while giving the passenger a voice. The principles guiding the new public
transport system support the fact that a market-oriented approach entails more than sub-
jecting the industry to a market principle such as the competitive market. The transfor-
mation toward passenger-centric public transport entails public authorities and service
providers having a shared understanding of the importance of focusing on their customers’
needs.

A balance between political governance and market thinking is desirable in many public
service contexts. The contracting of services via public procurement processes, as in
Sweden’s public transport system, can be seen as one strategy for achieving this balance.
Studying market orientation in this empirical context is well-timed since other systems of
public transport and public services are believed to be moving in this direction. The next
section elaborates on the concept of market orientation vis-a-vis the empirical context.

Public transport and market orientation

As indicated in the previous section, the principles deriving from transport policy objec-
tives are well aligned with a market-oriented approach to delivering services, something
which will be exemplified further in this section. In this study, we adopt Kohli and
Jaworski’s (1990) and Jaworski and Kohli (1993) three-dimensional conceptualization of
market orientation. The dimensions - i.e. intelligence generation, intelligence dissemina-
tion, and responsiveness - are thus discussed from a public transport perspective regarding
contextual aspects and empirical research.

Intelligence generation refers to a broadened customer focus by means of which it is
important to foresee the needs of both future and existing customers, and to include market
factors that influence their needs and preferences. As for most theoretical concepts how-
ever, the practical implementation is often complicated by various factors. For instance,
even when directly surveying users and non-users of public transport, there can be dif-
ferences between revealed preferences and stated preferences (e.g. Eboli and Mazzulla
2008) that can have misguiding effects on decisions being based on generated intelligence.
Revealed preference data and travel data is therefore intelligence which can reflects pas-
senger preferences with less risk of response bias. Hence, direct passenger communication
as well as the usage of good information technologies provides important information
which can be used in responsive actions.

Two of the guiding principles for public transport concern freedom of choice and
competition between operators. In such a context, intelligence generation becomes crucial
to public transport operators. Operators need to be updated about what services are being
offered by their competitors, and they depend on good knowledge of their customers’
needs in order to offer a service that meets those needs. Another example of intelligence
generation in public transport is when actors proactively analyze the possible effects of
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rules and regulations that can affect existing and future passengers, e.g. increased con-
gestion charges. In public transport research, many scholars have adopted a passenger
perspective when studying passenger preferences, satisfaction, and perceived quality (e.g.
Redman et al. 2013; Fellesson and Friman 2008). However, little research has addressed
public transport organizations’ intelligence-generating activities. As there are several
actors on the public transport scene, one important question concerns the different orga-
nizations’ roles and responsibilities in generating intelligence. Since one stated goal of the
new Act was to create more clearly-defined roles for the actors (SOU 2009:39), it is
implied that the roles and responsibilities of the various public transport actors have been
defined too vaguely, something which is likely to have an impact on organizational and
inter-organizational activities concerning intelligence generation. For instance, it is known
that both public transport operators are surveying passengers, but depending on the role of
the actors, the content of these surveys and the actors’ possibilities to act upon the gen-
erated intelligence might vary. Although roles can be defined more clearly on a local level,
there is a risk of misallocations in the sense that it does not foster the development of
clarity and transparency aimed for in the new Act.

Intelligence dissemination concerns the communication of market information by all the
departments of an organization (Kohli and Jaworski 1990), having been described as the
process of distributing the intelligence generated within the organization (Maltz and Kohli
1996). The intelligence dissemination is the bridge between intelligence generation and
responsiveness, and in order for the responsiveness to be aligned with the generated
intelligence, it must function properly. As previously mentioned, several actors are
involved in the delivery of public transport services, making intelligence dissemination an
interorganizational concern as well. Market orientation in a multi-actor context is sug-
gested to induce relationship management tasks such as coordination, conflict resolution,
and adaptation (Helfert et al. 2002)—aspects that are highly dependent on communication
and dissemination activities. An effective dissemination process is also closely related to
the guiding principles for achieving transportation goals (Prop. 2008). Collaboration within
and between different modes of transport, as does a decentralized public transport system,
requires dissemination by all public transport actors. What and how to disseminate requires
that the roles of the actors are made clear, and that there is an understanding of what
intelligence an actor is expected to generate and why. For instance, surveying passengers
requires that the responsible actor has knowledge of what intelligence that is desired, how
to best generate it and how to make it visible and comprehensible for those in the orga-
nization and other concerned organizations responsible for responsive actions. In public
transport research, very few studies have addressed intelligence dissemination. The public
transport studies that can be related to intelligence dissemination have focused on inter-
organizational aspects that can be argued to have a disseminating effect, e.g. benchmarking
and collaboration (Molander et al. 2012).

Responsiveness refers to the actions taken by organizations in response to the intelli-
gence being generated and disseminated (Kohli and Jaworski 1990). Responsiveness is
manifested in actions such as selecting target markets, designing and offering products and
services, and other activities that influence the offering being made to the customer. In
public transport, actors have put much effort into actions aimed at improving the service,
e.g. bus TV, free Wi-Fi, better travel information, nicer stations and increased marketing.
In public transport research, most studies relating to responsiveness have primarily focused
on physical improvements (e.g. speed, service frequency) without addressing the link
between responsiveness and the generated intelligence (Molander et al. 2012). Therefore,
knowledge is also lacking with regards to the role of generated intelligence in the public
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transport actors’ decision processes for improvements. A market oriented approach might
not entail that more improvements are being made, but rather that the improvements are
better mirroring the needs of the passengers and that generated intelligence play a vital role
in designing and improving services. However, even when generated intelligence consti-
tutes the base for action and responses, there are aspects that complicate responsiveness in
practice. For instance, customers are not a homogenous group which could mean that one
group of customers can benefit from a change whereas another group experience increased
negative perception of the service. To continuously make changes in the service, although
they might be perceived as improvements by the majority of users, might also cause
negative perceptions due to lesser stability and continuity of the service. As for intelligence
generating activities, organizational roles and responsibilities are important aspects of
responsiveness in the public transport context. Empirical research into public authorities’
and services providers’ roles during responsive actions is lacking; however, the new Act
(Prop. 2009), for instance, implies that it is an issue being debated on the policy level. In
other words, public transport research into aspects of market orientation lacks both a
comprehensive approach to market-oriented activities and a multi-actor perspective. The
present study addresses these research gaps by adopting a broad market orientation per-
spective and by surveying the two primary actors involved in the delivery of public
transport services—public transport authorities and service providers.

Method
Design

Public authorities’ and service providers’ market orientation has been surveyed using an
adapted version of the MARKOR scale (Kohli et al. 1993). The MARKOR scale is derived
from the three dimensions of market orientation—i.e. intelligence generation, intelligence
dissemination, and responsiveness. In addition, the scale has been shown to be a valid and
reliable measure of market orientation in various settings, indicating its universal appli-
cability (e.g., Kara et al. 2005; Varela and del Rio 2003). Our adapted MARKOR scale
consists of 3 items that measure activities regarding intelligence generation (e.g. customer
surveys), 3 items that measure intelligence dissemination (e.g. meetings at which cus-
tomers’ needs are addressed), and 5 items that measure responsiveness (e.g. efforts to make
changes that are aligned with customers’ needs). In responding to the items which were
formulated as statements, the respondents assessed the degree of market orientation within
their own organizations. As in the original MARKOR scale, the items on the adapted scale
were anchored using a five-point Likert scale where 1 corresponds to “strongly disagree”
and 5 corresponds to “strongly agree”. An overall measure of the level of market orien-
tation was computed by averaging the scales for intelligence generation, dissemination,
and responsiveness. In addition, 8 items were added in order to explicitly measure the
respondents’ perceptions of their partners’ engagement in their dyad’s market orientation.
These items were formulated to capture the relational roles of aspects of intelligence
generation (e.g. which dyad members take responsibility for customer surveys), intelli-
gence dissemination (e.g. meetings at which dyad members address customers’ needs), and
responsiveness (e.g. joint efforts to make changes aligned with customers’ needs). The
questionnaire was translated into Swedish, with additional minor language changes being
made in order to adapt the items to the specific public transport context.
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The questionnaire was used in two studies, conducted during the spring of 2011 and the
spring of 2014. In the first study, the respondents were given the opportunity to make
comments at the end of the questionnaire. As the second study was conducted after the new
Act had passed into law, the questionnaire then concluded with an open-ended question
where the respondents were asked to describe how they perceived the changes in regu-
lations to have affected their collaborations with other public transport actors.

Data collection
Spring of 2011: study 1

As an initial step in the sampling procedure, the CEO and the Marketing Manager of every
registered public transport authority (PTA) in Sweden were contacted and asked to par-
ticipate. The manageable number of authorities (26) enabled a total population sampling
approach to be used during this initial step of the procedure. The second step was to recruit
public transport service providers to participate in the study. As public service dyads are in
focus in this study, it was of importance to identify the PTAs’ primary service providers,
thus making a chain referral sampling method (Wejnert and Heckathorn 2011) suitable.
The core of the technique lies in recruiting new respondents via the initial respondents. The
referral chains were short but numerous; each of the initial 52 buyer respondents was asked
to provide the contact information of the provider with whom they formed their primary
partnerships. They were also asked to convey information about the other members of their
own organization which they considered to have the knowledge needed to participate in the
study. In total, 169 questionnaires were sent out over a period of 12 weeks. Two reminders
were sent via e-mail to those who did not respond to the initial request. The final sample
consisted of 47 buyer respondents and 40 provider respondents (56.6% response rate).

Spring of 2014: study 2

Study 2 was conducted using the same procedure as Study 1; the CEO and the Marketing
Manager of every registered public transport authority (PTA) in Sweden were contacted
and asked to identify their primary dyad affiliations. This procedure ensured that the
second sample included respondents with appropriate roles within the organization,
something which was deemed to be of greater importance than including the same
respondents as in the first sample. Also, repeating the procedure used in Study 2 ensured
that the current major partnerships were assessed. In total, 162 questionnaires were sent out
over a period of 15 weeks. Two reminders were sent via e-mail. The final sample consisted
of 48 buyer respondents and 49 provider respondents (59.9% response rate).

Findings
This section presents and discusses the results of the subscales measuring the public

transport authorities’ and service providers’ intelligence generation, intelligence dissemi-
nation and responsiveness.
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Intelligence generation

In the second study, operators report a greater level of agreement with the statement that
the organization frequently surveys its passengers, while the public transport authorities do
not report an increase. This is indicative of a partial reallocation of responsibilities, and/or
a change in the providers’ approach to intelligence-generating activities. This is supported
by one public authority respondent who, in open comments, reports that; “[the] respon-
sibility has been reallocated to [the] service providers”. In line with this, the providers also
agree more strongly as regards quickly detecting changes in passenger attitudes during the
second study. However, both studies show that the public authorities are the ones mainly
responsible for passenger surveys, suggesting that they remain in control of the intelli-
gence-generating activities. Moreover, Study 2 shows that both the public authorities and
the service providers report having increased knowledge of their passengers’ needs and
preferences due to their membership of the dyad. This suggests that the relationship
between the authorities and the providers has become more collaborative, and that their
intelligence dissemination is more satisfactory (Table 1).

Table 1 Intelligence generation items

Item Actor® 2011 2014 7! 2 I

M SD M SD

1. We often survey our passengers  Buyers 396 1.16 392 1.17 17 1.85% 43
to find out their needs and Providers 345 140 382 1.13 —134
preferences
2. We are quick to detect changes in  Buyers 3.13 0.74 3.08 1.15 21 97 — .94
attitude in our passengers Providers 2.93 092 327 070 —1.79*
3. We quickly detect fundamental Buyers 357 088 3.67 0.75 =55 .38 -.57
shifts in our industry (e.g. Providers 3.50 093 3.76 078 —1.41
competition, technology, rules and
regulations)
4. Our dyad membership contributes Buyers 332 1.02 358 0.85 A5 —.64 —.45

to our knowledge of passengers”  providers 347 124 3.67 1.3 —.79
needs and preferences”

5. In the PTA/operator dyad, Buyers 4.02 1.11 4.13 094 —-49 6.55%%* 6.81%%*

passenger surveys are mainly our  providers 240 120 263 120 —.91
responsibility®

? Study 1: Buyers = 47 respondents; Providers = 40 respondents; Study 2: Buyers = 48 respondents;
Providers = 49 respondents

® Measures inter-organizational aspects of market orientation
T! T test, study 1 vs. study 2

T? T test, buyers versus providers, study 1

T3 T test, buyers versus providers, study 2

*0.1 <p>0.05

**p <0.05
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Table 2 Intelligence dissemination items

Item Actor® Study 1 Study 2 /! 7 r
M SO M SD
1. We often have internal meetings Buyers 366 082 3.81 079 — .93 1.19 - .50

at which we discuss our
passengers’ needs, requirements
and opinions

2. When something important Buyers 374 099 365 0.74 .53 — .03 —1.93*
happens in our industry, this Providers 3.75 098 3.96 086 —1.13
information is quickly
communicated within our
organization

3. Information about customer Buyers 323 1.13 3.04 1.05 .86 — .26 —1.86*

needs is communicated to all  providers 330 122 343 1.00 — .55
levels of our organization on a

regular basis
4. The members of the dyad meet  Buyers 3.19 1.10 342 099 -—-1.08 — .24 —1.18

frequently to discuss their Providers 325 124 3.65 099 —1.71%
passengers’ needs, requirements

and opinions
5. When something important Buyers 353 091 325 0.76 1.65* 1.95%*  — 47

happens in our industry, this Providers 3.18 0.78 333 085 — .87
information is quickly

communicated to dyad members®

Providers 3.43 1.01 390 090 —2.34%*

? Study 1: Buyers: N = 47; Providers: N = 40; Study 2: Buyers: N = 48; Providers: N = 49
" Inter-organizational aspects of market orientation

T T test, study 1 versus study 2

T? T-test, buyers versus providers, study 1

T? T test, buyers versus providers, study 2

*0.1 <p>0.05

** p < 0.05

Intelligence dissemination

The second study indicates that meetings at which passengers’ needs, requirements and
opinions are discussed have become more frequent both within public authority organi-
zations and provider organizations, and between the parties, within the dyads (see Table 2).
The service providers report a markedly larger increase, which might be explained by
reallocations of responsibility resulting in the provider respondents’ perception of having a
mandate to influence and engage in intelligence generating and disseminating activities.
While the providers report an improvement in the flow of communication within the focal
organization, and between the dyad members, the public authorities report a decrease.
Several open comments suggest that the public authorities perceive the new regulations to
have hampered the communication processes. For instance, one public transport authority
respondent reports that changed regulations have resulted in; “increased bureaucracy and
growing demands regarding collaboration due to the number of actors having increased”.
Similarly, others report that there are; “protracted decision-making processes” and that
relationships have become “cumbersome”. Concerns over the effects of new regulations
can partly be considered as an attribute of a change process; however, the new Act does
contain aspects of increased complexity regarding decision-making; it infers more
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governmental control over the local public transport authorities (SOU 2009:39). Also,
several reports conclude that the national authorities that are important to the reforms have
adopted a passive attitude (Trafa 2014), for instance neglecting to improve rail capacity
allocation and to support Public Transport Act implementation by the regional public
transport authorities.

Responsiveness
As displayed in Table 3, both public authorities and service providers report increased

activity regarding responsive behavior. Both parties are more involved in aligning their
service developments with their passengers’ needs, and they are more reactive to changes

Table 3 Responsiveness items

Item Actor® Study 1 Study 2 t t r

M SO M SD

1. We periodically review our Buyers 330 086 352 092 -—-122 —-1.51 —1.18

service development efforts to Providers 3.60 1.01 373 086 — .68
ensure that they are in line with

what the passengers want

2. We take steps when something ~ Buyers 351 069 371 071 —138 —1.84% —236%*
changes in our industry Providers 3.83 090 4.04 0.68 —129

3. When we find that passenger Buyers 398 0.74 4.13 0.61 —1.06 .02 32

needs require us to change our  providers 397 0.83 4.08 073 — .64
services, we make concerted

efforts to do so
4. The activities of our organization Buyers 338 0.77 338 0.82 05 —1.58 3.17%*
are well coordinated Providers 3.65 0.80 3.86 0.68 —1.32

5. At our organization, we prioritize Buyers 423 060 4.15 0.71 .65 — 27  —2091%*
customer complaints Providers 4.28 0.82 4.53 058 —1.72%
6. In the PTA/operator dyad, Buyers 396 1.10 4.17 088 —1.02 .84 1.66*

customer complaints are mainly  providers 3.75 1.19 3.80 130 —1.17
our responsibility®

7. Adapting to changes in the Buyers 3,57 090 391 088 —1.85% 12 74

industry is made easier by our  providers 3.55 1.04 378 096 —1.06
dyad membership®

8. Changes required in order to Buyers 372 085 373 082 —.03 .99 — .96

meet passenger needs are made in - providers 3.53 1.01 3.90 0.92 —1.82%
collaboration with dyad

members®

9. Collaboration between dyad Buyers 345 0.69 331 0.90 .82 .81 —1.44
. . b

members is well coordinated Providers 3.30 099 3.57 087 —138

? Study 1: Buyers: N = 47; Providers: N = 40; Study 2: Buyers: N = 48; Providers: N = 49
® Interorganizational aspects of market orientation

T! T test, study 1 versus study 2

T2 T test, buyers versus providers, study 1

T3 T test, buyers versus providers, study 2

*0.1 <p>0.05

** p < 0.05
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within the industry. In particular, Study 2 shows an increase in the perceived value of
membership of the dyad when it comes to adapting to these changes. In line with this
progress, the providers also report an increase in their collaboration with public authorities,
as well as an increase in the coordination of that collaboration. Somewhat contradictorily,
the public authorities do not report an increase in the coordination of the collaboration, or
in the collaboration itself. Although the questionnaire addressed the dyadic relationship
specifically, the more general development of the processes and relationships of the public
transport actors might be one explanation for the asymmetric perception of this develop-
ment. The increased bureaucracy perceived by public authorities can have an impact on
communications with other actors, as well as the opportunity, or mandate, to be responsive.
A Transport Analysis report conclude that regional public transport authorities do not
appear to view commercial services as a potential resource and as a complement to public
service obligations (Trafa 2014). Partly, this is believed to be explained by the lack of
national efforts to aid transport authorities in implementing the Swedish Public Transport
Act. At the same time, the providers report that the “opportunities to collaborate with other
actors have increased”, and that the service providers are “increasingly able to collaborate
in relationships that were previously managed by public authorities”. This is supportive of
the previously-mentioned notion that the responsibilities have been reallocated. However,
Study 2 indicates that the public authorities remain in control of responsive activities such
as handling customer complaints, even though the providers report a higher degree of
prioritization of customer complaints than do the public authorities. As with intelligence-
generating activities, this points to the fact that the public authorities remain largely in
control of responsive activities, too. Of all the items in the questionnaire, the priority of
customer complaints is the statement with which both the public authorities and the pro-
viders agree most strongly, indicating that this is an issue which is being focused on in the
dyads.

Overall market orientation and development of the industry

The overall market orientation was measured by averaging the scales for intelligence
generation, dissemination, and responsiveness. Hence, each dimension was given the same
importance in the overall index regardless of the number of items relating to each
dimension. The items measuring the inter-organizational aspects of market orientation
were excluded from the overall market orientation index. The overall market orientation
index shows that the service providers have increased their involvement in market-oriented
activities significantly, while the public authorities’ overall involvement in market-oriented
activities remains relatively unchanged. Although the increase in market orientation is
more evident in the service providers, the results also indicate an increase in inter-orga-
nizational efforts since the respondents agree more strongly with statements regarding
inter-organizational activities and benefits (Table 4).

Based on these results, one might ask if there are any indications of increased customer
satisfaction, or increased travel. Those variables where not captured in the present enquiry,
but there are secondary data that might be used as complement. Kollektivtrafikbarometern
[the public transport barometer] is an industry-wide quality and attitude survey that surveys
both the passengers and the public throughout the country every year.

Kollektivtrafikbarometern (2015) indicates a significant increase in passenger satisfac-
tion between 2010 and 2014. In 2014, 81 percent of passengers report being satisfied with
their most recent journey, while only 62% are satisfied with their local public transport
authority. One explanation for this lower level of satisfaction with the public authority
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Table 4 MARKOR Index Table

Index Measurement Actor® Study 1 Study 2 t I t

M SO M SD

Overall An average of the items  Buyers 359 054 361 053 -0.15 0.33 —1.86*
market measuring Providers 3.55 0.69 3.81 0.51 —2.02%*

orientation intelligence )
generation, All 3,57 061 3.71 0.53 —1.63*

intelligence
dissemination, and
responsiveness

? Study 1: Buyers: N = 47; Providers: N = 40
Study 2: Buyers: N = 48; Providers: N = 49
T! T test, study 1 versus study 2

T2 T test, buyers versus providers, study 1

T? T test, buyers versus providers, study 2
*0.1 <p>0.05

** p <0.05

Table 5 Passenger satisfaction and public transport’s market share Source Kollektivtrafikbarometern
(2015)

2010 2011 2012 2013 2014
(%) (%) (%) (%) (%)

Passenger satisfaction with their most recent journey using 79 79 80 80 81
the service provider

Passenger satisfaction with the public transport authority 63 59 61 61 62

Public transport’s market share 24 25 26 27 27

might be the fact that the respondents were taking other things than their journey into
consideration when assessing the public transport authority, e.g. public transport supply in
general. Public transport’s market share has increased significantly, from 24% in 2010 to
27% in 2014 (Kollektivtrafikbarometern 2015). One interesting aspect is that passenger
satisfaction has increased along with increased travel. Historically, in the short term,
passenger satisfaction tends to decrease as travel increases, something which can be
explained in terms of crowding and delays due to increased numbers of journeys
(Kollektivtrafikbarometern 2015) (Table 5).

The data thus indicate that there is a general trend to ward increased travel and increased
satisfaction with public transport services. As there are multiple factors of influence, this
trend cannot be related to a specific development, e.g. the new Act (Prop. 2009). However,
it does indicate that the ongoing changes in Sweden’s public transport system are having a
positive effect on passenger satisfaction and travel. This assumption is also endorsed by the
knowledge that the positive effects of change are often delayed as there can be imple-
mentation problems and as it takes time for organizations and employees to understand and
adapt to new roles. In assuming that the ongoing changes have influenced the increased
level of satisfaction, it is possible that increased collaborative efforts and the service
providers’ greater influence on market-oriented activities have had a positive effect.
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Conclusions and future research

The findings clearly indicate that the service providers have increased their involvement in
market-oriented activities, while the public authorities’ overall involvement in market-
oriented activities remains unchanged. Additionally, the service providers have gained a
greater level of responsibility, something which is perceived as positive, while the public
transport authorities are generally less satisfied with the reallocation of responsibilities.
However, both the public transport authorities and the service providers perceive their dyad
membership to be contributing both to their knowledge of their passengers’ needs and
preferences and to their possibilities of effectively responding to customer demands. Also,
the dyads are more frequently involved in disseminating activities such as meetings and
informal contact. Thus, the findings indicate that the industry as a whole has increased its
organizational and dyadic efforts to acquire knowledge of passengers’ needs, in addition to
efforts to respond to these needs with an increased collaborative focus.

Although there are multiple aspects that can influence the evolution of public transport,
the providers’ increased market orientation suggests that this evolution has been influenced
by the new public transport Act. The reallocation of responsibilities, partly resulting from
the legislation, has been aimed at increasing the passenger focus (SOU 2009:39). This
indicates the underlying notion that the service providers, with their proximity to the
customer, are crucial actors in efforts to increase the market orientation of the industry.
However, a highly relevant question here is: What measure of market orientation best
depicts the market orientation of the industry? Is it the market orientation of the provider or
the public authority that makes the industry market-oriented, or is it a combination and, if
so, do they contribute equally? This question relates to the roles of the actors in public
transport. As already mentioned, one stated goal of the new Act is to create more clearly-
defined roles for the actors (SOU 2009:39). It can be assumed that the need for clearly
defined roles also relates to the market orientation of the industry.

Since our findings indicate a lack of clarity concerning responsibilities, further dis-
cussions and guidelines might be needed regarding the actors’ responsibilities. Researches
into which role constellations that foster market-oriented public transport systems would
provide some insights; however, it is also reasonable to assume that other influences are
important as well. It is therefore reasonable to assume that market orientation can be
pursued by using various service delivery models, even within the framework of public
procurement. However, a collaborative approach is likely to benefit the industry most since
the actors will be able to contribute different perspectives. A shared view of service
provision enables successful communication and collaboration, which is likely to con-
tribute to a passenger-centric and market-oriented public transport system.Given the
general trend toward adopting public procurement processes and increasingly striving
toward market-oriented public transport, the question of responsibility allocation becomes
an important issue that should be given further attention by both policymakers and
scholars.

Open Access This article is distributed under the terms of the Creative Commons Attribution 4.0 Inter-
national License (http://creativecommons.org/licenses/by/4.0/), which permits unrestricted use, distribution,
and reproduction in any medium, provided you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license, and indicate if changes were made.
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