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Combine AI
data from various sources powered analysis

Share
visualize, analyze & deep dive

Augmented Intelligence platform for surveys, reviews & CX
Caplena



How Flixbus tackles Operational Excellence

Analysis Lifecycle

Case Study: Greyhound

Agenda
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OUR VISION:
SMART AND GREEN 
MOBILITY
FOR EVERYONE 
TO EXPERIENCE
THE WORLD

Flix vision

Smart: best value-for-money, 
travel tech, easy-to-use, 
convenient

Green: eco-friendly, modern 
fleet, alternative drives 
pioneer, path to net zero

For everyone: accessible
to millions of passengers 
around the globe

Experience the world: 
for great travel experiences 
across thousands of cities
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The Flix SE Group: We drive sustainable and affordable travel 
for everyone

FlixBus
since 2013

Flix SE

Strongest world-wide network,
profitable and sustainable: the
future of mobility

Europe, North America, 
Brazil, Chile

FlixTrain
since 2018

Sustainable, comfortable, and
affordable train travel with a rail
network and complements FlixBuses

Kamil Koç
since 2019

Profitable market leader in Türkiye:
complements the FlixBus offer in
Europe

Türkiye

Backbone of affordable mobility
with the largest US bus network:
fully integrated into FlixBus offer

North America, Canada, 
Mexico

Germany and 
Sweden

Greyhound US
since 2021
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Flix today – a global market leader in sustainable and 
affordable travel

40
countries
on 4 continents

5.500+
destinations
over the globe

4.000+
FlixBuses
on the road

#1

#1

#1

in North America and the 
backbone of mobility

in Europe as the only 
pan-European network

in Türkiye and consolidating 
the market

60+m
passengers*
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Network 
planning

Branding Marketing &
sales

Flix technology meets partners’ operational excellence

B
us
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Pricing

Day-to-day 
operations

Customer-
facing

Fleet 
management

Maintenance Long-term
partnership

Traffic
Control

Customer
service

Drivers & 
hosts

Flix' recipe for success: Unique, asset-
light business model
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Operational Excellence at Flix
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Design After-
Ride Survey

Send Out (and 
Receive 

Responses)

Brand CRMTeam:
15 languages, 

5 brand-specific 
surveys 

1.5M responses, 
600K bookings open-

ended responses

What is our VoC Survey data source?

Analyze After-
Ride Survey

Touchpoints 
Impacting NPS 

and CLV

Analyze Impact 
of Actions Taken

Operations CLV Data Science Operations
Querying Snowflake, 
Power BI reporting –

Partners/Internal

What is the value of 
potential 

improvements?

Did the project do 
anything to improve 

passenger experience?

Team:



13

PromotersDetractors

Example of questions with Star Rating in the current after-ride survey

What does our survey look like? – NPS and CSAT (Likert)



Questionnaire Fatigue

Coverage

Bias / Top-of-mind

The case for open-ends



4) Insights Generation

Analysis Lifecycle for Monitors

1) Topic Identification

2) Quality Assurance

3) Dashboarding & 
Reporting

Cycle < 1 year



1) Topic Identification & Management

From keywords to hierarchically organized MECE topics
Flix tracks > 100 specific topics per project





2) Quality Assurance



Reviewing fine-tunes the AI… and provides quality score



Topic Research Dashboards

Weekly/Daily

Trends & Pulse Checks Reports/Dashboards

Monthly

Strategic Insights Research Reports

Annual

3) Dashboarding & Reporting



4) Insights Generation



Case StudyCase Study
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Case Study – Acquiring Greyhound 
and Getting Caplena

100,000600,0001.5 years4 months
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Case Study – At Launch

3325?
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Caplena showed the top trouble areas
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After first improvement efforts, by topic
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After first improvement efforts, shift to neutral
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trusted by global industry leaders:

Uncovering actionable insights 
from customer feedback

... and 150 companies more
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