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The main reason of passenger’ switching to other transport organization are the 
changes at the value of services that offered at the market. Understanding of transport 
and consumer behavior by transport organization supports the manage of conditions 
for the certain service value creation. Immanent features of transportation service 
which railways offer to passengers are influent to client’ behavior patterns. The 
purpose of the article is arrangement of knowledges about influence of immanent 
features of transportation service to patterns of passenger’ behavior. The founded pat-
terns form more complete picture of transport and consumer passenger’ behavior for a 
long distance trips. 

Keywords: immanent features of transportation service, patterns, passenger’ behav-
ior, railways. 
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