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The base theories (models) of satisfaction of users and «gaps of service», principles 

of control system by quality are formulated for a transport organization, technology of 
estimation of satisfaction and matrix analysis of loyalty of clients of a transport com-
pany is expounded. The extended matrices are offered «importance is satisfaction» for 
the study of preferences of users and degree of satisfaction by the commodities/services 
of the probed company and its competitors at the transport market. 

Keywords: loyalty of users, expectations of users, breaks are in satisfaction of users, 
«gaps of service», satisfaction / dissatisfaction of users, control system by quality, level of 
satisfaction of users. 
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