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Sustainability
Agenda of Asfinag

Perception of
Motorways in
Austria

Reputation of
ASFINAG In
Austria
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THE VISION
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To connect regions and people in the
heart of Europe as reliable, innovative
and sustainable mobility partner
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BV SUSTAINABILITY AT ASFINAG AISIFIiINIAIG

Decarbonisation
and reduction of
emissions

Mobility-Concept of
ASFINAG

Operating

Energy Strategy sustainably

Biodiversity
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W EXAMPLE ANIMAL CROSS OVER IN USE AISIFIiINIAIG
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EXAMPLE COMPENSATION AREA
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SUSTAINABILITY AT ASFINAG

Decarbonisation
and reduction of
emissions

Sustainability Program
at ASFINAG

Mobility-Concept of
ASFINAG

Operating

Energy Strategy sustainably
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Biodiversity
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WHAT DO OUR CUSTOMERS
THINKABOUT
MOTORWAYS?
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https://www.statistik.at/web_de/statistiken/energie_umwelt_innovation_mobilitaet/verkehr/strasse/kraftfahrzeuge_-_bestand/index.html

WHAT DO OUR CUSTOMERS THINK ;
ABOUT ASFINAG AND SUSTAINABILITY? e i
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B UNDERSTANDING OUR CUSTOMERS IN DEPTHS

Implementation

Measurement of customer

satisfaction and reputation

Customer Orientation
Program

Including Customers in
decision process
(Market Research)

Deciding on actions
together with senior
management and functional
leads
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W STUDY DESIGN CUSTOMER ORIENTATION AND REPUTATION

- =1=IF =) s
=Y = == = (A
Car Lorry Lorry Bus Bus Stakeholder
Driver Driver Business Driver Business (reputation only)
f Sample Size n=1000 n=211 n=101 n=108 n=50 n=77
1/3 CATI,
9= Methodology 2/3 CAWI CAPI CATI CAPI CATI CAWI
{%) Length Of. 20 min. 19 min. 16 min. 20 min. 15 min. 5 min.
Questionnaire
AISIFI1INIAIG
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B REPUTATION MODEL | CAR DRIVER

Emotional Appeal

Likeable

Trustworthy

Credible

Customer orientated

Authentic

Reputation

Good reputation

Meets with universal approval

Innovative company

Well respected company

Sustainable and environmentally friendly organisation

Unimpeachable, beyond question

Reputation

Index

CSR & Sustainability

Fair partner

Open and transparent

Important for Austria

Takes care of environment

Takes on social responsibility

Product & Services

High quality output

Good value for money

Considers individual interests of
customers

Reliable performance

Progressive concerning digitalisati

Source: Customer Satisfaction Study Asfinag 2021, marketmind

Innovative solutions

AISIFliINIAIG

Workplace Environment

Family friendly business

Good working atmosphere

Attractive employer

Same chances for all genders

Promising career perspectives

Performance

Successful

Save investment

Successful over a longer period of
time

Good growth prospect
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Relative Importance of Factors

I CSR & Sustainability Reputation
for Reputation in % Average

Important for Austria
Emotional Appeal

B\

CSR & Sustainability Takes on social responsibility

Products & Services

Workplace Environment
Open and transparent

Performance

Takes care of environment

'..'.. ; m Car Dirver ® Lorry Driver Stakeholder = .
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LIMITED KNOWLEDGE OF SUSTAINABILITY

'AGENDA

Unprompted mentioning of sustainability
activities in the respective areasin %

Noise Protection _ 41
Renewable energy - 22
Biodiversity - 16

16

15

Barrier-free usage

targets

Ressource saving
actitivies

Activities to reach climate -
- E

0% 20% 40% 60% 80% 100%
B know at least one activity in that area
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BV ... KNOWLEDGE MAKES A DIFFERENCE AISIFIiINIAIG

In % of respondents

Total Austrian Drivers

People, who know the
sustainability report

People, who do not know the
sustainability report

B do not agree fully agree

How do you rate ASFINAG in terms of the following criteria: ,is a sustainable and environmentally friendly organisation.*
n =1009 (138/871)

Source: Customer Satisfaction Study Asfinag 2021, mar - —_— - _ ASECAP Marketing & Communication Webinar, 23.3. Edith Riihrer
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B UNDERSTANDING OUR CUSTOMERS IN DEPTHS

Implementation

Measurement of Customer
Satisfaction & Reputation

Customer Orientation Deciding on actions

together with senior

P rogra m management and functional

leads

Including Customers in
decision process
(Market Research)
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THANKYOU!

Edith Riihrer
edith.ruehrer@asfinag.at

asfinag.at
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GUTE FAHRT, OSTERREICH!
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