the new service knew its only chance
for success was by providing a high
level of customer service. The training
effort would include about 3,000 train
and engine service employees, station
personnel, dining car service personnel,
and mechanical employees. Instead of the
typical model where management trainers
conduct classes, the railroad launched
a program well ahead of its time. The
Penn Central selected 46 employees to be
trained to then train their co-workers,

Al Buchan, who managed the “train
the trainer” program, remembers two big
challenges. “The cars themselves were
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a wvery sophisticated quantum leap up
from what we had. Any time you take
multiple new technologies and combine
them with a new vehicle, the probably of
problems rises exponentially.” The other
big problem Buchan remembers was
instilling a positive customer relations
mentality in the people working for the
»ss, most Penn Central

railroad. Neverthe!
employees understood the importance
of the Metroliner to the future of the
company and the future of the passenger
train, and Buchan feels that the training
was generally successful. The training
of 3,000 employees was completed on
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