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Abstract

At the present moment, commercial actions management for railway companies is based on the so-called railway passenger
transport customer relationship management systems (RPTCRMS). CRMs can be analyzed under 4 dimensions: i) Key customer
focus, ii) Knowledge management, iii) CRM organization and iv) Technology-based CRM. This work analyzes a general
RPTCRMS under the points of view i) and ii).
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1. Introduction

Customer Relationship Management (CRM) is a business strategy for highly competitive business environment
such as tourism, gas and electricity supply, internet services, banking, consultancy, health care, and so on. In most
of the companies, the customer profitability follows 80:20 Pareto rule, where 20% of the customers offer the 80% of
the profits. CRM systems wish to identify this group of customers in order to attract them, provide efficient, long-
term value for them and retain them.

In past decades the Train Operating Companies (TOCs) do not record customer purchase history. Currently, with
the new e-booking systems and the introduction of the competencies in railway markets have greatly increased the
opportunities for creating successful CRM systems as a way to manage the travellers’ relationship with TOCs.

The classic methods used in railway planning to decide commercial actions, railway operations, etc. work with
aggregated demands. However, new analytical techniques such as big data and data mining allow CRMs to work at
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customer level, opening new CRM's functionalities which are becoming a pivotal management tools for TOCs.
The goal of this work is to propose a general structure for RPTCRMS and identify the most notable
functionalities of these systems.

2. A view of railway passenger transport CRM system

An academic literature search on Scopus database’ finds 4640 documents for the query "Customer Relationship
Management", of which 337 are document type of Reviews. It shows the difficulty of introducing a conceptual
framework to describe the whole applications on CRM systems. If we focused on the transportation field it is
observed that a less attention has been paid. Moreover, the obtained results for the railway industry are negligible.

Winer et al. (2001) analyses the problems in data-base construction in CRM systems and proposes a classification
based on the fype of customer iteration and his frequency. For the first item, the categories of direct and indirect
iteration can be distinguished and for the second one, high and low frequency in commercial transactions. The third
dimension is the type of commodity produced by the company: services or goods. A roughly classification of
companies, and thus CRMs, is obtained from these three items. The railway passenger transport CRM systems
belong to the category of providing services in which the customers have an indirect high frequency iteration.

2.1. A general structure of railway passenger transport CRM system

Ngai et al. (2009) define Customer Relationship Management (CRM) as a set of processes and systems that
support business strategy with the goal of establishing lasting and profitable relationships with the company's
customers. However, there is no accepted definition of CRM in the literature. Therefore, it stands out from all
possible definitions, that a CRM can be seen as a process of acquisition and retention of clients supported by
business intelligence in order to maximize the value of the customer for the company.

Fig. 1. Structure of CRM

Fig. 1 shows a CRM structure. A CRM is the tool (the pyramid) that implements a set of functionalities with the
purpose of establishing relationships with customers and, in this way, to obtain a comprehensive understanding of
them, thus increasing their value for the company. CRM, from an architecture standpoint, can have both an
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