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ABSTRACT  

In the last decades, UPT (Urban Public Transport) has moved from being a profitable 

industry with a high modal share, to a loss-making one. Patronage decrease and chronic 

operational deficits has been the trend of the last decades in Europe.  

Institutional environment is frequently pointed out as a factor that limits the ability of UPT 

managers in providing efficient and attractive services. External market factors, such as 

technological developments in the automobile industry and ICT (Information and 

Communication Technologies), change in lifestyle trends and increasing income are also 

exhaustively refereed has causes for the UPT problems. 

However, the fast pace of evolution of external market forces are not an exclusive 

challenge of the UPT sector. Other businesses and services industries have been affected. 

In fact, the most far-sighted and aggressive of these businesses and industries launched, in 

the last decades, initiatives with the intent of refocusing organisational structures and 

management practices to be more responsive and adaptable to a new environment where 

constant change, fierce competition have become the rule. 
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Relationship marketing makes intensive use of ICT to acquire, retain and grow the 

customer base. This approach to customer driven management relies on delivering services 

based on the continuous interaction with the customers. ICT innovations in recent years 

enabled this new form of marketing that was prohibitively expensive, and nearly 

unimaginable, to the traditional marketing manager just a few years ago. Relationship 

marketing is made possible due to three important capabilities that ICT presently provides: 

• Customer tracking, using computer databases to manage huge amount of 

transactions data and information; 

• Interactive dialogue, through the use of interactive communication tools; 

• Mass customization, using the extensive knowledge on customer needs to deliver 

customised services. 

The aim of this paper is twofold: 

• To provide a synthetic review on the state of the art of marketing management 

practices in UPT; 

• To present a conceptual model for the implementation of relationship marketing in 

UPT operations, stressing the key elements for building competitive advantages. 

 

SELECTED TOPICS ON THE THEORY OF MARKETING 

A most common misconception about Marketing is that Marketing is synonymous of 

advertising, promotion, public relations, sales, websites, posters, events, flyers and all other 

conceivable mass communication tools. In fact, although they are all important Marketing 

tools, Marketing is much more than that. From the many definitions of Marketing, which 

reflect the different perspectives of academics and practitioners and the historical evolution 

of markets, one detaches the definitions proposed by the AMA1 and by the UITP. The 

AMA´s[1] definition is as follows. 

Marketing is an organizational function and a set of processes for creating, 

communicating, and delivering value to customers and for managing customer 

relationships in ways that benefit the organization and its stakeholders.2 

                                                 
1 American Marketing Association. 
2 AMA’s (American Marketing Association) definition of Marketing , unveiled at the AMA's Summer 

Educator's Conference in August 2004. Downloaded from http://www.marketingpower.com/content4620.php 

in 08.03.05. 
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Note that this definition, which was adopted in 2004, replacing the 1985 AMA’s definition, 

put a strong emphasis on the power of building strong customer relationships. This can be 

confirmed through the comparison with the former definition, next presented:  

The other definition, proposed by UITP (International Association of Public Transport) [2] 

is presented below. 

Marketing is a targeted development of the relationship between the company and its 

customers or market, in which the business must, as far as possible, create the conditions 

that make the customer want to use as much as possible the service being offered.3  

 

Services Marketing 

To Groonros [3]: a service is a process, consisting in a succession of activities, more or 

less intangible that, usually, but not always, occur in the interactions between clients and 

service employees and/or resources or physical goods and/or systems of the services 

supplier and that are provided as solutions to clients’ problems. 4  

As a service is a complex phenomenon the Marketing of services potentially poses more 

challenges to managers than the Marketing of industrial goods. It is generally agreed that 

there are intrinsic differences between goods and services, which result in unique, or at 

least different, management’s challenges for service businesses and for manufactures that 

sell services as a core offering. [5]. The differences that are most frequently pointed out in 

the Marketing services literature are shown in the next Table. 

 

 

 

 

 

 

 

 

 

 

                                                 
3 Downloaded from http://www.uitp.com/mediaroom/focus/market-en.pdf in 08.03.05. 
4 Based on the definition presented in 4. Harvey-Jones, J., Making it happen. Reflections on leadership. 

1989, Glasgow: Fontana/Collins. 
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Table 1 – Differences between goods and services 

                               Source: [5] 

 

Some implications for UPT, deriving from the characteristics of the services are next 

referred: 

• Intangibility - As services can not be inventoried, fluctuations in demand often pose 

management challenges. Huge differences in off peak and peak UPT demand are a core 

management challenge in the provision of UPT services; 

• Heterogeneity – Employees play a central role in the provision of the service at the 

customer’s eyes (sometimes the employees are the service) and human performance 

may differ from day to day or even hour to hour. In UPT, the same customer could 

have different experiences in two different trips in the same route, due to differences in 

the driver’s skills and attitudes. Every customer is different and will experience the 

service in a unique way. [5].  

• Perishability – In UPT services are produced and consumed simultaneously. Thus, 

demand forecasting and careful capacity planning are important management issues in 

services. Perishability does not allow that vehicle.kms or seat.kms provided in a given 

trip could be stored and sold in another occasion.  

Goods Services Resulting implications
Services can not be inventoried

Services cannot be patented
Services cannnot be readily displayed or 

communicated
Pricing is difficult

Service delivery and customer satisfaction 
depend on employee actions

Service quality depends on many 
uncontrollable factors

There is no sure knowledge the service 
delivered matches what was planned and 

promoted
Customers participate in and affect the 

transaction
Customers affect each other

Employees affect the service outcome
Decentralization may be essential

Mass production is difficult
It is difficult to synchronise supply and 

demand in services
Services cannot be returned or resold

Tangible

Standardised

Production 
separate from 
consumption

Nonperishable Perishable

Heterogeneous

Simultaneous 
production and 
consumption

Intangible
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The Marketing Mix is a core concept in the Marketing theory. It refers to a set of variables 

controlled by the organization, which are blended to produce a given response in the 

targeted markets [6]. A traditional Marketing mix, which has been extensively used in the 

context of tangible products, is composed of four variables. It is referred in the literature as 

the 4 P´s [7]. The 4 P´s are product, price place and promotion. A synthetic description on 

the  scope and key elements of the 4 P´s is next presented. 

• Product - Defining the characteristics of the product or service to meet the customers' 

needs, comprising physical good features, quality levels, accessories, packaging, 

warranties, product lines and branding. 

• Price - Deciding pricing strategy, comprising price level, terms, differentiation, 

discounts, flexibility (e.g. leasing options), allowances, etc. Even it is decided not to 

charge for a service, it should be realised that this still entails a pricing decision.  

• Place (or distribution) – Deciding on the availability of the product or service at the 

right place, right time and at right quantities. Comprises, channel type and respective 

management, exposure, intermediaries, outlet locations, storage, distribution, etc.  

• Promotion – Deciding on how to inform and communicate with the customers. This 

includes the definition of the promotion blend, management of the sales force (number, 

selection, training, incentives, etc), sales promotions, advertising (targets, media types, 

design, etc), publicity, public relations, customer service centers, etc. 

[7] 

 

Due to the distinctive features of services it was considered that additional variables could 

be added to the traditional Marketing Mix in order to isolate specific factors associated 

with communication with the clients, as well as with the satisfaction of their needs. 

Therefore, in the 1980’s, Booms and Bitner [8] suggested an 7 P´s expanded Marketing 

Mix, more suited to service oriented companies. In addition to the traditional 4 P´s, the 

services Marketing mix includes people, physical evidence and process. The scope and key 

elements of the 3 additional P´s are the following: 

• People – Comprises all human actors who play a part in the service delivery and thus 

influence the customer’s perceptions, namely, the firm’s employees, the customer itself 

and other customers in the service environment.  

• Physical evidence – Consists on the environment in which the service is delivered and 

in which the organisation and customer interact, as well as on the tangible elements 
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that support the communication or performance of the service. General elements of 

physical evidence can be classified in two broad categories. The first is the 

servicescape [9], which consists on the exterior and interior tangible elements of the 

facilities (exterior elements includes exterior design, signage, parking, landscape and 

surrounding environment, whereas interior elements includes, interior design, 

equipments, signage, layout and air quality/temperature). The second category contains 

all other tangibles, such as business cards, stationery, billing elements, reports, staff 

uniforms, brochures, etc.  

• Process – It refers to the procedures, mechanisms and flow of activities by which the 

service is delivered, i.e. service delivery and operating systems. The flow of activities 

can be standardised or highly customised and the process can be very complex or 

relatively simple, depending on the objectives to be pursued by the organisation. [5] 

 

The following Table presents a suggestion of correspondence between the 7 P’s and the 

features of UPT services (quality determinants). 
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Table 2 - Correspondence between quality determinants and Marketing Mix elements 

in UPT 

Source: Adapted from [10] 

 

Quality 
dimension

Quality elements Marketing Mix Service element (7Ps)

Walking time Product
Frequency Product
Tranfers Product/Process/Physical Evidence

Operating hours Product
Area covered Product

External interface Place/Physical Evidence
Internal interface Place/Physical Evidence

T icketing Place/Physical Evidence

General information
Promotion/Process/Physical 

Evidence/People

Travel information - normal conditions
Promotion/Process/Physical 

Evidence/People

Travel information - abnormal conditions
Promotion/Process/Physical 

Evidence/People
Trip time Product

Punctuality Product/People
Reliability Product/People

Commitment People
Customer interface People/Process/Physical Evidence

Staff - availabilty, attitute, skills and appearance People/Physical Evidence
Physical assistance People/Process/Physical Evidence

T icketing options - exchangeability, flexibility and payment options Price/Place/Physical Evidence
Ambient conditions - air quality, temperature, lighting, weather 

protection, cleanliness, congestion, noise, etc
Product/Physical Evidence

Facilities - seating and personal space, toilets, luggage and other 
objects, communication, refreshement, entertainment, commercial 

services, etc
Product/Place/Physical Evidence

Ergonomics Product/Physical Evidence
Ride comfort Product/Physical Evidence

Safety from crime Product
Safety from accidents Product
Perception of security Product/Physical Evidence

Pollution - emissons, noise, etc Product/Process
Natural resources - energy Product

Infrastructure - effect of vibration, capacity demand, etc Product

Availability

Accessiblity

Information

Time

Customer 
Care

Comfort

Security

Environment
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Segmentation, targeting and positioning are three other core Marketing concepts. The 

reunion of these three concepts is cited in the Marketing literature as the STP process5 and 

is generally considered to be falling within the field of Strategic Marketing (it should be 

noted that Marketing Mix is generally a synonymous of operational Marketing).  

The next Picture illustrates the chain of the STP process. 

Figure 1 – The STP process 

 
The basic idea behind segmentation has been around since the beginning of trade, but it 

was only in the 1950’s that Wendell Smith [11] formalised this concept, bringing a major 

breakthrough to Marketing theory (setting the ground for the so called second Marketing 

wave). According to Wendell Smith [11]: 

Segmentation is based on the development on the demand side of the market and 

represents a rational and more precise adjustment of product and marketing effort to 

consumer or user requirements. In the language of the economist, segmentation is 

disaggregative in its effects and tends to bring about recognition of several demand 

schedules where only one was recognised before. 

In a more actual wording, market segmentation can be described as the identification of 

groups of customers – or market segments – that have similarities in characteristics or 

similarities in needs who are likely to exhibit similar purchase behaviour and/or response 

to changes in the Marketing mix.  

There is no single criterion that can be universally accepted as optimal to perform market 

segmentation. Possible ways to do market segmentation are based on demographic, 

geographic, psychographic and behavioural variables [12]. A brief description on these 

segmentation approaches is presented below.  

• Demographic segmentation - Consists in dividing the market to form groups based on 

variables such as age, gender, family size, occupation, religion, or education. 

• Geographic segmentation - Consists in dividing the market to form different 

geographic units such as nations, regions, or cities. 

                                                 
5 Acronym for segmentation, targeting and positioning. 

PositioningThe market Target 
selection Marketing Mix

Segments
A, B, C, etc. PositioningThe market Target 

selection Marketing Mix
Segments
A, B, C, etc.
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• Psychographic segmentation - Consists in dividing the market to form groups based on 

social class, lifestyle or personality characteristics. 

• Behavioural segmentation - Consists in dividing the market to form groups based on 

attitude, uses, or responses to a product or service.  

Following the STP process, after segmenting the market the organisation should select a 

single, or a limited number of market segments (the targets), on which to focus the 

Marketing mix efforts. The designation of this activity is targeting. A set of criterion for 

evaluating market segments for market targeting6 is described by Zeithaml and Bitner [5], 

and is composed as follows: 

• Segment size and growth - Includes information on current sales, foreseen growth rates 

and expected profit margins. 

• Segment structural attractiveness – Includes actual and potential competitors, 

substitute products and services, relative power of buyers, and relative power of 

suppliers.  

• Company objectives and resources - Involves whether the segments fits the company’s 

vision, mission and objectives. 

 

Finally, after segmenting the market and selecting the target segments the organisation 

should decide the positioning of the service. In rough terms, positioning refers to the 

customer's perceptions about the place that the service or brand assume in a market 

segment. In some markets, a given position is achieved by associating the benefits of a 

brand with the needs or life style of the segments. More often, positioning involves the 

differentiation of the company's offering from the competition through the comparison in 

terms of specific attributes. After defining the positioning, the organisation is then prepared 

to go ahead with the definition and execution of the Marketing mix plan. 

Relationship Marketing 

Relationship Marketing and the emphasis on customer relationship management is not a 

new phenomenon. The term “Relationship Marketing” was introduced on services 

Marketing literature in 1983, by Leonard Berry [13],  and the interest in an orientation for 

the relationship in Marketing has emerged about 10 years before. Nonetheless, the 

relationship perspective in business has emerged much earlier than that, and even much 

                                                 
6 Based in the work of various authors. 
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earlier than the transaction perspective. In fact, the propensity for relationship is probably 

as older as the history of businesses and trade7. 

The Relationship Marketing perspective has its roots, at least, in five research streams, 

namely, services marketing, business marketing, total quality management, marketing 

channels and direct marketing/database. In this perspective, which is based in the creation 

of value through the interactions between the product/service provider and the customer, 

cooperation is required to create the value that is desired by the customer.  

The recent extraordinary developments in ICTs (Information and Communication 

Technologies) boosted innumerable new opportunities in Marketing. Acknowledging the 

potential of ICTs, Peppers and Rogers [15] suggested a Relationship Marketing approach, 

called marketing one-to-one. In simplistic terms, this approach could be classified within 

the direct marketing/database research stream. The guiding principle behind this approach 

is to deliver highly tailored products and services to each customer, based on the feedback 

from and interaction with them 

Instead of focusing on one need at a time and trying to find as many customers as possible 

who want that need satisfied, the customer driven competitor – the 1:1 enterprise – focuses 

on one customer at a time, and tries to satisfy as many of that particular customer’s needs 

as possible [15]. 

Marketing one-to-one is made possible due to three important capabilities that ICTs 

presently provides: 

• Customer tracking, using computer databases to manage huge amount of transactions 

data and information, 

• Interactive dialogue, through the use of interactive communication tools, 

• Mass customisation, using the extensive knowledge on customer needs to deliver 

personalized services. 

In order to build and maintain a base of customers who should be profitable for the 

organisation, Peppers & Rogers [15] propose four core processes that should be 

implemented in the organisation: 

• Individual identification of customers, in order to enable direct interaction with them; 

• Individual customer differentiation, according to their value (actual and future) to the 

organisation and their specific needs; 

                                                 
7 For a detailed discussion on the evolution of Relationship Marketing see 14. Sheth J.N. and P. A., The 

evolution of relationship Marketing. International Business Review, 1995 - Special Issue on Relationship 

Marketing, 1995. 4(4): p. 397-418. 
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• Cost effective interaction with the customers (building Learning Relationships8); 

• Customisation of the service in order to fulfil customer needs and aspirations. 

As Relationship Marketing entails an intensive use of customer’s information, privacy 

becomes an issue to be seriously taken into consideration. 

Marketing one-to-one aims at simultaneously increasing sales and profits, by focussing not 

only in acquiring new customers but also in retaining and developing9 the existing 

customers. Therefore, mass Marketin and aggregated Marketing approaches do not conflict 

with the Relationship Marketing approach, in a one-to-one [15] organisation. They 

complement each other. The following Picture depicts this concept. 

 

 

 

 

 

 

 

 

Figure 2 – The dual objective of Relationship Marketing 

                                        Source: Adapted from [15] 

 

As Relationship Marketing relies on collecting, storing, manipulating, analysing and acting 

on customer data some tension might arise between the organisation and the customers. In 

fact, the latter might feel “privacy loss“ when delivering personal information to the one-

to-one organisation. Zabin and Brebach [16] suggest some guidelines that could be used by 

the one-to-one organisation to overcome this type of tension. The guidelines make 

reference to: 

• The definition of the privacy philosophy of the organisation; 

                                                 
8A thorough discussion  on the Learning Relationship concept can be found in 15.Peppers, D. and M. Rogers, 

Enterprise one to one: tools for competing in the interactive age. 1997, New York, USA: Bantam Doubleday 

Dell Publishing Group.. 
9 An usual metric of customer development is customer share, which is defined as the ratio of a customer’s 

purchases of a particular category of products or services from supplier X to the customers’ total purchases of 

that category of products or services from all suppliers. 15.Ibid. 
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• Communication of the benefits, to the customer, that come together with information 

liquidity; 

• Granting data autonomy to the customers; 

• Data collection parsimony;  

• Considering and explaining the context in which the information is used, in the process 

of interacting with the customer. 

 

THE ROLE OF MARKETING IN THE MANAGEMENT OF UPT 
SERVICES  

This section presents the results of a review of selected Marketing practices in UPT 

systems/organisations in Europe and US. The main objective is to drawn some conclusions 

on the role of Marketing in UPT organisations. The review was carried out using 

secondary information from several sources, such as: 

• Reports of research sponsored by diverse institutions, such as the Transportation 

Research Board (US) and the European Commission (EU), 

• Conference proceedings and papers, 

• Journal articles, 

A complete list of reviewed selected Marketing practices is presented in the Annex.  

The results suggested that the provision of information related with the UPT service is 

generalised across the industry, as expected. In this field, the use of ICTs seems to be quite 

widespread, resulting in several applications, with special reference to online trip planners 

and real time services information (displayed in stops or stations or via web). 

The same conclusion is also valid for communication and promotion activities aiming at 

creating a good image of the UPT service or at managing the adoption of new service 

features by the customer (e.g. new ways of payment). Hence, informing the customer about 

the service offered and persuading the customer to use the service seems to be top 

Marketing priorities.  

Concerning other activities beyond the Information/Promotion/Communication triad, it can 

be observed that the industry has been implementing several activities or programmes 

across the remaining Services Marketing Mix spectrum10 (e.g. flexible pricing schemes and 

loyalty programmes).  

                                                 
10 Or the 7 Ps of Booms and Bitner. 



 13

Segmentation and targeting principles have been also applied to better meet UPT customer 

needs and increase patronage. However, segmentation and targeting techniques are 

apparently more used to convince people to use UPT than to feed planning and design of 

full alternative mobility solutions, to meet the needs of different types of customers. To 

illustrate this apparent dominant trend one can refer the case of initiatives aimed at 

promoting existing services to people changing address, within a given urban area. 

Nevertheless, some exceptions to this predominant rule have also been found in the 

selected set of practices reviewed. This is the case of tailor-made services designed to meet 

the specific needs of B2B segments. Special reference should also be made to the 

development of several Individualised Marketing trials, which have become increasingly 

visible since the late 1990´s. However, though these initiatives may embody a genuine 

effort to build individual relationships, between the operator and its customers, it is hard to 

imagine that a large scale, cost-effective, one-to-one Relationship Marketing strategy could 

be implemented based on the reviewed “Individualised Marketing” methods. 

In short, there is little hesitation in proclaiming that Mass Marketing and Aggregated 

Marketing principles are relatively familiar to UPT managers, at least in large UPT 

systems. 

However, the same cannot be assumed in respect of the adoption of one-to-one 

Relationship Marketing. In fact, the results of the review suggest that, in general, there is 

still a considerable gap between the available Marketing knowledge, in the area of 

Relationship Marketing, and its use by public transport organisations. In fact, it was just 

possible to identify publicly available information of four cases that seems to fall within 

the one-to-one Relationship Marketing category. Some reasons can be proposed to explain 

this situation: 

• Technological constraints: The deployment of technologies that allow for the automatic 

collection of information on the use of the service, at the level of the individual 

customer, is still relatively recent. For instance, it was not found evidence on any 

system in operation that allows for tracking customers in rail services.11 On the other 

                                                 
11 Applications for bus and metro services have being identified, but none in rail services. However it was found evidence 

practice review, a prototype of a non-contact passenger counting system – the Cyclops Passenger counter - that allows for 

multiple passengers counting, entering rail vehicles through a wide-stream door has being developed in the US. The 

determination of the direction of travel of each passenger is also a feature of this system. An experimental method has 

also being tested to determine if individual passengers can be tracked, in order to determine origin and destination 

stations. In 2004, this prototype was still being developed. 17.Greneker, G., Noncontact sensor for passenger counting 

and classification, in New Ideas for transit: AnnuaI Progress Report of the Transit IDEA program, Transportation 

Research Board, Editor. 2004: US. 
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hand, although recent evidence on contactless card applications shows that this 

technology opens new opportunities for the implementation of Relationship Marketing 

in UPT organisations, it is also true that that this potential is now starting to be 

explored; 

• In many cases the lack of competitive pressure in the sector, can partially explain the 

slow pace of adoption of recent Marketing theory advances; 

• Unclear perception on the benefits that the adoption of Marketing concepts can bring to 

the organisation, by top management; 

• Lack of a critical mass of Marketing expertise within the UPT sector; 

• Unclear organisational frameworks and scattered responsibilities, in UPT systems. 

 
Finally it is worth to refer that Marketing in the context of UPT, is still a recent trend, at 

least in Europe. Note that the UITP (International Union of public Transport) just created a 

Commission on Marketing and Product Development on 1999 (6 years ago). The first 

conference dedicated to Marketing in public transport, organised by the UITP, occurred in 

2001.  

 

THE MIGRATION OF UPT SYSTEMS TO THE RELATIONSHIP 
MARKETING PARADIGM 

The migration of UPT systems to the one-to-one Relationship Marketing paradigm poses 

specific challenges to operators and transport authorities. In this section one aims to 

address two sets of aspects that are pertinent to the matter in hand. 

A first set concerns aspects that are relevant to service suppliers that hold control over the 

core organisational capabilities and processes of the UPT system. The aspects discussed 

are: 

• Individual customer identification in UPT, 

• Individual customer differentiation, 

• Cost effective interaction, 

• Service customisation. 

 

The second set of aspects is usually within the sphere of competence of transport 

authorities or policy makers and includes: 

• Ideology and ethical values, 

•  Organisational and infrastructural integration. 
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Individual customer identification in UTP 

Individual customer identification is a primary issue for the UPT system that intends to 

shift to Relationship Marketing management. It is a pre-condition to the implementation of 

the remaining strategic processes, namely individual customer differentiation, cost-

effective interaction and service customisation. To Zabin and Brebach [16], building a 

robust customer profile that provides a bounty of Marketing insights means pulling 

together several external and internal databases and input. It might require the combined 

use of three data categories. The most important is explicit data, which is collected through 

direct customer response and entry. The other two data categories are implicit data, which 

is collected through direct customer observation, and derived data, which is related with 

the new insights developed through data analysis and modelling. Whatever the systems and 

processes that are activated to carry out individual identification of customers two 

conditions seem to be necessarily met: 1) the organisation should be able to track and 

register all the transactions with the customer, and 2) two way communication with the 

customer should be made possible. 

In UPT transport, the simple acquisition of individual information on the customer that 

happens to be a regular pass holder could be done without sophisticated technological 

platforms. One can imagine how easy it is to a given operator to include a set of questions 

in a monthly pass application form, with the objective of obtaining the information 

required to build a basic customer profile (for instance, name, age, sex, education, address, 

occupation, household composition, car ownership status and even income range). 

However, if that is the only system in force, a “black hole” of information subsists for all 

the remaining customers since there is no equivalent systematic manual and cost-effective 

way to get the missing individual information. On the other hand, individual customer 

“static” profiles are a very limited resource for the organisation that intends to build a 

large-scale customer relationship management program. What is really important is to 

track all customers’ transactions.  

Until a few years ago the possibility of individual customer identification and customer 

transaction tracking was nearly imaginable to the UPT Marketing manager. In fact, the 

review on selected Marketing practice revealed that the technological platform that makes 

individual customer transaction tracking possible in UPT services, i.e the collection of 

transactional explicit data on the trip history, is still very recent in the bus and metro 

modes. In UPT customer transaction tracking could mean at least the collection of 

information on the day, time and origin-destination of each individual customer trip. Smart 



 16

card technology can support this crucial function making possible to increase the number 

of identified customers through the deployment of smart card passes, customer affiliated 

programs and other incentives to automatic registration. The steady increase in Internet 

usage rate also represents an opportunity to boost the effectiveness of promotional 

campaigns aiming at encouraging web site traffic, prompting optional on-line registration, 

in order to acquire more detailed individual customer information. Note that, by 

encouraging web-site navigation the operator is able to get data not only on current 

customers but also on potential new customers.  

Since there are multiple possible ways to acquire explicit customer data it is important to 

assess the organisational potential, in terms of individual customer data acquisition, in 

order to define what new means are required to set up an integrated system for individual 

customer identification and tracking. In complex UPT systems, in which multiple operators 

assure the operation of intermodal services, it is the role of the organising authority to 

foster the necessary organisational integration, in order to assure that individual whole trip 

histories can be recorded. As soon as the operator holds the ability to acquire and store 

explicit customer data, then new opportunities to consolidate customer knowledge arise. In 

fact, all explicit data, stored in a customer knowledge database - the customer data 

warehouse - could be used to feed complex data analysis and modelling activities aimed at 

getting new insights on the customers, thus generating a new type of data – the derived 

data.  

In relation to the mobility events for which it is not possible to collect explicit data or 

generate insights through the production of derived data, the remaining alternative is the 

production of implicit data, which is the data that can be collected through direct customer 

observation. Large mobility surveys are usually carried out to generate this type of data. 

These mobility market studies are very useful to provide a global picture on the 

competitive balance between public12 and private transport, besides feeding decision 

making across a wide range of strategic and tactical mobility market related issues (e.g. 

construction of road and rail infrastructures, park and ride facilities, intermodal stations, 

etc). 

                                                 
12 In the sense of mass/collective transit. 
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In short, customer identification and tracking systems as well as the deployment of a 

customer data warehouse are strategic determinants that, at the limit, make possible to the 

operator: 

• To focus on one single customer, from among the millions in the database;  

• To have instant access to the individual customer profile, travel history and other 

interactions with the UPT system (such as acquisition of transport tickets and passes, 

complaints or information requests). 

Individual customer differentiation in UPT 

To Peppers and Rogers [15], the individual differentiation of customers is carried: 

• By value, according to the concepts of actual and strategic (or potential) value, in order 

to determine how profitable customers are, or might be, 

• By needs, in order to determine what services should be provided to the customer.  

 

Differentiation by value requires the implementation of an appropriate customer-based 

metric system. The Customer Life Time Value (LTV) is a model that is usually applied to 

achieve that purpose13. The objective of LTV calculation is to split the customers according 

to groups of value in order to define the level and type of service to be provided to each 

group. With the information on the actual and strategic customer LTV the organisation is 

able to split the customers by groups in order to determine the service strategies for each 

group. Traditional approaches to LTV calculation take into account a customer’s 

contribution to profit (which may or may not change over time), the likelihood that the 

customer is retained from period to period, and the discount rate of the UPT organisation. 

Thus, the minimum information required for LTV calculation includes annual revenues per 

customer, cost of services or profit margin, retention rate, time horizon for planning, and 

the discount rate. According to Peppers and Rogers [15]: 

 

                                                 
13 Another way to estimate customer’s value is by the application of the RFM model – in which RFM stands 

for Recency, Frequency and Monetary. 
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The actual LTV value of a customer corresponds to the stream of expected future profits, 

net of costs, on a customer’s transactions, discounted at some appropriate rate back to its 

current net present value14.  

 

The estimation of the customer strategic LTV could be much more difficult to carry out 

than the estimation of the actual LTV, because information about the customer share15, 

which could not be easy to get, is required.  

In general, the estimation of LTV it requires a high level of interaction (and cooperation) 

with the customer.  

 

A possible outcome of a LTV model (customer valuation typology), with five quintiles, is 

depicted in the following picture.  

 

MVCs

Actual LTV

Strategic LTV

Servicing Cost

STCs BZs
1st quintile 2nd quintile 3th quintile 4th quintile 5th quintile

MVCs

Actual LTV

Strategic LTV

Servicing Cost

STCs BZs
1st quintile 2nd quintile 3th quintile 4th quintile 5th quintile  

Figure 3 –Customer Valuation Tipology example 

                            Source: [15] 

 

                                                 
14 For a more detailed description on the customer process valuation see 18.Storbacka, K., Customer 

profitability: Analysis and design issues, in Handbook of Relationship Marketing, Sheth J.N. and Parvatyiar 

A., Editors. 2000, Sage Publications: Thousand Oaks, CA. p. 565-586. 
15 Customer share is a measure of customer development. It is defined as the ration of a customer´s purchases 

of a particular category of services (or gods) from a given supplier to the customer´s total purchases of that 

category of services (or products) from all suppliers.  The ultimate goal of an organisation is to detain 100% 

of customer share, which is obtained when the ratio Actual LTV/ Potential LTV is equal to 1. 
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The Figure above shows the result of a hypothetic estimation of the actual and strategic 

customers’ LTV, in an UPT system. These values are also compared with a hypothetic 

average value of UPT servicing cost. Note, that the LTV results, presented in the Figure, 

reveal a considerable degree of customer differentiation which are likely to not be found in 

many UPT systems (in which uniform services are provided, uniform prices are applied16 

and the variance of monthly service usage could be very low). Some questions which are 

relevant to each of the three groups customers groups identified in Figure (i.e. MVCs, 

STCs and BZs) are discussed below. 

• MVCs stand for Most Valuable Customers, i.e. those with highest LTVs. The 

satisfaction of these customers is of paramount importance for the UPT organisation. 

One suggests two retention-improving strategies to be applied in the particular context 

of UPT services.  Customer recognition is one of them. This strategy requires, at least, 

the implementation of a customer recognition programme17. Best interest Marketing 

practices can be added to the basic recognition programme to increase the level of 

service to be provided to the customer. Best practices Marketing involves counselling 

the customer on the service that is expected to better fit its particular needs. In UPT 

services, information on the costs and benefits of using UPT services, in comparison to 

the use of private car, could be provided to MVCs in the context of adoption of best 

interest Marketing (of course, only in the cases in which UPT service detains a 

perceptible advantage over car use, in providing a solution to a given mobility need for 

a particular customer). It is expected that best interest practices mutually benefit MVCs 

and the UPT organisation. The other suggested strategy concerns the implementation of 

a Program of Frequency Marketing18. The idea is to recognize that MVCs is a group of 

special customers, therefore deserving special treatment and benefits.  

• STCs stand for Second Tier Customers. It refers to the customers with the highest 

potential. As these customers could be more profitable than they currently are, the 

objective is to grow them (increase the share of customer) [15]. Cross selling of 

services, which implies some degree of service differentiation, is the suggested strategy 

for this group of customers. In the particular case of the Urban Mobility Market, cross 

                                                 
16 Uniformity in the sense of uniform service quality. However, the usual price differentiation in function of 

travelled distance is likely to not be a priority issue for the marketer willing to expand the needs set (through 

the intervention on any of the service quality determinants). 
17 Amazon.com could be referred as a case study in the translation of this concept to the real practice. 
18 This is a strategy widely used in scheduled air services (Frequent Flyer Programmes). 
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selling could be carried out to change the modal share of STCs (if differentiated 

services are already available in the UPT system).  

• BZs stand for Below Zero customers. These are customers who will probably never 

generate enough profit to cover the costs of service provision. In other service 

industries a traditional strategy for this group of customers, in a Relationship 

Marketing approach, is to demarket them. In theory, this could be achieved by simply 

cancelling the provision of the service, raising the service fees or offering poor service 

level. In the particular case of UPT services, it is likely that none of these actions are 

considered acceptable, due to the social function of UPT (which depends on 

ideological factors). Assuming that an acceptable minimum level of service made 

available at a “socially acceptable” price implies deficits for UPT, then the State should 

be ready to assume the financial responsibility associated with that social commitment 

(e.g. covering operational deficits caused by the provision of services to Below Zero 

customers, or assuming revenue losses derived from gross-contract tendering). 

 

Differentiation of customer by needs can be achieved through the expansion of the 

customer’s needs set. In conceptual terms, one could use three levels of “service 

customisation” to suggest some lines of action for the expansion of the UPT customer’s 

needs set. These levels are next discussed: 

• The core service, which could be taken as a level of minimum acceptable service. The 

minimum service is translated in terms of UPT quality determinants, such as minimum 

relative accessibility levels19, frequencies, operating hours and ambient conditions 

(temperature, noise, etc)20; 

• The service bundle, which includes services and features surrounding the core service. 

These services are still within the strict domain of the mobility service and might 

consist on adding the following modules to the core service: 

o Differentiation of sectors (or areas) within UPT vehicles or stations. Note that 

this is still already a common practice in many interurban railway passenger 

services, in Europe (e.g. first class and second class sectors). In general terms, it 

could involve the differentiation of several quality determinants (e.g. bus seats 

                                                 
19 For a thorough discussion on ideal and relative accessibility see 19. Viegas, J. A sharper view of system 

performance in Urban Public Transport. in 9th World Conference on Transport Research. 2001. Seoul.  
20 The presentation of the complete list of most relevant quality determinants is presented in Table 2. 
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of superior quality, air conditioning, possibility of advanced seated place 

booking, etc); 

o On request personalised information on UPT services (e.g. through web site 

platforms, mobile phone software interfaces, call centers, traditional mail, etc). 

For instance the combination of AGPS (Assisted Global Positioning Services) 

and GIS (Geographic Information Systems) might be used to provide dynamic 

information on UPT services to the user (e.g. what service can I take to get to 

place X from where I am now, and when it will available?21); 

o Park-and-ride services; 

o Personalised On Demand Responsive Services (ODRS) on fixed routes. Taxi 

services and van making multiple pick-ups services are two possible types of 

ODRS; 

o Personalised Fixed Scheduled Demand Responsive Services (FSDRS). These 

services consist on vehicles (such as mini-buses or vans) making pick-ups and 

drop-offs at fixed but convenient sites, not requiring pick-up scheduling ahead 

of time (only requiring showing up at pick up location)22. This type of service 

can be faced as a more exclusive “traditional” UPT service, similar to a private 

carpool system professionally operated; 

o Promotions related with mobility services23. 

• The enhanced need set. This level takes into account any related customer needs that 

might be combined with the core service or service bundle to enhance the set of needs 

that the service addresses. The enhanced needs set might include “non-mobility” 

related products or services, and/or involve the creation of strategic alliances with other 

companies serving the interests of the same customers, as well as other type of 

                                                 
21 Note that this type of benefit is already a reality to users of high-end private cars with GPS devices 

intalled. The question in UPT is “Is it economically feasible to offer this benefit?”   
22 A recent study, by Yim and Khattak 20. Y.B. Yim and A.J. Khattak, Personalised Demand Responsive 

Transit Systems: Are Travellers Willing to Use and Pay for Personalised-Demand Transit Services?, in 

California PATH Research Report, C.P. Program, Editor. 2000, Institute of Transportation Studies, 

University of California, Berkeley., carried out in 2000, showed that Personal Demand Responsive Services 

may appeal to commuters as well to non-commuters and that there is a significant potential to attract 

travellers to this type of services. The respondents were drive alone commuters and park-and-ride users, from 

the geographical locations of East Bay, South San Francisco and Peninsula (California, US). Individuals who 

declared that would never consider UPT under any circumstances were excluded from the study.  
23 For an example of the application of a promotion initiative in UPT see the selected Relationship Marketing 

practice 2.  “Pokemon Redemption for Patronage Improvement Programme”.  
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collaborative opportunities. [15]. “Frequent rider affiliation programmes” are just one 

of the means, by which, special offers and benefits could be delivered to the member of 

the programme (e.g., the use of UPT services counts for the accumulation of points in a 

“rider card”, entitling the customer to get discounts on leisure products and services). 

Many lessons on how to explore this level of service in UPT services, could be drawn 

from other services that are provided in more competitive market environments (e.g. 

banking, telecommunications, airlines, etc) 

Note, that it is mainly at the level of the service bundle and the enhanced needs set, in 

which differentiation of needs can be fully explored, that there is a strong potential to fully 

apply the entire range of Relationship Marketing principles, and hence to radically modify 

the UPT service and the Urban Mobility Market by redefining what is possible24. 

Cost Effective Interaction 

The main objective for interacting, i.e. to develop two-way communication, with the 

customer is to better influence the behaviour towards the consumption of the services. Note 

that, ideally, every interaction should bring a benefit to the customer.  

The implementation of cost effective interaction has been increasingly made possible due 

to the huge development in ICTs. No matter what interaction strategy is adopted there are 

always three basic interaction “golden” rules that should not be forgotten. First, the 

inconvenient for the customer should be minimised. Secondly, the interaction should bring 

benefits to the customer. Thirdly, it should generate the desired influence in the customer 

behaviour. 

A core objective of interaction is the construction of Learning Relationships [15]. In a 

Learning Relationship the customer directly or indirectly25 “teaches” the UPT organisation 

                                                 
24 In the seminal work “The Marketing Imagination”, Theodore Levitt - 21.Levitt, T., The Marketing 

Imagination. 1986, New York: Free Press. -  presents the “total product concept, which is composed by the 

“generic product”, the “expected product”, the “augmented product” and the “potential product”.  In this 

framework, the function of radically changing the service is primarily assigned to the “potential product”.  

Anyway, one believes that Levitt was influenced by the Schumpeter’s concept of “creative destruction”. In 

fact, in his work “Capitalism, Socialism and Democracy”, Schumpeter uses the term “creative destruction” to 

denote the “…process of industrial mutation that incessantly revolutionizes the economic structure from 

within, incessantly destroying the old one, incessantly creating a new one”.   22. Schumpeter, J.A., 

Capitalism, Socialism and Democracy. 1994: Routledge, an imprint of Taylor & Francis Books Lt. 
25 Indirect teaching might stem from the customer behaviour knowledge built through data analysis and 

predictive modelling, using data collected by automatic processes. 
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on its needs and requirements. With this valuable information the organisation enhances 

the potential capability to customise its services to the needs of the customer, therefore 

augmenting the potential to satisfy and retain the customers. 

As there are many possible mechanisms for interaction, the first task of the organisation 

that is willing enhance its interaction capabilities, should consist in the elaboration of an 

inventory of all potential interaction events between the company and the customers. 

Peppers and Rogers [15] suggest that this inventory could be carried out according to two 

criteria, namely, the media through which the event occurs, and the content of the event 

itself.   

Media are the mechanisms for interaction. It is up to the organisation to understand all 

current and potential media for interacting with customers, as well as the respective 

strengths and limitations. Media that could facilitate interaction between a customer and 

the organisation might include, print material and mail, telephone (voice and data), on line 

hosts (web sites), direct (face to face personal sales), point of purchase and wireless (cell 

phones, etc). Content refers to the substantive content of the interaction. The organisation 

should define the range of content for interacting with the customers, taking into account if 

the interaction is initiated by the customer, or by the organisation.  Customer-initiated 

interactions might include orders and payments for products or services, product or service 

specifications, inquiries and requests, and complaints. Organisation-initiated interactions 

might include order fulfilment and service delivery, invoicing, billing, selling, persuading, 

promoting, informing and educating. [15] Narrowcast and pointcast26 media are typically 

used to deliver customised information contents to the customer. 

It should be noted that cost effective interaction, especially in the context of organisation-

initiated interactions, also implies an allocation of resources based in the value of the 

customer.  

                                                 
26 Narrowcast relates to the media that are used to provide customised contents to specific customer groups. 

Pointcast refers to media that are used to provide individualised information to the customer. Broadcasted 

information relates to the information that is delivered to the customer through mass media such as 

television, radio, newspapers, etc. Narrowcasted relates to the information that is delivered to the customer 

through more specialised media such as direct mail. It entails contents targeted at special customer groups 

(for instance, a brochure sent to customers of a particular urban zone, aiming at promoting a new/improved 

service). Pointcasted refers to the information that is produced and delivered to the individual customer (e.g. 

provided through mobile phones, personal computers, direct mail, etc). A discussion on these issues can be 

found in 23.Peppard, J. and P. Butler, Consumer purchasing on the Internet: Processes and prospects, in 

Cranfield School of Management Working Papers Series. 1998. 
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Service Customisation 

Massive service customisation is enabled by the Learning Relationship and occurs when 

the service or product is adjusted to meet individuals’ customer requirements.  

Massive Customisation is an important concept when one addresses the enhancement of 

production and logistics flexibility in the one-to-one UPT organisation. Massive 

customisation lies on the production of individual service modules. It is not expected that 

the outcome of each module, by itself, corresponds to the final service. Since the objective 

of massive customisation is to enhance the productive and logistic flexibility, to cope with 

an expanded set of customer needs (to be satisfied by the UPT organisation), it is expected 

that the final service consist in a combination of different modules. These modules are 

assembled, or made available, according to customers’ specifications. In conceptual terms, 

the customisation of services in UPT can be addressed in terms of three successively 

complex levels27: 

• The core service, that includes the basic components of the service;  

• The service bundle, that includes services and features surrounding the core service; 

• The enhanced need set, which addresses any related customer needs that might be 

combined with the service bundle to enhance the set of needs. 

 

The following Picture synthetically depicts the aspects treated insofar act together to boost 

the competitive position of UPT in the Urban Mobility Market.  

 

 

                                                 
27 These concepts were discussed in this section in the context of  customer differentiation by needs. 
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Figure 4 – A bottom-up conceptual model for the implementation of Relationship Marketing in a UPT system
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Ideology and ethical values 

Differentiation of customers by value and the possibility of relationship termination are two 

aspects of the Relationship Marketing paradigm that apparently might not be compatible with 

some social functions of the UPT system. The arguments presented below point out that these 

aspects of Relationship Marketing might not really constitute strong barriers to the 

introduction of Relationship Marketing in UPT as long as the State intervention is accepted by 

the voters. 

 

Differentiation of customers by value should not to be faced as a problem, as long as the State 

is willing to intervene to assure a minimum level of acceptable UPT service, accessible to the 

whole universe of customers (i.e. citizens and taxpayers). Consequently, the central issue is 

more linked to the agreement on what would be the quality level that the State is willing to 

assure. Hence, more sophisticated services should be faced as an option, or a high value 

alternative, to the use of private car.  

 

The relationship termination problem in the context of UPT services could be related with: 

• Price increase (tariffs); 

• Cancelling non-profit services and routes; 

• Provision of low quality services, in specific routes or areas. 

 

In the absence of State compensations private UPT operators does not have any reason to put 

a non-profit service in the market (except in the cases in which the “apparent” non profit 

services are justified in terms of feeding profitable services). Therefore, it is up to the State to 

assure the access to the minimum level of service, by the exercise of its regulatory power. 

Note that the provision of low quality services, in specific routes or areas, can be faced as 

disincentive to use those services. Therefore, in this case, the regulatory power of the State is 

focussed in the definition and monitoring of the minimum service parameters. 

 

Differentiation of customers by value and the possibility of relationship termination are 

realities in several services, which are considered as of “general interest”, such as health 
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services and telecommunications28. Therefore, the relevance that would be assigned to these 

questions in a given UPT system depends on the ideological and ethical values ruling the 

economic activity in the respective society. 

Organisational and infrastructural integration 

The results of a research carried out by Day show that …”superior customer-relating 

capability is a function of how a business builds and manages its organisation. In particular it 

results from a clear focus and skilful combination of three organisational components: 

orientation, configuration and information”[25]. For the UPT system that implies 

strengthening: 

• Organisational orientation, which is related to making customer retention a priority of top 

management; 

• Organisational configuration, that includes the structure of the organisation , its processes 

for personalising services offerings, the right metrics and the incentives for building 

relationships; 

• Organisational information, including information about customers, market environment 

(transport infrastructure, generation poles, etc), competition (for instance, in what 

concerns patterns of car usage and associated costs) and standardised information on 

servicing costs (which could be generated through a uniform activity-based accounting 

system). This in-depth and relevant information should be made available through IT 

(information technology) systems, in all parts of the organisation. 

Obviously, the successful combination of these three organisational components is a 

consequence of a high level of organisational integration. In a business like UPT, where 

dispersion of responsibilities and competencies are generally the rule, and not the exception, 

the “organisational integration” requirement is a key “ecological” condition for the migration 

of the UPT system to the Relationship Marketing paradigm. On the other hand, the success of 

a Relationship Marketing approach, in an UPT system, also depends on the level of 

infrastructural integration. The rationale is quite straightforward: infrastructural integration, 

across all UPT service providers, is a necessary condition for the existence of an interoperable 

information system for UPT service management. Organisational integration and 

                                                 
28 For a better understanding of the concept of service of general interest, in the EU context see 24. Commission 

of the European Communities, White Paper on services of general interest. 2004, CEC: Brussels.. 
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infrastructural integration are, in turn, basic facilitators of Information integration and 

Marketing integration.  

 

Organisational integration comprises all aspects related with the definition and allocation of 

responsibilities and competencies related with UPT system management and control, either 

concerning public and private agents (private operators, public operators, concessionaires of 

parking sites, urban transport authority, etc). As this dimension of integration might involve, 

in some UPT systems, the dispute for administrative control, between public institutions, one 

would assume that this dimension of integration is typically handled at the Government level; 

 

Infrastructural integration entails the definition of heavy and fixed infrastructure, such as rail 

and road networks, modal interfaces, park-and-ride facilities and core technological platforms. 

It entails decisions on infrastructure provision not easily mutable in the short and medium run. 

Traditionally these decisions fall within the sphere of the  Government (e.g. Ministry of 

Transport, Municipalities, Regional Planning Agencies, Metropolitan Transport Authorities, 

State owned rail infrastructure managers, etc ). 

 

The two other dimensions of integration that are critical to the production, Marketing and 

financing of UPT services are:  

• Information Integration. This dimension includes two categories of complementary 

information. The first dimension concerns, the information that is required to assure 

effective and efficient UPT system management, which can be called “managerial 

information”. This category includes information generated by (or related with) all 

relevant agents of the system, including customers. The conception and delivery of high 

quality intermodal services should be attained taking into account the information on 

customer service expectations (ex-ante) and perceptions (ex-post). Information on land 

use, fixed transport infrastructure, travel patterns and financial performance of the 

operators are others dimensions of information that should be integrated to allow for the 

smooth management of the UPT system. The second dimension concerns, the information 

that is delivered to the customer to induce a given behaviour. This information can be 

broadcasted, narrowcasted or pointcasted [23]. Integration of customer information is 

assumed to be a core condition for the functioning of advanced UPT systems, which 

should be capable of cope with the diversity of planning challenges and customer needs. 
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Since this dimension entails the implementation of a standard information system and 

correspondent technological platform (depending on the complexity of the UPT system) it 

should typically fall within the sphere of action of the planning authority (or alternatively 

be consensually handled by the operators);  

• Marketing integration, which comprises the co-ordination of most of the aspects of service 

production and delivery that are put in the field by the operators or direct organising 

authorities (e.g. US transit agencies and European Metropolitan Authorities of Transport), 

to satisfy customer needs. Since UPT is a service of general interest29 (at least in the EU 

territory), in many cases, a significant part of these aspects are defined by public 

authorities and therefore not entirely left to the discretionary power of the operator(s) 

(aspects such as, level and integration of tariffs, frequency of services, location of bus 

stops and other soft infrastructure components, etc). In rough terms, Marketing integration 

implies the integration of the production and service delivery processes into the 

organisation’s knowledge of its customers and their respective needs. Marketing 

integration involves actions that are both internal (e.g. service design and production) and 

external (e.g. human interaction with customer) to the UPT supply organisation. 

 

The four dimensions of integration discussed above were inspired in the four dimensions of 

integration in the urban mobility market identified by Viegas and Macário [26]. 

 

CONCLUDING REMARKS 

 
Deficient UPT systems are the main reason for the excessive use of the private car, and 

consequently the main source of urban traffic congestion, consequently driving to excessive 

noise and pollutant transport emissions. These negative effects affect the lives of thousands of 

people and are their perceived quality of life. 

 

The adoption of a customer-oriented perspective, underpinned by a Relationship Marketing 

approach could contribute to boost the competitive capability of UPT services in the Urban 

Mobility Market. Far-sighted and aggressive businesses and industries in other economic 

sectors have already launched, in the last decades, change initiatives with the intent of 

                                                 
29 For a better understanding of the general interest concept see 24.Ibid. 
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refocusing and reorganizing organisational structures and traditional business practices to be 

more responsive and adaptable to this evolving environment.  

 

The migration towards Relationship Marketing should lie on the following core aspects: 

• Individual customer identification and linking individual customer data over time. The 

combination of database and smart card technologies is the facilitator of these processes; 

• Differentiation of customers by value and the parallel adoption of adequate models and 

metrics. The LTV (life time value) can be used to support the process of customer 

differentiation by value; 

• Differentiation of customers by needs and expansion of the customers needs set across 

three successively complex levels of service, namely the core service, the service bundle 

and the enhanced needs set; 

• Expansion of production and logistics capabilities, in order to cope with the changes in the 

customer base, namely, more differentiated customer valuations and needs. Mass 

customisation can be implemented to foster the development of more customised UPT 

services; 

• Expansion of communication and interaction flexibility and the development of Learning 

Relationships, in order to enhance the capacity of influencing the customer behaviour 

towards the consumption of UPT services and improve the capacity of understanding and 

satisfying customers’ needs; 

• Use of database technology, to link and guide integrated Marketing efforts, as well 

securing technological, Marketing research and statistical analysis competences (i.e. 

qualified human resources). The Marketing database should be faced as an integrated 

business resource, serving as the entire information resource for the UPT organisation. To 

achieve this, the database should contain the information derived from key business 

information sources in order to support the core functions and processes of the UPT 

system. Such an integrated information resource, managed by a central “executive 

planning unit”, should include information pertaining to the following dimensions [27]: 

o Origin/destination patterns of the urban mobility customer; 

o Detailed information on UPT customer characteristics and service usage patterns; 

o Urban land use patterns; 

o Characterisation of  transport infrastructure and trip generation poles; 

o Financial information; 
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o Customer service; 

o Marketing operations. 

• Systemic integration, across for basic pillars, namely, infrastructure planning integration, 

organisational integration, information integration and marketing integration.  
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ANNEX  

 

• Mass and Aggregated Marketing  

1) Corporate Communication Campaign of Transports Metropolitans de Barcelona (TMB) 

– TV Microspots [28] 

2) Information and publicity in UPT – some results from the INPHORM research project 

[29] 

3) Changing passenger’s habits – Multi-travel card promotion in Barcelona [30] 

4) Vincibus Competition in Florence[31] 

5) Promotion in the Consorcio de Transportes de Madrid (CTM) [29] 

6) Free newspapers as an effective Marketing tool: De Lijn – news in metro [32] 

7) The SAE X TraN Passenger system of Carris - A system to support Information to the 

Customer and Operation of Public Transport Services [33] 

8) Keeping the customer informed – The HTM website[34] 

9) Use of the Website – De Lijn online journey planner[35] 

10) Real time Information – Mobiel [36] 

11) Profitable Traffic Information: Trafikanten – a successful information center [37] 

12) Star Trolleys initiative in Nashville (US) [38] 

13) Project Helsfyr – Business to Business Marketing  [39] 

14) Business-to-Business Marketing in Public Transport [40] 

15) Metro Benefits Direct Mail Campaign - Niagara Frontier Transportation Authority [38] 

16) Market Research in the Greater Cleveland Regional Transit Authority (GCRTA) [41] 

17) Targeted Promotions in public transport [42] 

18) Pace´s Marketing Plan: The use of a priori segmentation in strategic management[43] 

19) Marketing activities in the Azienda Consorzio Trasporti Veneziano (ACTV) [29] 

20) The Loyalty Programme of Vienna Transport [44] 

21) Customer Service Relationships – RATP´s Integrale Contract [45] 

22) Human resources management in a customer-oriented Marketing approach – The cases of 

Barcelona and Paris [46] 

23) Oslo Public Transport Guarantee [47] 
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24) How fare innovations and skilled Marketing yielded unprecedent gains for New York 

Metropolitan Transit Authority [48] 

25) The UITP project – Switching to Public Transport [49] and [47] 

26) Individualised Marketing – the Perth success story [50] 

27) New Resident’s Program - Tri-County Metropolitan Transportation District of Oregon 

(US) [38] 

28) Information to people changing address in the Oslo region [47] 

29) Review of customer-focussed public transport practice in the United States [51] 

 

• Relationship Marketing   

1) Smart card ticketing for better statistics and passenger volume, and use of these statistics 

[52] 

2) Pokemon Redemption for Patronage Improvement Programme [53] 

3) Instant Rent-a-Car Technology applied to foster UPT ridership [54] 

4) Field Testing and Evaluation of the Transit Integrated Monitoring System[55] 
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