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Abstract: With the transformation of the editorial office of sci — tech periodicals to enterprises and the setting up of large
and middle publishing groups the agitate for readers is becoming more and more fierce. Personalized automatic and sys—
temize readers management have become the tendency. Readers are the sci — tec of periodicals the traditional manual
reader maintainance has not satisfied modern personalized reader service in modern publishing industry. The paper propo—
ses the concept of readers relationship management ( RRM) study and makes use of RRM system to handle the daily read—
er maintainance and designs a system framework of RRM with detail discription the function design of the RRM system
model. The paper also develops relation function to separate the readetail groups and provides personalized service to differ—
ent readers groups.
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