AUTOVATI CALLY PRESCRI BI NG TOTAL BUDGET FOR MARKETI NG AND SALES RESOURCES
AND ALLOCATI ON ACROSS SPENDI NG CATEGORI ES CROSS- REFERENCE TO RELATED

APPLI CATION(S) (00011The present application clains priority to U S
Provi si onal Patent Application No. 60/895, 729, filed March 19, 2007, and
which is incorporated herein by reference in its entirety. TECHNI CAL FI ELD
[ 0002] The described technology is directed to the field of autonated
deci si on support tools, and, nore particularly, to the field of autonated
budgeting tools. BACKGROUND [ 0003] Mar keti ng conmuni cation ("marketing") is
t he process by which the sellers of a product or a service-i.e., an
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TECHNICAL FIELD

[0002] The described technology is directed to the field of automated decision
support tools, and, more particularly, to the field of automated budgeting tools.

BACKGROUND

[0003] Marketing communication (“marketing”) is the process by which the
Sellers of a product or a service—i.e., an "offering"—educate potential purchasers :
about the offering. Marketing is often a major expense for sellers, and is often made
of a large number of components or categories, such as a variety of different
advertising media and/or outlets, as well as other marketing techniques. Despite the
complexity involved in developing a marketing budget attributing a level of spending
to each of a number of components, few useful automated decision support tools
exists, making it common to perform this activity manually, relying on subjective

conclusions, and in many cases producing disadvantageous results.

[0004] In the few cases where useful decision support tools exist, it is typically
necessary for the tool's user to provide large quantities of data about past
allocations of marketing resources to the subject offering, and the resuits that that
they produced.



BRI EF DESCRI PTI ON OF THE DRAW NGS [0005] Figure 1 is a high-level data flow
di agram showi ng data flow within a typical arrangenent of conponents used
to provide the facility. [0006] Figure 2 is a block diagram show ng sone of
t he conponents typically incorporated in at |east sone of the conputer
systens and ot her devices on which the facility executes. [0007]Figure 3 is
a table drawi ng showi ng sanple contents of a library of historical

mar ket i nBRIEFADESCRIPAOB] BF qHEDRAVSINGSII spl ay di agram showing a sign-in
page used by the facility to limt access to the facility to authorized
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by the fagpitaltayrange@erest dotnpoplentsi dsetiid proviie the fadiyit t he subj ect of fering
for which an overall narketing budget and its distribution are to be

prescri bgdobe] t herigar 2 iid %-block diagram showing some of the components typically
incorporated in at least some of the computer systems and other devices on which

the facility executes.

[0007] Figure 3 is a table drawing showing sample contents of a library of
historical marketing efforts.

[0008] Figure 4 is a display diagram showing a sign-in page used by the facility

to limit access to the facility to authorized users.

[0009] Figure 5 is a flow diagram showing a page display generated by the

facility in a view/edit mode.

[0010] Figures 6-9 show displays presented by the facility in order to solicit
information about the subject offering for which an overall marketing budget and its
distribution are to be prescribed by the facility.

[0011] Figure 10 is a display diagram showing a result navigation display
presented by the facility after collecting information about the subject offering to

permit the user to select a form of analysis for reviewing resuits.

[0012] Figure 11 is a display diagram showing a display presented by the facility
to convey the optimal total marketing budget that the facility has is determined for
the subject offering.

[0013] Figure 12 is a display presented by the facility to show spending mix
information. The display includes an overall budget prescribed by the facility.

[0014] Figure 13 is a process diagram that describes collecting additional

offering attribute information from the user.

[0015] Figure 14 is a process diagram showing the derivation of three derived

measures for the subject offering: cognition, affect, and experience.



[0011] Figure 10 is a display diagramshowi ng a result navigation display
presented by the facility after collecting information about the subject
offering to permt the user to select a formof analysis for review ng
results. [0012]Figure 11 is a display diagram showi ng a display presented
by the facility to convey the optinmal total marketing budget that the
facility has is determned for the subject offering. [0013]Figure 12 is a
di spl ay plogdent edFlayrd his figcal fable tdlagamwshpwingi setsnok madketimptadtivity The

di splay includes an oyerall budget rescr e fagilit 0014] Fi gure
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attri but eFigofeor4rati on fromthe user. [0015] Figure 14 is a process diagram
showi ng the derivation of three derived neasures for the subject offering:
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[0017] Fi ostifitibPsi S @ process di agram showi ng how the initial allocation

[0018] Figure 17 is a process diagram showing how the facility determines

dollar amount for spending on each marketing activity.

[0019] Figure 18 is a process diagram showing the final adjustment to the

results shown in Figure 17.

[0020] Figure 19 is a display diagram showing a display presented by the facility
to portray resource allocation prescriptions made by the facility with respect to a
number of related subject offerings, such as the same product packaged in three
different forms.

DETAILED DESCRIPTION

[0021] The inventors have recognized that, in many cases, such as in the case
of a new offering, the large quantities of data about past allocations of marketing
resources to the subject offering and the results that that they produced that a user
would have to provide to a conventional decision support tool is not available. The
inventors have further recognized that, even where such data is available, it can be

inconvenient to access this data and provide it to the decision support tool.

[0022] Accordingly, a tool that automatically prescribed an advantageous
allocation of funds or other resources to an offering and its various components
without requiring the user to provide historical performance data for the offering
would have significant utility.

[0023] A software facility that uses a qualitative description of a subject offering
to automatically prescribe both (1) a total budget for marketing and sales resources
for a subject offering and (2) an allocation of that total budget over multiple spending

categories -- also referred to as "activities" -- in a manner intended to optimize a



specified by the table in Figure 15 should be adjusted for a nunber of
special conditions. [0018]Figure 17 is a process diagram show ng how t he
facility determ nes dollar anount for spending on each marketing activity.
[0019] Figure 18 is a process diagram showi ng the final adjustnment to the
results shown in Figure 17. [0020] Figure 19 is a display diagram show ng a
di splay presented by the facility to portray resource allocation
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to automatically prescribe both (1) a total budget for marketing and sal es
r esour ces[0025] The facility uses this data to create resources adapted to the facility's

objectives.  First, the facility calculates an average elasticity measure for total
marketing budget across all of the historical marketing efforts that prediéts the
impact on business outcome of allocating a particular level of resources to total
marketing budget. Second, the facility derives a number of adjustment factors for
the average elasticity measure for total marketing budget that specify how much the
average elasticity measure for total marketing budget is to be increased or
decreased to reflect particular characteristics of the historical marketing efforts.
Third, for the historical marketing efforts of each of a number groups of qualitatively
similar offerings, the facility derives per-activity elasticity measures indicating the
extent to which each marketing activity impacted business outcome for marketing
efforts for the group.

[0026] The facility uses interviewing techniques to solicit a qualitative
description of the subject offering from user. The facility uses portions of the
solicited qualitative description to identify adjustment factors to apply to the average
elasticity measure for total marketing budget. The facility uses a version of average
elasticity measure for total marketing budget adjusted by the identified adjustment
factors to identify an ideal total marketing budget expected to produce the highest
level of profit for the subject offering, or to maximize some other objective specified
by the user.

[0027] After identifying the ideal total marketing budget, the facility uses the
solicited qualitative description of the subject offering to determine which of the

groups of other offerings the subject offering most closely matches, and derives a
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for a subject offering and (2) an allocation of that total budget over

mul tiple spending categories -- also referred to as "activities" -- in a
manner intended to optim ze a business outconme such as profit for the

subj ect offering based on experinentally -obtained econonetric data ("the
facility") is provided. [0024]1n an initialization phase, the facility
consi ders data about historical marketing efforts for various offerings
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similar devices connected in various ways. In various embodiments, a variety of
computing systems or other different client devices may be used in place of the web
client computer systems, such as mobile phones, personal digital assistants,

televisions, cameras, etc.

[0031] Figure 2 is a block diagram showing some of the components typically
incorporated in at least some of the computer systems and other devices on which
the facility executes. These computer systems and devices 200 may include one or
more central processing units ("CPUs") 201 for executing computer programs; a
computer memory 202 for storing programs and data while they are being used; a
persistent storage device 203, such as a hard drive for persistently storing programs
and data; a computer-readable media drive 204, such as a CD-ROM drive, for
reading programs and data stored on a computer-readable medium; and a network

connection 205 for connecting the computer system to other computer systems,
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set of ideal marketing activity allocations fromthe set of per-activity

el asticity neasures derived for that group. [0028]In this manner, the
facility automatically prescribes a total marketing resource allocation and
distribution for the subject offering without requiring the user to provide
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tolimt access to the facility to authorized users. A user enters his or
her email address into field 401, his or her password into field 402, and
selects a signing control 403. If the user has trouble signing in in this
manner, the user selects control 411. If the user does not yet have an
account, the user selects control 421 in order to create a new account.
[0034] Figure 5 is a flow di agram showi ng a page display generated by the
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the subject offering. In order to use chart 910, the user selects a single cell in the

grid included in the chart corresponding to appropriate values of both the

consistency and clarity attributes. Section 920 is similar, enabling the user to
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si mul t aneously sel ect appropriate values for the persuasi veness and
likeability of the conpany's advertising. [0039]Figure 10 is a display

di agram showi ng a result navigation display presented by the facility after
collecting informati on about the subject offering to permt the user to
select a formof analysis for reviewng results. The display includes a
control 1001 that the user may select in order to review market share
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showi ng al083%h| ayFigues Rt isd apglisplay diagiam tsiowiRdc aniesyit tayigsien iisPlawt al

TRr ketl NOpreugiiel By i ity BRk! Lolecli® iftBiRAEN Aot the ISUBjcRH BifBilg @ T €1 | NO.
The display includes a graph 1110 show ng two curves: revenue W th respect
to total PRiftethenyserutpyeelecor formar tfeanalysis femevieving gestits- pdbeidisglay e. |
"mar ketin L ' y | S; j budget
1130, - The Pary 1 (Prich 081 s, gl ey SERSAThel & I pIESTERG:
curve 113i0foamation selating tof tbe eesulte atdohtrell1@02ethabthectses mAyneseied e pragr to

mar ket i ng . 0pnt | el ' poi nt
1131 shove P sty mie PR veHBog B ECldl, GRFAContOF 106} B o, €
mar ket i ngusspemy, sederd it breleh& ghiewairofitcant lodsl iorsiations reléalingdree tasdlt! evel of

total revenue that woul d be expected at this marketing spend. Table 1150
provi des (9940} i onkigurenfl bismtlisplay aizmramtshewingta dieplayprdsentatdysthe fiacilind it s

cal cul ati T a Q for. each of. cunrent.. et : 61,
Cdeal marRaerNe e g8 marnoBtingd ek iR R TS R e 1 1,
pr oj ect edsubject toffieding.eVidle difplapirickidesg gpphd;110chbwingf twyocdsesanteveauei ces
1152 antici.pat ed I ncurred at this,level. of maf, ' end; . gross
rargi o 1164" Feset f Blan Bafitd hidoqdotimaneling ket Thl T SR WAL G kot ng
Is pe nld 1 ].:LS'%araadn_gt étﬁ\trﬁmﬁibﬁtaiﬁgg Z@srlr)twﬂhhgémutn t@fdt;ﬁ_rmmetri]nglﬂl&!%e_ﬂm p8et THe at dt hi's
evel o rketing, spend. [ 004 n order to define the praofit curye an
i dentify %ﬁ'@& é?%lﬁd‘?fg&ﬁgtﬁf{‘@ E)%r’%ﬂgé‘? qhév'é‘?akaf’pﬁﬁlﬁ (ﬂﬁogf;ttc %cﬂgb "T"TcU'ﬁ%ak, t he
facility thefetéred@éiigt IRS carréspontingBéved bf RRrkusAg Shefd FBM00C b$ TheadiRingr | at e
for the sub}_ec_t offering. This elasticity value falls in a range between
.01 and .™8rkeling spendy dine; hfight of poind A showsi the eprpacted fgue! © ﬁgvﬂr atiity
cal cul at Qﬁo&lb%eedréé&%éiﬁ EWth‘i%}’rtnﬁﬂdgﬂﬁ%B g?@orafnhgi&é ihdlgh€bASAihCi 1M Mrhidghesuch as

i
.10 or .11, in accordance w justment factors each tied to
a parti cuPectad: leveluoketotglaleyents thathwowWd Biee expasted at iHys naakpling seentks f or

e SO Al R BRI IR bl kAR ot
its calculation. The table shows, for each of current marketing spend 1161, ideal
marketing spend 1162, and delta between these two 1163: revenue 1151 projected
for this level of marketing spend; costs of goods and services 1152 anticipated to be
incurred at this level of marketing spend; gross margin 1153 to be procured at this
level of marketing spend; the marketing spend 1154; and the marketing contribution

after cost 1155 expected at this level of marketing spend.

[0041] In order to define the profit curve and identify the total marketing budget
level at which it reaches its peak, the facility first determines a total marketing budget
elasticity appropriate for the subject offering. This elasticity value falls in a range
between .01 and .30, and is overridden to remain within this range. The facility
calculates the elasticity by adjusting an initial elasticity value, such as .10 or .11, in

accordance with a number of adjustment factors each tied to a particular attribute



Advertising Quality Hgh .05 .1 .05 -.03 .04 MediumO 0 O O O Low

value for the subject offering. Sample values for these adjustment factors are

shown below in Table 1.

Industry Marketing New Market Advertising
Newness Innovation Information | Share Quality
High .05 A .05 -.03 .04
Medium 0 0 0 0 0
Low -.02 -.03 -.02 .02 -.03
Table 1

The industry newness column corresponds to control 701 shown in Figure 7. For
example, if the top check box in control 701 is checked, then the facility selects the
adjustment factor .05 from the industry newness column; if either of the middle two
boxes in control 701 are checked, then the facility selects the adjustment factor 0
from the industry newness column; and if the bottom checkbox in control 701 is
checked, then the facility selects the adjustment factor -.02 from the indust'ry
newness column. Similarly, the marketing innovation column corresponds to control
704 shown in Figure 7, the new information column corresponds to control 801
shown in Figure 8, and the market share column corresponds to control 803 shown
in Figure 8. The advertising quality column corresponds to charts 910 and 920
shown in Figure 9. In particular, the sum of the positions of the cells selected in the
two graphs relative to the lower left-hand corner of each graph is used to determine

a high, medium, or low level of advertising quality.

[0042]

determine the level of total marketing budget at which the maximum profit occurs, as

The facility then uses the adjusted total marketing budget elasticity to

is discussed in detail below in Table 2.

Definitions:
Sales =S
Base = g
Marketing Spend = M
Elasticity = «
Cost of Goods Sold (COGS)=C
Profit = P (P is a function of S, C, M, as defined in equation 2
below)




-.02 -.03 -.02 .02 -.03 Table 1 The industry newness col unm corresponds to
control 701 shown in Figure 7. For exanple, if the top check box in control
701 is checked, then the facility selects the adjustnent factor .05 from
the industry newness colum; if either of the mddle two boxes in control
701 are checked, then the facility selects the adjustnent factor O fromthe
i ndustry newness colum; and if the bottom checkbox in control 701 is

checked, fhen the facility selects the ad tpent factor -.02 from{he
i ndustry mewnessSURBIMERE! %P%Q%ﬁﬁ'ﬂggﬁ@sr#ﬁm@w (?E?ﬁ‘a\?é‘fjibc?ga Wil Rfm

correspongs to cont rg pﬁ&?t_ shown in Figure 7, the new information cplum
corresponds to control 801 shown in Figure 8, and the market share ¢ol um
corresponds to cont rejualaB(BhdmpBirMFi gure 8. The advertising quality
colum corresponds to charts 910 and 920 shown in Figure 9. In particular,
the sum off the Bgsdtiohaektiog Shles todtrbfits S€lwilt be known}; e fauility salpdttutes] at i ve
to the logyer |eft-hand corner ach graph s used to deter.m i gh,

medi um of |ow {oé €S %ﬂﬂ\?g‘?’? ?@i%@vﬁ@gpi#{WEQﬁaﬁ& %W'F?gﬁ?’ﬁ%1 uses
the adj usted t ofopl gihk@piaghdbstget el asticity to determne the |evel of

total marketing budget at which the maxi mum profit occurs, as is di $cussed

in detail |[below in T Lpitjons._spal es = S Base = Marketing|Spend =
M El asticity = a Blafort (2)% DS (19 ?

M
Solve Equation (2) for Sales: &——) =S
(<)
P+M
Substitute for S in Fundamental Equation: L(I—C)l =PxM“

Solve for P as a function of M, C, alpha and beta to obtain P as a function

of M: P=[p*M*+(1-C)]-M
Take derivatives: = ([(1 -C)pa]*M “")—1
aM

Set to zero to give local inflection point: 1=[(1-C) e |*M*"

4

) 1 a-1
Solve forM: M = (W}

Check sign of second derivative (to see that it is a max not a min):

[(1-C)pa(a-1)]*M? <0 ?

Table 2

[0043] Figure 12 is a display presented by the facility to show spending mix
information. The display includes an overall budget 1201 prescribed by the facility.
The user may edit this budget if desired to see the effect on distribution information
shown below. The display also includes controls 1202 and 1203 that the user may
use to identify special issues relating to the prescription of the marketing budget.
The display further includes a table 1210 showing various information for each of a

-10-



Cost of Goods Sold (COGS) = C Profit = P (Pis a function of S, C, M as
defined in equation 2 below) Fundanental equation relating Sales to

Mar keti ng (al pha and beta will be supplied): Equation (1): S = fi* M
Equation relating Sales to Profits (Cwll be known); the facility
substitutes for Sales in equation (1) above and sets the programto
maxi m ze profits for a given al pha and beta: Equation (2): IS *(1-O- M

s Sol ve Efiiaddr QR rr(a@etfn%&cﬁ@th@% r EéEh f‘vazﬂ( 1252 ideRitds a &wméntmraetfr@r Sin

Fundanent al Equati on a function of M C, alpha and beta to
obt ai n P agdvity. f Baeh rayn isofurther mvapdnnt@ tl\m fellpwing calgnps; gurrent percentage

allocation 1204, ideal percentage allocation 1205, dollar allocation to brand in
thousands 12086, dollar allocation to product in thousands 1207, and dollar difference
in thousands between current and ideal. For example, from row 1214, it can be
seen that the facility is prescribing a reduction in allocation for print advertising from
15% to 10%, $3.3 million of which would be spent on print advertising for the brand
and $2.2 million of which would be spent on print advertising for the product, and
that the current allocation to print marketing is $1.85 million greater than the ideal
allocation. The display further includes a section 1230 that the user may use to
customize a bar chart report to include or exclude any of the budget and marketing
activities. It can be seen that the user has selected check boxes 1231-1233,
causing sections 1250, 1260, and 1270 to be added to the report containing bar
graphs for the TV, radio, and print marketing activities. In-section 1250 for the TV
marketing activity contains bar 1252 for the current pércentage allocation to national
TV, bar 1253 for the current percentage allocation to cable TV, bar 1257 for the ideal
percentage allocation to national TV, and bar 1258 for the ideal percentage

allocation for cable TV. The other report sections are similar.

[0044] Figures 13-18 describe the process by which the facility determines the
activity distribution shown in Figure 12. Figure 13 is a process diagram that
describes collecting additional offering attribute information from the user. In some
embodiments, this additional attribute information is obtained from the user using a
user interface that is similar in design to that shown in Figures 6-8. Figure 13 shows
a number of attributes 1300 for which values are solicited from the user for the
subject offering. |

[0045] Figure 14 is a process diagram showing the derivation of three derived
measures for the subject offering: cognition, affect, and experience. The values for
these derived measures are derived based upon the value of attributes shown in

Figure 13 provided by the user for the subject offering.

[0046] Figure 15 is a table diagram showing sets of marketing activity
allocations, each for a different combination of the three derived attributes shown in
Figure 14. For example, Figure 15 indicates that, for subject offerings assigned a

high cognition score and medium affects score should be assigned marketing

A1-



Take derivatives: -dM= - C) fial* Set to zero to give local inflection
point: 1=[(1-Oficej * Solve for M M- (1 a-lI [(1-c)fict]) Check
sign of second derivative (to see that it is a nax not a mn): [(1-C fia
(a -114* a-2 <0 ? Table 2

resources in the following percentages: TV 44%, print magazines 12%, print
newspapers 0%, radio 5%, outdoor 0%, internet search 10%, internet ad words 5%,
direct marketing 12%, sponsorships/events 7%, PR/other 5%, and street 0%. Each
of these nine groups of allocations is based on the relative activity elasticities, like
those shown in Figure 3, grouped by the cognition and affect scores indicated for the

groups of historical marketing efforts contained in the library.

[0047] Figure 16 is a process diagram showing how the initial allocation
specified by the table in Figure 15 should be adjusted for a number of special
conditions 1600.

[0048] Figure 17 is a process diagram showing how the facility determines
dollar amount for spending on each marketing activity. The process 1700 takes the
size of target audience specified by the user and divides by affective percentage of
target to obtain a purchased reach — that is, the number of users to whom marketing
messages will be presented. This number is multiplied by the adjusted allocation
percentage to obtain a frequency per customer which is then multiplied by 2 number
of purchase cycles per year and cost per impression to obtain estimated spending
for each activity.

[0049] Figure 18 is a process diagram showing the final adjustment to the
results shown in Figure 17. Process 1800 specifies scaling the target audience up
or down to match the total marketing budget determined by the facility for the subject
offering.

[0050] Figure 19 is a display diagram showing a display presented by the facility
to portray resource allocation prescriptions made by the facility with respect to a
number of related subject offerings, such as the same product packaged in three
different forms. The display includes a chart 1910 that graphically depicts each of
the related subject offerings, pack A, pack B, and pack C, each with a circle. The
position of the center of the circle indicates the current and ideal total marketing
budget allocated to the offering, such that each circle's distance and direction from a
45° line 1920 indicates whether marketing spending should be increased or
decreased for the offering and by how much. For example, the fact that the circle
1911 for pack A is above and to the left of the 45° line indicates that marketing

spending should be increased for pack A. Further, the diameter and/or area of each
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[0043]Figure 12 is a display presented by the facility to show spendi ng m x
information. The display includes an overall budget 1201 prescribed by the
facility. The user may edit this budget if desired to see the effect on
distribution informati on shown bel ow. The display also includes controls
1202 and 1203 that the user may use to identify special issues relating to
the prescription of the marketing budget. The display further includes a
table 12 o] f.ar gea u 0 eting
et vi 11 e T Bl 8 e 1
Each row a3§unfnmg that tbewddddtqtaitmatméng dudoek ﬁge@fdﬁdjI‘?Ms’fheciﬁﬁﬂ'ﬁfn?orpié%ent age

br and. | n TS0 S aoH8 o G SPL oot Biet n Pettiy pd Rridhing o PR 17

and dol | ashodmrfg maet share al’fcbus!amds boiht seent aod mai fangach eglated FS@bJth(arrpI e,

fromrow een t the facilj i r. Lhin uction

178 | octfEbor ofner ARRBY ARE R A el bedd $rdoB Rt Prflef VL1 OF

woul d be tagieshowarin [Sekctibn atheot Figuregt 1f.or the brand and $2.2 mllion of which
woul d be spent on print advertising for the product, and that the current

al | ocati doosty pri lmtmmbé kppicomtédbybtho8e skilled iirothegare at the alaovetdescriledh|

al l ocati The display furthe ncl udes a, secti.on 1230 t

use to c&éf' by may hey Fay ard pﬁ‘i’?pt?g of ﬁ&‘t%*&ddP V&'e}’fuav@yﬁhy\;vgﬁeﬁe budget
and mar ka‘btegglr@Cdés‘éhbﬂlcﬁﬁmakés @éf@reb@e&@ riichRir ehfitbdiraentshihe swbeafdlee check

boxes 1231-1233, sections 1 26 and o be add d to t he
report cdRYeRiAn n'@ Wegg%fﬁﬂx BYoihe ﬁ LA ?tagﬁ"BW %’ﬁ%%ﬁ?ﬁi‘?mﬁgﬁ

activiti ggeitddthergt.i on 1250 for the TV narketlng activity contalns bar 1252
for the current percentage allocation to national TV, bar 1253 for the
current percentage allocation to cable TV, bar 1257 for the ideal
percentage allocation to national TV, and bar 1258 for the ideal percentage
al l ocation for cable TV. The other report sections are simlar.

[ 0044] Fi gures 13-18 describe the process by which the facility determ nes
the activity distribution showm in Figure 12. Figure 13 is a process

di agram that describes collecting additional offering attribute information
fromthe user. In sone enbodi nents, this additional attribute information
is obtained fromthe user using a user interface that is simlar in design
to that shown in Figures 6-9. Figure 13 shows a nunber of attributes 1300
for which values are solicited fromthe user for the subject offering.

[ 0045] Figure 14 is a process diagram showi ng the derivation of three
derived neasures for the subject offering: cognition, affect, and
experience. The values for these derived neasures are derived based upon
the value of attributes shown in Figure 13 provided by the user for the
subj ect offering. [0046] Figure 15 is a tabl e diagram show ng sets of

mar keting activity allocations, each for a different conbination of the
three derived attributes shown in Figure 14. For exanple, Figure 15

i ndicates that, for subject offerings assigned a high cognition score and
medi um af fects score shoul d be assigned nmarketing resources in the

foll owi ng percentages: TV 44% print nmagazi nes 12% print newspapers 0%
radio 5% outdoor 0% internet search 10% internet ad words 5% direct

mar keti ng 12% sponsorshi ps/events 7% PR/ other 5% and street 0% Each of
t hese nine groups of allocations is based on the relative activity
elasticities, like those shown in Figure 3, grouped by the cognition and
affect scores indicated for the groups of historical marketing efforts
contained in the library.
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[0047] Figure 16 is a process diagram showi ng how the initial allocation
specified by the table in Figure 15 should be adjusted for a nunber of
special conditions 1600. [0048] Figure 17 is a process di agram showi ng how
the facility determ nes dollar amount for spending on each marketing
activity. The process 1700 takes the size of target audi ence specified by
the user and divides by affective percentage of target to obtain a
purchased reach - that is, the nunggraigls users to whom nmarketing nessages
will be presented. This nunber is multiplied by the adjusted allocation
percentage to obtain a frequency per custonmer which is then nultiplied by a
nunber of purchase cycles per year and cost per inpression to obtain

est i mat We e@igtdi ng for each activity. [0049]Figure 18 is a process di agram
showi ng the final adjustnment to the results shown in Figure 17. Process
1800 specifies scaling the target audience up or down to match the total
mar ket i ng budgetl. det&methed ibya tdompfuﬁmg Isystert for awtematiopliy: preseriking an

oo 11 t gigatorpt fedgrees 1 pditel ek i odpCY0c A, et Bhel BRERb RN Y,
Wi th regag ackagﬁ}gﬁadg%@hngﬁisﬁ&l B@Qﬁbs%lﬂutaﬁﬁe efrithe ioffesing thatlis axpédied tmne

pr oduct Inthree different forns. The disp Ia mcluﬁes a,chart
0010 t hie dgvaptat&mlstmmlwmeealbnaﬁﬁn ofirespwres éﬁaﬂ!ﬁ; talmae B9 bHgget pack
A, pack B d pack C, each with a circle. The p05|t| on of the center of

t he ci rE?'Ep'i%‘E'Eﬂ ‘cates the current and ideal total marketing budget all ocated
to the of f eri ngreceiviny dquuiitativacittributes lobthe disttgaishedafferiog froota usert r om a 45

| ine 1920 indi cates whet her mayketi in shou b
decreased for t FRINGMAG 8hgOXRRY "Wtﬂ@v?biﬁ%ﬁj giakfg?' %érgéﬁﬁ%ﬁ%%at t he
circle é@%@m Qhedififd A is above and to the left of the 45 I|ne i ndi cat es

that mar g spendi ng shoul d be increased for pack A Furt ‘FQ
di anet er and/ oradjushng)ftheaehperimamial&-ﬂtlamedt §VQﬂﬁ99t tatal "ﬂ?@ﬁ a'?'f @but abl e

to th di bj e tagl

O e, SBeTRRSLAE bR by o e M B VBB it vl i
The di spisanguished dffefihgtdari @ section 1930 containing a bar graph show ng
mar ket share and vol ume, both current

of f elrl ng. The dusipgdbe adistachexnatimental @fé&t@ng gga{g%rgﬁg%ﬁ rﬁ?ﬁ E#équé j ect
| =
S L claRudt) Thodkupd'h bBieniid R ahdcdtionof TegbliBed fo a[@(f&ilinérkeﬂnd budgat

appr eci g e art that the above-described facility

may be gHat indbtd optivizdltve didtinguishert businesadettome.vari ous ways. \Wile the
foregoi ng description makes reference to particular enbodi nents, the scope
of the invention is defined solely by the clains that follow and t he

el ements explicitly regblRethbAeseiam 1, JufthéBcomprising persistently storing the

determined allocation of resources.

3. The method of claim 1, further comprising displaying the

determined allocation of resources to a user.

4, A computer-readable medium whose contents cause a computing

system to perform a method for automatically prescribing an allocation of resources to a
total marketing budget for a distinguished offering, with the goal of optimizing a
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Ve claim 1. Anethod in a conmputing systemfor automatically
prescribing an allocation of resources to a total marketing budget for a
di stingui shed offering, with the goal of optimzing a distinguished

busi ness outcone for the offering that is expected to be driven, at |east
in part, by the allocation of resources to the total marketing budget,

C?][rpri Si nﬁg receiving qualitative attributes of the distinguished
offerin al
ar et | SstighiBda $REhces BLicoRio A TLINAT Wl Exadted ) Be dRferd etlauser of 2

exper i npart,dlyithe alincatior df wsourcge ta thedotahmarketing ngﬂ%ﬁgé‘t’méﬂﬁgm city measure

di <t ngui shod olBiegiuellaghe BrBEs YFfeiBnblBhoy Brglid ot wasdt e

experinental | y- pitfigvinge @Véipwmélﬁll@lobmrﬁéﬁetamaémd@ﬁl elaaketing thudgetisur e
to determine an allocation of resources to a total marketing budget that
t ends tglaaqzmtvme@wehe di stingui shed busi ness out cone. 2. The

met hod of cl ai r’rh ttngr Qﬂémﬁérﬁél héd 55 bé( FiSikbtiiy dsildgetm ned
our [!'Qob?ﬁe of

al | ocati on of aim1l, further
conpri selagtluﬂysméamrm gasétbuum at lsasttivaadf theaeccined)fquab@tim etitbutes of ther .

4. A co : terwggo?{ial e medi um whose contents cause a conputing systemto
per f or rrat ically prescribing an allocation of resources

to a total mark
optim zing a dlﬁgltilgghi’lﬁsﬁ@fedfé)fpeﬁrr@h@dlly-@ﬁwiﬁdedvm‘égenomgmankathngtu;udwbm of

d business outcome for th ff t
1(:a>r<]pect eelasﬁcityeneaauo@tp determingsan alogatien of unﬁ@saiq gég‘@f g{i;rgﬁg{'"ﬂm es to
e tot
the L thaﬁg% E“’eé&g?i%?’% &lsﬁiﬁ@%'dadgg?leé BGiebiend qualitative attributes of

5. A method in a computing system for automatically prescribing an
allocation of resources to each of one or more activities to be performed with respect to
a distinguished offering, with the goal of optimizing a business outcome for the offering
that is expected to be driven, at least in part, by the activities, comprising:

receiving information from a user characterizing attributes of the
distinguished offering;

for each of the activities, determining an elasticity measure derived from
experimental results for one or more offerings that, while distinct from the distinguished
offering, are determined to be similar to the distinguished offering based on the received
information characterizing attributes of the distinguished offering, the elasticity measure
indicating the predicted effect of the activity on the business outcome; and

using the retrieved elasticity measures to generate an allocation of

resources for each of the activities.
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retrieving an experinental|ly-obtained average total marketing budget

el asticity neasure; adj usting the experinentally-obtai ned average
total marketing budget elasticity nmeasure based upon at |east two of the
received qualitative attributes of the distinguished offering; and

usi ng the adjusted experinentally-obtained average total marketing budget

el asticity neasure to determ ne an allocation of resources to a total

mar ket i ng budgetg t ha i ness outcone.
5.A nmethod in atecorrptlt"% ﬁ%@%&eﬁaﬁﬂgﬁem??ggﬁwwesc Eﬁg an

al I ocation of resingrthe sedeivezhinformatiom eharacterizing acfirst portion Qfahebattribma&)r med

with respect to a distinguished offerin t he oaI of

busi nes®f othec Sistingyished, o Fgr&hgseéﬁt ﬁgse'éﬁlﬁfé (')'r%ec%ffﬁ?’ Hmnét r&?east
in part 1exg¥nrh&ﬂalar§§ulté' fof Bﬁeriu‘igfé' Whose! fitst portion of aunbm@scare/cmacteﬁmdrmta on
froma user characterizing a butes of the distinguished offering;

for eacrﬁimﬁarm anskivities, deternmining an elasticity neasure derived from

CKers e Biod i ko T "0 sl ot s g jotived o™

t he drstrngursh to be sim

di sti nguhfahedion Eiradtarizing esl setohdieportioreiof ettiei aftdbutes i of theh alistinguished ng
attributes of the distinguished offering, the elasticity nmeasure indicating
t he pre(ﬂﬁéﬁ@ﬂi effect of the activity on the business outcone; and

using the retrieved elasticity neasures to generate an all ocation of
resources for each of the activities. 6. The nethod of claim5b

wher ei n the det &k i ni Thesoethod of staim 5, further comprisigg W@W@@i')&&ﬁmmﬁ'ﬁg mat i on

of for ngetineeb Bl gt el 8 Refried B EEbidaRiA Gl the RliScdoR getad )

resul ts the¥e ditifiied. ngs whose first portion of attributes are characterized
inasimlar way; and adjusting the selected elasticity neasure
based on using the received information characterizing a second portion of

the attributes thg\ Qbrﬁgb@ﬂ%aﬂéﬁﬁ ﬁ'feH Whose contents caiseTAecomuting of

claimb5, further conprising automati cal comm tti ngi resources to at | east
one of tsysteactoi performsa meﬂmﬂ:fmrwtmmtmllmpmeﬂdng losatiefe AL FRROMECEEIP t hose

Comput | 127 paot Eoge AP T 8% bR Wl ishRBet B #pRIPERRpg iBaRg o °

al | ocati &%Bmeés 8URoMe BRI Bfféring tatds expésteto ber med
wth res‘%@c@gtd()&gep?@ﬁ%hgr shed offerin with the nggoal of optimzing a

busi nessdriven,cd taast mrparlhbyme aetivitigst thatmeth @Q%Ef‘%‘ﬂgto be driven, at |east
in part, by the geliMhtifSmidbn WIMOA B’ chafitterizing atiributes of the

distinguished offering;

for each of the activities, determining an elasticity measure derived from
experimental results for one or more offerings that, while distinct from the distinguished
offering, are determined to be similar to the distinguished offering based on the received
information characterizing attributes of the distinguished offering, the elasticity measure
indicating the predicted effect of the activity on the business outcome; and

using the retrieved elasticity measures to generate an allocation of

resources for each of the activities.
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receiving information froma user characterizing attributes of the

di stingui shed offering; for each of the activities, determning
an elasticity neasure derived fromexperinmental results for one or nore
offerings that, while distinct fromthe distinguished offering, are
determned to be simlar to the distinguished offering based on the
received information characterizing attributes of the distinguished
offering, the egastifd Xoﬂﬁgt%F-Fé‘adané' dﬁs@&ihﬂxgof B8in? BethEiehy t1fd Beetming he
activity on the business oltcone, an using the retrieved

el asti ctompreessures to generate an allocation of resources for each of the
activities. . 9..The co t er.-readabl e I um.of al m erein
the deternini ng“ﬁ’BS_hq?q %!VBB information %@?@%ﬁ P:ﬁ& Qﬁre‘tho'i‘ Hfhﬁ@?’fbé&&

char act gf itgh ”&sﬁ\‘@tﬁsrhih RFEfihg MtoPTseleBe M télhdtiehs nitlastife dbridspBading hes!
offering to select an elastiCity neasure correst{)ondl ng to experinental
resul t s ekgarimental resulte fomoffarings whosp dirstipertioss ofatiribulas e ehasadpezading i zed

ina singl v and adjusting the selected elasticity neasure
based oﬁ}"{@%ﬁﬁﬁ‘g recei ved information characterizing a second portion of

the attributes afjustirg the tseleptads letasticifyl edasgre based on using thhgeceived
conmput er -readabl e nmedi um of claim8 further, conpti sin t onatl c
conmi t t INiMatien ghagacterzing 4 @&E?'Ea)rpé’ Pﬁéhﬁc? 'W‘??%%f?tbea%'mg{ﬁh%d with

t he all gﬁgﬁ,{#gn generated for those activities. 11. One or nore
me

conput er ries collectively storing a generalized marketing elasticity
data structure, conprising a plurality of entries each for a different

busi ness offeri profi|l e LQES ri okl ek by a set
of qualitative gﬁf eri ﬁ;bé a??&?‘@g{%@%ﬂgt m&lafst{'ﬁ?n%pu?g tﬁem@ng’%@yg fering
prof i | e afioRmAticaly crimittingubisbaes b fabldasy ope of ithe activtieshineacaoydannet withi ng an
elasticity measure indicating the effect on a business outcone of a

mar ket i the alocationigengrated fardbose@rdiviliB®nt al |y deternined from a group of

busi ness of ferings each having the act of qualitative attributes specified
by the entry's business offering profile, such that, for a distinguished
busi ness of f eri d. ha@nagwrtmeregoathputat meamariasr ¢callectively staring a gespralized

di stingui shed one.of the profiles but 3 1
of feri nf#@ “Wl‘ﬁIil cn&;hga |§§{°LHP{ W%@&%ﬁé pwgtﬂe&f% éﬁ%gﬁ?ﬁ"é?’ Eﬁgmss
of f eri ngyuRReds bfergtofil, baclkhdueiess bifemgprofite specifying aesstrafi qualitativey t he
di stingui shed business orfering profile's entry n&éépe géed to .
aut ormt iofiedingyatiributast hat distingueh theohusinessxafiesing rRyorIBSIRTp ke other hysiness
di stinguished busi n L] : ‘ol iikd effb&t 6R &
wher eas 9 ﬁ@%’?ﬁ@ﬁg§$§h§@%P¢@?i"h"§ ?'% etcﬁs %‘gpe@%gfla-%qgia?thihﬁgui sreled busi ness,
and whebgiiResseuteorne of mEmaeisting clotivitynant beieg axperiveatallyedaterningd ooy at
elasticity neasure is_experi tally determn r.o ' f d by
bus: nes SERGY RUBINGSR AT NGScRaRN Neg NORE Ach oLy e Bl BLIdY agbtinel) 6y7he
entry's business offering profile,
such that, for a distinguished business offering having the qualitative attributes specified
by a distinguished one of the profiles but not among the group of business offerings on
which the elasticity measure of the distinguished business offering profile's entry is
based, the elasticity measure indicated by the distinguished business offering profile's
entry may be used to automatically specify an allocation of marketing resources to the

distinguished business offering.
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13. The conput er-readabl e nedi um of claim 4 whereas the distinguished
offering is offered by a distinguished busi ness, and wherein the
experinmental | y-obtai ned average total marketing budget elasticity neasure
is experinentally determ ned fromofferings offered by busi nesses ot her

t han the distingui shed busi ness.

12. The method of claim 1 whereas the distinguished offering is offered
by a distinguished business, and wherein the experimentally-obtained average total

marketing budget elasticity measure is experimentally determined from offerings offered
by businesses other than the distinguished business.

13.  The computer-readable medium of claim 4 whereas the distinguished
offering is offered by a distinguished business, and wherein the experimentally-obtained
average total marketing budget elasticity measure is experimentally determined from
offerings offered by businesses other than the distinguished business.
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