- 1 - SPECI FI CATI ON SI MULATI ON APPARATUS, EFFECT MEASUREMENT APPARATUS, AND
SALES PROMOTI ON SUPPORT SYSTEM 5 TECHNI CAL FI ELD [0001] The present
invention relates to a sinulation apparatus,-an effect nmeasurenent apparatus
and a sal es pronotion support system 10 and nore particularly to a
simul ati on apparatus and an effect neasurenent apparatus of an effect of a
canpai gn carried out through sending direct mails or distributing

ner chandi se sanpl es based on a one Y Chel@BTkEON ng nmethod, and to a sal es
pronoti on support system BACKGROUND ART 15 [0002] Conventionally,
conpani es have been carrying out detailed managenent anal ysis and pl anning
sales strategies and so forth wutilizing an index of "Return On I nvestnent"”
(hereinafter, ROT) SWMUERTIONIACEPRAT{he EpFEFT MEQAYNENENA PRPAREHSCt to t he
capital 20 invested. Conventional investnment and collection sinulation
systens include the one desdPiHEdSi RRO¥FGIIONX aWRRERT SKHSTEMY A No. 2003- 91630.
The system described therein efficiently establishes an investnent and
col l ecti dn nodel in devel oping or purchasing nmerchandi se such as products
and services, and simulates financial parameters useful for 25 risk
assessnent afdCHACah. FIRat ent docunent 1] JP- A No. 2003-91630 2 - DI SCLOSURE
OF THE | NVENTI ON

[0001]

The present invention relates to a simulation apparatus, an
effect measurement apparatus and a sales promotion support system,

10 and more particularly to a simulation apparatus and an effect
measurement apparatus of an effect of a campaign carried out through
sending direct mails or distributing merchandise samples based on a
one to one marketing method, and to a sales promotion support system.
BACKGROUND ART

15 [0002]

Conventionally, companies have been carrying out detailed
management analysis and planning sales strategies and so forth
utilizing an index of “Return On Investment” (hereinafter, ROI)
which indicates the profit earned with respect to the capital

20 invested. Conventional investment and collection simulation systems
include the one described in, for example, in JP-A No.2003-91630.
The system described therein efficiently establishes an investment
and collection model in developing or purchasing merchandise such as
products and services, and simulates financial parameters useful for

25 risk assessment and so on.

[Patent document 1] JP-A No.2003-91630



[0003] Now, in the case of merchandi se that enconpasses various brands and
trademarks, it is a common practice to periodically 5 performa canpaign,
for preventing consunmers fromturning away,to another brand thereby

i nduci ng the consuners to keep purchasing the sanme nerchandi se, or for
urging the consuners to convert to a target brand. [0004] 10 The foregoing
conventional art, however, does not suppose the turning away or conversion

of the consupess kP despectyiithg Nerchandi se enconpassi ng numner ous
brands and trademarks, and hence does not provide a nethod for sinmulating,

for exanple, how 3 woul d be expected frominvestnent of pronotiona
expenses, such as a 15 canpaign for a specific brand and the |ike. [0005]

These days the co § Ale £apt LAYOUSHY, d&%%elct?ﬂ %%c@ﬁ%éss%rsoggﬂ
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[0004]

10 The foregoing conventicnal art, however, does not suppose the
turning away or conversion of the consumers with respect to the
merchandise encompassing numerous brands and trademarks, and hence
does not provide a method for simulating, for example, how much ROT
would be expected from investment of promotional expenses, such as a

15 campaign for a specific brand and the like.

[0005]

These days the companies are continuocusly developing new
products in response to the needs of the consumers and placing an
extensive variety of merchandise in shops and stores, thus expanding

20 severe competition for survival among the companies. Tastes and
needs of individual consumers are also becoming more widely
diversified, and the consumers are selectively purchasing the
merchandise that fit their personal requirement, out of the
extensive variety of merchandise. Also, under the flood of

25 merchandise information originating from the highly information-~
oriented society, the consumers have trouble in finding out the

information of the merchandise suitable to them out of the flooding



beconme necessary to grant distinctive features to each brand for
differentiation fromconpetitors' products or even their own products, to

t hereby establish meticul ous strategies tp acquire 5 custoners. To respond
to the diversifying tastes and needs of the consuners, the conpanies
provi di ng nmerchandi se and services are focusing on adopting the so-called
one to one nmarketing nethod. [0006] The one to one narketing nethod ains at

recogni zi nginfienbaste, aHA ancigepaet aff takuesuehieachrsiknghe i€ORsyMer so as
to perform different approaches according to the individual needs, to thus

acqui re CusheBeS nedddsaiaso hpemradcoimmen i iethedustNae kLasy BamAdJrot hose
merchants selling their nerchandi se through one to one deal to consuners,

and today igife@dasisethd fabmthgpeoinani esrgewscapabls 18eof Garrying out
this traditional deal through an efficiently automated system applicable to

as Many CUShEIRISsastPaseirbbe sthBPOH mEhecRIesent -AtnieaLi ah asipeen
conceived in view of the foregoing situation, with an object to provide a

sal es prondLifime?9. SURPIEERSYS teM KARARLES Ofy idRal YA 1Al h&val Hatifg a
measure taken based on the one to one marketi'ng nmethod, thereby urging the

custoners t oy shinklst OcHN@ROMPARY s PIARE. md QOR8hi sAceRr dipg 4 Lhe present

invention, there is provided a 25 sinmul ation apparatus that predicts an

effect of s ' 0 it ect bl -of ian. ' of a
product of g&gﬁggﬁf?%éﬁ?&%ésgtgﬁg%?f§?ﬁ§? §§%Q§%B%€g%%gggﬁﬁgggﬁhg@beptance
uni t that accepts[@bdg]anned

The one to cne marketing method aims at recognizing the taste
10 and sense of values of each single consumer so as to perform
different approaches according to the individual needs, to thus
acquire customers. This has been a common method since long among
those merchants selling their merchandise through one tc one deal to
consumers, and today it is desired that the companies grow capable
15 of carrying out this traditional deal through an efficiently
automated system applicable to as many customers as possible.
[0007]
The present invention has been conceived in view of the
foregoing situation, with an object to provide a sales promotion
20 support system capable of analyzing and evaluating a measure taken
based on the one to one marketing method, thereby urging the
customers to shift to the company’s brand.
[0008]
According to the present invention, there is provided a
25 simulation apparatus that predicts an effect of sending out a direct
mail of a sales promotion campaign of a product of a specific brand,

comprising:



budget of the canpaign; a custoner master table containing properties and
turn-away probability of each custoner; 5 a condition acceptance unit that
accepts a setting of a sending condition flor sending the direct mail; a
nunber of delivery applicable custoners calculation unit that extracts the
custoners corresponding to the sending condition out of the customer naster
tabl e, and cal cul ates the nunber of 10 delivery applicable custoners to whom
the direct nmuil may béarwst budgethggbeptasicedenity &byt appieptabs eolousedner s
presentation unit that presents the nunber of delivery applicable
custonmers; alplkdganedt nheabeamsfigdel i very target custoners acceptance unit
that accepts a planned nunber of delivery target custoners to whom 15 the
direct mail shoul dabeusemter mtteranaopperntaminderogettiesnambeurnodway
delivery applicable custoners; an expected conversion rate acceptance unit

t hat accept s ravbaekpigot et eahvensiagwemat e based on the sending condition; a
nunmber of conversi on-expected custoners cal culation unit 20 that cal cul ates
a nunber 6f conver si oon@xpect attagushomenst basecdconaptd ke sptammedinanber of
delivery target customers and the expected conversion rate; a unit val ue
tabl e that stsenhedsndg hemelinian fear sedivgl tiee wiirkct aesitl ;per cust oner,
predeterm ned according to the properties of each 25 brand of the product
and indicating a val Hemter b€ earivedybyprd ichahgeusadesthroaughldtiencanmpai gn on
the brand that the custoner primarily purchases; - 5 an expected earned
val ue cal cul afna@nextidctthetie |0BkSmens tberesponding to the sending condition

out of the customer master table, and calculates the number of
10 delivery applicable customers to whom the direct mail may be sent;
a number of delivery applicable customers presentation unit
that presents the number of delivery applicable customers;
a planned number of delivery target customers acceptance unit
that accepts a planned number of delivery target customers to whom
15 the direct mail should be sent, with an upper limit being the number
of delivery applicable customers;
an expected conversion rate acceptance unit that accepts an
expected conversion rate based on the sending condition;
a number of conversion-expected customers calculation unit
20  that calculates a number of conversion-expected customers, based on
the planned number of delivery target customers and the expected
conversion rate;
a unit value table that stores therein an earned value unit
cost per customer, predetermined according to the properties of each
25 brand of the product and indicating a value to be earned by a change
made through the campaign on the brand that the customer primarily

purchases;



unit value table, to acquire the earned value unit cost gained through the
conversion to the specific brand, corresponding to the properties of the
brand of the product to which the sending $ condition applies, thereby

cal cul ating the expected earned value based on the nunber of
conver si on- expected custoners; an expected RO cal culation unit that
cal cul ates an expected RO based on the planned budget and the expected

earned val ue; and r@e@b@gt&ﬁ'é&@n@&%@’éagzéﬂfhllé@héntm% Pr&sapbys Lie tpxpect ed
10 earned val ue and t he expected [ 0009] Here, the properties of the

customer inclyde \%lgéa&galecur:é%{%Xrgrﬁﬂ@%bkﬂecﬁ:%iﬁg%ll%ycgg@ £Yskgner and

sex, age, area and so forth e custoner. In addition, the customer

properties may, Jo, gﬁé uls, BLOPS! ti-es,of ﬁ%% mﬁlér@%ﬂd fQ c{)rr%ggﬂ%ﬁg to the

i nt er nal / ext 6r na Istinction indicati et her the proprietary

product or ? %gaongtﬁée?% ggﬁg%f(gﬂe g@ytgg@ﬁldjgﬁkcgeg %pory, taste

category (fo custo rprimarily consunes a product

contalnldg nEQ&iQL%h g%%Je%r'EQ e%@tﬁahgﬁaEyﬁ$1§¥@g¥gé rOb blkf%%l

determned ina vance cordin roperties o eac h cué?oner The
turn-away pr bab ﬁ al.so be determ n d hrou h a turn-away prediction
based on a bg aV|o The® opg% STl nggcoﬁﬁrﬁron may include

f;:Pepszggz:3525f§¢mex%§%f9%%ﬁao;nfa et R
Dy e ou B 24 I8 2L, A0 205 B, Lhe st omer. T3 gonds i or
a prediction presentation unit that presents the expected
10 earned value and the expected ROI.
[0009]
Here, the properties of the customer include a brand
currently primarily consumed by the customer and sex, age, area and
so forth of the customer. In addition, the customer properties may
15 include properties of each brand, for example, internal/external
distinction indicating whether the brand is a proprietary product or
a competitor’s product (or company name), price category, taste
category (for example whether the customer primarily consumes a
product containing menthol), and tar content. The turn-away
20 probability is determined in advance according to the properties of
each customer. The turn-~away probability may also be determined
through a turn-away prediction based on a behavior model. The
direct mail sending condition may include such properties, for
example the internal/external distinction, price and taste category
25 and tar content of the brand currently primarily consumed by the
customer, and the area, sex and age of the customer. The condition

acceptance unit is to accept at least one sending condition.



Here, the nerchandi se include those which enconpass various brands and are
sel ectively purchased based on taste and thinking of the custoners
continuously and periodically in a relatively short 5 cycle, for exanple
grocery itenms such as cigarettes and beverages, foodstuff, baby itens such
as paper diapers, powder m |k and baby food, dog or cat food, sanitary
itenms, quasi-drugs and drugs. [0011] The nunber of conversion-expected
custoners cal cul atj@mnognit 10 cal cul ates the nunber of conversi on-expected
custoners (= planned nunber of DM delivery target custoners x expected

conversion rat e/ 10@re, bageth<dizthbhe@i £ anpeshnunrbes ofi cDMleInipwes yvdaget
custoners and the expected conversion rate. The expected earned val ue

cal cul ation ypifqscahquiat es1tbe wiapest athaeal Neberabyl e dstelndWHIgki R of
conver si on- expected custoners x unit value of the newwy chosen brand) based

on the n_UnbeEhé’fcu%QBM@fsSid@)ﬂt?ﬁﬁﬂﬁ@l?%t‘f&?@@ﬂ@&&allThﬁl XReeiety Y short
cal culation unit cal cul ates the expected RO (Re?urn On I nvestient), for

exanpl e tdr opgh { aggregalpdeefned Valdie suchUAgel yaretkudosty bet004Qs, 20

[0012] The present invention allows predicting, at the tine of planning the

direct mail eaimaigr, 4% eXPRCILENRA kb 4egRec! ag&degi hi8l eph sendi ng

conditions according to the custonmer properties nd thereby simulati'ng the

effect of theodi! &gl JRIdaCRORg! Gan: B, 23chherBhor & Al Lhd ahepsaki ng a

proper deci sion ‘on e investnent and ‘esta ng an efficient direct mai
canpai gn based on E&ﬁjgne to one marketing nmethod which reflects the needs
of each custoner. - Al so, since the expected effect of the direct mail is

expressly The number of conversion-expected customers calculation unit

10 calculates the number of conversion-expected customers (= planned
number of DM delivery target customers x expected conversion
rate/100), based on the planned number of DM delivery target
customers and the expected conversion rate. The expected earned
value calculation unit calculates the expected earned value (=

15 number of conversion-expected customers x unit value of the newly
chosen brand) based on the number of conversion-expected customers.
The expected ROI calculation unit calculates the expected ROI
(Return On Investment), for example through (aggregated earned value
- budget) + budget x 100(%).

20 (0012]

The present invention allows predicting, at the time of
planning the direct mail campaign, the expected ROI with respect to
different sending conditions according to the customer properties
and thereby simulating the effect of the direct mail campaign, and

25 therefore facilitates making a proper decision on the investment and
establishing an efficient direct mail campaign based on the one to

one marketing method which reflects the needs of each customer.



presented, a target can be easily set. [0013] Also, the present invention
all ows specifying the delivery 5 target custoners to whomthe direct mai
shoul d be sent based on the properties of; each custoner such as, in the
case of cigarettes for exanple, the current primarily snoking brand, age,
sex, area and so on, and simulating the effect of the canpaign.
Accordingly, the present invention allows providing, via direct nail

i nformation AQsAPRE AR itdkeckictihes nRRAS o of (RGeS LRNRT i basgdeom f he
sinmulation result, to the custoners carefully screened based on the

custoner i nfRIJEREEQN. s WREGH: SI@NbE T &ant L ysdincr eases the prospect of the
canpai gn, conpared with massively sending the direct mail to randomy

extracted customergp3p [0014] The sinulation apparatus may further include
a predicted turn-away rate storage unit that stores therein a predicted

turn- away rate asgQg a\&@(ﬁ%‘-eggn@ il?ﬁll%ﬁ\\ﬂ&{ PRLLET eg%g%g\% %Hétgé"ﬁrvérﬁ

behavi or pattern acquisiti unit that acquires the or pattern’ 20 of

e ooy et had Bulleabofl Uk, bhelaicaiPaLas Lhe, e BavLal: Habh Sl (L L he

custoner wt et erm ned vi or pattern node eci e

predi ot ed L ugns Ryl lieesse dNabaLbe, el Bl Al on. appar BEUSSLBEeS, U

predicted turn-away rate as t turn-away pr in ti . .
raster (ol aghO0ul Bty L% REIAVLAL B LER,SCR SLLL O ML Pl e
questionnaire research oy 2, ALet IR o A SMBL gn @ GARLLARULON e
present invention allows providing, via direct mail, information
10  appropriate for the needs of each customer based on the simulation
result, to the customers carefully screened based on the customer
information, which significantly increases the prospect of the
campaign, compared with massively sending the direct mail to
randomly extracted customers.
15 [0014]
The simulation apparatus may further include a predicted
turn-away rate storage unit that stores therein a predicted turn-
away rate associated with a behavior pattern of the customer; a
behavior pattern acquisition unit that acquires the behavior pattern
20 of the customer; and a decision unit that compares the behavior
pattern of the customer with a predetermined behavior pattern model
thereby deciding the predicted turn-away rate, so that the
simulation apparatus stores the predicted turn-away rate as the
turn-away probability in the customer master table.
25 [0015]
Here, the behavior pattern acquisition unit acquires the

customer’s behavior pattern through, for example, a result of a



formof a honmepage or on the street, net-shopping records and a bl og
analysis result and the |likes. The behavi or pattern nodel nmay be updated
based on the col |l ected behavior patterns. 8uch structure 5 all ows
automatically cal culating the turn-away probability based on the custoner's
behavi or pattern, and further adding custoner information collected through
a direct mail to . the behavi or Cgsgjtern . nodel .. [0016% 1?{@Accordi ng to the
present i nveRtSGHO M TPEEHTBVPHed HTCChifbdy ABaSTPerent SpbArItSNt hat
nmeasures an effect of a sales pronption canpaign, executed through sendi ng
out a direct 3R PLfRrIAePear ¥ PFoht iShh e anpiatgALHP AIpFeeRIEE 879 & $pegi fic
brand under a predeterm ned sending condition and collecting answers to a
15 quest i onn@ide'sEP o TSt BnRride hakett oANR UK GTePT iRFSERATIBR! TReINgdi ng
properties of the custoner witten on the returned postcard, conprising: an
acqui si ti on Wprateghagsesc §hi Fied qORéeeiist GRBAVIGHT sRRBEITOn  Budlomatierltey read
out fromthe postcard; 20 an actual result database that acquires, fromthe
cust onmer i nd t poreradaneelsiceACel ASSOf teatiien-phorabalol litidbasad g to
whi ch brand the customer has shifted his/her primary purchase as a result
of the canpailf cughanad GuRBhai ey BaEtelinf op qr@heéfa%ééﬁ cysismener; 25 a
budget acceptance unit that accepts an input of a budget of the canpaign; -
9 a conditibrfcameepramedlanied thacugc cepisedty owitl heo dhist bdmvior npartrani on a
condition including the properties of the custoner who

model .

[0016]

10 According to the present invention, there is provided an
effect measurement apparatus that measures an effect of a sales
promotion campaign, executed through sending out a direct mail for a
sales promotion campaign of a product of a specific brand under a
predetermined sending condition and collecting answers to a

15 qguesticnnaire from customers, based on customer information
including properties of the customer written on the returned
postcard, comprising:

an acqguisition unit that acquires the customer information
automatically read out from the postcard;

20 an actual result database that acquires, from the customer
information, conversion classification information indicating to
which brand the customer has shifted his/her primary purchase as a
result of the campaign, and accumulates such information of each
customer;

25 a budget acceptance unit that accepts an input of a budget of

the campaign;



is surveyed; a nunber of sending postcards acceptance unit that accepts a 5
nunber of postcards to be sent out with respect to each condition; a nunber
of newWy converted custoners calculation upit that cal cul ates a nunber of
new y converted custoners based on the conversion classification
information with respect to each condition; 10 a conversion rate
calculation unit that calculates a conversion rate based on the nunber of

new y convert ed Custoppts; andochhe Mt Ghaposk

ver ccél'i}ftgsf§&£'tt’he\’\4: drggpect to
each condition; a unit value table that stores therein an earne vg\ue unit

cost per C“%R%g?&ﬁgaﬁg%l !ri]id&% 4GE ST O éﬂ%gePEPéjs%gi gxie UusEREL 13

brand of the pr icating a val ue to be earne a change nmade
t hrough t he ggqﬁﬁ%%g gQn the brand that the custonmer primarily purchases; an
earned val ue ca £7on unit that |ooks up the unit value table, to

acquire the earned, value i Lorgel galned daugh the 20 comversion Lojthe

specific brand, correspond?ng proper the Dbrand o

to which the _sending condition applies hereby cal cul ating the earned
val ue ba§%d SW%FﬁéO%d%§%¥ESFSHéQE% 5%3%6%&t%H§EéEF%%%%§? B ROCLE et i on
unit that calculates a, RO Pase .ear ne %ghge; and

newg qg Rgpt %éﬂp d gt ag? § %;on
an actual result ﬁ?é&gﬁth?on untt “that % eséﬁ?@'?%é:ggﬁ % varu t he
Ef("a'npl‘ 6110 - [OPAAL Eoris Qlothe: sales L Quotlon, cannalon Loclyde, for
conversion classification information with respect to each
condition;

10 a conversion rate calculation unit that calculates a
conversion rate based on the number of newly converted customers and
the number of postcards sent, with respect to each condition;

a unit value table that stores therein an earned value unit
cost per customer, predetermined according to the properties of each

15 brand of the product, and indicating a value to be earned by a
change made through the campaign on the brand that the customer
primarily purchases;

an earned value calculation unit that looks up the unit value
table, to acquire the earned value unit cost gained through the

20 conversion to the specific brand, corresponding to the properties of
the brand of the product to which the sending condition applies,
thereby calculating the earned value based on the number of newly
converted customers;

a ROI calculation unit that calculates a ROI based on the

25 budget and the earned value; and

an actual result presentation unit that presents the earned

value and the ROI.



sending via direct mail an application formto an address selected fromthe
custoner information previously obtained and distributing 5 the application
formon the street, and a sanple may accohpany the application form
Alternatively, the application formmay be attached to an advertisenent in
a nmagazi ne or a paper. The application formthus distributed may be
collected by mail or on the street. 10 [0018] The conversion rate
calculation unit c@edlates the conversion rate as: the number of newy
converted custoners . the nunber of direct mails sent x 100(% . [0019] 15
The input unit autforasi ealihg pebels PrARCEIUFaRPagfont heclugiges tPoaraimpée f r om
the application formthrough a scanner, for inputting the results.

Al t er nat i vel sgndangueist idonaal meidese anrlissionhéorarid ed addresisasalected
contribution formto be input on a honepage or e-mail, for receiving the
result on |ifieem khetdhisgopaseinfogmaeikanmplevZ@say URbt sdereasd fddst appltiicgt i on,
or an ID or a password for logging-in may be included in the direct mail to
be sent aéut,tlso agplicatiivdutern thetloaisttoret, taodmaksaradeessy taccbhparhombpage
and to input the answers to the questionnaire. [0020] 25 The questionnaire
i ncl udes a cqamdticenian folme. nevl¢kansli selyhathe thel custionefopumekiadsed before
and after the canpaign. The questionnaire may al so include a question on

t he nerchanditsmchhdtte abladvdeicastmmen airsesite gurachaser.i nThat ure. From
such questions, it can be reveal ed whether there has been a change on the
brand that application form thus distributed may be collected by mail or on the

street.

10 [0018]

The conversion rate calculation unit calculates the
conversion rate as: the number of newly converted customers + the
number of direct mails sent x 100(%).

[0019]

15 The input unit automatically reads the results of the
questionnaire from the application form through a scanner, for
inputting the results. Alternatively, a questionnaire research may
be carried out via a contribution form to be input on a homepage or
e-mail, for receiving the result on line. In this case, for example

20 a URL address for application, or an ID or a password for logging—-in
may be included in the direct mail to be sent out, so as to induce
the customer to make access to the homepage and to input the answers
to the questionnaire.

[0020]

25 The questionnaire includes a question on the merchandise that
the customer purchased before and after the campaign. The

questionnaire may also include a question on the merchandise that



the custonmer primarily purchases, in other words whether the custoner has
converted or turned away, as a result of the canpaign. 5 The questionnaire
may al so include a question for analyzing;ihe custoner's behavior pattern,
so that the behavior pattern acquisition unit nay acquire the result of
such questionnaire, to thereby update the behavior pattern and further
utilize that result for calculating the turn-away probability. 10 [0021]

The effect npasulenBMr appBEAtdspacaisdi g t@urbe pregeshch iquxeptdpy) atl ows,
upon sending out the direct mail to the custoners selected through the one

to one marketdM®emetNad cqamh@imRil edde/ hab Mt bnendhR bAf aidTatbed @hteach
custoner fromthe returned direct 15 mail, and calculating the RO according

to the predetys réhe@&né&a&;@@maﬁquegupéhats@@,aﬁ@law!e@tﬁ&o%m@&n%& tRE or mat i on,
thereby efficiently evaluating the outcone achieved by the canpaign. [0022]

I'n the effect,JRasUrelenb ePRAALYS.HRE %ﬂalasrgsggsmgoofi%@béae%%atiﬁn.a

accunul ates, wth respect to each custoner, in association ther

delivery o ag,d ndicatifgipbethen: the Ldhngsta r@igegthﬂg £ PCERL 80y fhe! and

that the customer was purchasi'ng before sendin t irect "mal a brand

that the custamrerbas xhatied MUEchasing:nal Lot deldueryoaf dhe direct mil,

and a conversi on ag 1 ndicating 25 whether the custoner as converted to a

ificb f.t - | [ ik d_j , .a first
specitirc br gé@fon(ﬁﬁlkvﬁg a%%u% ﬂgbr§§%uﬂ{abk %&giaﬁhggéf51%§1%%¥'t%5

counting unit counts o e actual resul abase, w respect

unting unit"t s out “of esu | pec
Lhe del i ver y "R PR Rar  ng TRATT e TOrroet art ks B R L heT Rt

conversion ., calculating the turn-away probability.

10 [0021]

The effect measurement apparatus according to the present
invention allows, upon sending out the direct mail to the customers
selected through the one to one marketing method, automatically
inputting the information of each customer from the returned direct

15 mail, and calculating the ROI according to the predetermined value
based on the accumulated customer information, thereby efficiently
evaluating the outcome achieved by the campaign.

[0022]

In the effect measurement apparatus, the actual result

20 database accumulates, with respect to each customer, in association
therewith, a delivery flag indicating whether the direct mail has
been sent, a brand that the customer was purchasing before sending
the direct mail, a brand that the customer has started purchasing
after delivery of the direct mail, and a conversion flag indicating

25 whether the customer has converted to a specific brand after
delivery of the direct mail; and includes a first counting unit that

counts out of the actual result database, with respect to each brand



flag indicating that the customer has converted to the specific brand; a
conversion rate by brand calculation unit that calculates, 5 with respect to
each brand classification, conversion ratéZbased on the nunmber of the first
type custoners and the nunmber of direct nails sent; a second counting unit
that counting out of the actual result database, with respect to each brand
classification, a_nunber of second_type custoners who were purchasi ng the
specific br aﬁ%?sféfbﬁ?w's@nﬂi‘”ﬁﬁrt Ré %‘irrSECFYHF’aiCP?t%{“esrﬁe&’PFYP d6r SRt YT chase
rate calculation unit that calculates, with respect to each brand,

cl assi fi cati btf9 a"plraHagetralt &06f ARFFExMett i Sspee AN bRARPIBaEREP on t he
nunber of the second type custoners and the total nunber of custoners in
the actual r&5 tngatabagetnat rdgl CRIRAEEsPdh PRYRIES &4l B APP6hiimit t hat
cal cul ates a real conversion rate achieved by sending the direct mails,
based on thePPNEhaseFRrelandatiely dormidr st ohlpht @) URLEhthads gaéeutaiesach
brand cl assification; a nunber of custoners cal culation unit that

cal cul at s, Wilttth reeppecttor Badndirangr akidsé F aexiifone atqroier s aomursber bafed on
custoners gai ned by sending the 20 direct mails, based on said nunber of
post car ds sebite amabeheofr ¢hk Ly 6¥Be crvstamers andedrnedmber e daret ati on
unit that calculates, wth respect to each brand classification, an earned
val ue based bnilst kenhurbercofd exptnedne wiondray andnting eat neld thal aetuani t
cost; an effect calculation unit that calculates, with respect to each
brand 25 cl assidlitcdetamseanvEdr medreal e peth direpdtclpmish f basddneona gaintber
nunber of postcards sent and said earned value; and a presentation unit

t hat presentsf sdicohdriegpectstonsachhbreard phadsising dtheonpetfe clBrambnver si on
rate, the purchase rate, the real conversion rate, the earned value, and

t he earned viadfmepeendiimethendiidect mail; a specific brand purchase rate

calculation unit that calculates, with respect to each brand
classification, a purchase rate of an existing specific brand based
on the number of the second type customers and the total number of
customers in the actual result database; a real conversion rate

15 calculation unit that calculates a real conversion rate achieved by
sending the direct mails, based on the purchase rate and the
conversion rate, with respect to each brand classification; a number
of customers calculation unit that calculates, with respect to each
brand classification, a number of customers gained by sending the

20 direct mails, based on said number of postcards sent and the real
conversion rate; an earned value calculation unit that calculates,
with respect to each brand classification, an earned value based on
the number of earned customers and the earned value unit cost; an
effect calculation unit that calculates, with respect to each brand

25 classification, an earned value per direct mail based on said number
of postcards sent and said earned value; and a presentation unit

that presents, with respect to each brand classification, the



[0023] Such configuration allows exam ning the effect of the 5 canpaign
executed through sending out the direct nails fromthe viewoints of the
conversion rate, the purchase rate, the rkal- conversion rate, the earned
val ue, and the earned value per ON, with respect to each brand
classification. Taking these analysis results into consideration for
subsequent canpaign project facilitates 10 circulating a PDS cycle, thereby
per f or ni ng FFVEFaH! DReang¥ §HIChd502aTe ACEST BRg COBVEFE Opr B3kt the
invention, there is provided a sales pronotion support system conprising a
si mul ati on fFFacdt Vsluendaad ther paeiechwase dienfliggsparaiis, 15 wherein the
ef fect measurenent aggarat us includes: a conversion rate accunul ation unit
t hat accurnul ates tIR€23tonversion rate under each condition, fromthe
custoner information; a normvalue calculation unit that calculates a norm
val ue of the acc$whatetfigonseiwi ohlew exanimir0the ppidsentaf ithe unit that
presents the normval ue; and an expected conversion rate acceptance unit of
t he si nmubat i campaapp ar=@cused Hdtroagic egsrsliagm @ipebe el rechvier Slisofromttéedeci ded
and input by a user |ooking up the normvalue of the conversion rate
present ed byvithweopnies erit ab¢ orwrnwarsiaf rehe, éhkeptraimasuranenth25regipar at us.
[0025] - 14 Such configuration allows deciding the conversion rate under
each condi tiamvenstongiater aticoradhedstval st iapal thesudrhedgralaleupsr asedrion
t he customer information massively collected through the

respect to each brand classification. Taking these analysis results

into consideration for subsequent campaign project facilitates
10 circulating a PDS cycle, thereby performing efficient DM campaign.

[0024]

According to the present invention, there is provided a sales
promotion support system comprising a simulation apparatus and an
effect measurement apparatus,

15 wherein the effect measurement apparatus includes:

a conversion rate accumulation unit that accumulates the
conversion rate under each condition, from the customer information;

a norm value calculation unit that calculates a norm value of

the accumulated conversion rate; and
20 a presentation unit that presents the norm value; and
an expected conversion rate acceptance unit of the simulation
apparatus that accepts an expected conversion rate decided and
input by a user looking up the norm value of the conversion rate
presented by the presentation unit of the effect measurement
25 apparatus.

(0025]



DM canpai gn, thereby upgrading the cal cul ati on accuracy of the 5 expected
PO . [0026] According to the present invention, there is provided a sal es
pronotion support system conprising a siniKati on apparatus and an effect
measur enent apparatus, 10 wherein a nunber of delivery applicable custoners
presentation unit and a prediction presentation unit of the sinulation
apparatus include a first display unit that displays a planning-phase
screen; an actual Pedulconpi@saihian iddonni degidingethsf ferverrdasuraiemnden s
apparatus includes a second display unit that displays an actual result
screen; and t®&rcChplcandlrignphaseonsdderat ipndof taadsuitalr asaritiger seuampl oy a
simlar format. [0027] 20 Here, the first and the second display units may
be a single lkhsl ayp U tcustrcmersahé@mpﬂ’coﬂntmaﬁﬁlyaby)mqllgyget@mhtrhugh the
configured enploys a simlar format in the display screen at the tinme of
pl anni ng and Pheaaptier, rrésuthy dipgpidinss theerylauhet sy afagrdavt afi te
conparing the plan and the actual result, thus efficiéntly 25 circul ating
t he PDS (Pl anehecSed)R@Y.cl e enconpassi ng the planning, execution and
exam nation phases. [0028] - 15 According to the present invention, there
is provided a progo@ajof predicting an effect of sending out a direct nail
for a sales pronotion canpaign of a product of a specific brand, causing
According to the present invention, there is provided a sales
promotion support system comprising a simulation apparatus and an
effect measurement apparatus,

10 wherein a number of delivery applicable customers
presentation unit and a prediction presentation unit of the
simulation apparatus include a first display unit that displays a
planning-phase screen;

an actual result presentation unit of the effect measurement

15 apparatus includes a second display unit that displays an actual

result screen; and

the planning-phase screen and the actual result screen employ
a similar format.

[0027]

20 Here, the first and the second display units may be a single
display unit. The sales promotion support system thus configured
employs a similar format in the display screen at the time of
planning and the actual result display screen, thereby facilitating
comparing the plan and the actual result, thus efficiently

25 circulating the PDS (Plan~Do-See) cycle encompassing the planning,

execution and examination phases.

[0028]



a conputer including: 5 a customer nmaster table including properties and
turn-away probability of each custoner; and a unit value table that stores
therein an earned value unit cost per custpner, predeterm ned according to
the properties of each brand of the product and indicating a value to be
earned by a change 10 made t hrough the canpaign on the brand that the
custoner primarily purchases; to performas: a planned budget acceptance

unit that accepts acpbanpgdtobudgetcointd haveRAlL IMhe GaNGidJiQRqagcept ance
unit that accepts a setting of a 15 sending condition for sending the

direct mail; a -pyrebrob-AaldyayVarfRRELCARIesEMSHRMBNS CAliculatian whity
that extracts the custoners corresponding to the sending condition out of

t he custoner r Cuka e Y deli y cabl e
custoners to %ﬁgﬁfgﬁgﬁg%ggéﬁgﬁgggﬁnag %gﬁggﬁg?ﬂggghégﬁﬁggg %¥%§%|F§§$%k§

applicabl e cugtg§§i§eprgﬁgﬂkﬁhgpn unit that presents the nunber of delivery
appl i cabl e custoners; a planned nunber of delivery target custoners

acceptance unit tha t : g Lvery r _ oners
to whom ?he direc? %ﬁ?ﬁﬁgﬁoﬁ?%xggéggﬁgfpﬁg? ’Eﬁbﬁﬁﬁgﬁxﬁ%n?@féggﬁg&%ﬁé

nunber 25 OfPg§%ﬂ%ﬁﬁ¥X4QPQd%ﬁbEﬁﬁﬁﬂéEogﬁ&ﬁ; an expected conversion rate

accept ance un at “atcepts an expect conversion rate based on the

sendi ng pondition; -ugf¥ 18%”$3560Eh&9Q¥8E3'%%é%éﬂ?%h?%a%&§§qmiré unit
calculation unit fhat calculrates a number o converS|on-expecte8 custoners,

based on the planned auuber, Bfo98ld ehyq tRLEe: GH'ILOPRL S, 30d, NG g¥peched

brand of the product and indicating a value to be earned by a change
10 made through the campaign on the brand that the customer primarily
purchases; to perform as:

a planned budget acceptance unit that accepts a planned
budget of the campaign;

a condition acceptance unit that accepts a setting of a

15 sending condition for sending the direct mail;

a numpber of delivery applicable customers calculation unit
that extracts the customers corresponding to the sending condition
out of the customer master table, and calculates the number of
delivery applicable custcmers to whom the direct mail may be sent;

20 a number of delivery applicable customers presentation unit
that presents the number of delivery applicable customers;

a planned number of delivery target customers acceptance unit
that accepts a planned number of delivery target customers to whom
the direct mail should be sent, with an upper limit being the number

25 of delivery applicable customers;
an expected conversion rate acceptance unit that accepts an

expected conversion rate based on the sending condition;



conversion rate; 5 an expected earned value calculation unit that | ooks up
the wunit value table, to acquire the earned val ue unit cost gained through
the conversion to the specific brand, cor¥esponding to the properties of
the brand of the product to which the sending condition applies, thereby
cal cul ating the expected earned value 10 based on the nunber of
conver si on- expected custoners; an expected RO cal culation unit that

cal cul ates an expectEHPCROL FaREr BANTHPYT &R et thligge (CadfEl A HenekpEet ed
earned value; and _a prediction presentation unit that presents the expected
ear ned val uethatdcahail@kgect ewmRer . of TENFeUPgN AR EngUStPrEns, prassenen
invention, there is provided a programof neasuring an effect of a sales
pronoti on camsaPgannekxerbtedt ArbikfTYsbadiaig costonerdi pedtthenprpdaieda sal es
pronoti on canpaign of a product of a specific brand under a predeterm ned
20 sendi ng cemyersden ardeeol | ecting answers to a questionnaire from
custoners, based on custoner information including properties of the
customer Swritten em ehesttedueastepostearadlcodaisionguait dipat &roks mpl Utk ng: an
actual result database that acquires, fromthe custoner 25 information
conver si on clrassivéieattiabhei nforrgtion thadtaaiedngatue unhi ctrstir gathdche
custoner has shifted his/her primary purchase as a - 17 result of the
canpai gn, andthracgbntheatcesvarxioni hdé ormatpert fofc bamitd, custemenfiandcatoait

val ue table that stores therein an earned value unit cost per custoner,

pr edet er m nggrcpeeoiel rngd tbe thenpr opettiel psodfcteachwhich the sending

condition applies, thereby calculating the expected earned value
10  based on the number of conversion-expected customers;

an expected ROI calculation unit that calculates an expected
ROI based on the planned budget and the expected earned value; and

a prediction presentation unit that presents the expected
earned value and the expected ROI.

15 [0029]

According to the present invention, there is provided a
program of measuring an effect of a sales promotion campaign,
executed through sending out a direct mail for a sales promotion
campaign of a product of a specific brand under a predetermined

20 sending condition and collecting answers to a questionnaire from
customers, based on customer information including properties of the
customer written on the returned postcard, causing a computer
including:

an actual result database that acquires, from the customer

25 information, conversion classification information indicating to

which brand the customer has shifted his/her primary purchase as a



5 brand of the product and indicating a value to be earned by a change nade
t hrough the canpaign on the brand that the custoner primarily purchases;

per form as:

automatically read out fromthe postcard,
accepts an input of a budget of the canpaign; a condition acceptance unit

an acquisition unit that acquines the custoner information

that accepts fromthe custoner information a condition including the
properties ofesdie e@stimetmphign,i ansuaematatekb sachuiireimet i serdi 8g-h

postcards acceptance unit that accepts a

W th respect ctécereh gendition; a nunber of newy converted custoners
cal culation unit that cal culates a nunber of newly converted custoners based

on the conversion, GlrAsstdicathBle itHa@r BBdd@N cMbtd f @8 PELInOvEREN un20
a conversion rate calculation unit that cal cul ates a conversion

rate based opoith@chRUsRSlonRE, NeMA L6 BRMRIL BECAMEHEMES SrRNEropdle 1BYDe L 20h
postcards sent, with respect to each condition; an earned val ue cal cul ati on

unit thats | ogksndiprt Pige Wibhuvaldie 129idabkhg 2 tR186U R LR &aL)ed Malhye
unit cost gained through the conversion to the specific brand,

condi tion;

cor r espondi ng, 40 tHREuRE AP LagS:

10 a budget acceptance unit that

oh of N&ePhaRth ahat NenPIAdHG et QI .ChH t he

to

nunber of postcards to be sent out

i
sendi ng condition applies, - 18 “thereby calculating the earned val ue based

on the nunbe

Y, .custoners; a RO calculation unit that
SEB R e BT 88

cal cul ates

10

15

20

25

budget and the earned val ue; and

an acquisition unit that acquires the customer information
automatically read out from the postcard;

a budget acceptance unit that accepts an input of a budget of
the campaign;

a condition acceptance unit that accepts from the customer
information a condition including the properties of the customer who
is surveyed;

a number of sending postcards acceptance unit that accepts a
number of postcards to be sent out with respect to each condition;

a number of newly converted customers calculation unit that
calculates a number of newly converted customers based on the
conversion classification information with respect to each
condition;

a conversion rate calculation unit that calculates a
conversion rate based on the number of newly converted customers and
the number of postcards sent, with respect to each condition;

| an earned value calculation unit that looks up the unit value
table, to acquire the earned value unit cost gained through the
conversion to the specific brand, corresponding to the properties of

the brand of the product to which the sending condition applies,



5 an actual result presentation unit that presents the earned value and the
RO . [0030] Regarding the foregoing description on the structure of the
present invention, it is to be noted thatj@ny optional conbination 10 of the
foregoing constituents, as well as any conversion of the expressions of the
present invention anong a nethod, apparatus, system recording nedia and
conputer programare effectively included in the scope of the present

invention. [6Q3tby d5idhusing Reepeesert vanyeMaised ¢ QhedesnserSakesewronoti on
support systemthat enabl es anal yzi ng and eval uati ng a nmeasure taken based

on the one tgpRetBAr&eftongrset hod, thereby urging the custoners to shift
to the conpany's brand. 20 BRI EF DESCRI PTI ON OF THE DRAW NGS [0032] The

foregoi ng and ot hey robj gsis;1ak €8t UrES ans advantAges Wbl HaBEgH¥E tHBr €
apparent through the follow ng description on exenplar enbodi nents and the

acconpanyi ng, W 99 Heeehbi&ed Jhene; hglow. 25 [0033] - 19 Fig. | is a
bl ock di agram for explaining an outline of a sales pronotion support system

according to an e i f it tdan; - El i mati ¢
functiong%lock digg?g%?ﬁ%%d?ﬁéggq%x%%§??2ﬁ¥ﬁg¥ggt%%Eapgﬁgggﬁpg%ﬁ%agﬁﬁﬁlation

appar at us ac&%ﬂgjggdtgm;ﬁgl_enbodinent; Fig. 3 is a block diagram show ng an
exanpl e of a hardware

[0030]
Regarding the foregoing description on the structure of the
present invention, it is to be noted that any optional combination
10 of the foregoing constituents, as well as any conversion of the
expressions of the present invention among a method, apparatus,
system, recording media and computer program are effectively
included in the scope ot the present invention.
[0031]
15 Thus, the present invention provides a sales promotion
support system that enables analyzing and evaluating a measure taken
based on the one to one marketing method, thereby urging the

customers to shift to the company’s brand.

20 BRIEF DESCRIPTION OF THE DRAWINGS
(0032]
The foregoing and other objects, features and advantages will
become more apparent through the following description on exemplar
embodiments and the accompanying drawings specified here below.

25 [0033]



configuration of the DM canpaign simnulation apparatus shown in Fig. 2; 10
Fig. 4 is a diagram show ng an exanple of a structure of a planning-phase

i nformati on database shown in Fig. 2; FLgi95-is a diagram show ng an exanpl e
of a pl anni ng- phase screen displayed by a pl anni ng- phase screen di spl ay
unit in the DM canpaign sinulation apparatus shown in Fig. 2; 15 Fig. 6 is
a di agram showi ng an exanple of a structure of a custoner master table of

the DM canpai gn simy.ati 08 ApparRtAisigehaWbr eRpFiiGing; afidhit1Tné Sof@ adi agram
showi ng an exanple of a structure of a brand table in the DM canpai gn

simul ation apPBLALYSHSTIAM siPodttdsy2iem 28cbtdingBtbSarf Abagi@AsBewig an
exanpl e of a structure of a newy chosen brand unit value table in the DM

canpai gn si nyl&d@nin@RRabat us shown in Fig. 2; Fig. 9 is a flowchart
showi ng an exanple of an operation of the DM canpai gn sinulation apparatus

shown in Fig. 2, 254Fig. ;140 is%hémét?i@%ﬁé@id‘n“ﬁ%é}@%i_@b?el% s%@%%‘? %RAOV“ ng a

configuration of the sales pronotion support systemincluding t

campal gn 1 f £G!cIRASUISIEAt 2 APRLALUS PCARL Al NG, Solhie REbOdigrRhy «P0ne

Figs. 11 is a diagram show ng an exanpl e a structure of an act resul t
i nformation %Egég%%ggtgn the DM canpai gn effect neasurenent apparatus shown
in Fig. 10; Fig. I's a diagram show ng an exanple of an actual result 5

screen di splayed by, gnsagl ualo1beeul L HLARLAY A L, Iahie. I capaldn. ef fect
ppar a shown in Fig. ; FIg. is a owchart showi ng an
exanpl e of aQo&%%Eﬁ%%%fgh(g% the DM campaign simulation apparatus shown in Fig.
2;
10 Fig. 4 is a diagram showing an example of a structure of a
planning-phase information database shown in Fig. 2;
Fig. 5 is a diagram showing an example of a planning-phase
screen displayed by a planning-phase screen display unit in the DM
campaign simulation apparatus shown in Fig. 2;
15 Fig. 6 is a diagram showing an example of a structure of a
customer master table of the DM campaign simulation apparatus shown
in Fig. 2;
Fig. 7 is a diagram showing an example of a structure of a
brand table in the DM campaign simulation apparatus shown in Fig. 2;
20 Fig. 8 is a diagram showing an example of a structure of a
newly chosen brand unit value table in the DM campaign simulation
apparatus shown in Fig. 2;
Fig. 9 is a flowchart showing an example of an operation of
the DM campaign simulation apparatus shown in Fig. 2;
25 Fig. 10 is a schematic function block diagram showing a

configuration of the sales promotion support system including the DM

campaign effect measurement apparatus according to the embodiment;



t he DM canpai gn nmeasur enent apparatus shown in Fig. 10; Fig. 14 is a
schematic function block diagram show ng a 10 configuration of an effect
measur enent apparatus according to the _epbodi ment of the present invention;
Fig. 15 is a diagram show ng an exanple of a structure of a custoner
information storage unit in the DM canpai gn effect neasurenent apparatus
shown in Fig. 14; 15 Fig. 16 is a diagram show ng an exanple of a structure

of a conversion i pfgy.mati DN SHOEGEEN YAbLird ahhexdAd1canpad grrabf @&t of an
measur enent apparatus shown in Fig. 14; Fig. 17 is a diagramshow ng an

exanpl e of azeoMVErsEOIt inAbBRdEINOAaSHa8eNi iSR! BY eehnPy ign CaTEEESI ON
information display 20 unit in the DM canpai gn effect neasurenent apparatus

shown in_Fi gneaddtienBhd.aphArksud hbauchard gshoyi ng an exanpl e of an operati on
of the DM canpai gn effect neasurenent apparatus shown in Fig. 14; Fig. 19

is a diagram show g .?‘QZGi(@rQ)ld?a@;ar@sﬁ@ﬂPﬁ%%ﬂ etdghl o£o%PCpER dissphayed by
a conversion infornmation display unit in the DM canpai gn effect neasurenent

appar at uss shoua.dn kg ok %a%;ac&gl_ 23ulf ARexenplie of @déjiDﬁﬁ%%aﬁgﬁt of

appears upon activating a sinulation tool, according to an e

the present oRYENTLEOD, B Q%pak%té‘é‘ SHANPLS b a6l splay that appears on

an update 5 confirmation nessage screen of the DM sinulation tool shown in
Fig. 20, and Fi 9?&% hs an £% Bpﬁr%x%hsﬁo&i %pkﬁ‘ye%?%tl a&ﬁea%ré Qf%ﬁ%naéﬁa
nodi fication/del etion screen of the sTmul’ation t 6ol Shown [R Q.
the DM campaign measurement apparatus shown in Fig. 10;
Fig. 14 is a schematic function block diagram showing a
10 configuration cof an effect measurement apparatus according to the
embodiment of the present invention;
Fig. 15 is a diagram showing an example of a structure of a
customer information storage unit in the DM campaign effect
measurement apparatus shown in Fig. 14;
15 Fig. 16 is a diagram showing an example of a structure of a
conversion information storage unit in the DM campaign effect
measurement apparatus shown in Fig. 14;
Fig. 17 is a diagram showing an example of a conversicn
information screen displayed by a conversion information display
20  unit in the DM campaign effect measurement apparatus shown in Fig.
14;
Fig. 18 is a flowchart showing an example of an operation of
the DM campaign effect measurement apparatus shown in Fig. 14;
Fig. 19 is a diagram showing an example of a campaign effect

25 screen displayed by a conversion information display unit in the DM

campaign effect measurement apparatus shown in Fig. 14;



20. 10 BEST MODE FOR CARRYI NG QUT THE | NVENTI ON [ 0034] Hereunder,
enbodi nents of the present invention will be described referring to the
drawings. In all the drawi ngs, same 15 cohstituents are given identi cal
reference nunmerals, and the description thereof will not be repeated.
[0035] [First enbodinent] Fig. 1 is a block diagram for explaining an
outline of a 20 sales &rpnntion support system according to an enbodi ment
of the present infent?ors FerepTwee, okiggaiepias thiat | adpeasapisyed as t he
exanpl e of the nmerchandise to be sold. The cigarette is particularly
appropri at e agivheinxanptesimydesi’e WPl mIaddhny trurer ol dimandsfanbiebei ng
sel ectively purchased based on taste and 25 philosophy of the custoners
cont i nuousl yrasdnpeyivediccaldy in a relatively short cycle. [0036] - 22 The
respective cigarette conpani es soneti mes execute a canpaign for sales
pronotion of the regchahdissen ¢xampéranble digplaendehgpmeara di eectpdsid (DM
to snokers 40 selected out of pre- registered custonmer information to
provi de & questfionmaionemessddee sbrédkef tinelUdl sgmutet ionokarls showm espend. t o
the questionnaire with an added value such as a lottery or a privilege,
col l ecting tHe anédsponses, and thereby researchi ng whet her a change has been
made wth a primarily snoking brand as a result of the canpaign. The
Fig. 22 is an example of a display that appears on an area
modification/deletion screen of the DM simulation tool shown in Fig.
20.
10
BEST MODE FOR CARRYING OUT THE INVENTION
[0034]
Hereunder, embodiments of the present invention will be
described referring to the drawings. In all the drawings, same
15 constituents are given identical reference numerals, and the
description thereof will not be repeated.
[0035]
[First embodiment]
Fig. 1 is a block diagram for explaining an outline of a
20 sales promotion support system according to an embodiment of the
present invention. Hereunder, cigarettes will be employed as the
example of the merchandise to be sold. The cigarette is
particularly appropriate as the example, because of including
numerous brands and being selectively purchased based on taste and
25 philosophy of the customers continuously and periodically in a

relatively short cycle.

[0036]



col l ected postcards are read out wwth a scanner 52, so as to acquire 10 the
custoner information through an image recognition system 50 operated by a
conputer 54, and to accunulate the infarmation in the signature database
56. Here, the custoner information includes, for exanple, properties such
as the primarily snmoking brand, before and after the canpaign, sex, age and
area. 15 [0037] The DM includes a questionnaire, in addition to a columm to

put down the nanmerhyeadsardi@ataqatebid BnpaddiessmetiheBeulther 5 nail
address and so forth of the customer. Although the custoner information

i ncl udes prickabgidfrRrMBlian psusbt i@ bhecRamercafdiess 20 angyphope nunber,
in the follow ng enbodi nent it suffices to extract the properties

i nformation hqt e kmshommredingl udi ng) the agRerLalcubateddf ew&ﬁﬁgrxear and
date of birth, sex, area provided from the address, and answers to the

questi onnai rey; L0038 12X aMRE SRk oA UES Lr8PRd B &Q&ﬂ%ﬁﬁéi?@%ﬁj Efe MY

i nclude an average daily consunption of the cigarettes, firmess o

deci si onson j;the Gl Qanet g d AnBRe AULENASSANLAPPI%: (SEMER I AAES, 1 RRYADE
specified - 23 for selection by the custonmer in adaance, such as "aTmays

deci ded in pduancele shal 0k 1hediines Agedethoet heor ek jHgdag) ded” and

"al ways undecided"), the brand in thé case of "decided" an Ing period

of that braq@sgymggﬂ,%ﬁg%regg LN Sl ahgwsr@en%aé YER ﬁ%ﬂ%ﬁ .

previous primarily sno whet at bran contarns

brand t hat txﬁ%hcé'%ﬂﬂ@?i@%’sg&?r?%tk%&@angse.g Desi ! Wee ADLERE: GX e Of

anxi ety (such as ™very a not so nuc érest ed
at all"), S%xﬁﬁg%tégj%ogyggfﬁgegre read out with a scanner 52, so as to acquire

10 the customer information through an image recognition system 50
operated by a computer 54, and to accumulate the information in the
signature database 56. Here, the customer information includes, for
example, properties such as the primarily smoking brand, before and
after the campaign, sex, age and area.

15 [0037]

The DM includes a questionnaire, in addition to a column to
put down the name, year and date of birth, address, phone number,
mail address and so forth of the customer. Although the customer
information includes private information such as the name, address

20 and phone number, in the following embodiment it suffices to extract
the properties information of the customer including the age
calculated from the year and date of birth, sex, area provided from
the address, and answers to the questionnaire.

[0038]

25 Examples of questions in the questionnaire may include an
average daily consumption of the cigarettes, firmness of decision on

the cigarette to be purchased (approx. seven grades may be specified



answers wi th nunerical nunbers. Causing the customer to use 10 nunerals
facilitates the scanner 52 of the inage recognition system 50 to read out
the returned postcard. [0039] Also, the a@apptication postcard 74 nmay be
distributed with a sanple 72 at a shop 70 and collect the response on site
or by post, 15 thereby acquiring and accunul ating |ikew se the custoner
information. The custoner information in the signature database 56 is then
accurul at ed §9r getesticRePY nd¥t ERSHAIUDAB ABRNEE, aSUFAL &S ceHtvals 68eCidpg0YD]
Further, the canpaign may be executed, not only by the direct 20 mail, but
by del i veri mfvehecquedrilsnpiaithe Fﬁﬁetﬁjgiﬁcaj%bntgif bistsitonndé@deddnard honepage
on a web or e-mail 66, thereby acquiring contributed or returned

i nf or mat i on, “alceymirascaged’ Nat thafloranat Lortheonase web “dat bdsak'e aBd , smahing hen
integrating the data with the custoner master database 62 for accunul ation.
The cust onerpamastiert 25atabadas é whethreay uadiern cacovemlcaee yeder ernhowfrenyat i on
obt ai ned through presunption of the custoner's behavior nodel and the |ike
based on5 2dearan, on-drenéopumohasel hi stoking bmbod methiethewrtilatelnrami a bl og
and so forth. [0041) Then an analysis may be prefornmed based on the

i nformati on &Sraedcosuteatteédl ) m tdrend ustaanehne mast enedatgbuseh 62 wndhe riespect to
each custoner, and RO and other data resulting fromthe canpai gn nay be
cal cul at ed, fururkesmbyhreastsre dphearefikegt (ofcht he ‘tanpabgnicaidto styé@hl i sh a
subsequent canpai gn project, thus executing sales pronotion utilizing the
schenme of th&a@nectmudieanarkelt hgtddeated at all”), so that the customer

answers with numerical numbers. Causing the customer to use
10 numerals facilitates the scanner 52 of the image recognition system
50 to read out the returned postcard.
[0039]
Also, the application postcard 74 may be distributed with a
sample 72 at a shop 70 and collect the response on site or by post,
15 thereby acquiring and accumulating likewise the customer information.
The customer information in the signature database 56 is then
accumulated in a customer master database 62 of a data center 60.
[0040]
Further, the campaign may be executed, not only by the direct
20  mail, but by delivering the questionnaire through a contribution
form on a homepage on a web or e-mail 66, thereby acquiring
contributed or returned information, accumulating that information
on a web database 64, and then integrating the data with the
customer master database 62 for accumulation. The customer master
25 database 62 may also accumulate therein information obtained through

presumption of the customer’s behavior model and the like based on



10 reflects the needs of each custoner. [0042] In the present invention,
the sal es pronotion support system includes an inmage recognition center, a
sinmul ati on apparatus that predicts an &féct of sending out a direct mail
for a sales 15 pronotion canpai gn of a product of a specific brand, and an
effect neasurenent apparatus that neasures the effect of the canpaign.
[0043] Firstly, DM,canpai%n simul ati on apparatus according to the
embodi ment of" tHE LpPE SEHCLPRT dNSERY wi 41 OB el FF bEFher e? hiegwAnd &9 [ 0044]
Fig. 2 is a schematic function bl ock diagram showing a configuration of the
DM canpai gn §Phtdl-at i on apparatus 100 according to the enbodi nent. The
si nmul ati on appar at us gDM canpai gn sinul ati on apparatus 100) according to
t he enbodi nent of t¥¥1ldresent invention 25 serves to predict an effect of
sending out a direct mail for a sales pronotion canpaign of a product of a
speci fic brand, anth4meéhudrslyzisphahhedriridyesdaeasspt ancdeunanfoypitanned
budget acceptance unit 102) - 25 that accepts a planned budget of the
canpai gn,° a eosuwetedsst éne ¢uiomef pragtrir ndaipivase $hfatharemectatalrast 104)
containing properties and turn-away probability of each custonmer, a
condition acespmeneeanthiROI( ewhdithebridec spsaidaguhien the)canrat gaceeps a 5
setting of a sending condition for sending the direct mail, a nunber of
del i very apptabablagegustorbeselpameabard dheuaf feqtnafbére ctmpMondehdvery
calculation unit 114) that extracts the custoners corresponding to the
sendi ng condestam isbt a gfubsheuentsicempzigrastrerectt,abhes exedutaia ghaees t he
nunber of delivery applicable custoners to

promotion utilizing the scheme of the one to one marketing that

10 reflects the needs of each customer.

[0042]

In the present invention, the sales promotion support system
includes an image recognition center, a simulation apparatus that
predicts an effect of sending out a direct mail for a sales

15 promotion campaign of a product of a specific brand, and an effect
measurement apparatus that measures the effect of the campaign.

[0043]

Firstly, DM campaign simulation apparatus according to the
embodiment of the present invention will be described here below.

20 [0044]

Fig. 2 is a schematic function block diagram showing a
configuration of the DM campaign simulation apparatus 100 according
to the embodiment. The simulation apparatus (DM campaign simulation
apparatus 100) according to the embodiment of the present invention

25 serves to predict an effect of sending out a direct mail for a sales
promotion campaign of a product of a specific brand, and includes a

planned budget acceptance unit (planned budget acceptance unit 102)



10 whomthe direct mail may be sent, a nunber of delivery applicable

custoners presentation unit (planning-phase screen display unit 106) that
presents the nunber of delivery applicabl§5cﬁstoners, a planned nunber of
delivery target custoners acceptance unit (plan acceptance wunit 116) that
accepts a planned nunber of delivery target custoners 15 to whomthe direct

mai | should be sent, with an u rlimt in t he nunmber of deliver

Tool i canl o cobebrrerthr o pebl Pl o Tk Sac gL Rh OB P Ehl an
acceptance unit_ 116) that accepts an expected con sion rate based on the
send?ng condF?P%ﬁL(égaﬂﬁH%E?%BFg %Hﬁ%&@?§%4§1§8§ eégéh§¥%ﬁﬁ??999alculation
unit (expected val ue Zggfalculation unit 120) that cal cul ates a nunber of

conversi on- ExPREEEGESCHT JHEPSIBASEACYNEHE Pt SAABICHITBEF ot PBFE Y

target custoners and the expected conversion rate, a unit value table

(new y choseRCBPRIFNCENIRIY dICGBItalNe 22 FaPRAt IS0l &%) tThEFeRFFAYS @ar ned
val ue unit cost per custoner, predeterm ned according to the 25 properties
of each b?an@cbfiihefps oG ngnePidieatiargsandiaiduehe gligect degidedabyugper
change made through the canpai gn on the brand that the custoner primarily
pur chases, arfespeiciesd @é?lﬁ@ébg%l%t@%q?%%lcéﬂp&ﬁt—w%‘lm&ni(PUI(‘@(ID@&@‘l‘;‘l val ue
calculation unit 120) that | ooks up the unit value table, to acquire the

earned val uedghiteoselgaiatéant wridughs) tihatcervacssorhe cushensgseci fi c brand,
corresponding to the properties of the brand of the product to which the
sendi ng 5 cordrremendppd ites the heensipacepnsliitaon mytt Aé Expeuseanaramaeteyal ue
based on the nunber of conversion-expected custoners, an expected ROT
cal cul ati on tiabte/( expgect et 1ROTs cdlec nlmap¢owiudelivez®) aphidicabial asitaness daw
expected ROT based on the planned budget and the expected earned value, and
a predi ci?onvwppesthet direort maill gy denset, a number of delivery applicable
customers presentation unit (planning-phase screen display unit 106)
that presents the number of delivery applicable customers, a planned
numpber of delivery target customers acceptance unit (plan acceptance
unit 116) that accepts a planned number of delivery target customers
15 to whom the direct mail should be sent, with an upper limit being
the number of delivery applicable customers, an expected conversion
rate acceptance unit (plan acceptance unit 116) that accepts an
expected conversion rate based on the sending condition, a number of
conversion-expected customers calculation unit (expected value
20 calculation unit 120) that calculates a number of conversion-
expected customers, based on the planned number of delivery target
customers and the expected conversion rate, a unit value table
(newly chosen brand unit value table 118) that stores therein an
earned value unit cost per customer, predetermined according to the
25 properties of each brand of the product and indicating a value to be

earned by a change made through the campaign on the brand that the

customer primarily purchases, an expected earned value calculation



10 phase screen display unit 106) that presents the expected earned value
and the expected ROT. [0045] To be nore detailed, the DM canpaign

simul ati on apparatus 100 includes the planned budget acceptance unit 102,

t he pl anni ng- phase 15 informati on dat abase 104 (abbrevi ated as

"pl anni ng- phase information DB" in the drawi ngs), the planning-phase screen
display unit 106, a customer nmaster table 108, a brand table 110, the
condition a&déptarractedi Yale calmelatdabainisft LB dépitvErskscaPctiatindh uni t
114, the plan acceptance unit 116, the newWy chosen brand unit value 20
tabl e 118, t¥duexpieitedtoadeilesl Eift #RF0R (Hite 1200 andt t9pdnest peeiosgh RO
calculation unit 122. [0046] Here, the DM canpaign sinulation apparatus 100
accor di ng t o-het Renerse@nneEnttheafPeel idenB¥ancut earedsorattngmrte® shown in Fig. 3
as an 25 exanple. The DM canpai gn sinul ati on apparatus 100 is constituted of
a conput er I@cpahtids wdy the Hrendex@armbeerredystietal wghpolse ssedsonal

conputer. The conputer 10 includes a CPU 12, a ROM 14, a RAM 16, an - 27

i nput / outputcamdiit i¢ralippéieat atheasby |dadtulatingetitr awprgsdd kB rnam vadxeer nal
interface unit (abbreviated as "I/F" in the drawings) 20, and a bus 22 that
connect s t hdssedoopadrienthsnbdhefcoppireiod-txpsctedmestomers, o an egiamte® 30 vi a
the external interface unit 20. The 5 external input/output device of the
conput er 10 Ry cehchlsdeéon urdits feayeaimdt R24 suchlasion GRIE Mgl t orator a

i quid-crystal display nonitor, an operation unit 26 such as a keyboard, a
nouse and a cdlablletes amdegpgrtient ROT 28sefi084 The planned budget and the

expected earned value, and a prediction presentation unit (planning-
10 phase screen display unit 106) that presents the expected earned
value and the expected ROI.
(00451
To be more detailed, the DM campaign simulation apparatus 100
includes the planned budget acceptance unit 102, the planning-phase
15 information database 104 (abbreviated as “planning-phase information
DB” in the drawings), the planning-phase screen display unit 106, a
customer master table 108, a brand table 110, the condition
acceptance unit 112, the number of DM delivery calculation unit 114,
the plan acceptance unit 116, the newly chosen brand unit value
20 table 118, the expected value calculation unit 120, and the expected
ROI calculation unit 122.
[0046]
Here, the DM campaign simulation apparatus 100 according to
the embodiment may be constituted of hardware shown in Fig. 3 as an
25 example. The DM campaign simulation apparatus 100 is constituted of
a computer 10, which may be for example a general-purpose personal

computer. The computer 10 includes a CPU 12, a ROM 14, a RAM 16, an



10 The ROM 14 stores therein a sinulation programthat causes the conputer
10 to act as the DM canpai gn sinmul ation apparatus 100, to be executed by
the CPU 12. The ROM 14 may al so include-am effect nmeasurenment programthat
causes the conputer 10 to act as the effect neasurenent apparatus, to be
subsequent |y described, which is 15 executed by the CPU 12. The CPU 12
controls the respective constituents of the conputer 10, as well as an
entirety of irdpet/epgaratdst (BB48YiatBdeasi myoat i©rher agadmgel ithe sboM
canpai gn simulation 20 apparatus 100 according to this enbodinment is a
program of psadirebi nhtanfedd et t of arseedi agedut ar di'r eat timidrafofigss sal es
pronoti on canpai gn of a product of a specific brand, and causes a conputer

(conputer 1Mnd Achusliarg tha€ usihneaets Masker cdngdhent £Ustragefompiist €10 tigbl e 108)
i ncluding properties and turn-away probability of 25 each custoner, and a

unit val ue tahinecte@Woy aChosekbsand suRhé aledfal tiapberddB)unt hago st @hes
therein an earned value unit cost per custoner, predeterm ned according to

the properti®ggecehacaghubronb el devid® orhendrefdpsteAnd hodicathng A4 value to
be earned by a change nade through the canpaign on the brand that the

custonmer prigmphby ubW chases, aboa Reff AbM @S arph anredqbidget ) agcgptance
unit (planned EJbu%g%t acceptange init 102) thaf accggts a pl anned bugget of

the 5 canpai@h; 8y oMlichk i AFCERTANGE sUBh tad GOREINIQR, aceRpEangR Wit  112)
that accepts a setting of a sending condition for sending the direct mail

a nunber of dgliyeryn@rphicaleogustomers calculation unit (number of DM
delivery calculation unit 114) that extracts the custoners corresponding to
the sending conditjgpp,eut of the customer

10 The ROM 14 stores therein a simulation program that causes
the computer 10 to act as the DM campaign simulation apparatus 100,
to be executed by the CPU 12. The ROM 14 may also include an effect
measurement program that causes the computer 10 to act as the effect
measurement apparatus, to be subsequently described, which is

15 executed by the CPU 12. The CPU 12 controls the respective
constituents of the computer 10, as well as an entirety of the
apparatus.

[0048]
The simulation program of the DM campaign simulation

20  apparatus 100 according to this embodiment is a program of
predicting an effect of sending out a direct mail for a sales
promotion campaign of a product of a specific brand, and causes a
computer (computer 10) including a customer master table (customer
master table 108) including properties and turn-away probability of

25 each customer, and a unit value table (newly chosen brand unit value
table 118) that stores therein an earned value unit cost per

customer, predetermined according to the properties of each brand of



10 master table, and cal cul ates the nunber of delivery applicable custoners
to whomthe direct mail may be sent, a nunber of delivery applicable
custoners presentation unit (planning-phage_screen display unit 106) that
presents the nunber of delivery applicable custoners, a planned nunber of
delivery target custoners acceptance 15 unit (plan acceptance unit 116) that
accepts a planned nunber of delivery target custoners to whomthe direct

mai | shoul deke pseftict idt in@itatppgra lvatut feivages heedviberciRihgdehdaery
applicable custoners, an expected conversion rate acceptance unit (plan

accept ance aipidughlfie tdaghadgeept shabexpeehad teenvieyshen pat@rbaged 20 on
the sendi ng condition, a nunber of conversion-expected custoners

cal cul at i onpuhiHasEexpecedryal U8 sapLinaki QR dcdfRhntbalnicCabralRbes a

nunber of conversion-expected custoners, based on the planned nunber of

del i very taﬁéﬁﬂétCHéééﬁﬁﬁh%e@ﬁ%iih@z?ﬁﬂ%ﬁingeﬁ%gnxeﬁfgd%@dréﬁébetanQﬁﬁﬁCtEd
earned val ue cal cul ation unit (expected 25 value calculation unit 120) that

| ooks up; thesynlitnval uenhapl & BepBGftYl Lfid heoRA ek !@éé&a%@&tuxﬁi‘%st gai ned
t hrough the conversion to the specific brand, corresponding to the

properties ofyt Qﬁapraaé&lp%_a s%%tiﬁ@eoﬂ)%ogé'&ﬁinbocmicc}lokhﬁozs%@q-ﬁgﬂ% aepdi tion

applies, thereby calculating the expected earned val ue based o he nunber

of converS&%&xmsﬁ,e% EH%@E@deeP{b%?p%ﬁ@aBQ LakerLAL ic%rﬂaméion

(expected RO calculation unit 122) cal cul ates an expected ROI' 5 based

on the planped %q%% r 3dply h&%l%eﬁgt&qc%@%{ag% &ﬁweﬂzﬁn%% RieQLEL i

present ation unit anni ng- pnase Screen ay unit at presents

}:.he expect e&?ec%rm%? %@#@F&%ﬁ %oe%‘rpee%‘eﬁgix%gcondi&%glmﬁe&e%ie“&J&%%EP to
ig. 2, the planned budget acceptance un
10 master table, and calculates the number of delivery applicable
customers to whom the direct mail may be sent, a number of delivery
applicable customers presentation unit (planning-phase screen
display unit 106) that presents the number of delivery applicable
customers, a planned number cf delivery target customers acceptance
15 unit (plan acceptance unit 116) that accepts a planned number of
delivery target customers to whom the direct mail should be sent,
with an upper limit being the number of delivery applicable
customers, an expected conversion rate acceptance unit (plan
acceptance unit 116) that accepts an expected conversion rate based
20 on the sending condition, a number of conversion—expected customers
calculation unit (expected value calculation unit 120) that
calculates a number of conversion-expected customers, based on the
planned number of delivery target customers and the expected
conversion rate, an expected earned value calculation unit (expected
25 value calculation unit 120) that looks up the unit value table, to

acquire the earned value unit cost gained through the conversion to

the specific brand, corresponding to the properties of the brand of



10 102 accepts an input of the planned budget of the canpaign. The user may
operate the operation unit 26 of the conputer 10 of Fig. 3, so as to input
t he pl anned budget. [0050] The pl anni ng-2phase i nfornmati on dat abase 104
contains 15 information shown in Fig. 4, for exanple planning-phase canpaign
i nformation 130, planni ng-phase specified condition 140, and pl anni ng-phase
information by condition 160. As shown in Fig. 4(a), the planning-phase

i nf or mat i on ttat pbasetl10d @ticheshd endimg casdi tieon pbahirggipbase canpai gn
information 130, a planned budget 132, the 20 nunber of

DM del i ver y-capphlatabbetioeistxpretrsd E33ned helpkaparedi nuntler nuober of

DMVt del i very-target custoners 134, an expected conversion rate 135, a nunber
of conver si apnexpecinedxpersteaimenstch®@Gs, aam expectaed Roar cweldulwal ore vhd7, and an
expected ROT 138, under each campaign ID 131. [0051] 25 The pl anni ng- phase
i nf ormat i on (@apadase RbO4catmyl at s5an ivndt ude?) ahitahlag cihotess hawpetalaRal Ng

i nformati on such as the nane, form - 30 timng and nunber of applications

of the canpaiagsd oM tther espeet badgeeaahd carpakgirted d3dned 98524, aAs shown in
Fig. 4(b), the planning-phase information 5 database 104 stores therein, as

t he pl anni ngrphast speetidredteondidii-on AR ngnpraiseasdAn aippid@hhky snmoking
brand condition 143, turn-away probability 148, sex 149, and age 150 under

each conditij08) MHredddcs Fuetdighctéaphbaardly srpkinegesandacandi tion
143 includes internal/external distinction 144, price category 145, 10

taste classificatijgngd6, and tar content 147.
Referring again to Fig. 2, the planned budget acceptance unit
10 102 accepts an input of the planned budget of the campaign. The
user may operate the operation unit 26 of the computer 10 of Fig. 3,
so as to input the planned budget.
[0050]
The planning-phase information database 104 contains
15 information shown in Fig. 4, for example planning-phase campaign
information 130, planning-phase specified condition 140, and
planning-phase information by condition 160. As shown in Fig. 4(a),
the planning-phase information database 104 stores therein, as the
planning-phase campaign information 130, a planned budget 132, the
20 number of DM-delivery-applicable customers 133, the planned number
of DM-delivery-target customers 134, an expected conversion rate 135,
a number of conversion-expected customers 136, an expected earned
value 137, and an expected ROI 138, under each campaign ID 131.
[0051]
25 The planning-phase information database 104 may also include

a table (nct shown) containing information such as the name, form,



[ 0053] As shown in Fig. 4(c), the planning-phase informati on database 104
stores therein, as the planning-phase information by condition 160, the
nunber of DM delivery-applicabl e custonmers$0162, 15 the planned nunber of

DMt del i very-target custoners 163, expected conversion rate 164, the nunber
of conversion-expected custonmers 165, a newy chosen brand unit val ue 166,
and an expected earned value 167, under each condition nunber 161. [0054]
20 Ref erri ngtaganq and Rirgper2 oft drplglcanidnrg op hatse cemparin, divé ph asespant ttal06

di spl ays a pl anni ng- phase screen 200 shown in Fig. 5 on the display unit
24 of the compuoberarp@igf Fi g313. The pl anni ng- phase screen 200 may have its
content edited into a format by a paper format editor (not shown) and
output via the prinf@s2128 of the 25 conputer 10. As shown in Fig. 5, the

pl anni ng- phase screen 200 includes a planned DM budget input colum 202, so
that the anount of Astdrewnl anred.budget ;thenplanrt her@iasebynfdhenatisen vi a t he
operation unit - 31 26 of the conputer 10 of Fig. 3, is accepted by the

pl anned bsidgektapgeeptanceresi thd@Anof afithe Blardfidgspiored sbacitiedpl anned
budget 132 in the planni ng-phase canpaign information 130 of Fig. 4(a).
[0055] 5 Theophainirng4phaseasées eene, 200pahee1iyarstesy olabbisesndiiRgon 143,
condition listing 204 for setting the condition of sending out the direct

mai | . The DMtsendiwdg pedshdiiledy|id,i Bgx 204, f uhd hele 15CIuHdeS esth @abB@ition
condition input colum 206, a primarily snoking brand condition input

colum 210, aukmén-1anay piebabj | ey pe omeh itlyoBnd KRt bidhE @bHAT: 220148 Sex
condi tion input colum 222, an age condition input
includes internal/external distinction 144, price category 145,
10 taste classification 146, and tar content 147.
[0053]
As shown in Fig. 4(c), the planning-phase information
database 104 stores therein, as the planning-phase information by
condition 160, the number of DM-delivery-applicable customers 162,

15 the planned number of DM-delivery-target customers 163, expected
conversion rate 164, the number of conversion-expected customers 165,
a newly chosen brand unit value 166, and an expected earned value
167, under each condition number 161.

[0054]

20 Referring again to Fig. 2, the planning-phase screen display
unit 106 displays a planning-phase screen 200 shown in Fig. 5, on
the display unit 24 of the computer 10 of Fig. 3. The planning-
phase screen 200 may have its content edited into a format by a
paper format editor (not shown) and output via the printer 28 of the

25 computer 10. As shown in Fig. 5, the planning-phase screen 200

includes a planned DM budget input column 202, so that the amount of

the planned budget, input thereto by the user via the operation unit



colum 224. The primarily snoking brand condition input colum 210 further
i ncludes an internal/external distinction input colum 212, a price
category input columm 214, a taste classification input colum 216, and a
tar content input colum 218. 15 [0056] In the planning-phase screen 200, at
| east one sending condition is to be set. In Fig. 5, four sending
conditions are set. These sending conditions are input by the user to the

respective goldimise Vignduher operat Fof. Wi ts 26ebréhe, cerpwemnnt ©iakkg. 3,
to 20 be accepted by the condition acceptance unit 112 shown in Fig.” 2 to

be descri bedayt@tganaddidiRenostar edgl o t hedr &speet i vecHet gm&urﬂafd bhgget 132
pl anni ng- phase specified condition 140 of Fig. 4(b). [0057] Further, the

pl anni ng- phasg ger E@%r&%@—%ﬂ&éé’@%ﬁp@ic_ﬁwrﬂi?&n@tiogﬁﬂw‘o‘iek‘ld?@’(a?ppl i cable
custoners display colum 226, a planned nunber of DM delivery-target
customers input cofgy¥a;228, an expected conversion rate input colum 230, a
nunber of conversion-expected - 32 custoners display colum 232, a newy

chosen brand uni t ial ueadi pbatscaldiom, 234, 120, Sxpeghed eanned ualue

di splay columm 236, a total” sumdisplay colum 240, an expecte nver si on

in 5 oxpoct o ROT A spi oy Bof o 254"~ [ B0GA] ReorrIng aba R FoF ¢ %2 the

customer masher. &apler 108c ARt AL B9 45,800 hD.FL gy 2B L LOf ormtan

indicating t properties o e custoner, such as rimarily SnokKi

brand 172, 10, tyr- ayay: RLR0ARY EY1 b2 2088% bidma AOS, §43k: 9,818 176 and

t he

condition input column 210, a turn-away probability condition input
10 column 220, a sex condition input column 222, an age condition input
column 224. The primarily smoking brand condition input column 210
further includes an internal/external distinction input column 212,
a price category input column 214, a taste classification input
column 216, and a tar content input column 218.
15 [0056]

In the planning-phase screen 200, at least one sending
condition is to be set. In Fig. 5, four sending conditions are set.
These sending conditions are input by the user to the respective
columns via the operation unit 26 of the computer 10 of Fig. 3, to

20 be accepted by the condition acceptance unit 112 shown in Fig. 2 to
be described later and then stored in the respective items of the
planning-phase specified condition 140 of Fig. 4(b).

[0057]

Further, the planning-phase screen 200 includes a number of

25 DM-delivery-applicable customers display column 226, a planned
number of DM-delivery-target customers input column 228, an expected

conversion rate input column 230, a number of conversion-expected



| i ke, under each ID 171. It should be noted that the custonmer nmaster table
108 does not contain private information that enables identifying the

i ndi vi dual customer, and the address infofjyrati on necessary for sending the
direct mail is to be separately stored. 15 [0059] The turn-away probability
173 is determ ned in advance according to the properties of each custoner.
Alternatively, the turn-away probability 173 may be determ ned through

turn-avay phedbeétoOmikpsed @Nuan beirgVvikokenmdehosdrobrexanplie, vihe DM
canpai gn 20 sinul ation apparatus 100 may further include a predicted

turn-avay rétspl1sy FAGRNUNEL, GROExSNPWA) 4Rl §h0ILsibPRLeiB1 anprad cted
turn- away rate associated with the custoner's behavior pattern, a behavior

pattern acquictiali 8fin Wilisb14Pato1shRVIN0,t BAteaeaubl eSorl/ies: sHshesedi sp1hghavi or
pattern, and a decision unit (not shown) that 25 conpares the custoner's

behavi or pattgiAnWidh anpegsiekennineda behaviet,nat teffinimdel . athereby

deciding the predicted turn-away rate, so as to store the predicted

turn-away ratg that fasqbesn .y 38umdesided in the customer master table 108
as the turn-éﬁgy pr obabi itﬁ/f73. [ 0060] Here, the behavior pattern

acqui sition unit qﬁﬁﬁgfes the 5 custoner's behavior pattern for exanple via
a direct mail, e-mail,” contribution formin a honepage, result of a

questionnaire resgarch, ; a&rqgfnseor Beh & ggc}éié}%et%bg%%vst@ é{@%pha@ on the

Internet, and an analysi esul t avl or pattern nodel may

be, Upda o0 B2, LIS L oot s Deheihar, et i sl Sur et on

properties of the customer, such as a primarily smoking brand 172,

10 turn-away probability 173, sex 174, age 175, and area 176 and the
like, under each ID 171. It should be noted that the customer
master table 108 does not contain private information that enables
identifying the individual customer, and the address information
necessary for sending the direct mail is to be separately stored.

15 [0059]

The turn-away probability 173 is determined in advance
according to the properties of each customer. Alternatively, the
turn-away probability 173 may be determined through turn-away
prediction based on a behavior model. For example, the DM campaign

20 simulation apparatus 100 may further include a predicted turn-away
rate storage unit (not shown) that stores therein a predicted turn-
away rate associated with the customer’s behavior pattern, a
behavior pattern acquisition unit (not shown) that acquires the
customer’s behavior pattern, and a decision unit (not shown) that

25 compares the customer’s behavior pattern with a predetermined

behavior pattern model, thereby deciding the predicted turn-away

rate, so as to store the predicted turn-away rate that has been



probability based on the custoner's behavior pattern, and further

i ncorporating the custoner information collected via the direct nmail and so
on into the behavior pattern nodel. [0061B3 15 Al though the custoner naster
table 108 is included in the DM canpai gn simulation apparatus 100 in Fig.
2, the present invention is not Ilimted to such configuration. The custoner
master table 108 nay be included in a custoner naster database stored in
anot her conpacidedviia thre weto?k M@etehdwrlenl{E gs Bhe ThenbMWaanpai gn 20
simul ati on apparatus 100 nay nmake access to such another conputer via the
network 30, pookddrdaby hthuire the customer information. [0062] The brand
table 110 contains, as shown in Fig. 7, a conpany nane 182, a price 183,
taste classificati 6#08¥84, and tar content 185, 25 under each brand 181. The
brand 181 may be represented by a code or a indicating the brand, or the
name of the brand. Hite c¢cbapeehpvianeratt82n neydibieltepr esent &driyes hdhenane or
code of the conpany selling - 34 that brand. The taste classification 184
may be represeatetiy, bélervicexpapleen font asbwpld assi & i datdconmaioide ermalilcat | ng
a regular or nenthol taste and the like. [0063] 5 Referring again to Fig.
2, the condi tootrideceph aftoen unid hbi2pages,ceptslia cfett quigtabnhdieres eageéagh
condition of the direct mail, input by the user in the DM sending condition
listing 204 oh tie splrashi rgbuphaséiscoeenn28fomfingl gn the Yheedrike , oped alni on
unit 26 of the conputer 10 of Fig. 3. The condition thus accepted is stored
in the 10 pl analyg-sphasel tspeca fivled. contk tdebav 1O pat t &g modéb)may be

updated based on the collected behavior patterns. Such
10 configuration allows automatically calculating the turn-away
probability based on the customer’s behavior pattern, and further
incorporating the customer information collected via the direct mail
and so on into the behavior pattern model.
[0061]
15 Although the customer master table 108 is included in the DM
campaign simulation apparatus 100 in Fig. 2, the present invention
is not limited to such configuration. The customer master table 108
may be included in a customer master database stored in ancther
computer via the network 30 shown in Fig. 3. The DM campaign
20 simulation apparatus 100 may make access to such another computer
via the network 30, to thereby acquire the customer information.
[0062]
The brand table 110 contains, as shown in Fig. 7, a company
name 182, a price 183, taste classification 184, and tar content 185,
25 under each brand 181. The brand 181 may be represented by a code or
a indicating the brand, or the name of the brand. The company name

182 may be represented by the name or code of the company selling



[ 0064] The nunber of DM delivery calculation unit 114 nmakes access to the
custoner nmaster table 108, to extract the custoners to whom the sending
condition applies, out of the customer master table 108, 15 and cal cul ates

t he nunber of custoners to whomthe direct nail may be sent, under each
condition. The cal cul ated nunber of delivery applicable custonmers is stored
in the nunber of DM delivery- applicable custoners 162 in the planning-phase

| nformatlon Pia, gondh!l aRc1e0QF JThle: deali oAl her LhoanlByed by 1Be

nunber of 20 I very-applicable custoners display co

pl anni ng- ph re J1 G : .l 1 Ng- ph r i ay
ni ¢ 106, [OOBEF oo 5an crontanes tnrta B oREnr B RS AE B Phe 25
pl anned nunbﬁgﬁg;agglﬁyeﬁxk arget customers to whomthe direct mail should
be sent, with an upper 1imTt being the nunber of delivery- applicable
custoners input by(%ﬂg user in the planned nunber of DM - 35

del i very-target cug onérs i nput columm 228 and the expected conversion rate

i nput colum 230 i he. pl anni.ng: se screen 200..of Fig. .5 wvia.th
operati onéjuni t 26 EL:Ioﬁ‘tietrﬁég oar%%f1 e?cplt%gOf §'Fitgl.e g0 A Ona?%%patca:f& %tusmgn?%%put
of the expected onven;!on ra#_ accon?ing to,5.the f

[

L JEIN paccor di O gpdi g cquit'on. The
accepted pl afiiéd fufiber of Idet i ver y é@gé?‘% St0ne sklna e BRpectEfY
Comuer 1,00 TRLE. 21 £, LeSReehi ] Yer3101 L e DUTBET B ot e planning-
DM del [ ver Y- Largel cust ofe" s, 163 of the, el.angidg:  phags o pLorgration by
computer 10 of Fig. 3. The condition thus accepted is stored in the
10 planning-phase specified condition 140 of Fig. 4 (b).
[0064]
The number of DM delivery calculation unit 114 makes access
to the customer master table 108, to extract the customers to whom
the sending condition applies, out of the customer master table 108,
15 and calculates the number of customers to whom the direct mail may
be sent, under each condition. The calculated number of delivery
applicable customers is stored in the number of DM-delivery-
applicable customers 162 in the planning-phase information by
condition 160 of Fig. 4(c), and further displayed in the number of
20 DM-delivery-applicable customers display column 226 in the planning-
phase screen 200 of Fig. 5, by the planning-phase screen display
unit 106.
[0065]
The plan acceptance unit 116 accepts the setting of the
25 planned number of delivery target customers to whom the direct mail

should be sent, with an upper limit being the number of delivery-

applicable customers input by the user in the planned number of DM-



The newly chosen brand unit value table 118 serves to store therein a newy
chosen brand unit value per custoner, indicating a value to be earned by
conversion of the primarily snoking brand3fmde through the campaign. Fig. 8
specifies, as an exanple, the unit 15 values to be earned per custoner by

t he conversion made through the canpaign (abbreviated as "CNP" in Fig. 8)
on the primarily snoking brand to any of the canpaign target brand

(i ndi cat ed aselGRNybraraet chatdhiegs 8yputnicohunesigécend dheypazeaykedt he brand
such as the internal/external distinction for proprietary products and 20
conpetitor' scprehsérs, rafmd ippitc e lumor? ¥x anptlee pilanthg-phsse wireeen 2deof
custoner has converted to the canpaign target brand of 280.- froma
conpetitor' sFbyarid, vihetheenbgrathosennir afdolinilte vatwears 10 240009+ . 3Alagd, i f
the custoner has turned away froma proprietary brand of 290.- not involved
i n the canpaagso tazcehes canpapgn dfakbete@Bchednebnobr¥27r0 rateoradcessing ke new y
chosen brand unit value is -6000. [0067] - 36 Referring again to Fig. 2,

t he expeci edtivalasedéad cxdratitdoon. ufht d2@ptad quilaahes rHunbenunbetelafery
conver si on- expected custoners from the planned nunber of delivery target
custoners andatdee expeatad andmrer skosrtreat eoniyrstibe fald eve ngesheemiay(1l). 5
(0068] Expected nunber of conversion-expected custoners = planned nunber of
del i very t ar getreelshones siuxbex pec DEddeloneeysamrl icabte /cut00mexsl )i 6p 06D he 10
The nunber of conversion-expected custoners thus calculated is stored in

t he nunber oblaoade hanosr expaetdad icusi-anenst I6ktohetdd63 of the planning-

phase information by condition 160 of Fig. 4(c).

10 [0066]

The newly chosen brand unit value table 118 serves to store

therein a newly chosen brand unit value per customer, indicating a
value to be earned by conversion of the primarily smoking brand made
through the campaign. Fig. 8 specifies, as an example, the unit

15 wvalues to be earned per customer by the conversion made through the
campaign (abbreviated as “CNP” in Fig. 8) on the primarily smoking
brand to any of the campaign target brand (indicated as “CPN brand”
in Fig. 8), with respect to types of the brand such as the
internal/external distinction for proprietary products and

20 competitor’s products, and prices. For example, in the case where
the customer has converted to the campaign target brand of ¥280.-
from a competitor’s brand, the newly chosen brand unit value is
¥24000.-. Also, if the customer has turned away from a proprietary
brand of ¥290.- not involved in the campaign to the campaign target

25 brand of ¥270.- or less, the newly chosen brand unit value is -~¥6000.

(0067]



pl anni ng- phase information by condition 160 of Fig. 4(c), and displayed in
t he nunber of conversion-expected custoners display colum 232 in the

pl anni ng- phase screen 200 of Fig. 5, by_thg 15 planning-phase screen display
unit 106. The expected value calculation unit 120 further |ooks up the
new y chosen brand unit value table 118, and acquires the newy chosen
brand unit values corresponding to the primarily snoking brand condition

specified in the sendirngy cRRpdht {9mkigt 021 hekebypditshl ay1@ach) syt ival ue in
the 20 newWy chosen brand unit val ue display colum 234 in the planning-

phase screen; 200 106 EibulatedNtheShOtger Brt Bshvaewh yn epedrandomiid rrugl ue
166 in the planning-phase information by condition 160 of Fig. 4(c). Al so,

the expect ed;yaltiennah GlBEL b WRhEvd:20 teabsulabesnd Ae angxpactedeeatned
val ue fromthe nunber of conversion-expected 25 custoners and the newy

chosen br and yiidyYah Uest Vot Ned @bl QWiRg cd.Gfimyl #1(2) . [0070] 37 Expect ed
earned val ue = nunber of conversion-expected custoners x newy chosen brand

unit value ... (2) &Q@]l] The expected earned value thus calculated is
stored inthe 5 e&pected earned val ue 167 of the planni ng-phase information

by condition 160 of (Elfeqdgbeinderccegebs condiplany andesisnl avaden, the

expected earned v ay co annl ng- phase “~ screen 200.

[0072] 10Dﬂq%@:l‘)era%fSQ&%le}rQa%%‘:éengf@oﬁgighgsegng;gtreec?%o%\g(e))éfgi;o,nﬁrgte % 106 he
(1

nunber of i'very-app stoners di spray colum
)

[0069]

10 The number of conversion-expected customers thus calculated
is stored in the number of conversion-expected customers 165 of the
planning-phase information by condition 160 of Fig. 4{c), and
displayed in the number of conversion-expected customers display
column 232 in the planning-phase screen 200 of Fig. 5, by the

15 planning-phase screen display unit 106. The expected value
calculation unit 120 further looks up the newly chosen brand unit
value table 118, and acquires the newly chosen brand unit values
corresponding to the primarily smoking brand condition specified in
the sending condition, to thereby display each such value in the

20 newly chosen brand unit value display column 234 in the planning-
phase screen 200 of Fig. 5, and store in the newly chosen brand unit
value 166 in the planning-phase information by condition 160 of Fig.
4(c). Also, the expected value calculation unit 120 calculates the
expected earned value from the number of conversion-expected

25 customers and the newly chosen brand unit value, by the following
formula (2).

[0070]



t he pl anned nunmber of DM delivery-target custoners input colum 228, the
expected conversion rate input colum 230, the nunber of

conver si on-expected custoners display colym 232, and the expected 15 earned
val ue di splay colum 236, which are input or calculated and displayed with
respect to each condition, are respectively sumed by an summ ng unit (not
shown), and displayed in the corresponding colums of the total sumdisplay

columm 240, as welgh as &t Queted vaihbe- nipber &f BMdaliiyerysappli cabl e
custonmers 133, the Blanned 20 nuﬁ%er of E»4déf€&éry-t§fbet %ustoners 134,

the expect ed, COBYEr S ixORew T AlBioddP biRE MATOEL ) Of ._g:g?yersi on- expect ed

custoners 136, and the eXpected earned val ue 137 t he pl anni ng- phase
camnpai gn infornat”@67lﬂ30 of Fig. 4(a), respectively. Further, the average
of the expected conversion rate and the total sum of the expected earned 25

val ue are al so di%ngéggmkgdtgﬁqgépggﬁggtﬁggw%g%hggu%ﬁgg %%%%%?%ngﬁgunn 250

and the expected earn val'ue di splay colum . . ase
Che. oxpect ed FOT A RIT ST B En 17 Of25 el A A o ERe BUSBREBaTROY Trom i he
expect od carnedsialie socal sl 2 a5 AP and e Bharfed budesty by the
ROT thus. cal G0 SFREFEE BT ST AJBaT FERE D CLTed ROT HIL o2y O8 BRA254 of
t he plannin%kgggggxﬁﬁreen 200 of Fig. 5 by
[0072]
10 Also, as shown in the planning-phase screen 200 of Fig. 5,
the number of DM-delivery-applicable customers display column 226,
the planned number of DM-delivery-target customers input column 228,
the expected conversion rate input column 230, the number of
conversion-expected customers display column 232, and the expected
15 earned value display column 236, which are input or calculated and
displayed with respect to each condition, are respectively summed by
an summing unit (not shown), and displayed in the corresponding
columns of the total sum display column 240, as well as stored in
the number of DM-delivery-applicable customers 133, the planned
20  number of DM-delivery-target customers 134, the expected conversion
rate 135, the number of conversion-expected customers 136, and the
expected earned value 137 of the planning-phase campaign information
130 of Fig. 4(a), respectively. Further, the average of the
expected conversion rate and the total sum of the expected earned
25 value are also displayed in the expected conversion rate display
column 250 and the expected earned value display column 252 of the

planning-phase screen 200 of Fig. 5, respectively.



t he pl anni ng- phase screen display unit 106, and stored in the expected ROT
138 of the pl anni ng- phase canpaign information 130 of Fig. 4(a). 15 [0076]
An operation of the DM canpaign sinul ati-offapparatus 100 thus confi gured
according to this enbodinent will be described hereunder. Fig. 9 is a

fl omchart showi ng an exanple of an operation of the DM canpai gn sinulation
apparatus 100 according to this enbodi nent. The 20 description wll be made
referring to Figs.[qp% rough 9 as under. [0077] At first, information on
obj ect campaigns is registered in advance in the planni ng-phase information
dat abase 104, out PFISHRIEH 2B BahPdigh to V¥ SFRFECetC LHEstghaednito

t hat the planni ng-phase 25 screen 200 correspaonding to the designated

canpai gn is dfépfayedas NReSHEHPdYyRUNITEODATST crheceenpared Y8le_tep S11).
[0078] - 39 The user inputs the planned budget to the planned DM budget

i nput col umc2bigtednes FPRNRAi 3l phasRLEELEHAG0 - t iy dtighfehoviopef i

unit 26, and the planned budget acceptance unit 102 accepts the planned
budget which(has been input (step S13). The 5 accepted pl anned budget is
stored in the planned budget 132 of the planning-phase canpaign information
130 of Fig. 4(a). Theitlthe user inputs various conditions to the DM sending
condition listing 204 of the planning-phase screen 200 through the
operation unit 26,EzxrttedeROkdridi i ®rractepteanved uilue 11 P laoveptimidokd s er
conditions (step S15). 10 The accepted conditions are individually stored in
Fig. 4(b) ungéannesabhdegindi Pofe) .. (3)
(0075]
10 The expected ROI thus calculated is displayed in the expected
ROI display column 254 of the planning-phase screen 200 of Fig. 5 by
the planning-phase screen display unit 106, and stored in the
expected ROI 138 of the planning-phase campaign information 130 of
Fig. 4(a).
15 [0076]
An operation of the DM campaign simulation apparatus 100 thus
configured according to this embodiment will be described hereunder.
Fig. 9 is a flowchart showing an example of an operation of the DM
campaign simulation apparatus 100 according to this embodiment. The
20 description will be made referring to Figs. 1 through 9 as under.
[0077]
At first, information on object campaigns is registered in
advance in the planning-phase information database 104, out of which
a campaign to be simulated is designated, so that the planning-phase
25 screen 200 corresponding to the designated campaign is displayed on

the display unit 24 of the computer 10 (step S11).

[0078]



[0079] The nunber of DM delivery calculation unit 114 then nmakes access to
the custonmer master table 108, to extract the custoners to 15 whomthe
sending conditions apply out of the custoggr_naster table 108, and

cal cul ates the nunber of custoners to whomthe direct mail may be sent,

Wi th respect to each condition (step S17). The cal cul ated nunber of
delivery applicable custoners is stored in the nunmber of

DM del i very-appl i ca @séysltrﬁﬁ%gstﬁé%lgﬁné&%ue@@@ruonghggﬁsa%ngg be%g@éi on by
condition 160 of Fig. 4(c) under each condition i spl ayed in the

nunmber of DM deld w8l ¥rappbi 89bdn°e gygﬂr%atéhgeset%en RbUPR- 226 Phe t he
pl anni ng- phase screen 200. he surming unit calculates the total sum

of the nunbe i Ver 0 o] ch
condi T onwpR o Eh HEE éSESAr}Oﬁ%?%EPl%%?%@E#@Sﬁ%%%”%%%%ﬁf‘zm in the

pl anni ng- phaé@t tls€ %annégqggﬁe€QWuI%eﬂa§Qﬁﬁ ﬂ&nﬁ?%@@&?@ﬁ% un“ﬁmll6

accepts the set |ng t he ed nunber ery target custoners to

whom the i rggéegﬁ@al Jhamu' guébee&sgg egar}ggtﬂ? ) g#ﬁaﬂedt BEIGPESL S the

conversion rate, pl anne Ivery-target custoners

I nput colunn geen:%bgaﬁﬁﬁgﬁﬁggf 1003 Eﬁt g%ngqg CO%HQF-&%Q ggrthe

pl anni ng- ph eac i tion, pper imt DBélng

the " nunber of g,g' %xga{l 2pghasadhe st %gg»ﬁ e'na%% RhbSors gy lfloe e

operatlon Unlt e accep anne

target custopers and xpected c SIO rate are 10 storeg in th
pl anned nunbgE % |\$e$yS EfFBegﬂﬁﬁél rk t%TG%PeH%ElO?ngéx 8 B the

conversion rate,.164 of th annlng ﬁ%ase |nf tation conditio 60 of
Fig. 4(c), un%ﬁg % Cha%ﬁ%? ce unlﬁu} eg?F ose condeYon (Step élS}

I on
10  The accepted conditions are individually stored in Fig. 4(b) under
each condition.
[0079]
The number of DM delivery calculation unit 114 then makes
access to the customer master table 108, to extract the customers to
15 whom the sending conditions apply out of the customer master table
108, and calculates the number of customers to whom the direct mail
may be sent, with respect to each condition (step S17). The
calculated number of delivery applicable customers is stored in the
nunber of DM-delivery-applicable customers 162 of the planning-phase
20 information by condition 160 of Fig. 4(c) under each condition, and
displayed in the number of DM~delivery-applicable customers display
column 226 of the planning-phase screen 200. Also, the summing unit
calculates the total sum of the number of delivery applicable
customers corresponding to each condition, which is displayed in the
25 total sum display column 240 in the planning-~phase screen 200.

[0080]



summing unit calculates the total sum of the planned nunber of delivery
target custoners corresponding to each condition and the 15 average of the
expected conversion rate, and these valuegjare stored in the planned nunber
of DM delivery-target custoners 134 and the nunber of conversion-expected
custonmers 136 of the planning-phase canpaign information 130 of Fig. 4(a),
and displayed in the total sumdisplay colum 240 in the planni ng-phase

screen 200. The 20Cnavetageiah therxnest gd tCony efskbphs e skt @lgsar digpl ayed
in the expected conversion rate display colum 250 in the planning-phase

screen 200. [0081h nwRsegdemiliYery hare¥pesiadmyal Ue GabsWHt Horedinih 120
then 25 calculates by the foregoing formula (1) the nunber of conversion

expected custQIBESKHE rQM:t BSy RirRNRSE NWIbene Axpdetdy finvi A8t ratdistigners and
t he expected conversion rate accepted at the step S19, - 41 and such val ue

is stored i%fﬁ%egwero&f%me@m&@:%p gqut&h&tsorirﬁﬁét 169u0f ztz'@ﬁand

pl anni ng- phase 1 nformation by condition 160 Fig. 4(c) under eac

condi tion, angl @&;Q&@é@e@ohvefﬁ%nnyme&ngﬁt &qmﬁﬁrﬁ@%femee?ﬁgﬂg&@i AOEL S

di splay colum 232 1n the planning 5 phase screen 200. Al so, sunmmi ng

uni t cal cul jé]&%ehhﬁoé bk Sy ebndfie RUnper, af, @g&%%%b%w clied

cust oners, ich is stored in the number of con sion-expected custoners
i splayed | ha" Tor R SR drEal oy KorReEg L ey prnseR. Raedscr cen
200 (step 1‘81es%g52%'ra1£i00918a}1it Fz%r t( Q@ép Stl@? . exﬁl%cE\Sgeﬁ/t%lduSlgr%!e%uh%eorn o%mi t 120
makes access
delivery target customers and the expected conversion rate are
10 stored in the planned number of DM-delivery-target customers 163 and
the expected conversion rate 164 of the planning-phase information
by condition 160 of Fig. 4(c), under each condition. Further, the
summing unit calculates the total sum of the planned number of
delivery target customers corresponding to each condition and the
15 average of the expected conversion rate, and these values are stored
in the planned number of DM-delivery-target customers 134 and the
number of conversion-expected customers 136 of the planning-phase
campaign information 130 of Fig. 4({(a), and displayed in the total
sum display column 240 in the planning-phase screen 200. The
20 average of the expected conversion rate is also displayed in the
expected conversion rate display column 250 in the planning-phase
screen 200.
[0081]
Subsequently, the expected value calculation unit 120 then
25 calculates by the foregoing formula (1) the number of conversion-

expected customers from the planned number of delivery target

customers and the expected conversion rate accepted at the step S19,



to the newWy chosen brand unit value table 118, and acquires the newy
chosen brand unit value corresponding to the primarily snoking 15 brand
condi tion specified under each condition,,t{o_thereby display such value in
the newly chosen brand unit value display colum 234 in the planning-phase
screen 200, and to store the value in the newy chosen brand unit val ue 166
of the planning-phase information by condition 160 of Fig. 4(c). 20 [0083]

Then, the expectedyvalye ¢al guabi an wiil huksld eal &&HV@,&% expbBEed Or €g0i ng
fornula (2) the expected earned value fromthe nunb ?

conver si on- a%%}n@gs cust gren%. andnh e, Reuky 1%9%&M c':HHdtltllgﬁll%% oénd

stores such value 1 n the expected earned val ue 167 of t e 25 planni ng- phase

i nformation CQQQ} tdrg%t 1@9ckpfcoﬁli9tdlo41( Clng 'ﬂl%?lq; inSH NgUNi §e

cal cul ates the tota he expected earned va which i's stored in the

expect ed ear&ggfgg% %%é {4 theplhannin pﬁ%ﬁf§| &3MpRILgn Eg% Iqﬁtlon 130

of Fig. 4(a) inthe tota ay colunn n -t he

pl anni' ng-phage, screen. ag%@ﬁ Calstohe cXReghed; sa0ed val e digpl ax solyn 252

[ 0084] Theé éxpecte Sar abion Ui t en cal cu
foregoing for ct ROT fr the expect e arned a ue
cal cul ated at t }E3g¥%ber Sm%\ %f%%ﬁg W% acéeﬁglc it S?%éasfgp S13

t S23). Th I i t d t d ROT 138 of
gﬁeeglann?ng e Eggggﬁ%acoﬁv?%¥ﬁpn%¥long§§89Q% T%Sﬁﬁ% O£(§¥3PESH“HF§p|ayeS

I[gotsg]e eXpec[Ehase camlgalllsg[r)l c():r%la 1on2be ori3 Ft he4?| a,nrgnggdfspalayeac{rf}%%ezoo'

total sum display column 240 in the planning-phase screen 200 (step
10 s21).

[0082]

Further, the expected value calculation unit 120 makes access
to the newly chosen brand unit value table 118, and acquires the
newly chosen brand unit value corresponding to the primarily smoking

15 Dbrand condition specified under each condition, to thereby display
such value in the newly chosen brand unit value display column 234
in the planning-phase screen 200, and to store the value in the
newly chosen brand unit value 166 of the planning-phase information
by condition 160 of Fig. 4(c).

20 [0083]

Then, the expected value calculation unit 120 calculates by
the foregoing formula (2) the expected earned value from the number
of conversion-expected customers and the newly chosen brand unit
value, and stores such value in the expected earned value 167 of the

25 planning-phase information by condition 160 of Fig. 4(c). Also, the
summing unit calculates the total of the expected earned value,

which is stored in the expected earned value 137 of the planning-



As descri bed above, the DM canpai gn simulation apparatus 100 according to
this enbodinent allows predicting, at the tine of 15 planning the direct
mai | canpai gn, the expected ROT with respect to different sending
conditions according to the customer properties and thereby simulating the
effect of the direct mail canpaign, and therefore facilitates nmaking a
proper decision on the investnent and establishing an efficient direct mail

canpai gn bagessoralbei Anenkorm 10Ae1 IRketiNg 4met hothdnhi 65 -4l ectiiet he
needs of each customer. Also, since the expected effect of the direct mai

is expresslyorr esRniehl1ag tABRL 26N Peneasidni §§tphas@0864cenThbs Hrbodi ment
al so all ows specifying the delivery target 25 custoners to whomthe direct

mai | shoul deRe s@atthasednen theepiohanti es1ef, egsh custoner such as, in the
case of cigarettes for exanple, the current primarily snoking brand, age,

sex, area and so rogd3; on, and simulating the effect of the canpaign.
Accordingly, the enbodinent allows providing, via direct mail, information

approprigte for the nepdsof seacluicustomer fased o Lhe Siaulald og pesult,

to the custoners car y Screene on the custonmer i on

Pervel SrLibeankhy 10Greases the BLARREA Rl 0% EATRALAN, Sompared WL

massi vel y sending Irect mail extracted custoners. [0087]

S ent i oy LEfile TaRSWSIENL, ARPALALYSACERE Hrl0ol Sideopfa s REL IR S0 the

present invention W escri her eunder .
schermati c f%'k'?e(:tslt%g Qifc(gtgbagfﬁm S%?é’mcggcglated value is then stored in the

expected ROI 138 of the planning-phase campaign information 130 of
10 Fig. 4(a), and displayed in the expected ROI display column 254 in
the planning-phase screen 200.
[0085]
As described above, the DM campaign simulation apparatus 100
according to this embodiment allows predicting, at the time of
15 planning the direct mail campaign, the expected ROI with respect to
different sending conditions according to the customer properties
and thereby simulating the effect of the direct mail campaign, and
therefore facilitates making a proper decision on the investment and
establishing an efficient direct mail campaign based on the one to
20  one marketing method which reflects the needs of each customer.
Also, since the expected effect of the direct mail is expressly
presented, a target can be easily set.
[0086]
This embodiment also allows specifying the delivery target
25 customers to whom the direct mail should be sent based on the
properties of each customer such as, in the case of cigarettes for

example, the current primarily smoking brand, age, sex, area and so



configuration of the sales pronotion support systemincluding the DM
canpai gn effect neasurenent apparatus 300 according to the 15 enbodi nent of
the present invention. The effect neasureggnt apparatus (DM canpai gn effect
measur enent apparatus 300) serves to neasure an effect of a sales pronotion
canpai gn, executed through sending out a direct mail for a sales pronotion
canpai gn of a product of a specific brand under a predeterm ned sendi ng

condi tion 200andhreoklREtdtAdgansveESet®O ﬂH@Séd}r?@ﬂﬁri\.reAE&@fﬂiQ’iéiglan@{e& based
on customer information including properties of the custoner witten on

the returnedeRQstiGahd, aARksi PEIHdREg AN JACAUFSHE @M YNidfobAStWnSi tion  unit
302) that acquires the custoner information automatically read out fromthe

postcard, anzgetdiahatestdt tHatrkaseof acimakus@siht psed BhOFHR: AN database

312) that acquires, fromthe custoner information, conversion

classificati paginf orgatioRusAGhGAt EageﬁﬂlX%%n@aa@%ehhgn% QB orltas

shifted his/her primary purchase as a - 4 result of the canpaign, and

accumul ates sHEhi0f Of MR 0 9 r83¢ha NSt AREL 45 w%%gs%&@@mfa@ £ unit

(budget acceptance unit 310) that accepts an input o udget of the

campai gn, a_candli4hon-aeseekangs WoLL.dtepratyet oo dipit, 304n that accepts

fromthe cust mation a conditron inclu g the properties of the

cust oner who._i r f sendi ng postcards acceptance unit
hdom ¥§é’r%%teén§\%§{§§\%§8

(act ual result ac eptance u that accepts a nunber of postcards to
be sent out with f ct to each condition, a nunber of newly converted
custoners calculatfon unit (conversion rate calculation unit 320) 10 that

cal culates a numbeg,of pewl ¥ conyerd ed 8%:'?%%%’3%&&6‘%%?09&@“% ganver si on
classification inforfation with respec? 0 ch condi'tion, ° a conversion
rate CanB“ a&%ﬁ%&fﬁ%k% éfu%ﬂgeﬁégég%tr?ﬁ&%ﬁ%%gﬁu&fgf %Q éggéiibed hereunder.
[0088]
Fig. 10 is a schematic function block diagram showing a
configuration of the sales promotion support system including the DM
campaign effect measurement apparatus 300 according to the
15 embodiment of the present invention. The effect measurement
apparatus (DM campaign effect measurement apparatus 300) serves to
measure an effect of a sales promotion campaign, executed through
sending out a direct mail for a sales promotion campaign of a
product of a specific brand under a predetermined sending condition
20 and collecting answers to a questionnaire from customers, based on
customer information including properties of the customer written on
the returned postcard, and includes an acquisition unit (acquisition
unit 302) that acquires the customer information automatically read
out from the postcard, an actual result database (actual result
25 information database 312) that acquires, from the customer

information, conversion classification information indicating to

which brand the customer has shifted his/her primary purchase as a



320) that cal culates a conversion rate based on the nunber of newy
converted custoners and the nunber of postcards sent, with respect 15 to
each condition, a unit value table (new-ygghaosen brand unit value table 118
of the DM canpaign sinulation apparatus 100) that stores therein an earned
val ue unit cost per customer, predeterm ned according to the properties of
each brand of the product, and indicating a value to be earned by a change

made t hr ough rtbel 20 feanp aiagpaodn t hedbsadishill heds tshen custanBt 1@ ioraeadty
purchases, an earned value calculation unit (earned val ue cal cul ation unit

322) that | egksord,t heouet yaddpeahabl@itt Opakmi secddienearned Babue Hami t
cost gai ned through the conversion to the specific brand, corresponding to

the propertigscqftd Ba biardoof a theiget ostichet @anthiigh, 25 ddngi sesdiapgesidict | ON
applies, thereby calculating the earned val ue based on the nunber of newy

converted CughOMef@pradR@icsahsitl aouPnhdinbbcdiR@ reah cHathOfomddi t 324) that
cal cul ates a RO based on the 45 budget and the earned val ue, and an act ual

resul t presenpatiQiibRid cdastus inestdingdiapl@epunt {e3H) thdbat,sRERSENHS the
earned value and the RO. [0089] 5 As described above, the DM canpaign

ef fect measurenBiflye, B8RP af HBe30% 3CAQ1Y R8st Ol Sc&MQdLaBR; (MBY 08

attai ned through an effect neasurenent program executed by the U 12 of

the conputer . 10 Ol ELG are THYS. 31N e0L GRASUL GARNL oﬁrﬁgit%&n%@té e DM

canpai gn effect neasurenent apparatus 300 according to this 10 enbodi nent is

a program of JOpASYL ggg?r}e%)[sﬁghoogegréh S@ld gg&er@ hQfbe C BEPALAN, c8?§§é3rg:te‘?id

through sending out” rec a sa pronotion canpai'gn o
product of acﬁgggﬂé?sccgqéﬂygtgggQLnf% (conversion rate calculation unit 320)

10  that calculates a number of newly converted customers based on the
conversion classification information with respect to each condition,
a conversion rate calculation unit (conversion rate calculation unit
320) that calculates a conversion rate based on the number of newly
converted customers and the number of postcards sent, with respect

15 to each condition, a unit value table (newly chosen brand unit value
table 118 of the DM campaign simulation apparatus 100) that stores
therein an earned value unit cost per customer, predetermined
according to the properties of each brand of the product, and
indicating a value to be earned by a change made through the

20 campaign on the brand that the customer primarily purchases, an
earned value calculation unit (earned value calculation unit 322)
that looks up the unit value table, to acquire the earned value unit
cost gained through the conversion to the specific brand,
corresponding to the properties of the brand of the product to which

25 the sending condition applies, thereby calculating the earned value
based on the number of newly converted customers, a ROI calculation

unit (ROI calculation unit 324) that calculates a ROI based on the



A Ao 1

predet erm ned sending condition and collecting answers to a questionnaire
from custoners, based on custoner information 15 including properties of the
custonmer witten on the returned postcarg, -and the program causes a
conputer (conputer 10) including an actual result database (actual result

i nformati on database 312) that acquires, fromthe custoner information
conversion classification information indicating to which brand the custoner

20 has shi f te@gbt sdrterhprédrmiey parn@)ased as actesuldesalt theseampaicgnuni@nd
accunul ates such information of each custoner, and a unit value table

(newl y chosepchthanddsnnt qiadgiayt @ble 3148)tHahapred@nestidezehsd @ ueashed

val ue unit cost per custoner, predeterm ned according to the properties of
each brand afet her product and indicating a value 25 to be earned by a change
made through the canpaign on the brand that the custonmer primarily
purchases, to perfigngyps an acquisition unit that acquires the custoner
information automatically read out from- 46 the postcard, a budget

acceptanee unit (hudgei-aeeapinee Hid tvBdMpailjRat rACGeRESs@nkppUt of a
budget of the canpaign, a condition acceptance unit (reproduction unit 304)

that accept Sapr;'é?é‘Eﬁ§1%OOCé’§5&@§ﬁgiﬂH REABLARRGAGANdLL T 980 4Gk Hdi ng bR
properties of the 5 custoner who is surveyed, a nunber of sending postcards

accept ance cfgln%gf%é?%ékufe%%t t 8nge,ufi by ) chhat, agcapt %ﬁg%m?‘&‘é(g)er

of postcar e sent out w respect to each condition, a nu

i 320 £ et el i At oo” & unier OF RO Comyar PEUD Cok GRert based

unit 320) that ca y conver custoners based on

the conversi gglcgfSéfffgsetr&e%@ukgm&{tgg%{;mtwst 800 [£2BEG!d Q8861 condi L] on, a

conversion ra culation unit ersion rate ca ation unit 320)
t hat Cah%“'%&Sgdﬂmgﬁn{§r§|é¥$gram of measuring an effect of a sales promotion

campaign, executed through sending out a direct mail for a sales
promotion campaign of a product of a specific brand under a
predetermined sending condition and collecting answers to a
questionnaire from customers, based on customer information

15 including properties of the customer written on the returned
postcard, and the program causes a computer (computer 10) including
an actual result database (actual result information database 312)
that acquires, from the customer information, conversion
classification information indicating to which brand the customer

20  has shifted his/her primary purchase as a result of the campaign,
and accumulates such information of each customer, and a unit value
table (newly chosen brand unit value table 118) that stores therein
an earned value unit cost per customer, predetermined according to
the properties of each brand of the product and indicating a value

25 to be earned by a change made through the campaign on the brand that
the customer primarily purchases, to perform as an acquisition unit

that acquires the customer information automatically read out from



rate based on the nunber of newy converted custoners and the nunber of
postcards sent, with respect to each condition, an earned val ue 15
calculation unit (earned value cal culatiop,unit 322) that |ooks up the unit
value table, to acquire the earned value unit cost gained through the
conversion to the specific brand, corresponding to the properties of the
brand of the product to which the sending condition applies, thereby

cal cul ating g%pgg{@m val %ﬁsg&%ahbg urdQ@ REEReS 9&5&%&&@%@&@9

cust oners, cal cul’ati on unit cal culatlon unit 324) t

cal cul ates a, RO ;hased ap h@ﬁl}guggaetb B pheneacned vl uecoandeap, act ual

result presentation unit resu dlsp ay uni at presents the

ear ned val ue,and the. ROl ¢ nclgegjgt%%c%%ﬁR cf.e6 g B98I L OoFL o | mge

recognition sys em es a readi ng unit a resul counti ng

uni t 194, an & RM M%%QP%#}% g&%&%gﬁ ﬂi?cq_udéz% tr{eoggégler-gl%s t%%dl ng

unit 192 reads an 1 nage on the returne post car scanner,

appl | es the AaquiLed,ddmagest 04O 0ot | 2l hAAL EE&A%%FOgggﬁpéaE;géeby

ach|r|ng the 1 ma Inaform “haracter tron

result countln 94 o 0 ti_on ut

character in ng F%%%aégggéég£%8p§%$é%D§ﬁrea&%zg&%%ia8 ggmgszgs t he
extracted |nfornat|o rnatlon d taba 196. [00 The DM
i nf or mati on WAtaB equgea%%ﬁhﬁPatesk&ﬁss%uéi rerac Congunﬁm’ LRtk JF

newly converted customers calculation unit (conversion rate
calculation unit 320) that calculates a number of newly converted

10 customers based on the conversion classification information with
respect to each condition, a conversion rate calculation unit
(conversion rate calculation unit 320) that calculates a conversion
rate based on the number of newly converted customers and the number
of postcards sent, with respect to each condition, an earned value

15 calculation unit (earned value calculation unit 322) that looks up
the unit value table, to acquire the earned value unit cost gained
through the conversion to the specific brand, corresponding to the
properties of the brand of the product to which the sending
condition applies, thereby calculating the earned value based on the

20 number of newly converted customers, a ROI calculation unit (ROI
calculation unit 324) that calculates a ROI based on the budget and
the earned value, and an actual result presentation unit (actual
result display unit 314) that presents the earned value and the ROI.

[0090]

25 Referring again to Fig. 10, an image recognition system 190

includes a DM reading unit 192, a result counting unit 194, and a DM

information database 196.



information fromthe returned postcards. [0094] 15 The inmage recognition
system 190 according to this enbodinent is capable of automatically
processing, for instance, a mllion p0§tE§rgs per day. [0095] The custoner
i nformation accunulated in the imge recoghition 20 system 190 is further
accunul ated in a custoner database 198. The custoner database 198 contains
custoner properties information possessed by the pertinent conpany, and

i ncl udes, for exag%b 1] primarily snoking brand information, sex, age, place
of residence, and the |like, as well as various information such as answers

to the 25 questiongal he ANGRASt,AMRkHNGDSLON e i L Jiespect. Lo each

custoner. [0096] - canpai gn effect neasurenent apparatus 300

i ncl udes the cqui si.tio i 02 e ction unit 304, the dget
accept ance JﬁFﬁcg%%%h%hega% J%F§fégﬁ%E%P%F%{%g%i%ﬁﬁﬁéngﬂggﬁéia,m}ﬁgﬂ act ua
result displ uni 14 he tual result acceptance, unit 5 318 he
Conver st on r b oAl Sitker bl SAShe S e 2EREE O §ot "aR L) s
322, and thekﬁcl al culation unit 324. [0097] The DM canpai gn effect

measur eneént @ 63?‘2?55“%867“%%15% in Fig. 10 may also include a conputer
havi ng the sane cqﬁ%k?gration as the 10 conputer 10 of Fig. 3. [0098]

Here, although the anpai gn simul ati on apparatus 100 and

The result counting unit 194 extracts necessary information
out of the character information acquired by the DM reading unit 192,
and stores the extracted information in the DM information database

10 196.

[0093]

The DM information database 196 accumulates the customer
information from the returned postcards.

[0094]

15 The image recognition system 190 according to this embodiment
is capable of automatically processing, for instance, a million
postcards per day.

[0095]
The customer information accumulated in the image recognition

20 system 190 is further accumulated in a customer database 198. The
customer database 198 contains customer properties information
possessed by the pertinent company, and includes, for example,
primarily smoking brand information, sex, age, place of residence,
and the like, as well as variocus information such as answers to the

25 questionnaire and past smoking history, with respect to each
customer.

[0096]



t he DM canpai gn effect neasurenent apparatus 300 are provided as separate
conponents in this enbodi nent, the prograns associated with 15 the
respective apparatus may be installed in 4he same conputer 10, so that
executing the respective prograns nmay performthe both functions with a
si ngl e apparatus. Hereunder, descri pti on will be nade on the assunption
that the sane conputer 10 is enp [ 0099] 20 The acquisition unit 302
nmakes access to tﬁ@ecagt%alg’da?f &§é“%@81re’fl%nta@@8ii¥%t‘+?eéggs§ﬁluﬁﬁ?otif}]@at| on
fromthe custonmer database 198 and store the information in the actual
result i nf cr¢rtisdhieratapasddB12he Hegra odudelofe ot si tdentimitidger confirns
new y chosen brand information of the custoners involved in the 25 canpaign
supposed t o apngdtgace haisf Bt theadtivadentsuldndnéxreades, datgahe reigpethet o
each condition, upon finishing the canpaign, the custoners who have
converted toaCtthJ@lsp@%}ithi ¢ippavd upt ordtledthe adteal ressdnpadqpplangyregat es t he
nunber of such custoners, and stores that nunber in the actual result
i nf or mat iSon 3t abhsec@W2rason hataupblaulapiomeniy TPhvehe eshrmadt omeres. The
actual result information database 312 will be described later. 5 [0100]
The reproductadlomlanion 304tr&zdls andt theh®OI nddrawdet om shor et4.n  t he
pl anni ng- phase i nformati on database 104 of -the DM canpaign sinulation
appar atus 100, and{Q0&@ioduces that information in the actual result
i nformati on database 312. 10 [0101] The budget acceptance unit 310 accepts
an input of the butigeDM ofmgdigncaffaitgneadiremaseraprayatasni N0 ahewd hiew Fig.
operation unit 26 of

10 may also include a computer having the same configuration as the

10  computer 10 of Fig. 3.

[0098]

Here, although the DM campaign simulation apparatus 100 and
the DM campaign effect measurement apparatus 300 are provided as
separate components in this embodiment, the programs associated with

15 the respective apparatus may be installed in the same computer 10,
so that executing the respective programs may perform the both
functions with a single apparatus. Hereunder, description will be
made on the assumption that the same computer 10 is employed.

[0099]

20 The acquisition unit 302 makes access to the customer
database 198, to acquire necessary information from the customer
database 198 and store the information in the actual result
information database 312. Here, the acquisition unit 302 confirms
newly chosen brand information of the customers involved in the

25 campaign supposed to undergo the effect measurement, and extracts,
with respect to each condition, upon finishing the campaign, the

customers who have converted to the specific brand promoted in the



the conputer 10, thus inputting the planned budget. [0102] 15 The act ual
result information database 312 contains information shown in Fig. 11, for
exanpl e, canpaign actual result information 330, an actual result specified
condition 340, and actual result informatidon by condition 360. As shown in
Fig. 11(a), the actual result information database 312 stores therein, as
the 20 canpaign actual result information 330, under each canpaign |ID 331,

t he budget 33 t he nunbe | ivery .appl.icable custo

nunber of a%wmya%%ﬁeggé"t?e%%o%%e%ﬁ B BT o R s To3a8 Y e
nunber of new y, converted 336 d val 337, and the RO
338. 25 [010% B o%lhfa‘%ri‘“Sﬁ C%%SE%S%%;ZW&?/ e 8“&%% ain a
tabl e (not shgwn) contai nin |nfornat|o such as t he form -

tining of coﬁ%uﬁ w3hﬁ8nﬁﬂﬁﬁfrcﬁﬁ‘§ﬁﬁFrc CoAST 1t Fﬁ%ug Hﬁﬁ?ﬁﬁnjﬁﬁder each
canpaign ID. [010 shown in Fi 11(b), the actual result information

5 dat abase 3?9 %?%%béAfﬁﬁﬁg H?‘%?CFﬁBaééﬁﬁﬁF result specified condition 340,
under each condition nunber 341, the area 342, the primarily snoking brand
condi tion°343, thel?HH-anay probability 348, the sex 349, and the age 350.
Further, the primarily snoking brand condition 343 includes the

i nt er nal / ext er nal @h%tﬁ%é??%@@ﬂ%%éoﬁor?ﬁqscQuEa‘%}@géfl?O%loﬂh%tqr§§t &n
classification 346, and the tar content 347. Thus, the actual result

speci fi ed coflFtpemn3ng-Biasehenfu@rtiapn dsdabese 0dr Aatihen Diataasdan312 has

t he sanme structure as the
simulation apparatus 100, and reproduces that information in the

actual result information database 312.
10 (01011
The budget acceptance unit 310 accepts an input of the budget
of the campaign. The user may manipulate the operation unit 26 of
the computer 10, thus inputting the planned budget.
(0102]

15 The actual result information database 312 contains
information shown in Fig. 11, for example, campaign actual result
information 330, an actual result specified condition 340, and
actual result information by condition 360. As shown in Fig. 11l(a),
the actual result information database 312 stores therein, as the

20 campaign actual result information 330, under each campaign ID 331,
the budget 332, the number of DM-delivery applicable customers 333,
the number of DM-delivery-target customers 334, the conversion rate
335, the number of newly converted customers 336, the earned value
337, and the ROI 338.

25 [0103]

The actual result information database 312 may also contain a

table (not shown) containing information such as the name, form,



pl anni ng- phase specified condition 140 of the planning-phase infornmation
dat abase 104 of Fig. 4(b), and the reproduction unit 304 15 reproduces the
data stored in the planning-phase specifiéld condition 140, in the actual
result information database 312. [0105] As shown in Fig. 11(c), the actual
result information database 312 contains, as the actual result information
by condition 20 360, under each condition nunber 361, the nunber of
DM del i ver y- CHpPIG €abFE®GEt ot §UBBPr afhaPhtifisériont DVEHR| Fafery IR argeer
custoners 363, the conversion rate 364, the nunber of newy converted
cust oners 368ach kamRidy IPhosen brand unit val ue 366, and the earned val ue
367. Here, the nunber of DM delivery-applicable custoners 362 25 and the
new y chosen brandl@#4l val ue 366 of the actual result information by
condition 360 are the sanme data as the nunber of DM delivery-applicable
custonmers 162 and Ahehexpebt édgcohvér)si be regtteal B®bulteunfpfrmaheon
pl anni ng- phase i nformation by condition 160 of the planning-phase
i nf ormat i'on dataEase31D4tomes hthedbblivargraitha agivall atswdn appairfdeds 100,
reproduced by the reproduction unit 304. [0106] 5 In addition, as already
stated, the nombigrioof3dbwupdeormaeht edhdidisth ometer38bl sttbeesrdsh@k@) nttehe
total nunber of the custonmers who have converted the primarily snoking
brand, acqui pethdnilyhenddggi srandrondi ticg0243 r dinet hercustgnerodat abas 84898.
[0107] 10 Referring again to Fig. 10, the actual result display unit 314
di spl ays t hethetssal 3t2sund sbe esre 300. sitownhém Ehg.pdiaroby tdrekidyg Spdaay uni t
24 of the conmputer 10. Here, the actual result screen

condition 343 includes the internal/external distinction 344, the

10 price category 345, the taste classification 346, and the tar
content 347. Thus, the actual result specified condition 340 of the
actual result information database 312 has the same structure as the
planning-phase specified condition 140 of the planning-phase
information database 104 of Fig. 4(b), and the reproduction unit 304

15 reproduces the data stored in the planning-phase specified condition
140, in the actual result information database 312.

[0105]
As shown in Fig. 11(c), the actual result information
database 312 contains, as the actual result information by condition

20 360, under each condition number 361, the number of DM-delivery-
applicable customers 362, the number of DM-delivery-target customers
363, the conversion rate 364, the number of newly converted
customers 365, the newly chosen brand unit value 366, and the earned
value 367. Here, the number of DM-delivery-applicable customers 362

25 and the newly chosen brand unit value 366 of the actual result
information by condition 360 are the same data as the number of DM~

delivery-applicable customers 162 and the expected conversion rate



400 may be edited by the paper format editor into a paper format, and
output via the printer 28 of the conputer 10. As shown in Fig. 15 12, the
actual result screen 400 includes a DM budget input columm 402, so that the
anount of the budget input to the DM budget input colum 402 by the user

t hrough the operation unit 26 of the conputer 10 is accepted by the budget
acceptance unit 310, and stored in the budget 332 in the canpaign actual

resul t i nforgat Lon 3301 96 FiOpn2 116aknad 0108) colhec st uah sesylt screen

400 al so includes the DM sending condition listing 204, which is the sane

as the DM sendhag, bé'Qﬂ‘oﬂn!a@fdrﬂglag%aéen1b@elrp|tﬁ@nbb‘f‘§b Pa% screen 200 of
Fig. 5. Here, the conditions in the actual result specified condition 340

of Fig. 1lhhale deadpoitcdndodll SRLAYEE s} DM SENIRGoE Andic! bOA.
listing 204 %ﬁ t e ac?p resul t sc?een 400. §Furthe§ the conditions in the
- 52 DM sendi ng ¢an pgition listing 204 may be modi fi ed |n each colunn by

the user through the o%eratlon unit 26 of the conputer In this case,

the DM canpai gn efiegl. Iasur ament . appas atus g{\%@%gﬁg 1Ay sondiaien

accept ance uni e sa as t

si nul ati on_gpparat us 3%90 Of%g, %Qere@d@%ecgotgeng LNk Sup “agsent ed %the

condi tion accep ance un| actu resu speC|
condi ti on 340 ofcégg%r% &L%he r%s%g} f n&%&gatlg n aga edS%Z nDdlfled,
accordi ng t 0 heCALSEptad icatiron. - [ 01867 “ro *Fartér e act ual

| t 400. I d I bl t
i opl ay" ool o954 g IR Ee i@?ﬁom"téﬁsswwﬂsaﬁm%eW : h?i‘pl 2y col um 234
whi ch are the san?0?87

10 Referring again to Fig. 10, the actual result display unit
314 displays the actual result screen 400 shown in Fig. 12, on the
display unit 24 of the computer 10. Here, the actual result screen
400 may be edited by the paper format editor into a paper format,
and output via the printer 28 of the computer 10. As shown in Fig.

15 12, the actual result screen 400 includes a DM budget input column
402, so that the amount of the budget input to the DM budget input
column 402 by the user through the operation unit 26 of the computer
10 is accepted by the budget acceptance unit 310, and stored in the
budget 332 in the campaign actual result information 330 of Fig.

20 1l(a).

[0108]

The actual result screen 400 also includes the DM sending
condition listing 204, which is the same as the DM sending condition
listing 204 in the planning-phase screen 200 of Fig. 5. Here, the

25 conditions in the actual result specified condition 340 of Fig.

11 (b) are read out and displayed in the DM sending condition listing

204 in the actual result screen 400. Further, the conditions in the



those in the planni ng-phase screen 200, such that the nunber of DM

del i very-applicabl e custoners 362 and the newly chosen brand unit 15 val ue
366 of the actual result information by copndition 360 of Fig. 11(c) are
read out and respectively displayed. [0110 When the condition is nodified
as stated above, the data of the nunber of DM delivery-applicable custoners
362 and the newly 20 chosen brand unit val ue 366 are respectively

recal cul at edyand qupdated: - f£or 1€xam| eosthe, BM gammakgn: efdeat cmeuwnent
apparatus 300 may include the DM delivery "cal culation unit 114,

custoner  MagleLn kARG LY8 ciieprandnt ahle 2k10r e ch%[%\(ﬁﬁ/erC'ﬂ@.serknb"tﬁﬂg uni t

val ue table 118, and the expected val ue cal culation unit 120, so 25 that the

DM del i very calculal irpn unbt; ghldsextir aghsutdient ustomet Céerr eﬁeﬂfaﬂggnehéo the

nodi fied sending condition fromthe custonmer naster ta% 108, an

cal cul ates %&1 rheta 2okl ierst Sy APl eable.cust ammis W i pespect

to each con on. The nunber ivery ap custoners

IS st Ore§ 4 ”3%18% %SLé rm,gpaindcé‘l?é o ? 8&7‘3{ %d%@%inOflsFl 9.

11(c) an er o ivery-appli cab e custoners

di splay colu é%@d L h%zcgorfo%%é‘ﬁ Jc%%ﬁjcénée(:(lﬁ?@ 490 5 EHS a%’%%ﬁ?t ed

val ue cal cul a new chosén ran unit ue table

118, to thereQMtac U|r raﬁ%ﬁﬁh¥ gﬁqﬁﬁn f'ﬁ Ehfyalu corresggndlng to

t he prlnar|¥y SRS N condition o send ing condition,
and to updat

as the dispV%?ﬁgﬁs?ﬁ%h%eChosJhogegnQX%nQE%%%JughBngggggﬁgvd%%%f aazég rﬁll
the actual result ﬁﬁosen 400. [0111]

10 Further, the actual result screen 400 includes the nuﬁber of
DM-delivery-applicable customers display column 226 and the newly
chosen brand unit value display column 234 which are the same as
those in the planning-phase screen 200, such that the number of DM-
delivery-applicable customers 362 and the newly chosen brand unit

15 wvalue 366 of the actual result information by condition 360 of Fig.
11(c) are read out and respectively displayed.

[0110]
When the condition is modified as stated above, the data of
the number of DM-delivery-applicable customers 362 and the newly

20 chosen brand unit value 366 are respectively recalculated and
updated. For example, the DM campaign effect measurement apparatus
300 may include the DM delivery calculation unit 114, the customer
master table 108, the brand table 110, the newly chosen brand unit
value table 118, and the expected value calculation unit 120, so

25 that the DM delivery calculation unit 114 extracts the customer
corresponding to the modified sending condition from the customer

master table 108, and calculates the number of DM-delivery-



Further, the actual result screen 400 includes the nunber of

DMVt del i very-target custoners input columm 404, the nunber of newly 15
converted custoners display colum 406,_t§§ earned val ue display colum
410, the total sumdisplay colum 420, theé conversion rate display colum
430, the earned val ue display colum 432, and the RO display colum 434.
[0112] 20 As described above, it is preferable to use a simlar format for

the actual rssulaset aen 800 LALhNALL.t he ALANDLDA-ROASe 1y 3cLern 200, o

Fig. 5. Applying thus a simlar torna pl anni'ng- phase displ'ay Screen

and the act re?SHJ{tde%gg!c?gaé;ﬁ;%S%ie %LE? Ier.%' ?Qrétyor(éanPﬁr’éh%gm%ﬁ?%rplo n_and

the actual result, thus Ttating e cient circulation o e PDS

cycle e“C°”pﬁo?-sde’igvé{&g—algggi‘@%@%:ﬁ%&r%%i 962 ao’}dﬁé?”?ﬂ%%ié)r{‘d %ri]g?fasyeél[lgr]fls] ;

54 Referring again e actual resu accept ance un

Bl o 12, the MumBErooro adl T Very ot o g eer P ST QAo The°arPoce ot |
R e ST B A R SR LA ot Y
DN dol | vor y- 581 Te0bl X atlSt GHoPS S 1950 e et Bl Fabar t HiFof Hit 6n by
320 cal oul at BEHHY BHE 81 Rt 1Y DR ErS POHDE 6T Gl SFry Thrgerhe

custoners and the : o o : .
primarily smoking brand condition of the modified sending condition,

and to update the newly chosen brand unit value 366 of Fig. 11(c) as

10 well as the display in the newly chosen brand unit value display

column 234 in the actual result screen 400.

[0111]

Further, the actual result screen 400 includes the number of
DM-delivery-target customers input column 404, the number of newly

15 converted customers display column 406, the earned value display
column 410, the total sum display column 420, the conversion rate
display column 430, the earned value display column 432, and the ROI
display column 434.

[0112]

20 As described above, it is preferable to use a similar format
for the actual result screen 400, to that of the planning-phase
screen 200 of Fig. 5. Applying thus a similar format to the
planning-phase display screen and the actual result display screen
allows clearly comparing the plan and the actual result, thus

25 facilitating efficient circulation of the PDS cycle encompassing the
planning, execution and examination phases.

[0113]



nunber of newy converted custoners, by the following fornula (4). [0115]
15 Conversion rate(% = nunber of newly converted custoners nunber of
delivery target custoners x 100(% ... (4?4[0116] The conversion rate thus
calculated is stored in the conversion rate 364 in the actual result
information by condition 20 360 of Fig. 11(c), and displayed in the

conversion rate displ ay. columm 408.in e actual result screen 400 of. Fig.
1o by the et ual FEELHIRS BT o Gt Hva TR SO SRRTS PRI ot
newly converted custonmers stored in th ber of newy converted

Cust brrer o 3688 OERR SerliaFt GUIPEL G OFRE T R rBy Cot LrUamSs0 Gibss Fi g
11(c) is also displayed in the nupber of newy._converted custoners display
col urm 406 i fPYHE é@%ldé’l Figsutd & ?efgrilf%&éo?f C‘fééi‘ﬁ"iy ragget steseedCval ue
calculation unit 322 cal cul ates the earned value fromthe nunber of newy
converted cuStFhire FHEThEEHeWley S¥HosdmthrahdPRR tL1PaF 1Py LR WBR owi ng
formul a %g)é%£0118] 5 Earned val ue = nunber of newly converted custoners X
newly chos ledadetinicPryafdfele CustameIpoitt PYhdeasRed ialtie erfrgtion
calculated is stored in the earned value 367 in the actual result

i nfor mati on WyitceRdPfitde SePwerFly. fhelagesrteadeisacht idvervr-arant

di splayed in the earned value display colum 410 in the actual result
screen 400. FWLPORrs is stored in the number of DM-delivery-applicable

customers 362 in the actual result information by condition 360 of
Fig. 11l(c).
10 [0114]
The conversion rate calculation unit 320 calculates the
conversion rate from the number of delivery target customers and the

number of newly converted customers, by the following formula (4).

[0115]
15 Conversion rate(%) = number of newly converted customers +
number of delivery target customers x 100(%) .. (4)
[0116]

The conversion rate thus calculated is stored in the

conversion rate 364 in the actual result information by condition

20 360 of Fig. 1ll(c), and displayed in the conversion rate display
column 408 in the actual result screen 400 of Fig. 12, by the actual
result display unit 314. At this stage, the number of newly
converted customers stored in the number of newly converted
customers 365 in the actual result information by condition 360 of

25 Fig. 11(c) is also displayed in the number of newly converted
customers display column 406 in the actual result screen 400.

[0117]



Al so, as shown in the actua

DMt del i very-appl i cabl e custoners di splay colum 226, 15 the nunber of
DMt del i very-target custoners input colu 404 the conversion rate display

col umm 408,

t he nunber of newly converte > Cust oner s di spl ay col unmm 406,

new y chosen brand unit value display colum 234, and the earned val ue
di splay colum 410, which are displayed under each condition, are

tivel b t din th
Cor f espondi g col dif 2riEhet gfﬂcﬁ‘f e st?mtsE%?““%s%cze%ag'e%ﬁt SLEORIH i n the
nunber of DW .del j Verﬁg Ilcablg toner % umber
o)

DM del i ver y-target T

new y conver e%ﬁgg;toners 336, an
actual resul%
average of the coggﬁ%gion rate and the total sumof the earned value are

di spl ayed in the sion rate display colum 430 and - 56 the earned

rh"\% r
ed, val jn the canpai gn

TRET B 336 25F tﬁﬁlf%%%% i 1) -w'eo 2 The

val ue display colum 432 in the actual result screen 400, respectlvely
[0121] Referri ng ERERFH o0 URi T.PUAWET t e PROLY CANYEF 57T GHSHAT]TS324n8W1Y
cal culates the ROT fromthe earned val ue cal cul ated as above and the
budget, by tHESEBIMHFRChE Fori®dlgs (6)°) [0122] RO (% _ (earned val ue -

budget)

= budget x 100(% ... (6) [0123] 10 The RO thus calculated is

result screen 400 of Fig. 12, the nunber of

#SFSE“%r%fé‘d Phe neiier of

t he

25

di splayed in the ROUAI splay colum 434 in the actual result screen 400 by

t he act ual

result display unit 314, and stored in the RO 338 in the

canpai gn act ual The earned value thus calculated is stored in the earned

10

15

20

25

value 367 in the actual result information by condition 360 of Fig.
11(c) under each condition, and displayed in the earned value
display column 410 in the actual result screen 400.

[0120]

Also, as shown in the actual result screen 400 of Fig. 12,
the number of DM-delivery-applicable customers display column 226,
the number of DM-delivery-target customers input column 404, the
conversion rate display column 408, the number of newly converted
customers display column 406, the newly chosen brand unit value
display cclumn 234, and the earned value display column 410, which
are displayed under each condition, are respectively summed by a
summing unit {not shown) and displayed in the corresponding column
in the total sum display column 420, and stored in the number of DM-
delivery-applicable customers 333, the number of DM-delivery-target
customers 334, the conversion rate 335, the number of newly
converted customers 336, and the earned value 337 in the campaign
actual result information 330 of Fig. 1ll(a), respectively. Also,
the average of the conversion rate and the total sum of the earned

value are displayed in the conversion rate display column 430 and



result

canpai gn effect neasurenent appar at us

information 330 of Fig. 11(a). [0124] 15 An operation of the DM

this enbodinent will be described here bffow. Fig. 13 is a flowchart

showi ng an exanpl e of

300 configured as above according to

an operation of the DM canpai gn neasurenment apparatus

300 according to this enbodinent Her eunder, the description mﬁll be nmade

20 referring to Fig. 3, and Figs. 10 to 13. [0125] Firstly
r epr oduct i orFNGnFRITEOY VAL GHEE %thf?éuﬂlat@%ﬂnth%e ST Hfhi HRgH

condition 140 from the planni ng-phase

canpai gn S|ﬂﬁ58??6ﬁmé§paratus 100, 25 in the actual result specified
condition 340 in the actual result information database 312 (step $41).
reproduction unit [8041kl so reproduces the data of the nunber of

DMt del i very-applicable - 57

val ue 166 from t h&efpraims Agephaseriaf ddmthordarabasetion wiitt A2t DM

canpai gn
cust oner & 362&lantktdte thewRyL Ehes eihepeantedivil ug ataleudsted mst Ak’ avd udie
information by condition 360 of the actual result information

result

dat abase 312wudBatt her theheoldoyiungiftdronlanid) -302

si mul ati on apparatus 100,

have converted to a specific brand involved in the canpaign fromthe
custoner dat abase [0982hnd suns the nunber of newy converted custonmers with
respect to each condition 10 specified in the actual result specified
condition 340, an®Ofhen = Steresi sathe datadigeatt hebndgdterx 00 fewl.y (€ponvert ed
custoners 365 in the actual result information by condition 360 in the
resul t [0123]

act ual

10

15

20

25

The ROI thus calculated is displayed in the ROI display
column 434 in the actual result screen 400 by the actual result
display unit 314, and stored in the ROI 338 in the campaign actual
result information 330 of Fig. 11(a).

[0124]

An operation of the DM campaign effect measurement apparatus
300 configured as above according to this embodiment will be
described here below. Fig. 13 is a flowchart showing an example of
an operation of the DM campaign measurement apparatus 300 according
to this embodiment. Hereunder, the description will be made
referring to Fig. 3, and Figs. 10 to 13.

[0125]

Firstly, the reproduction unit 304 reproduces the data of the

planning-phase specified condition 140 from the planning-phase

information database 104 of the DM campaign simulation apparatus 100,

in the actual result specified condition 340 in the actual result
information database 312 (step S41). The reproduction unit 304 also

reproduces the data of the number of DM-delivery-applicable

%ha%%ﬁeé@(?rl ed
i nformati on dat abase 104 of the DM

The

custoners 162 and the newy chosen brand unit

in the nunber of DM delivery-applicable

extracts the custoners who



i nformati on database 312. [0126] 15 Then the actual result display unit 314
di spl ays the actual result screen 400 on the display unit 24 of the
conputer 10 (step $S43). At this stage,- ppref-erably the pl anni ng- phase
information relayed fromthe planning-phase information database 104 of the
DM canpai gn sinul ati on apparatus 100 is al ready displayed in the DM 20
sending condition listing 204, the nunber of DM delivery-applicable

custoner s dicsptayercoléimaz? Gheandsliiyhehoswl prehdsentbraned a6t faal ke di spl ay
colum 234 in the actual result screen 400. Also, preferably the total sum
of the nunbenaahiddvptiebe varfprappidrc abt ebaseustonmes shdi @playpeddumm 226
cal cul ated by the summng unit is also 25 displayed. [0127] - 58 Then the
user inputs diheldidgetppardtue DM budgehe impbbr ca WNRde 402 riyRaddle caplalal
result screen 400 through the operation unit 26, and the budget acceptance

unit 310 aceeptsnddie 3bppatd budoedwlstrpserSAoind UM tacsrR 8dcbudget is stored
in the budget 332 in the 5 canpaign actual result information 330 of Fig.

11(a). The ugelial herultnpitcsmbbeonwybesndft 1BV s ioref s targel Lusheners in
the nunber of DMdelivery target custoners input columm 404 in the actual

result screagroARN ithr ghgibshespper @bk@tﬁbﬂn%e?&qﬁ@ﬂti&ﬁuﬁ% ugdy resul t

acceptance unit 318 acceptance the nunber of DM delivery-target 10 custoners

(step S47). clhe @Esc%%e&’uﬂdmé% Ao Bk deldverysd %ggtsperéﬁ&er@fa% is stored
in the nunber o? DMt del i very-target custoners of 'Fig. 11(c). Further,

the summ ng ;upLi&aloul At E‘éanibQEgr‘i oLk s 'Eu@fcorﬁ&e dg‘éé\ﬂ)élseer Y ob AL ALY sgh%rrer S

correspondi ng to the respect

number of newly converted customers with respect to each condition

10 specified in the actual result specified condition 340, and then
stores such data in the number of newly converted customers 365 in
the actual result information by condition 360 in the actual result
information database 312.

[0126]

15 Then the actual result display unit 314 displays the actual
result screen 400 on the display unit 24 of the computer 10 (step
S43). At this stage, preferably the planning-phase information
relayed from the planning-phase information database 104 of the DM
campaign simulation apparatus 100 is already displayed in the DM

20 sending condition listing 204, the number of DM-delivery-applicable
customers display column 226, and the newly chosen brand unit value
display column 234 in the actual result screen 400. Also,
preferably the total sum of the number of DM-delivery-applicable
customers display column 226 calculated by the summing unit is also

25 displayed.

[0127]



conditions, and the total sumis stored in the nunber of DM 15
delivery-target custoners 334 in the carrpal gn actual result information 330
of Fig. 11(a), and displayed in the total>%um di splay colum 420 in the
actual result screen 400. [0128] Then, the conversion rate cal culation unit
320 calculates the 20 conversion rate fromthe nunber of DMt del i very-target

custoners and the nunber of newy converted custoners by the formula (4),
and stores the rateh hRe HSSConidHS GRS dgesein ﬁ@ﬁﬂ%%ﬁél inRydy peLumn
information by condition 360 of Fig. 11(c) (step Further, the summ ng

unit cal cul af €% rhehavistage BISWheSesivef @&ﬁ‘rp‘é@}é th@nep?%l?ﬁ ver 2§e i s
stored in the conversion rate 335 in the canpaign actual result infornmation
330 of Fig. anq dpe hurpsdi 3presiedcr nuntie 3Lotadcepham thesgnpdi dpidagt coitemm 420
and the conversion rate display columm 430 in the actual result screen 400.
[0129] In t%7,. tHees emcaplied dludectalctaredrinuhhe Beetabuliateethe 5
earned value fromthe nunber of newly converted customers 365 and the newly
chosen brhandcamat g adaieiadeees il tt hefaatagabn reduPt Finf dhdat i ofhbyusondhen on
360 of Fig. 11(c) by the fornula (5), and stores the value in the earned
val ue 367 ofimugs the¢ gurpstepf SBiyelivAirgotanded susiimegsuhn ttheahoubeat ef t he
total sumof the earned value, 10 and the total sumis stored in the earned
val ue 337 of DifFtdplitdfa)targad disspihayednpnt tdvdutot 404 sontié spltayl cotsumin 420
and the earned value display colum 432 in the actual result screen 400.
[0130] ThenstteenRON0 calroublattiten opardtidR4ucial €6l atres thhea®@alf resulthe
acceptance unit 318 acceptance the number of DM-delivery-target
10 customers (step S47). The accepted number of DM-delivery-target
customers 1s stored in the number of DM-delivery-target customers
363 of Fig. 11(c). Further, the summing unit calculates the total
sum of the delivery target customers corresponding to the respective
conditions, and the total sum is stored in the number of DM-
15 delivery-target customers 334 in the campaign actual result
information 330 of Fig. 11(a), and displayed in the total sum
display column 420 in the actual result screen 400.
[0128]
Then, the conversion rate calculation unit 320 calculates the
20 conversion rate from the number of DM-delivery-target customers and
the number of newly converted customers by the formula (4), and
stores the rate in the conversion rate 364 in the actual result
information by condition 360 of Fig. 1l(c) (step S49). Further, the
summing unit calculates the average of the conversion rate, and the

25 average is stored in the conversion rate 335 in the campaign actual

result information 330 of Fig. 11(a), and displayed in the total sum



15 earned val ue calcul ated at the step S51 and the budget accepted at the
step 545, by the fornula (6) (step S53). The RO is then stored in the RO
338 in the canpaign actual result informaddon 330 of Fig. 11(a), and

di splayed in the RO display colum 434 in the actual result screen 400. 20
[0131] As described above, the DM canpai gn effect neasurenent apparatus 300
according to this enbodi nent allows sending out the direct mail to the

customers selieched hased o5 the one &gvg%on”@Eg@tdlgngFt&ﬁ%ma&gd)%t tgal Iy

inputting the informati on of each 25 custonmer fromthe returned direct nail
and cal cul ating t he. ROk sa&&Qr dbpyg to values specified in advance based on
the accunulated - 60 custoner information, thereby efficiently evaluating
t he outcone of q% ? ppalgn [0132] [Second enbodinment] 5 Fig. 14 is a
schematic function % ock di agram showi ng a configuration of an effect

Al R %ggegiagg%t Gl Represent Lovgti on.

The DM canpai gn ef ‘measur enent accor i ng
enbodi ment inclu es q{tlon ta t q_ onent

Cfect miasUPEReHt A0 abhar D PE e I UgaPhG Sbddinent, a
cust oner kgrna OQ:stor n&t (Q% r & Cgsgoner nformation” in
t he draMAngqﬁeBﬁﬁ %.é?ﬁ%%%%ﬁ EDlgbcepE%%ce uﬁptngf 5ibﬁﬁﬁ8 Yable 506, a
Conver o on raRS r%%'?%‘)”ﬁ.e”o[i%%r'l%@”“'st&i%?ﬂi? Bobbe b Smoer b
extraction Lgygiegzghe VaE tgéaégkﬁé valude 3%9 of Fig. 11(c) (step S51).
Also, the summing unit calculates the total sum of the earned value,
10 and the total sum is stored in the earned value 337 of Fig. 11(a)
and displayed in the total sum display column 420 and the earned
value display column 432 in the actual result screen 400.
[0130]
Then the ROI calculation unit 324 calculates the ROI from the
15 earned value calculated at the step S51 and the budget accepted at
the step S45, by the formula (6) (step S53). The ROI is then stored
in the ROI 338 in the campaign actual result information 330 of Fig.
11(a), and displayed in the ROI display column 434 in the actual
result screen 400.
20 [0131]
As described above, the DM campaign effect measurement
apparatus 300 according to this embodiment allows sending out the
direct mail to the customers selected based on the one to one
marketing method, automatically inputting the information of each

25 customer from the returned direct mail, and calculating the ROI

according to values specified in advance based on the accumulated



rate calculation unit 522, a conversion information storage unit
(represented as "conversion information” in the drawings) 530, a newy
chosen brand unit value table 532, a real ®%ew y-attracted- customer
conversion rate calculation unit 540, a target brand 20 snokers cal cul ation
unit 542, an earned value calculation unit 544, an effect calculation unit
546, and a conversion information display, unit 550. [0133] 2 The DM canpai gn
ef f ect neasu@%ﬁﬁ@ﬁ?rakﬁﬁ%rﬁﬁﬁ%PQBOGhﬁé%ﬁﬁ'&ﬁ%bc%§?tl?E?YQ%uétéQHxﬁﬂenﬁﬁ?Cqmﬁ of
different fromthe foregoing enbodi ment also in that detail ed breakdown of

t he conversi &hf $AFBetdr-e of the primarily - 61 snoking brand before and
after delivery of the direct mail is presented as the canpaign effect.
[0134] The custon®t3Ehf ormati on storage unit 502 includes, as shown 5 in
Fig. 15, an ID 561, a canpaign ID 562, a DM delivery flag 563, a primarily
snmoki ng brand bef ofSecPMis8Podamgntilnari |y snoki ng brand after DM delivery
565, and a newy chosen brand flag 566, with respect to each custoner.
[0135] X0 Here, tHig.DM de iaveelertdtag 6568 tigngelocksdiagmm shsvioler to  whom
the DM was sent, and O for custoners to whomthe DM was not sent, in the
canpai gn | D &8 ighpnative pfiamrdaflfpcs mdsngetgrandrbefane aBrisBag taftbemat i on
of the brand that the custonmer was primarily consum ng before sending the
DM i s st or edem@ndment arfmahée greesent henvEbthomand Thewhy cahpsegm ffebe cust oner
after delivery of the DMis stored in the newly chosen brand 565. The brand
i nf or mat i on me&asurement apparatus 300 according to this embodiment includes, in
addition to the components of the DM campaign effect measurement
10 apparatus 300 according to the foregoing embodiment, a customer
information storage unit (represented as “customer information” in
the drawings) 502, a campaign ID acceptance unit 504, a brand table
506, a newly attracted customer extraction unit 510, a newly-
attracted-customer conversion rate calculation unit 512, a past
15 target brand smoker extraction unit 520, a target brand consumption
rate calculation unit 522, a conversion information storage unit
(represented as “conversion information” in the drawings) 530, a
newly chosen brand unit value table 532, a real newly-attracted-
customer conversion rate calculation unit 540, a target brand
20 smokers calculation unit 542, an earned value calculation unit 544,
an effect calculation unit 546, and a conversion information display
unit 550.
[0133]
The DM campaign effect measurement apparatus 300 according to

25 this embodiment is different from the foregoihg embodiment also in

that detailed breakdown of the conversion structure of the primarily



denoted, for exanple, by a brand code. The newly chosen brand flag 566 is
set as 1 in the case where a specific brand involved in the canpaign has
been newy chosen as a primarily snoking ®rand by the 20 custoner, and 0 in
a negative case. [0136] The acquisition unit 302 extracts, fromthe
cust oner database 198, information on whether the DM was sent with respect
to each canpaign and the brand information before and after delivery of the
25 DM wi t h FwdpegtbrgdeetPreustdmfrteratRil i9esy eaf tthe AbekEsaryl information
in the custoner information storage unit 502. For exanple, the acquisition
unit 302 setRreasheteMagelhs eryrplicgy 68t 62 according to the information on
whet her the DM was sent, and stores the primarily snoking brand before DM
564 and the new y [@hé4kn brand 565 and sets the newly chosen brand flag 566
according to the brand information before and after delivery of the ON. 5
[0137] Referring dyei austereirginiipmat hen cappadgmniD 2¢t éptrawndss, unst shaadd
accepts selection of the canpaign to be analyzed. For exanple, the user may
sel ect the canpapgnlhyannpitIGinga tdeepeaapailghol D 0D deliectrynglay Gaidpak gn
nane out of a list, through the operation unit 10 26 of the computer 10.
[0138] The rhriandiltyalsmekbid Hrasdt ibef cganBM stoducd wemasit herokang dabbe 110
of the DM canpai gn sinul ation apparatus 100 according to the foregoing
enbodi nent . fetai hededesery pidsonatdier esfl widnbsaotbdaed1lblaepeat edith [ 0139]
respect to each customer.
[0135]
10 Here, the DM delivery flag 563 i1s set as 1 for customer to
whom the DM was sent, and 0 for customers to whom the DM was not
sent, in the campaign ID 562. In the primarily smoking brand before
DM 564, information of the brand that the customer was primarily
consuming before sending the DM is stored, and information of the
15 brand newly chosen by the customer after delivery of the DM is
stored in the newly chosen brand 565. The brand information is
denoted, for example, by a brand code. The newly chosen brand flag
566 1s set as 1 in the case where a specific brand involved in the
campaign has been newly chosen as a primarily smoking brand by the
20 customer, and 0 in a negative case.
[0136]
The acquisition unit 302 extracts, from the customer database
198, information on whether the DM was sent with respect to each
campaign and the brand information before and after delivery of the
25 DM, with respect to each customer, and stores the necessary

information in the customer information storage unit 502. For

example, the acquisition unit 302 sets the DM delivery flag 563



The newly attracted customer extraction unit 510 nmakes access to the
custoner information storage unit 502, and extracts the custoners with
setting the neWy chosen brand flag 566 &4 of the 20 custoner information
corresponding to the canpaign ID accepted by the canpaign I D acceptance unit
504, with respect to each of predeterm ned classifications. Here, the
classification may be nmade . based on conpany nanes such as A-conpany and

B- conpany, GCEBRPHI toaltf drhermaigivpant é@,etgﬁﬂ Qs Mprse §oBhr t37E! £53%%°  for
exanple 25 regular taste snmokers and nmenthol snokers, with_respect to each
conpany. Thé&PRelF Iadi LY SRAArE UstaerePe £y Bisoh andt B AIWhY athiasRn brnd 512
aggregates the nunber of customers extracted by the newly - 63 attracted
cust omer extPacEidreiai ths revlafdogequrTas £hed mathefcoiinpM@ldlneyBF§nd ar get
custonmers 334 corresponding to the canpaign ID fromthe canpai gn actual
resul t i nforimdpiati®Bobeiare hed eiferca¢kivcaect HéenBWM y- at t r act ed- cust oner
conversion rate by the 5 followng formula (7). [0140]

Newl y- at bract ed- cuStdhler conversion rate(% = nunber of newy attracted

custonmers _ nunber of DM delivery-target customers x 100(% ... (7) 10
[0141] The new y- &femacingdagast ¢reFiconder Siomrampa gt Hlsacaptahat ethiti s
stored in the conversion informati on storage unit 530, which will be

descri bed | &0dr ac§gt42beledd idheolhadbe tamgegnbrang smekeredext Factexemplmi t 520
makes access to the custoner information storage unit 502, and extracts the
the user may select the campaign by inputting the campaign ID or

selecting a campaign name out of a list, through the operation unit
10 26 of the computer 10.

[0138]

The brand table 506 has the same structure as the brand table
110 of the DM campaign simulation apparatus 100 according to the
foregoing embodiment. Detailed description thereof will not be

15 repeated.

[0139]

The newly attracted customer extraction unit 510 makes access
to the customer information storage unit 502, and extracts the
customers with setting the newly chosen brand flag 566 out of the

20 customer information corresponding to the campaign ID accepted by
the campaign ID acceptance unit 504, with respect to each of
predetermined classifications. Here, the classification may be made
based on company names such as A-company and B-company, C-company
and other companies, and also based on the taste, for example

25 regular taste smokers and menthol smokers, with respect to each
company. The newly-attracted-customer conversion rate calculation

unit 512 aggregates the number of customers extracted by the newly



custoners whose primarily snoking brand before DM 564 includes the specific
brand i nvol ved in the canpaign, out of the custonmer information
corresponding to the canpaign I D acceptedeby-the 20 campai gn | D acceptance
unit 504, with respect to each classification. The target brand consunption
rate calculation unit 522 aggregates the past target brand snoker extracted
by the past target brand snoker extraction unit 520 thus to obtain the
nunber of pastttartgdt cudiard osnoketson amdtatlui Bed ddmmimasbere ofimber of
DM del i very-target 25 custoners 334 corresponding to the canpaign ID from
t he canpai gnDMadtligkry-esuketi odsoomats 0384380y rdsponfienely thé cadmpbéot HED t ar get
brand - 64 consunption rate by the following fornula (8), with respect to
each cl assi traattihencaff@li48] actRralmaeyulonstoptatannr 383 ( ¥p thensher of past
target brand 5 snokers - nunber of DM delivery-target custoners x 100(%

(8) [ 0144]culheect atgekwby-adatt raetsdrmpist omer aicAvétwisncabtallat edei s st ored

in the conversion information storage unit 530, which will be described
later. 105 [ 0#4blowihg Aetyachpsen brand unit value table 532 has the sane
structure as the newWy chosen brand unit value table 118 of the DM canpaign
si mul ati on appar at ug14b90 according to the foregoing enbodiment. 15 [0146]
The conversion information storage unit 530 contains, as shown in Fig. 16,
the conpany nanme 5ydyiyt-BettAsta-ehasschi 684dc@B8i&T Zate(3) = number of newly
attracted customers + number of DM-delivery-target customers x
100(%) ... (N
10 [0141]
The newly-attracted-customer conversion rate thus calculated
is stored in the conversion information storage unit 530, which will
be described later.
[0142]

15 The past target brand smoker extraction unit 520 makes access
to the customer information storage unit 502, and extracts the
customers whose primarily smoking brand before DM 564 includes the
specific brand involved in the campaign, out of the customer
information corresponding to the campaign ID accepted by the

20 campaign ID acceptance unit 504, with respect to each classification.
The target brand consumption rate calculation unit 522 aggregates
the past target brand smoker extracted by the past target brand
smoker extraction unit 520 thus to obtain the number of past target
brand smokers, and acquires the number of DM-delivery-target

25 customers 334 corresponding to the campaign ID from the campaign

actual result information 330, to thereby calculate the target brand



the newl y-attracted-custonmer conversion rate 573, the target brand
consunption rate 574, the real target brand consunption rate 575, 20 the
nunber of DM delivery 576, the nunber of target brand snokers 577, the
earned val ue 578, and the earned value“péﬂ DM 579. The

new y-attracted-custoner conversion rate after delivery of the DM
cal cul ated by the newl y-attracted-custoner conversion rate cal culation unit

512 is stored in the new y-attracted-customer . 25 conversion rate 573, and
The targer BPAMTREARBUS B i CoDrorD HBM Geny oritor ORACKI Cal b by
the target brand consunption rate - 65 calculation unit 522 is stored in
the target GFaft¢6ASHMption rate 574. [0147] Referring again to Fig. 14,
the real new y-attracted-customer 5 conversion rate calculation unit 540
cal cul ates the ne%?%ggttracted custoner conversion rate achieved by the DM
effect, fromthe new y- attracted-custoper conversion rate and the target
brand consunpti onFTHSY EAPLHPALEY TRFet he heWryeattlr Resed-argst omend
conversion rate calculation unit 512 and the target brand consunption rate
10 cal cub at EBAKEAS T B H Pt BE IR Vow g ool mnsaoreys i £RO fesped?) to  each
classification. [0148 Real new y-attracted-custoner conversion rate(d) =
new y- attracted- €%5t9Dner conversion rate - target brand consunption rate

... 15 (9) [0149] The real new y-attracted-custonmer conversion rate thus
cal cul ated is stoFeq iaygehebragal conguyet ion aideconsurplirorntest bs stpred

in the conversion information storage unit 530, which will be
described later.
10 [0145]
The newly chosen brand unit value table 532 has the same
structure as the newly chosen brand unit value table 118 of the DM
campaign simulation apparatus 100 according to the foregoing
embodiment.
15 [0146]
The conversion information storage unit 530 contains, as
shown in Fig. 16, the company name 571, the taste classification 572,
the newly-attracted-customer conversion rate 573, the target brand
consumption rate 574, the real target brand consumption rate 575,
20  the number of DM delivery 576, the number of target brand smokers
577, the earned value 578, and the earned value per DM 579. The
newly-attracted~customer conversion rate after delivery of the DM
calculated by the newly-attracted-customer conversion rate
calculation unit 512 is stored in the newly-attracted-customer
25 conversion rate 573, and the target brand consumption rate before

delivery of the DM calculated by the target brand consumption rate



in the conversion information storage unit 530 of Fig. 16, under 20 each
classification. [0150] The target brand snokers cal culation unit 542
extracts the condition corresponding te the-foregoing classification out of
the actual result specified condition 340, and acquires the nunber of 25
DM del i very-target custoners 363 to whomthe condition applies according to
the actual result information by condition 360, to thereby aggregate the
nunber of DMeabtilweiyn tariged2Z ust eneresl wnt the t@Bget éspedt careusathon rate
classification. The nunber of target brand snokers by the DMeffect is

cal cul ated fbomthe aggregated nunber of DM delivery-target custoners and
the real newly-attracted-custoner conversion rate cal cul ated by the real
new y-attracted-cugildmeér 5 conversion rate calculation unit 540, by the
following fornmula (10) wth respect to each classification. [0151] Nunber

of target brand snekersisg radgabertoffibVk del itver yedlahgel y-aitshotei-suX t e
new y-attracted-custoner conversion rate / 100 ... 10 (10) [0152] The

nunber ofs t acgete i andraam0ker Sullbhtisn aalicubét eth 181 siear ede nawlfhet tnadheq- of
target brand snokers 577 in the conversion information storage unit 530 of

Fig. 16, undesswaeh ebagsishosatdtenachikyefOdp3heThe emened maluehealsulation
unit 544 makes access to the newy chosen brand unit value table 532, and
acquires theatgidteapantiongdr v reh@seatbrand tuai tankusracrerdingttiont he
rate calculated by the newly-attracted-customer conversion rate
calculation unit 512 and the target brand consumption rate
10 calculation unit 522, by the following formula (9) with respect to
each classification.

[0148]

Real newly-attracted-customer conversion rate(%) = newly-
attracted-customer conversion rate - target brand consumption rate ..

15 (9)

[0149]

The real newly-attracted-customer conversion rate thus
calculated is stored in the real target brand consumption rate 575
in the conversion information storage unit 530 of Fig. 16, under

20 each classification.

[0150]

The target brand smokers calculation unit 542 extracts the
condition corresponding to the foregoing classification out of the
actual result specified condition 340, and acquires the number of

25 DM-delivery-target customers 363 to whom the condition applies

according to the actual result information by condition 360, to

thereby aggregate the number of DM-delivery-target customers with



classification. For exanple, in the case where the brand involved 20 in the
canpaign is 1270.- or less, the newy chosen brand unit value gained by
conversion froma conpetitor's brand is 2000.-. Then the earned val ue
calculation unit 544 cal cul ates the earned value fromthe newy chosen
brand unit value and the nunber of target brand snokers cal cul ated by the
target brand snokers cal culation 25 unit 542, by the followng formula (11)

Wi th respectrdspeeactd eatiasslialsiseatdaiion] 0164 nooerEarnesgstl bears! RewvkyrLhosen
brand unit value x nunmber of target brand snokers ... (11) [0155] The

earned val uet hus malgubat e calsiened Front hee eajgiedabed alpeb ¥ DR-t he
conversion information storage unit 530 of Fig. 16. [0156] The effect

cal cul ati on diiite A aggbe UhAlehet Har@at REd KAl Myl gpﬁﬁtﬂ\dt‘éﬁ thegarned val ue
cal cul ated by the earned value calculation unit fromthe nunber of

DM del i ver y-d2k8eki k0 raHS LIRS 2 8&A Wy BBk ¥eal heei: ? Cgef r fand - sEmisRES
calculation unit 542 by the follomﬁng formula (12) with respect to each

cl assi fi @atléyﬁverépéﬂ]atgam%qlxéimuagf @M =pearRed.yahHe o réhguaurber of
DM delivery-target custoners ... (12) [0158] The earneg val ue per DM

thus cal cul gf;ed k§$§£grgg(&ﬂjﬁggasgﬁﬁegguyalue per DM 579 in the conversion
information storage unit 530 of Fig. 16

[0151]

Number of target brand smokers = number of DM-delivery-target
customers x real newly-attracted-customer conversion rate / 100 ..

10 (10) |

[0152]

The number of target brand smokers thus calculated is stored
in the number of target brand smokers 577 in the conversion
information storage unit 530 of Fig. 16, under each classification.

15 [0153]

The earned value calculation unit 544 makes access to the
newly chosen brand unit value table 532, and acquires the
corresponding newly chosen brand unit value according to the
classification. For example, in the case where the brand involved

20 in the campaign is ¥270.~- or less, the newly chosen brand unit value
gained by conversion from a competitor’s brand is ¥20000.-. Then
the earned value calculation unit 544 calculates the earned value
from the newly chosen brand unit value and the number of target
brand smokers calculated by the target brand smokers calculation

25 unit 542, by the following formula (11) with respect to each
classification.

[0154]



[0159] 20 Fig. 17 is an exanple of a conversion information screen 600

di spl ayed on the display unit 24 of the conputer 10 by the conversion
information display unit 550, in the DM ganpai gn effect nmeasurenent
apparatus 300 according to this enbodi ment. The conversion information
screen 600 includes the information that 25 indicates an effect attai ned by
a DM sanmpling (hereinafter abbreviated as "DM5"), with respect to each

canpai gn. For exapph@éd vhhee COnveL i@ senfmfamat Lot seneen elRbéngudes a
canpaign - 68 information colum 602, a canpaign effect colum 604, and a
conversi on i-at@stTRirbAA dnickelrBg. 606) Here, the conversion information screen
600 may al so be edited into a paper format by the paper format editor, and
output via the pript®y; 28 of the conputer 5 10. [0160] The canpaign

i nformation colum 602 displays the information on the canpai gn such as the

name, form tim ngnofoGaRAUEL1 RNENENG21BUTRRTY 9F SURLAMES SHO0¥hY the DM
was sent, acquired fromthe 10 actual result information database 312. The

canpai gns ef fvs%&e aOlgURR £ RO4cHL SR RYS i A AGmaREOY @:BEQ% anﬂth%&%rfp@ign iguch as
the earned value, expense, profit and RO. Here, the expense is, though not
referred to in th?oi ]egoing passages, supposed to be stored in advance in

the actual result Information database 312 as information. 15 The profit is

the value cal cul abgd Bycs b&e{lac%lEE'ﬂfr{ %ﬁi@@%‘%ﬁé&& bt fige %%&H&ﬁ’ x)’aﬁluge-

[0161] The conversion information l'1sting 60 i splays, under eac

per DM of the earned value calculated by the earned value
calculation unit 544, from the number of DM-delivery-target

10 customers acquired by the target brand smokers calculation unit 542
by the following formula (12) with respect to each classification.

[0157]
Earned value per DM = earned value / the number of DM-
delivery-target customers .. (12)

15 [0158]

The earned value per DM thus calculated is stored in the
earned value per DM 579 in the conversion information storage unit
530 of Fig. 16.

[0159]

20 Fig. 17 is an example of a conversion information screen 600
displayed on the display unit 24 of the computer 10 by the
conversion information display unit 550, in the DM campaign effect
measurement apparatus 300 according to this embodiment. The
conversion information screen 600 includes the information that

25 1indicates an effect attained by a DM sampling (hereinafter
abbreviated as “DMS”), with respect to each campaign. For example,

the conversion information screen 600 includes a campaign



classification, a newy-attracted-custoner conversion rate after the 20 DVS
delivery, a target brand consunption rate before the DM5 delivery, a

new y-attracted-customer conversion rate &gBhteved by the DMS, the total
nunber of DMS delivered, the nunmber of target brand snokers gained by the
DVS effect, the earned value unit cost, the earned value, and the earned
val ue per DVS. For each of those itens, 25 the new y-attracted-custoner
conver si on r aneorHR@g ion e ltgn g2, b ragrinrad eRsefsicitono kuate 6674 anche real tar get
brand consunption rate 575, the nunber of DM delivery 576 and the nunber of
target brandcemskeren - irg@rmayioroflishint GPPes g nghelcesgefsicat i on in the
conversion information storage unit 530, the newy chosen brand unit val ue
of the corréspomdicagn clcasenf ¢@amagnalse Phectidvildy inthmsepapearidruat tby vatue
tabl e 532, and the earned value 578 and the earned value 579 5 per DMin the
conver si on i pfpemdbiroat sidorage amli bu3Q Fie theeppentdrveByof éae ocatputamd

di splayed in the conversion information |isting 606. [0162] An operation
of the DM campai gn effect measurenment apparatus 10 300 configured as above
wi |l be described hereunder. Fig. 18 is a flowhart showi ng an exanpl e of an
operation of the DMic@ipai gn effect nmeasurenent apparatus 300 according to
this enbodinent. [0163] An operation in the DM canpai gn effect neasurenent
apparatus 15 300, Tidcatghi ghiiabotrie ieanvensinoaod rfiephayd anedisfl @yt s t 550
di spl ays the conversion information screen 600 on the display unit 24 of

t he conput er od OcHeOanEasr s0gh tdie thé fregle, ofotnhe t DM garFab@uctwahdl tew be
descri bed.
number of customers to whom the DM was sent, acquired from the
10 actual result information database 312. The campaign effect column
604 displays the information of the campaign such as the earned
value, expense, profit and ROI. Here, the expense is, though not
referred to in the foregoing passages, supposed to be stored in
advance in the actual result information database 312 as information.
15 The profit is the value calculated by subtracting the expense from
the earned value.
[0161]
The conversion information listing 606 displays, under each
classification, a newly-attracted-customer conversion rate after the
20 DMS delivery, a target brand consumption rate before the DMS
delivery, a newly-attracted-customer conversion rate achieved by the
DMS, the total number of DMS delivered, the number of target brand
smokers gained by the DMS effect, the earned value unit cost, the
earned value, and the earned value per IMS. For each of those items,
25 the newly-attracted-customer conversion rate 573, the target brand

consumption rate 574, the real target brand consumption rate 575,

the number of DM delivery 576 and the number of target brand smokers



[0164] 20 Firstly, the user mani pul ates the operation unit 26 of the
conputer 10 to thereby input the canpaign |ID and so on, thus selecting the
canpai gn which is the object of the effecf®neasurenent. The canpaign ID
acceptance unit 504 accepts the canpaign ID (step S80). Then the newy
attracted custoner extraction unit 510 nmakes 25 access to the custoner
information storage unit 502, and extracts the custoners set by the newy
chosen brand>fi éijg?:}é% SRTERSPEENEGt St SIFAEFRIEY AT NEP GPR¥RTFi%%at i ons, out ~ of
the custoner information - 70 corresponding to the canpaign | D accepted by
the canpai gniliPaELIptHREBITHTY L5047 at eSS e R8T rebepsd1ya 0 P65

The newl y-attracted-custonmer conversion rate calculation unit 5 512 then
aggr egat es t He® FeRFbRPPILIRE sTARSE S 16Xt Rc tR oSy NEREY FERPSN RNl cust omer
extraction unit 510 at the step S81 and acquires the nunber

f
DM del i ver y- Yat¥fetabir torrer %ncf‘sst@ec%??%8?\8‘?@1&@0%%@“0%%%Ha]rLE? f'ém t he

canpai gn actual result information 330, to thereby calcul ate the
new y- at tT acPed-Fudtorhsr CeBRveTiSNonnFarethyn BForpge furfubd0 (@ with respect
to each classification (step S83). The calculated new y-attracted-custoner
conver si on ragEcsive i @gafinodthe anfle Splayed ddt Ebe camivemeior dgnversitdnnr at e
573 in the conversion information storage unit 530 of Fig. 16. [0166] 15
Then t he pastist@mgetObr and snoker extraction unit 520 makes access to the
custoner information storage unit 502, and extracts the custoners whose
primarily snoki ng Br¥&&d before DM 564 includes the specific brand invol ved
in the canpaign, out of the custoner
An operation of the DM campaign effect measurement apparatus
10 300 configured as above will be described hereunder. Fig. 18 is a
flowchart showing an example of an operation of the DM campaign
effect measurement apparatus 300 according to this embodiment.
[0163]
An operation in the DM campaign effect measurement apparatus
15 300, through which the conversion information display unit 550
displays the conversion information screen 600 on the display unit
24 of the computer 10 for measuring the effect of the DM campaign,
will now be described.
[0164]
20 Firstly, the user manipulates the operation unit 26 of the
computer 10 to thereby input the campaign ID and so on, thus
selecting the campaign which is the object of the effect measurement.
The campaign ID acceptance unit 504 accepts the campaign ID (step
S80). Then the newly attracted customer extraction unit 510 makes
25 access to the customer information storage unit 502, and extracts

the customers set by the newly chosen brand flag 566 with respect to

predetermined classifications, out of the customer information



information corresponding to the canpaign |ID accepted by the 20 canpaign ID
acceptance unit 504 at the step S80, with respect to each classification
(step S85). [0167] In turn, the target-bf@nd consunption rate cal cul ation
unit 522 aggregates the past target brand snoker extracted by the past 25
target brand snoker extraction unit 520 at the step S85 thus obtaining the
nunber of past target brand snokers, and acquires the nunber of
DM del i ver y-$Ar§EPOREUN D e r SBTAMeRtF e dPoReFaRy SHPY Hée- caPaiganpai gn 1D from
t he canpaign actual result information 330, to thereby calculate the target
brand consunitaemhanee By Bhk Fofhel B 850 vistReredpect to each
classification (step S87). The calculated target brand consunption rate is
stored in the targétl®tand 5 consunption rate 574 in the conversion
information storage unit 530 of Fig. 16. [0168] Then the real
new y- at t r act ed- cUdtonerl xoirersishrcrat@nerc gheig eitonraf cabgolatdln ubsites
the real newl y-attracted-custoner 10 conversion rate achieved by the
canpai gn Sef f €6t thyntdrgregahes L£heonuniyn Rfresierers erxdgented &ysithée gwvilen,
fromthe new y-attracted- custonmer conversion rate and the target brand
consunpt i on FtHtrectedl eidtaned dxrreheiorewnyt att act ek ctispo¥Er asdnyensiren rat e
calculation unit 512 and the target brand consunption rate 15 cal cul ation
unit 522 at thee nsinbpr SE3 DHndetiversteprd887custespest 33/elcprréspoapiS8 %o thhe
calcul ated real newl y-attracted-custoner conversion rate is stored in the
real target dangnadgool3urptn ore rcatmpa 535 achud heresobnvierteroatianf 3Bdmtticon
storage unit 530 of Fig. 16.

thereby calculate the newly-attracted-customer conversion rate by

10 the formula (7) with respect to each classification (step S83). The
calculated newly-attracted-customer conversion rate is stored in the
newly-attracted-customer conversion rate 573 in the conversion
information storage unit 530 of Fig. 16.

[0166]

15 Then the past target brand smoker extraction unit 520 makes
access to the customer information storage unit 502, and extracts
the customers whose primarily smoking brand before DM 564 includes
the specific brand involved in the campaign, out of the customer
information corresponding to the campaign ID accepted by the

20 campaign ID acceptance unit 504 at the step S$80, with respect to
each classification (step S$85).

[0167]
In turn, the target brand consumption rate calculation unit
522 aggregates the past target brand smoker extracted by the past

25 target brand smoker extraction unit 520 at the step S85 thus

obtaining the number of past target brand smokers, and acquires the

number of DM-delivery-target customers 334 corresponding to the



[0169] 20 The target brand snokers calculation unit 542 then extracts the
condition corresponding to the foregoing classification fromthe actual
result specified condition 340, and acquises the nunber of

DMt del i very-target custoners 363 to whomthe condition applies, from the
actual result information by condition 360, to thereby aggregate 25 the
nunber of DM delivery-target custoners under each classification. Then the

nunber  of t%&g&&{ aind £ SR KeES cartdigvedohiait hescanpatginatebhesio,i o
calculated by the fornmula (10) with respect to each - 72 classification,

fromthe agghegabed-Nunbere ehe DM AR MeLW LBNGSIpt iCHSEONELS and A g1 eal

new y-attracted-custoner conversion rate calculated by thé real

new y- at t ra0<t8%¢-&#§¥e g@s cCOMEESLON15AL £r 1 Lok Gl @kbBNsgmni t 540 c(a%ag%t%%l) :

The cal cul ated nu of target 5 brand snokers is stored in the nunber of

target brang;a§gglée§]r%nérzoA§1¥n then %@éeiéisgc]%rg@fm %ieg!@ettog@%g? 32” 530 of

Fig. 16, under “eac classifrcation. [017 hen the earne

cal cul at kon i c 0 n ni t | ue
Cable B3 R e Lo b BRI o 3E

accordi ng t%itg?% ghgssification, and cal cul ates the earned value fromthe
rand u

newy chosen nit value and the nunber of target brand snokers
cal cul ated by the B#E?fr of target brand snokers calculation unit 15 542, by
the formula (11) v& espect to each classification (step S93). The

cal cul ated earned aqung s{ ar e« LQtth%te%[”e%o%g£9§y%é§si&91%98 conver si on
i nformation stora&‘ iinfte 550" dt Vg. 6. F f?ﬁ

calculation unit 540 calculates the real newly-attracted-customer

10 conversion rate achieved by the campaign effect by the formula (9)
with respect to each classification, from the newly-attracted-
customer conversion rate and the target brand consumption rate
calculated by the newly-attracted-customer conversion rate
calculation unit 512 and the target brand consumption rate

15 calculation unit 522 at the step S83 and the step S87, respectively
(step S89). The calculated real newly-attracted-customer conversion
rate is stored in the real target brand consumption rate 575 in the
conversion information storage unit 530 of Fig. 16.

[0169]

20 The target brand smokers calculation unit 542 then extracts
the condition corresponding to the foregoing classification from the
actual result specified condition 340, and acquires the number of
DM-delivery-target customers 363 to whom the condition applies, from
the actual result information by condition 360, to thereby aggregate

25 the number of DM-delivery-target customers under each classification.
Then the number of target brand smokers achieved by the campaign

effect is calculated by the formula (10) with respect to each



The effect calculation unit 546 cal cul ates the earned value 20 per DM based
on the earned value cal cul ated by the earned value cal culation unit 544 at
the step S93, by the formula (12) fromihe _nunber of DM delivery-target
custoners acquired by the nunber of target brand snokers cal cul ation unit
542 at the step 591, with respect to each classification (step S95). The
cal cul ated earned 25 value per DMis stored in the earned value 579 in the

conversi on  d1akof MRaic08n StAAGENSI Righr&@itof nfrger 18. i ed2Very43rgbach
information stored in the conversion information storage unit 530 at the

foregoi ng stepsolsrdba! Byedeas idha ycamveisbancudtthel n@iriveRs 86t e8Re600 of
Fig. 17 on the display unit 24 of the conputer 10, by the conversion

i nformation @hspl LUt tmDQehsteRNF-889Actebi0d R bme A &hvel BEEGRAYE! Si ON
information display unit 550 nmay display a canpaign effect screen 700 shown

in Fig. 19, as-anatherugxampbe Sfep £88) SCHEgN-Showpgy thenpapaly shgqdesul t of
the effect neasurenent. 10 Here, the canpaign effect screen 700 may be

edited by t r fmt Lt ar, i p t d tcvi a the
rinter 38 of e he Ctompuror o LT e e ot “ReiBan’ Tha

I ncl udes, T Qhex3RI&iof 1inkd AR 306 HYOLARE OB ¢ol fim Kgéi% | <+20pal gn

effect colum 704, a conversion estimation [1sting 706, a estimation

LLE;Lpgbzggx§iggi§?%%%§?pt denogr aphi cs 710, and the nunber of new

[0170]
Then the earned value calculation unit 544 makes access to
10 the newly chosen brand unit value table 532, and acquires the
corresponding newly chosen brand unit value according to the
classification, and calculates the earned value from the newly
chosen brand unit value and the number of target brand smokers
calculated by the number of target brand smokers calculation unit
15 542, by the formula (11) with respect to each classification (step
S93). The calculated earned value is stored in the earned value 578
in the conversion information storage unit 530 of Fig. 16.
[0171]
The effect calculation unit 546 calculates the earned value
20 per DM based on the earned value calculated by the earned value
calculation unit 544 at the step $S93, by the formula (12) from the
number of DM~delivery-target customers acquired by the number of
target brand smokers calculation unit 542 at the step 591, with
respect to each classification (step S95). The calculated earned
25 value per DM is stored in the earned value 579 in the conversion
information storage unit 530 of Fig. 16.

[0172]



The canpai gn information colum 702 displays the information 20 on the
canpai gn such as the nane, form timng of conduct and the nunber of
custoners to whomthe DM was sent, acquiréd fromthe actual result
i nformati on dat abase 312. The canpai gn effect colum 704 displays the
information of the canpai gn such as the earned value, expense, profit and
RO . Here, the expense is, though not 25 referred to in the foregoing
passages, supposed3cd befFMGFeer iSTOorsdvandee| FPRIFESAet UAIfOFRaIN FRPEIIfat i on
dat abase 312 as information. - 74 The profit is the value calcul ated by
subtracti ng ¥Hé expets&ner BIHCICRBI eHemed v 41158 1ayeHl 26] R HOEBRYEYSI on
estimation listing 706 shows an estimation of 5 the brand conversion that
t akes pl ace ¥Hoslighlrheceamp£0Gnot For9-examt éheriiprlay whogwe 4t patthe 101
custoners have converted to the canpaign target brand (abbreviated as "CPN
t arget brandonpitehel0.dPawiiRysrnagrsiont hef eampadyrdisphay oinithose @isponer s
who used to primarily consune a conpetitor's brand before the canpaign. It
is 10 al o sHoMn that 379 custoners have converted to a conpetitor's brand
after the canpaign, out of the custoners who used to primarily consune the
rel evant CPN target0ldshnd before the canpaign. [0177] The detail estination
listing 708 shows the details of the 15 conversion situation of the
custoners who havélsonverd ednvertime [efeventioCRNspaageinilir ahel nefit di sy
canpai gn, and the earned value. Since the newly chosen brand unit val ue of
t he ear ned valasepdidd efsecdeprrdnniOrhble ir and. tiat avesquherastdmpleons uned
before the canpaign as stated above (Ref. Fig. 8), the detail ed nunber of
the screen showing the analysis result of the effect measurement.

10 Here, the campaign effect screen 700 may be edited by the paper
format editor into a paper format, and output via the printer 28 of
the computer 10.
[0174]
The campaign effect screen 700 includes, for example, a
15 campaign information column 702, a campaign effect column 704, a
conversion estimation listing 706, a detail estimation listing 708,
an applicant demographics 710, and the number of new subscribers 712.
[0175]
The campaign information column 702 displays the information
20 on the campaign such as the name, form, timing of conduct and the
number of customers to whom the DM was sent, acquired from the
actual result information database 312. The campaign effect column
704 displays the information of the campaign such as the earned
value, expense, profit and ROI. Here, the expense is, though not
25 referred to in the foregoing passages, supposed to be stored in

advance in the actual result information database 312 as information.



20 conversion custoners (represented by "applicants" in the drawi ngs) and
the earned value, with respect to each primarily snoking brand. [0178] The
appl i cant denographics 710 are a listing ¢kassifying the applicants of the
canpai gn by the properties such as sex and age 25 group, and the like. A
counting unit (not shown) aggregates the data fromthe custoner information
accunul ated in the custoner database 198, and the aggregated value is
di spl ayed byThheorof¥s i §heerasiuen chitoaradi on stbspreiingntihe 35@enThelnoanber
of new subscribers 712 represents the nunber of custoners newy registered
in the custobke danadasdue98 as a result of the relevant canpaign. [0179] 5
As descri bed above, the DM canpai gn effect neasurenent apparatus 300
according to this ENY®di nrent allows evaluating the effect of the canpaign
execut ed through sending out the direct mails, based on the conversion
rate, purchase ratBe cealexcomveestiiortiatelisteagnéd vhdwe, areapngthbiahuef per
DM and so forth, wth respect to each 10 brand cl assification. Incorporating
such anal%ysi she ésuhtl cotverssoabsequetdkecappacgthpoojreaths Eaopdiighat eor
efficiently circulating the PDS cycle and thus executing an efficient DM
canpai gn. [ 0d8fjpled Fhpugh shevemhedi dyEll scoftoibes ptasenbnvantent torthaave
been 15 described referring to the drawings, it is to be understood that
t hose enbodi s&fi=s gar eatgeitebyaeX qapbasyiataddad habNviedig@Sbediter in the
configurations may be adopted. It is a matter of course that the
acqui si ti on angvimigsh | Z&ddrophefcanpaigmf atmadf ahosegartiongrs heho GHed arer s
shoul d be legally perforned.

primarily consume a competitor’s brand before the campaign. It is

10 also shown that 379 customers have converted to a competitor’s brand
after the campaign, out of the customers who used to primarily
consume the relevant CPN target brand before the campaign.

[0177]
The detail estimation listing 708 shows the details of the

15 conversion situation of the customers who have converted to the
relevant CPN target brand after the campaign, and the earned value.
Since the newly chosen brand unit value of the earned value differs
depending on the brand that was primarily consumed before the
campaign as stated above (Ref. Fig. 8), the detailed number of

20 conversion customers (represented by “applicants” in the drawings)
and the earned value, with respect to each primarily smoking brand.

[0178]
The applicant demographics 710 are a listing classifying the
applicants of the campaign by the properties such as sex and age

25 group, and the like. A counting unit (not shown) aggregates the
data from the customer information accumulated in the customer

database 198, and the aggregated value is displayed by the



20 [0181] For exanple, in the sales pronotion support systemaccording to
the foregoi ng enbodi nents, the effect neasurenent apparatus (DM canpaign
ef fect measurenent apparatus 300) nay i icldde a conversion rate

accurul ation unit (not shown) that accunul ates the conversion 25 rate under
each condition, fromthe custoner information, a norm value cal cul ation

unit (not shown) that cal cul ates a normvalue of _the accunul ated conversion
rate,(and a ﬁ?%é%ﬁﬁg?iHﬁ*ﬁﬂ??l?h6¥sgﬁﬁhﬁ lgégx%hth%fﬁgﬁﬁféﬁ{W@wnorn1vaIue;

and an expected caonpver nrate ccept ance uni | an acceptance unit 116

o e o B S B oSBT G eh RS f e P e kg )
ts the . t ed i deci ded d._i t th . | ooki

S0 Pt he nor VG Bf tHte CE DS B 3 ates SrEToRf by ety seamtiaon -

unit of the effect ne% urenent apparatus (DM canpai gn effect neasurenent
appar atus 300). [0%@5] Such configuration allows deciding the conversion
rate under 10 each condition in consideration of statistically processed

actual vatues baself SFSEREPRUSPEVRr TR BY EPehIeddrikITrasHF P tted t hr ough
t he DM canpai gn, thereb upgradin% t he cal cul ation accuracy of the expected
ROT. [ Wor ki ngPredaigbe}Ol B5CPABT)] TRetiers PR Bt g3l loE epab@mting e
simulation tool arranged for cigarettes as the nerchandise to sell will be
descri bed hef&afifdef, ths AmRet Kl ryeeRERfbltererdh kengies ent ths elitreeh.madidsthi s
wor ki ng exangle, a DM sinmul ation tool 800 enploys a spreadsheet
ased on the conversion rate, purchase rate, real conversion rate,
earned value, earned value per DM and so forth, with respect to each
10  brand classification. Incorporating such analysis result into
subsequent campalgn projects facilitates efficiently circulating the
PDS cycle and thus executing an efficient DM campaign.
[0180]
Although the embodiments of the present invention have been
15 described referring to the drawings, it is to be understood that
those embodiments are merely exemplary, and that various other
configurations may be adopted. It is a matter of course that the
acquisition and utilization of the information regarding the
customers should be legally performed.
20 [0181]
For example, in the sales promotion support system according
to the foregoing embodiments, the effect measurement apparatus (DM
campaign effect measurement apparatus 300) may include a conversion
rate accumulation unit (not shown) that accumulates the conversion
25 rate under each condition, from the customer information, a norm

value calculation unit (not shown) that calculates a norm value of

the accumulated conversion rate, and a presentation unit (not shown)



20 cal culation tool such as Excel (registered trademark). Here, it is
assuned that, in this working exanple, a simlar configuration to the DM
canpai gn simul ati on apparatus 100 and tpezéqpputer 10 of the foregoing
enbodi ment shown in Figs. 2 and 3 is provided, for executing the DM
simulation tool 800. In the follow ng passages, 25 Figs. 2 and 3 will also
be referred to. [0184] - 77 Fig. 20 is an exanple of a screen displayed by

t he pl anni ng- ghase S reeﬁ dk§ Iﬁ%}unit 06 of Fﬁ$§ 2 on the digplay unit 24
of Fig. 3, nPESTTVAL Fifg 9 P AT o PRI 8 68 VAS S8 ROWH S n Fi g.
20, the DM sinul ation tool 800 includes, on a.sjingle sheet, a 5 planned DV
budget col urﬁ?cgﬁg?n%? tArhetPBPafdT BFﬁa‘fr}l&nli@I g)r?nt %Os,lmuéawrgendi ng
condition listing 840, an expected conversion rate 80Iapn 910, an expected
earned val uérEGFamme 9, CAmFIgR & e’ RBPATEGI UMM V0143 6985]tS 18
Accordingly, nmerely with the input of the budget and conditions on such
si ngl e sheet®BFCEfe PEIRTSINe FRATSIEVEPT S ACRIt &Y the Wepettdti"GoHRer si on
rate colum 910, the expected earned  value colum 912 and the expected RO
col um 9%4 dte PespeEtivery theaferieatean Fbr PESAENCH LY Héer psggqntation
Fl uctuation of RO and so on 15 can be easily confirmed sinply by nodifying
t he conditi omitFef theomphedthgespwiamenicoprragyls s(asampaiwnacpiestal ity of
condition patterns, the user may reproduce the sheet and specify different
condi ti ons areasactmgeerprarfier B8O .user can easily conpare the sinulation
results arising fromdifferent conditions. 20 [0186]
[0182]
Such configuration allows deciding the conversion rate under
10 each condition in consideration of statistically processed actual
values based on the customer information massively collected through
the DM campaign, thereby upgrading the calculation accuracy of the
expected ROI.
[Working example]
15 [0183]
Referring to Figs. 20 to 22, a DM simulation tool arranged
for cigarettes as the merchandise to sell will be described
hereunder, as a working example of the present invention. In this
working example, a DM simulation tool 800 employs a spreadsheet
20 calculation tool such as Excel (registered trademark). Here, it is
assumed that, in this working example, a similar configuration to
the DM campaign simulation apparatus 100 and the computer 10 of the
foregoing embodiment shown in Figs. 2 and 3 is provided, for
executing the DM simulation tool 800. In the following passages,

25 Figs. 2 and 3 will also be referred to.

[0184)]



Mani pul ati on of the sheet, data input or selection on the sheet may be
executed by the user via the operation unit 26 of Fig. 3, for acceptance by
t he pl anned budget acceptance unit 102,-the - condition acceptance unit 112,
and the plan acceptance unit 116 of 25 the DM canpai gn sinul ati on appar at us
100 of Fig. 2. The result of the input and selection, and cal cul ation
results are displayed on - 78 the pl anni ng-phase screen display unit 106 of
t he DM canpai gn Stimul a8 i ion aappearatlasoll G0 scf I8 Al spTaydse byotlee débaniredt, t he
pl anned DM budget colum 802 5 includes, as a breakdown |isting 804, a

pl anni ng experse soprdn deeplaym u806,1G6 of garet teordse doswpimy 808t 2 bbol cost
colum 810, an assenbly cost columm 812, a dispatch cost colum 814, a unit
price inputFipl GpmuBib acaiehta ngunte rbMotimMadebn vierol 60D unMRs8E8owTairstFagt
with, the user inputs a total of fixed cost not associated with the 10
nunber of DMO,suth &6 dilelptiamnicagl eqpenseludesl nrdeyv el ogresheexpense and
phot ography cost, in the planning expense input columm 806. Such information

i's input sto sacheaobumudyst aitghmegiRubatiRtobrdfie inepafiaiicancemindn 880 ,0f
the conputer 10 of Fig. 3, to be accepted by the planned budget acceptance

unit 102 andy sivokeddily tbeddianni igrinkSsphase edarrat tomvddat ahass 104 of
Fig. 2. [0188] Then the user inputs the unit prices for the cigarette cost

col um 808, ¢denh0010,Cant egddirn Sdfhed hgl @s sty oSt akPlapmax d Asd the
di spatch cost colum 814, as the expenses related with the 20 di spatch of

the DM The amijunpsige of the cigarette cost columm 808 neans the cost per
package of a cigarette sanple, in the case of

[0185]

10 Accordingly, merely with the input of the budget and
conditions on such single sheet by the user, the index values such
as the expected conversion rate column 310, the expected earned
value column 912 and the expected ROI column 914 are respectively
calculated, for review of the result. Fluctuation of ROI and so on

15 can be easily confirmed simply by modifying the condition. For
comparing simulation results based on a plurality of condition
patterns, the user may reproduce the sheet and specify different
conditions on each sheet. Then the user can easily compare the
simulation results arising from different conditions.

20 (0186]

Manipulation of the sheet, data input or selection on the
sheet may be executed by the user via the operation unit 26 of Fig.
3, for acceptance by the planned budget acceptance unit 102, the
condition acceptance unit 112, and the plan acceptance unit 116 of

25 the DM campaign simulation apparatus 100 of Fig. 2. The result of

the input and selection, and calculation results are displayed on



sending the cigarette sanple. The unit price of the tool cost colum 810 is
the cost per set of itens to be sent, except the cigarette sanple. The unit
price of the assenbly cost colum 812 is the assenbly cost per such set.
The unit price of the dispatch cost colu 814 is the mailing cost per DM
The input information is accepted by the planned budget acceptance unit

102, and stored in - 79 the planning-phase i nformati on database 104. The

stored information is displaye ver nec LY, screen shown in
Fig. 20, on t ehge?)rll%lrﬂ% ﬁidél%mség%%\rlg;lgﬁ%}’ sup lgy?gbfliabtf EB%nDbf g%@@?lg% The user
then inputs t.helnﬁnber of %q Qe sent, in the nunber of DM delivery input
col urm 818. THEIPhBUt APRAOT MR i'8% is accepted by the planned budget
acceptance unit 10@’1 g?d stored in the planni ng-phase information database
104. The default i9Pd be set such that the pl anned nunber of delivery

target custoners 10 (nunber in the total planned nunber of
DM del i ver y-t ar get o G8tTmsr Setabisdm s P lean e Webur9te oLt dte®P2cal cul at ed

according to subsequently specified DM sending conditions is automatically
conpl emert edi"CtHES R al G URRTHRIGIT t Hetprani¥d AuRbENiBs YFeIanser nPUtar get
custoners is executed by the nunber of DM delivery 15 cal culation unit 114.
[0190] Therfoltne $fvbér ct¥ausviaetisieryledl P atd dwodnFest F2L1vR t518)ki @8 each
cost input in the unit price input colum 816 and the nunber of DMto be
sent in the %ﬁﬁ@@éiyo}‘OSM\F@@lﬂﬁr\/@E%r isnPEEPFTe 6PEETE @18 fkheét IR wrige t hat

t he ambunt of each cost is automatical I%/ cal cul ated and respectively
witten in tiﬂ?U@ig@&qmpt§16, and a number of M delivery column 818. To start

with, the user inputs a total of fixed cost not associated with the
10 number of DM, such as the planning expense, form development expense
and photography cost, in the planning expense input column 806.
Such information is input to each column through manipulation of the
operation unit 26 of the computer 10 of Fig. 3, to be accepted by
the planned budget acceptance unit 102 and stored in the planning-
15 phase information database 104 of Fig. 2.
(0188}
Then the user inputs the unit prices for the cigarette cost
column 808, the tool cost column 810, the assembly cost column 812,
and the dispatch cost column 814, as the expenses related with the
20 dispatch of the DM. The unit price of the cigarette cost column 808
means the cost per package of a cigarette sample, in the case of
sending the cigarette sample. The unit price of the tool cost
column 810 is the cost per set of items to be sent, except the
cigarette sample. The unit price of the assembly cost column 812 is
25 the assembly cost per such set. The unit price of the dispatch cost
column 814 is the mailing cost per DM. The input information is

accepted by the planned budget acceptance unit 102, and stored in



cost colum 808, the tool cost colum 810, the assenbly cost colum 812,
and the dispatch cost colum 814. Also, the total sumof each cost, that is
the total sum of the planning expense inpyt colum 806, 25 the cigarette
cost colum 808, the tool cost colum 810, the assenbly cost colum 812,
and the dispatch cost colum 814 is automatically calculated and witten in
a total budget columm 820. 80 Such information is also stored in the

pl anni ng- phagge iNkah @-iPAse dat@base: kD dat 01l 04 NoWnet bgotar 98t oRi=2R6n

i nformation colum 830 serves for 5 specifying information on which brand

the rel evantig_adm?hgpea,s wheh88ld RecalsdQr conyer stakd QndwPrinmeky! ycopguned
product, and includes a brand input colum 832, a brand selection colum

834, and a prd o Lectd anegolium .836.iThaeuser inputs a brand name to
be the object o%ﬁf eﬂg%ﬁﬁérsion gpparatﬁg (H#and nane to be sent) in 10 the

brand input colum;@332; For the brand selection colum 834, a brand name to
be pronoted for cokver%ion (brand nanme to be sent) is selected froma

i e e A

utilizati'on of a pull- ing a plura opfion

celect] on of (NaLoUs 4L BLIPT L0, IR ORIt b, SSEN <Ol ond sueh

pul | - down i ST'S are separa ( I'st”s orage uni
Ut 07 & pul TEBRC Y QU5 RET UGCn G GHen “BhrT e ot 2762 B FOUEF: 260, -
20 pl anned_ bl ot HUAEAREE. THIPT 109 SRARIGr QB T n PR BTt R Phake
I nformation gggég%%ﬁetgé%4the planned number of delivery target customers
10 (number in the total planned number of DM-delivery-target customers
column 888 to be described later) calculated according to
subsequently specified DM sending conditions is automatically
complemented. The calculation of the planned number of delivery
target customers is executed by the number of DM delivery
15 calculation unit 114.
[0190]
Then, the number of DM delivery calculation unit 114
multiplies each cost input in the unit price input column 816 and
the number of DM to be sent in the number of DM delivery input
20  column 818 respectively, so that the amount of each cost is
automatically calculated and respectively written in the cigarette
cost column 808, the tool cost column 810, the assembly cost column
812, and the dispatch cost column 814. Also, the total sum of each
cost, that is the total sum of the planning expense input column 806,
25 the cigarette cost column 808, the tool cost column 810, the

assembly cost column 812, and the dispatch cost column 814 is

automatically calculated and written in a total budget ccolumn 820.



[0192] Then the user inputs the DM sending condition and the effect
information. The input information is accepted by the condition 25
acceptance unit 112, and stored in the glanning-phase i nformati on database
104. The DM sending condition listing™8 B s a table to which various
conditions are input, for automatic calculation of the - 81 effect.
Firstly, a perm ssion according to the project to be sinmulated is sel ected

out of options,, i_n the perm ssion, sel ectian olum 842. The optjions may be
speci i 6 880 BT OBAmS oo SR P Lo ghr B3 £1REG: BEPLESE V6 ORPF>For the DM
sanpl i ng, éDNIn%y E§4sent 5to all" for a closed DM and announci ng DM and
"DM may be EEﬁﬁ% “but®* not the sanple cigarette" for the case of sending a
trial DMto those cgstoners to whomthe sanple cigarette cannot be sent.
[0193] Once thel®Aection is provi ded for the perm ssion selection 10
colum 842 out of the pull-down |ist including the above options, the
connection i nt er¥be tPExEEIIRAI PTHEAPACEAAPE U BF BB SEEHpat T 10 of Fig.
3) makes connection to a server (not shown) containin t he cal cul ation data
for the nufBeFlofinpMticamaragr 8 Yokl bsand Hae rek Gt i95r 1% he nunber
cal cul ation is downl oaded and stored in 15 the nunber of sendabl e DM
cal cul at i oR2EZRTA NSt dF dFE GANYETSRAED ThEwRY1aigy 9gPnsamed prodichgeand he
display unit 24 of the conputer 10 displays a pop-up of an update
confi rmat i dpcHseSagebsnceenPehewAuy 832) ga rendTHelagsdan ecdowhi Bkt i2od
message screen 920 includes a 20 confirmation nmessage 922, a YES button 924,
and a NO batpwoired26ne skEiectodif iaokamni diBonesBaygaser 2inpottsf & ésranbenarserot o t he
ef fect that
be the object of the conversion apparatus (brand name to be sent) in
10  the brand input column 832. For the brand selection column 834, a
brand name to be promoted for conversion (brand name to be sent) is
selected from a pull-down list (not shown). The subsequent
description also refers to utilization of a pull-down list including
a plurality of options for selection of various information to be
15 input to each column, and such pull-down lists are separately stored
in a list storage unit which is not shown. For the price zone
selection column 836, a price zone is selected out of a pull-down
list including such options as ¥270.- or lower, ¥280.-, and ¥300.-
or higher. Such input or selected information is accepted by the
20 planned budget acceptance unit 102, and stored in the planning-phase
information database 104.
[0192]
Then the user inputs the DM sending condition and the effect
information. The input information is accepted by the condition
25 acceptance unit 112, and stored in the planning-phase information

database 104. The DM sending condition listing 840 is a table to

which various conditions are input, for automatic calculation of the



t he perm ssion condition has been nodified, and the operation unit 26
accepts the selection on whether to update the data via the nmanipul ation of
the YES button 924 or the NO button 926- byl the user. 25 Once the operation
unit 26 accepts a press of the YES button 924, the connection interface
makes connection to the server, to thereby download the nunber of sendabl e
DM cal cul ati on data. Upon - 82 conpletion of the downl oading, the date of
dat a updat e ¢&feditspl Biyedlyi e tsengationupacrelidt e dibeppragiassl terPes44. [ 0195]
Referring again to Fig. 20, the DM sending condition listing 5 840 includes
an area condsinudateelieceréectasl anh EG2Ptao i Adr Hg perpks HighbpakrFtéondi ti on
colum 854, a turn-away probability condition designation colum 870, a sex
condi tion set@cimnoddzol Gha o8Z2nsamy &a aprciddadias.ofodestagpati orsaoplam
874. The primarily snoking brand condition colum 854 further includes an
10 i nt er nal / eddeerentd mwiysbe netritonoszl l€ctpontieoDdnsar@86nga ‘1M wey dat egoty

sel ection colum 858, a specified famly selection colunmm 860, a taste

cl assi fi ¢at itan adel’etdr enctotedmdM8sd] saanpahdirgediyt handc A sudyvi bat s, sblhect i on
colum 866, and a tar content designation columm 868. It is not necessary
to specify aldt ahet bgdecongitaton” 1for thascasandf tderdingpedirfie@dD ttem may be
handl ed as wi thout condition. [0196] A plurality of conditions may be

speci fi ed, atithspr esstdugrdovs whamcomdisbtimphe |dinarachh tdaanobuds 8an876 enabl es
adding the condition line. At |east one sending condition is to be
specified. The 20 gamding conditions are accepted by the condition
acceptance unit 112, and stored in the planni ng-phase information database
104. For each Once the selection is provided for the permission selection

10 column 842 out of the pull-down list including the above options,
the connection interface (external interface unit 20 of the computer
10 of Fig. 3) makes connection to a server (not shown) containing
the calculation data for the number of DM that may be sent, so that
latest data for the number calculation is downloaded and stored in
15 the number of sendable DM calculation data storage unit (not shown).
[0194]
At this stage, the display unit 24 of the computer 10
displays a pop-up of an update confirmation message screen shown in
Fig. 21. The update confirmation message screen 920 includes a
20 confirmation message 922, a YES button 824, and a NO button 926.
The confirmation message 922 notifies the user to the effect that
the permission condition has been modified, and the operation unit
26 accepts the selection on whether to update the data via the
manipulation of the YES button 924 or the NO button 926 by the user.
25 Once the operation unit 26 accepts a press of the YES button 924,
the connection interface makes connection to the server, to thereby

download the number of sendable DM calculation data. Upon



columm, either the selection is nade out of a pull-down list including a
plurality of options, or data is directly input, so that the data
designated by the user is accepted. 25 {®®O7 For the area condition

sel ection columm 852, the area (prefecture) to send the DMto is selected
out of options. Wien - 83 none is selected, "nationw de" is set as the
target. Although the area to send the DMto may be designated by prefecture
accordi ng t ccorphet def adl the tdoenl aadjety, atlea dmy b denst gratedis didpéagase of
designating an area enconpassing a plurality of prefectures. 5 [0198] In
response to im phessatef vpdatar eataddiddlen/ delwhni 804 .button 850 by the user,
the operation unit 26 accepts and an area addition/deletion screen 940 of
Fig. 22 pops up ornothg] display unit 24. The area addition/deletion screen
940 accepts an addition of 10 the DMtarget area, nodification of

prefectures includedernirddhegatrargeriar ea, and mekehdionr ebnant anheaisfidih99]
The selection of the area addition selection radio button 942 or area

modi f i caki ordadel gtl @ sr adi rdautbedi 946 bsiatdepted by 84 kSpeperdati;on unit
26, and an area editing unit (not shown) executes a process of new area

addi tion or @fganguosisndcadion/del eien. sIhe a aned-Ldiyt prgpawanttpdds a new
area by the area nane input to the additional area input columm 944, when

the area addidnqeniselRet 59t ichadburuBlon D42« Sorzthesh eshietheoprefiaat ure
nodi fication/del etion 20 sel ection colum 950 includes a listing display of

the prefect e, BAIES abeeanhiidl 6R, dds8§REELIY ebYundt gonPaniedp tdyiay
prefecture
smoking brand condition column 854 further includes an
10 internal/external distinction selection column 856, a price category
selection column 858, a specified family selection column 860, a
taste classification selection column 864, a roll length
classification selection column 866, and a tar content designation
column 868. It 1is not necessary to specify all of those condition
15 items, and the unspecified item may be handled as without condition.
[0196]
A plurality of conditions may be specified, and pressing down
a condition line addition button 876 enables adding the condition
line. At least one sending condition is to be specified. The
20 sending conditions are accepted by the condition acceptance unit 112,
and stored in the planning-phase information database 104. For each
column, either the selection is made out of a pull-down list
including a plurality of options, or data is directly input, so that
the data designated by the user is accepted.
25 [0197]

For the area condition selection column 852, the area

(prefecture) to send the DM to is selected out of options. When



sel ection check box 956. Once the operation unit 26 accepts a press of a
regi stration button 958, the area editing unit registers the prefecture
whose prefecture sel ection check box 956 8% marked in an 25 area
registration unit (not shown) as a new area, by the area nane input in to
addi ti onal area name input colum 944. [0200] 84 Al so, when the operation
unit 26 accepts a press of an all- select button 952, the area editing unit
creates a strate thatelehted privfeconwiaelel ectdtons ctieckaboxt 9561 ofcwh thhe
prefectures are selected. On the contrary, when the operation unit 26
accepts a 5 gmeesso oferanthe | DM ¢bense Heutibarpyrofsd hherafeatws bcagrdingt to

rel eases the selection of the prefecture selection check box 956 of all the
pr ef ect ur es.tHe02644ul tOn thhetatgrer atmmn day vitke mub heniareela inodidf iceat iah/ del et i on
radio 10 button 946 is selected, an area nodification/deletion selection
col umm 948 diespibaysirgy pul dratowncbistssiingl aigilngahstopifi pnsfadcherasea nanes
already registered in the area registration unit on the area

nodi fi cati on/ del etfioapssel ecti on col utm 948. The user selects the area nane
to be nodified or deleted out of the pull-down Iist of the 15 area

nodi fi cati on/ del etlinoReS@irget Lo ¢RkYETOLO48. addie ~gpet adr/@B16hidn bdbraccept s
the sel ected subject area nanes, and displays a check in the prefecture

sel ecti on chEpkpboxndsBeof theopeefichunes: alsr eashpt s 66k Hrekeda [0202] 20
For nodification, the user puts or renoves the check in the prefecture
sel ection cheektbex/ R206t0bn asdeshr e prefast BbepoNdpt B8MNthe display unit
24. The area addition/deletion screen 940 accepts an addition of
10 the DM-target area, modification of prefectures included in the
target area, and deletion of an area.
[0199]
The selection of the area addition selection radio button 942
or area modification/deletion radio button 946 is accepted by the
15 operation unit 26, and an area editing unit (not shown) executes a
process of new area addition or area modification/deletion. The
area editing unit adds a new area by the area name input to the
additional area input column 944, when the area addition selection
radio button 942 is selected. The prefecture modification/deletion
20 selection column 950 includes a listing display of the prefecture
names of each area, respectively accompanied with a prefecture
selection check box 956. Once the operation unit 26 accepts a press
of a registration button 958, the area editing unit registers the
prefecture whose prefecture selection check box 956 is marked in an
25 area registration unit (not shown) as a new area, by the area name

input in to additional area name input column 944.

[0200]



presses the registration button 958. The area editing unit registers the
nodi fi ed prefecture again, as an area of the subject area nane. For
deletion, the user selects the area nane to be 25 deleted out of the area
nodi fi cati on/ del etion sel ection col urm 9488 ~and presses a del etion button
960. The operation unit 26 accepts the press of the deletion button 960,
and the area editing unit - 85 deletes the subject area nane selected in
the area nodification/deletjon selection.colum 948, fromthe are
registration unit%uFEQGgTHI%hﬁkﬁgﬁﬁﬁgﬁa1éﬁ%%nﬁgﬁufFBFéthmgﬁféyiFBng}%? t he
internal /external distingiion selection columm 856 is nmade out of uch
options as "¥o§sE BrERY % &1t BF% SHrAHE (HkhowPateEor THe® HP‘?tcé;%Sat egory
sel ection colunmn 858, the selection. is ngge ou% of the_options as "Y270. -
or | ower/ 28PLFISEBULE GFIATGHEN ChEr- (e Pre&l 26! THE BpeEsFiicFaiid y

sel ection colum 860 further includes a specific famly selection colum
861 and a sp¥ieCtedf afy e GiditErbyY “88NeltS SREEDHRN UBE2 .2 F8FECehe Speci fic
fam |y selection colum 861, the selection is made out of options of a
plurality ofPiEs§aPétdte 2lbrENE3FanP1ites. IFtr ttherarea eddting et bdrsieesher only
the target 15 brand snokers involved in the selected specific famly are

pi cked up tldehécéetintBdohsticherplefived FrifsEr cbfcimakdery oy of arldethe
custoners, or target brand snokers of a brand other than the specific

fam |y are Rueflsetemmted, for the specific fanmly condition selection
colum 862. In the case where the option of "exclude" is selected 20 in the
specific fam |y coi@Ption sel ection colum 862, the target brand snokers of

a brand other than the specific famly selected in
On the other hand, when the area modification/deletion radio

10 button 946 is selected, an area modification/deletion selection
column 948 displays a pull-down list including as options the area
names already registered in the area registration unit on the area
modification/deletion selection column 948. The user selects the
area name to be modified or deleted out of the pull-down list of the

15 area modification/deletion selection column 948. The operation unit
26 accepts the selected subject area names, and displays a check in
the prefecture selection check box 956 of the prefectures already
registered.

[0202]

20 For modification, the user puts or removes the check in the
prefecture selection check box 956 of a desired prefecture, and then
presses the registration button 958. The area editing unit
registers the modified prefecture again, as an area of the subject
area name. For deletion, the user selects the area name to be

25 deleted out of the area modification/deletion selection column 948,
and presses a deletion button 960. The operation unit 26 accepts

the press of the deletion button 960, and the area editing unit



the specific famly selection colum 861 are to be counted. [0204] For the
taste classification selection colum 864, the 25 selection is nade from

such options as "regul ar/ nent hol ". When"t B2 “taste classification selection
colum 864 is left blank, both of the regular and nenthol tastes are picked
up as the subject. For the - 86 roll length classification selection colum

866, the selection s de fromsuch options, as "FK/ESK". The tar content
desi gnati on g%]oqt&ﬁnlc%%ffﬁgég%%tasre&egﬁ%ast%ﬁe(?ﬁt‘?ﬁ BntpFefel init and | ower
limt, or weither thereof, of the tar. content. |f a_ val of 13 nmg or higher
5 15 Speci £ UL 6o ETAUSPPOLTT G Fa iTogPaat: 4Po2BSR The AiPn- avay
probability condition designation colum 870 accepts designation of an
upper |init SAESORETCT YRitt; or either thereof, of the turn-away
probability. If a value of 30% or higher 10 is specified, no classification
is provided. For t H£0Séx condition selection col um 872, the selection is
made fromthe options as "male/femal e/ unknown". The age condition

desi gnati®on col umREPATIREGEHEE & fipetO1 iSfiLeChitd feRef "9 init, or either
thereof, of the age. The selection may be nmade in 5 years increnment. 15

[ 0206] Afterl@wnagé@ﬁteéﬁéé SFstRet 5ThFCAG I P @S 35hheh Make oWpetat i on
unit 26 accepts a press of the nunber of sendable DM confirmation/unit
price set but¥®hoB8EONT Fe NPHRS PEpnBICHBRT ity s erdreyatnem uni Fo tie

cal cul ates the nunber of DM that may be sent 20 based on the nunmber of
sendabl e DM RBlGauFateBTYdaeEePrion eokyy Sabwilhcadetkctdng i inagls owe adunber

in the nunber of sendabl e DM
the options as “¥270.- or lower/¥280.-/¥300.- or higher” or the like.

10 The specific family selection column 860 further includes a specific
family selection column 861 and a specific family condition
selection column 862. For the specific family selection column 861,
the selection is made out of options of a plurality of cigarette
brand families. Further, it is selected whether only the target

15 Dbrand smokers involved in the selected specific family are picked up
to be counted as the planned number of DM-delivery-target customers,
or target brand smokers of a brand other than the specific family
are to be counted, for the specific family condition selection
column 862. In the case where the option of “exclude” is selected

20 in the specific family condition selection column 862, the target
brand smokers of a brand other than the specific family selected in
the specific family selection column 861 are to be counted.

[0204]
For the taste classification selection column 864, the

25 selection is made from such options as “regular/menthol”. When the
taste classification selection column 864 is left blank, both of the

regular and menthol tastes are picked up as the subject. For the



colum 882. Further, the values witten in the nunber of sendable DM colum

882 under different conditions are aggregated, and the total sumis witten

in the total nunmber of sendabl e DNIcqunQ¥ﬁ§6. 25 [0207] The nunber of DM
S e

delivery calculation unit 114 cal cul at e new y chosen brand unit val ue

based on the target brand information - 87 colum 830 and the conditions
specified in the foregoing sending conditions, and wites the value in a

wl h : _ T i | anned
newy c Osggfgg?g%gﬂgiE%%&h&ﬁcagfInglggﬁﬁntEghgﬁg%6%Pgﬂ%i€%?&ggcﬁn9§

nunber of arget customers | nned nu

DM del i -t 5 t , W - di
condi i on,” PRFer1ThG D Thehanber oY SordaBls BV Sortis 85 e T nput

i nf [ ' db : iht. 116, i, |

i nformat i on i3, aecepl el by he.pl.an goepLanNGeUNi L, 16, .90, gt col um

of expected T rsion 5r noton effect e ~exp ¢ fhoti on

effect of the fqr conversion to target brapd 10.is s ified wth respect
Co. each DM SSRIPha HESRATL 1on et GRBERTea. o r2cPiPe SF el U8 UbrPHEH by
subtract%ng.a conve.shon rat.e o%.nqp-th&deliven%%target custoners to the
target brandS FPomE e on ergP ot TR ¢CBf 1S RECPMIHI i very-target customers to
the target brand. A‘%isting showi ng the past DM pronotion effect for 15
conversion to tardQ?O and is to be prepared in advance, so that the wuser
may specify the exgected effect referring to. the Iiinn%,and i nput_the
expectation in t hé'fnpin GERUMF BELexTeC LR tioiPefes WRATHPRAAIBR &% ect by
DM 890 via the operation unit 26, for acceptance by the plan acceptance
unit 116. 2GOPOB|ICPHERC IR &% paie BB al e tcald IoHETF ohitiri t 01 20 tE&F cul at es

t he
thereof, of the turn-away probability. If a value of 30% or higher

10 is specified, no classification is provided. For the sex condition
selection column 872, the selection is made from the options as
“male/female/unknown”. The age condition designation column 874
accepts an upper limit and lower limit, or either thereof, of the
age. The selection may be made in 5 years increment.

15 [0206]

After the acceptance of the sending conditions, when the
operation unit 26 accepts a press of the number of sendable DM
confirmation/unit price set button 880, the number of DM delivery
calculation unit 114 calculates the number of DM that may be sent

20 based on the number of sendable DM calculation data previously
downloaded, and writes the number in the number of sendable DM
column 882. Further, the values written in the number of sendable
DM column 882 under different conditions are aggregated, and the
total sum is written in the total number of sendable DM column 886.

25 [0207]

The number of DM delivery calculation unit 114 calculates the

newly chosen brand unit value based on the target brand information



nunber of conversion-expected custoners, based on the planned nunber of
delivery target custoners input to the planned nunber of DM delivery-target
custoners col unm 884 and t he expected ef fdct (% 25 input to the input
colum of expected conversion pronotion effect by DM 890, by the foll ow ng
formula (13) with respect to each sending condition. - 88 - [0209] Nunber

of conversi on-ex ed toners..= planned nunber of _delivery-target
custonmers x c@%ﬁ@@%@ 8??&(@}6 Foﬁ%o“.og? G BRI tR% FHERIHDe englf”gg
conver si on- ex gc%eod Scugté)n&rﬁethﬁsé ca culi%t ed evgls V\%Ci)tteg)ri n,a nl%rrbe of
conversion-efg‘ tred®eustonners®eor imi“892.1" A'$E" % he“gat &78F t He "nttt&r  of
conver si on- expect custonmers columm 892 with respect al |l the sending
condition i ézoﬁbﬂl? Z%ﬁt‘ed{:heahl&efhjéjpuﬁng%egﬁléan%Ing’é ‘?/é ;E)qug‘ﬁhivﬁré{_t ot al
nunber of conversi on-exgect,ed 10 custoners, colum 900., Further, the expected
val ue cal cul"8FP8h UIFEMCED N 5P HIAPBE THELEX pic tNgdeHrised vaf9fE from t he
nunber of conversion-expected custoners in the nunber of o

conver si 9n- EXFEERYF COUITDFER sWED FRAPEY2 LantPthéMnefidineh 6ot tBPENnd uni t
value in the newy chosen brand unit value colum 894, by the follow ng
formula 15Trefgyrifonseiihe pipeet &f eantridey Bl e umA drer ébe input

conversi on-expected custoners x newy chosen brand unit value ... (14)

[0212] 20 TRECERPECRedS ARBECY YUENE RIercarentaped weltwdibt el ANan

expect ed earned val ue colum 896. Also the data of the expected
input column of expected conversion promotion effect by DM 890, the

expected promotion effect of the DM for conversion to target brand

10 1is specified with respect to each DM sending condition. The
expected effect is a value obtained by subtracting a conversion rate
of non-DM-delivery-target customers to the target brand, from a
conversion rate of the DM-delivery-target customers to the target
brand. A listing showing the past DM promotion effect for

15 conversion to target brand is to be prepared in advance, so that the
user may specify the expected effect referring to the listing and
input the expectation in the input column of expected conversion
promotion effect by DM 890 via the operation unit 26, for acceptance
by the plan acceptance unit 116.

20 [0208]

Then the expected value calculation unit 120 calculates the

number of conversion-expected customers, based on the planned number
of delivery target customers input to the planned number of DM-
delivery-target customers column 884 and the expected effect (%)

25 input to the input column of expected conversion promotion effect by
DM 890, by the following formula (13) with respect to each sending

condition.



earned val ue colum 896 wth respect to all the sending conditions is
aggregated, and the aggregated value is witten in the total expected
earned val ue colum 902. Further, the exp88ted value 25 cal culation unit 120
cal cul ates the expected earned value per DM fromthe expected earned val ue
in the expected earned val ue colum 896 and the planned nunber of

DMt del i very-target custoners in the - 89 planned nunber of

DM del i very-target (@998 oners colum 884, by the follow ng fornula (15).
[0213] Expected earned value per DM = expected earned value / 5 planned
nunber of DM del i véumper apgetongassomerespected ¢85tq@Ts4F plgpoadcamplest $bn of
the foregoing operation and cal cul ation, the expected RO cal culation unit
122 aut omat i dalivergataugdest esstdmersex pewtested sriersi 6ni0fat.e(13)he expect ed
earned val ue, and the 10 expected RO, and wites those values in the

expect ed conversi of0210at e col um 910, the expected earned val ue colum 912,
and the expected RO colum 914, respectively. The expected conversion rate
i s cal culmat ed fronthehautiodalofototrersionbetpeoted onsersie ohn-@xpecid Bailacsst omer s
in the total nunber of conversion-expected custonmers 15 col umm 900 and the
total of theiplaniredn numaenudbe D dedriveetyeot-arxgetted usisoomsss icolithe goat al

pl anned nunber of DM delivery-target custoners columm 888, by the foll ow ng
formula (16)A1§021ht ddbepect €tk conver siforonad e iantetmctBldnbestcabre aiensi on-
20 expected custoners / total planned nunber of DM delivery-target

custonmers x 400Hxh. resdelB) to all the sending condition is aggregated, and the

aggregated value is written in a total number of conversion-expected
10 customers column 900. Further, the expected value calculation unit
120 calculates the expected earned value from the number of
conversion-expected customers in the number of conversion-expected
customers column 892 and the newly chosen brand unit value in the

newly chosen brand unit value column 894, by the following formula

15 (14).
[0211]
Expected earned value = number of conversion-expected
customers x newly chosen brand unit value .. (14)
(0212}
20 The expected earned value thus calculated is written in an

expected earned value column 896. Also the data of the expected
earned value column 896 with respect to all the sending conditions
is aggregated, and the aggregated value is written in the total
expected earned value column 902. Further, the expected value

25 calculation unit 120 calculates the expected earned value per DM
from the expected earned value in the expected earned value column

896 and the planned number of DM-delivery-target customers in the



[0216] Al so, the expected earned value is calculated fromthe nunber of
conver si on-expected custoners in the nunber of conversion 25 expected
custoners colum 892 and the newly chosebrand unit value in the newy

chosen brand unit value colum 894, by the following formula (17). - 90 -
02 171 Expected earned val ue = nunber of conversion-expected custoners X
new y chosen brand unit value ... (17) [0218] 5 Further, the expected ROT

i s cal cul at edlabasedwiverhel dkpelet BPrychrreal FHFU@GS £hBIEY 584t &Y éafned
val ue columm 912 calculated by the fornula (17) and the planned budget in

the total budgéeveey fimuB20(1Py the foregoing fornula (3). The data thus
cal cul ated by the expected value calculation unit 120 and the expected ROT
cal culation 10 uniltP2i?p is stored in the planni ng-phase infornmation dat abase
104, and displayed on the screen of the DM sinulation tool 800 of Fig. 20,
by the pl anni ng- phavecsed eenned sqplag pen DM106exHeg2¢9]carThhdsyause /DM
si mul ation tool 800 specifies the sending 15 conditions with respect to the
DM del i ver y-tlanget mubeonef PVandlttrry-expest edsedfeast .of13he O\, t her eby
enabling estimating the RO of the relevant canpaign and perform ng
antici pated sinul dtt2ohl at the time of planning the project. As described
above, the DM sinulation tool 800 allows selecting and designating the
itens to be speci fliped 2ondstibte dMtbenthmgotondickeiretiorAlasd, callesilgnadn ng t he
itens of the DM sending conditions provides indication of the nunber of DM
t hat may the expected ROI calculation unit 122 automatically calculates the
expected conversion rate, the expected earned value, and the
10 expected ROI, and writes those values in the expected conversion
rate column 910, the expected earned value column 912, and the
expected ROI column 914, respectively. The expected conversion rate
is calculated from the total of the number of conversion-expected
customers in the total number of conversion-expected customers
15 column 900 and the total of the planned number of DM-delivery-target
customers in the total planned number of DM-delivery-target
customers column 888, by the following formula (16).
[0215]
Expected conversion rate = total number of conversion-
20 expected customers / total planned number of DM-delivery-target
customers x 100(%) .. (16)
[0216]
Also, the expected earned value is calculated from the number
of conversion-expected customers in the number of conversion-
25 expected customers column 892 and the newly chosen brand unit value

in the newly chosen brand unit value column 894, by the following

formula (17).



be sent, according to each designated condition. Further, inputting the

pl anned nunber of DMto be sent and the expected pronotion effect for
conversion to target brand | eads to cal cub@tion of the 25 expected earned
val ue of the DM campaign. Still further, fromthe plan and the expected
earned val ue, the expected ROT can be calculated. Wth all these functions,
variation in expected earned 91 value and RO under different setting of
the condition of thge1PM delivery-target custonmers and the nunber of DM can
be visualized. [0220] Accordingly, calculating the RO at the tine of

planning with 5 the-BMgidaHhali @ eool n@Prase URivags th-lhbscmy ki ng
exanpl e allows neking a proper decision of investnent. Also, visualizing

the variatigpsQfeRO « eRAM, ash2EhI 6iant Lyjdesihgpati ng)the delivery target
custoners for the DM canpaign. The clear indication 09 the expected effect

of the DM facilitafgsgestablishing a goal to be achieved. 10 Further,
perform ng the planning and feed-back eval uation under a comon franmework

enabl es gmoothly eyalyat | r@lea@%%@%{%léj%’ﬁ%?gi g clerdhlpled B m&i&g&%tue-d %2 -

CLAIMS 1. A sinulation apparat icts an effect of sendin t

direct mail ggrr% Sggﬁ?e H@ﬁgﬁg I eE@@@aQHe@%a%uQr@&% 9%2 acal%%?%%%dé%ybr and,

conpri si ng: a pl anned et acceptance unit that accepts a

Dot ot b SATHP| 75 U5 A TEShehd €00 LT GBEEPL 5 =
820, by the foregoing formula (3). The data thus calculated by the
expected value calculation unit 120 and the expected ROI calculation

10 unit 122 is stored in the planning-phase information database 104,
and displayed on the screen of the DM simulation tool 800 of Fig. 20,
by the planning-phase screen display unit 106.
[0219]
Thus, the DM simulation tool 800 specifies the sending
15 conditions with respect to the DM-delivery-target customers and the
expected effect of the DM, thereby enabling estimating the ROI of
the relevant campaign and performing anticipated simulation at the
time of planning the project. As described above, the DM simulation
tool 800 allows selecting and designating the items to be specified
20 as the DM sending condition. Alsc, designating the items of the DM
sending conditions provides indication of the number of DM that may
be sent, according to each designated condition. Further, inputting
the planned number of DM to be sent and the expected promotion
effect for conversion to target brand leads to calculation of the
25 expected earned value of the DM campaign. Still further, from the

plan and the expected earned value, the expected ROI can be

calculated. With all these functions, variation in expected earned



a condition acceptance unit that accepts a setting of a 10 sending
condition for sending said direct nmail; a nunber of delivery applicable
customers cal culation unit that extractscustoners corresponding to said
sendi ng condition out of said custoner naster table, and calcul ates the
nunber of delivery applicable custoners to whomsaid direct nmail may be
sent; 15 a nunber of delivery applicable custoners presentation unit that

presents thenuahgly abrdelderenyr apeht cadt@ngust ARr sondi thbansedraupher of
delivery target custoners acceptance unit that accepts a planned nunber of

delivery _tarogeq_&v&fgmt%gé§ dRtWher asai ehdintgsd r B bushobibd besiganteqW th an
upper limt being the 20 nunber of delivery applicable custoners; an
expected conversi gpys@t e acceptance unit that accepts an expected
conversion rate based on said sending condition; a nunber of

conver si on- expect gd GUSLOAB! S. Al ¢ Ad QRe Uittt attf'tgén t@tﬁ\le%%ngatl%ﬁnﬁud‘%?ﬁr of

conver si on- expect ed custoners, based on 25 the p ned nunber of delivery

target C§St QIR By u§§£ﬂ>r{3)ﬁgg§t% aLOOME i pa t{kﬁtseivofki%% e aﬂ(‘t;cﬁiet aY%v%e
p t oner,

table that stores therein an earned value unit cost per “cus

predeternin%%kgggq{?ﬁgg?%qﬁggég@pQD g§&%§§§ﬁ£. eagh bgﬁﬁg%géﬁggg?ﬁproduct

and indicating a’valu ar ne ange made canpai gn
Val e cal cul GEFBh Tnet FRACTBORS ThTeb Pt eas Tt B N B B o o
brand. cor  CABORITHG TP6 CKT &' BRORREIT estior CLATA RPARa BT 65 U prottcrd o
whi ch said Se%'%gictngof the DM facilitates establishing a goal to be achieved.
10  Further, performing the planning and feed-back evaluation under a

common framework enables smoothly evaluating and analyzing the

result of the project.



10 condition applies, thereby cal culating said expected earned val ue based
on the nunber of conversion-expected custoners; an expected RO cal cul ation
unit that calcul ates an expected RO ~bd%ed on said planned budget and said
expected earned value; and a prediction presentation unit that presents
sai d expected 15 earned value and said expected RO. 2. The sinulation
apparatus according to claiml, further conprising: a predicted turn-away
rate storagbPdifrt that stores therein a 20 predi cted turn-away rate,
associated_wth a behavior pattern of said custoner; a behavior pattern

acqui si ti oh- uni tAtHEEIAEHN PERAEAYS ChEh&AFEeCirarler it 85 tPEiS8oMer : and
a decision unjit that conpares said behavior pattern of said 25 custoner
with a predetigesitngf behadi G oFaPT &Nt 1RBIGATChRER by @ BERGHitn§fsai d predict ed
turn-away rate; - 94 wherein said sinulation apparatus stores said
predi ct ed $REHLIGWREAICAt ECBRTISANE: t urn- away probability in said customer
master table. 5 3. An effect nmeasurenent apparatus that nmeasures an effect
of a sales prondtileAnedpridgh, 2@ePEaner] WAE othfit seaeltfg aontannedi rect mai |
for a sales pronotion canpaign of a product of a specific brand under a
pr edet er mi pedbstendi srjcc6AEP2I®M and col l ecting answers to a questionnaire
from custoners, based on custoner information 10 including properties of
sai d custonmer watdushonsr s@ister etairredontpasticardocpednprs shdgtuaraagqui siti on
unit that acquires said custoner information
probability of each customer;
a condition acceptance unit that accepts a setting of a
10 sending condition for sending said direct mail;
a number of delivery applicable customers calculation unit
that extracts customers corresponding to said sending condition out
of said customer master table, and calculates the number of delivery
applicable customers to whom said direct mail may be sent;
15 a number of delivery applicable customers presentation unit
that presents the number of delivery applicable customers;
a planned number of delivery target customers acceptance unit
that accepts a planned number of delivery target customers to whom
said direct mail should be sent, with an upper limit being the
20 number of delivery applicable customers;
an expected conversion rate acceptance unit that accepts an
expected conversion rate based on said sending condition;
a number of conversion-expected customers calculation unit
that calculates a number of conversion-expected customers, based on

25  the planned number of delivery target customers and said expected

conversion rate;



automatically read out fromsaid postcard; an actual result database that
acquires, fromsaid custoner 15 information, conversion classification
information indicating to which brand s&i d custoner has shifted his/her
primary purchase as a result of said canpaign, and accumnul ates such
information of each customer; a budget acceptance unit that accepts an

i nput of a budget of 20 said canpaign; a condition acceptance unit that
accepts from sai ¢ cost ordiue taifler rhet citoaes ofwireilonan welrned g luheupitoperti es
of said custoner who is surveyed; a nunber of sending postcards acceptance
unit that asegppsrausEnaunipeedefepostdaadorionddoseatd uopairties e$pect to
each condition; a nunber of newly converted custoners cal culation unit that
cal cul at es eaahubbard off el Yroduverangdd inlisizomeg 2 vased t©on bsaker@®s by a
conversion classification information with respect to each condition; a
conver si on dtaeingecaddzulthtowrh At ¢dhgpbigalgulbalie ormndcomterssiidncusatorebased on
the nunber of newy converted custoners and 5 the nunber of sending

post car ds, pdithrtegpecthécesgach condition; a unit value table that contains
an earned val ue unit cost per custoner, predeterm ned according to the
properties of each ekpetiddotasadid vplesluet cubdtd ohndhCatthag doaal up $0.de
earned by a change nade t hrough said canpaign on said brand that said

custonmer  Lghipr ARk loabpel) cltaseguiqn sead negdnval wa vealis it aldsengatiied t hat
| ooks up said unit value table, to acquire said earned value unit cost
gai ned t hr otighhugh the conversion to said specific brand, corresponding to said

properties of said brand of said product to which said sending

10 condition applies, thereby calculating said expected earned value
based on the number of conversion-expected customers;
an expected ROI calculation unit that calculates an expected
ROI based on said planned budget and said expected earned value; and

a prediction presentation unit that presents said expected

15 earned value and said expected ROI.

2. The simulation apparatus according to claim 1, further
comprising:
a predicted turn-away rate storage unit that stores therein a
20 predicted turn-away rate, associated with a behavior pattern of said
customer;
a behavior pattern acquisition unit that acquires said
behavior pattern of saild customer; and
a decision unit that compares said behavior pattern of said
25 customer with a predetermined behavior pattern model thereby

deciding said predicted turn-away rate;



said conversion to said specific brand, corresponding to the properties of
said brand of said product to which sahgéfquing 15 condition applies,

t hereby cal cul ati ng said earned val ue based on the nunber of newy
converted custoners; a RO calculation unit that cal culates a RO based on
said budget and said earned value; and an actual result presentation unit

that presents Sai%hgﬁéﬂ$%ﬁiéo§ﬁﬂhg%i&pgﬁ@ékggﬁgkioé sIQSde%E§§%1: asirement

apparatus according to clarm wherein said actual resul abase

accunul ates,_w th respect. .t a I, l,N: as i atd ith, a

del i very flaaquaé(Sr?%edisa(%a%%h% e SR sk l‘?rasusal%hgﬁsét%g‘g%hgesﬁ%& a brand
that said qgghoner was purchasing before delivery of said direct mail, a
brand that $&id custoner has started purchasing after delivery of said - 96
direct mail, and a conversion flag indicating whether said customer has
converted to a specific brand after delivery of said direct mail; and

i ncludes;, a first coug%ing unit tha count? 0 of said actual resuL% 5

dat abase? with redPeftt T BSRITERG TRASEFRT ARt RS W IRGnDe e EECt 19T & type
custoners with said delivery flag indicating that said direct mail was sent
and sai d coriars| BPTIEAE" | IFCAET ¢ ERALS A OUGY SEORGRT RS SoRVErtelhth
said specific brand; a conversion rate by brand cal cul ation unit that

cal cul at es, LOFOAWPHIES BEPFECHI P oCo¥HN IBr dhdf OF9YSTT ioCati TECiEonveron rat e
based on the nunber of said first type custoners and_the nunber of direct
mai | s sent; WCSECHRFECELRITHGUAFIIRaFORDIALE M O L8& P Jadearsy ESud t

guestionnaire from customers, based on customer information
10  including properties of saild customer written on said returned
postcard, comprising:

an acquisition unit that acquires said customer information
automatically read out from said postcard;

an actual result database that acqguires, from said customer

15 information, conversion classification information indicating to
which brand said customer has shifted his/her primary purchase as a
result of said campaign, and accumulates such information of each
customer;

a budget acceptance unit that accepts an input of a budget of

20 said campaign;

a condition acceptance unit that accepts from said customer
information a condition including the properties of said customer
who 1s surveyed;

a number of sending postcards acceptance unit that accepts a

25 number of postcards to be sent out with respect to each condition;

a number of newly converted customers calculation unit that

calculates a number of newly converted customers based on said



dat abase, with respect to each brand classification, a nunber of 15 second
type custoners who were purchasing said specific brand before sending said
direct mail; a specific brand purchase ra%g cal cul ation unit that

S

cal cul ates, with respect to each brand cl ification, a purchase rate of

an existing specific brand based on the nunber of said 20 second type
custoners and the total nunber of custoners in said actual result database;

a real conversion rate C L EL it t cul ates r conver si on

rate achievéﬁxﬁ§ﬁ§é%dfﬁégéaﬁg% ﬁgﬁc#ﬂ%%F%ggxbggéﬁJ%%p%§55636§§%hase rate and
sai d convers&gpi%gtg, Wi th respect to each 25 brand classification; a nunber
of custoners céicu?aiion unit that calculates, with respect to each brand

cl assification, a nunber_ of custoners i.ned -.97 Qy enﬁi 9 said direct
. a(gonve sion_rate calcu 100 Pnlt R?a calcu 8 S a .
mai |l s, based on sai nunber of ~postcards sen and said Té conver si on

rate; an earned value calculatjon unit that cal cu] ates it respect t
each brand cTAESFPITALIEH, PH edezgpn%h \Pﬁf“E%r boafgélawi% Ctoﬁ‘geg\%oﬂﬁﬁ%? GF 88% ned
custoners and sai d earned ngue unit cost; an effect calc Iatian uni t that
cal cul at €s, Eiﬁupg§bégis?5 NG PRSHrENE RS FFPRETT OR, S&T ERPAEHLRHI ue per
direct nmail based on ,sakﬂégynber 0 Eostcatds sent and said earned val ue;
and a presentatiorf (Wit ¥ bR fat GiHRiPesPeErTIe eR¢HS bikitd ©°30
classification, said conversion rate, said purchase rate, said rea

conver si on rRftte CUSEPTRTaaPREY WFATUBSY ATECEaH P &4r hetl RFgPREti5er o§i ¢t i |l .

5. A sales pronotign support system caonprising said sinulation
brand of said product, and indicating a value to be earned by a

change made through said campaign on said brand that said customer
10 primarily purchases;
an earned value calculation unit that looks up said unit
value table, to acquire said earned value unit cost gained through
said conversion to said specific brand, corresponding to the
properties of said brand of saild product to which said sending
15 condition applies, thereby calculating saild earned value based on
the number of newly converted customers;
a ROI calculation unit that calculates a ROI based on said
budget and said earned value; and
an actual result presentation unit that presents said earned

20 value and said ROI.

4, The effect measurement apparatus according to claim 3,
wherein said actual result database accumulates, with respect
to each customer, in association therewith, a delivery flag
25 indicating whether said direct mail has been sent, a brand that said
customer was purchasing before delivery of said direct mail, a brand

that said customer has started purchasing after delivery of said



15 apparatus according to claim1-2, and said effect neasurenent apparatus
according to claim3-4. 6. The sal es pronption support system according to
claim5, wherein said effect neasurenent9@pparatus includes: 20 a
conversion rate accunul ation unit that accunul ates said conversion rate
under each condition, fromsaid custoner information; a normval ue
calculation unit that calculates a normvalue of said accunul ated
conver si on r@teectangi s aadpr exdessioh fhad t iIndiaet preseatles fiaddnershorar ue;
and said expected conversion rate acceptance unit of said sinulation
appar at us t hzas goreEptisdahoexk prRecafie drpadsifderr debiverggof dediddddredid i nput
by a user looking up said normvalue of said conversion rate presented by
sai d presentmtilonandiincdfideai d ef fect neasurenent apparatus. 5 7. The sal es
pronotion support system according to claimb5-6, wherein said nunber of
del i very appl i cabl® fg¢ust orermginpruwsénthat mouohs tovdandf ssaidl predictrieenlt
presentation unit of said sinmulation apparatus include a first display unit
t hat di spl aysdatmbapkannithgrefiase sorewm bi@ndaldsacfiyaitipesd nupbeserft ati on
unit of said effect neasurenent apparatus includes a second display unit
t hat di spl aySirsantgot uaistoesrd twisbreeni dahdvesyi ey amalingt plrasbascyaden and
said actual result screen enploys a simlar format. 15 8. A program of
predi cting atimeffenti bfwasenehthgnousaal doneetsion flag indicating that said
customer has converted to said specific brand;
a conversion rate by brand calbulation unit that calculates,
10 with respect to each brand classification, conversion rate based on
the number of said first type customers and the number of direct
mails sent;
a second counting unit that counts out of said actual result
database, with respect to each brand classification, a number of
15 second type customers who were purchasing said specific brand before
sending said direct mail;
a specific brand purchase rate calculation unit that
calculates, with respect to each brand classification, a purchase
rate of an existing specific brand based on the number of said
20  second type customers and the total number of customers in said
actual result database;
a real conversion rate calculation unit that calculates a
real conversion rate achieved by sending said direct mails, based on
said purchase rate and said conversion rate, with respect to each
25 brand classification;

a number of customers calculation unit that calculates, with

respect to each brand classification, a number of customers gained



mail for a sales pronotion canpaign of a product of a specific brand,
causing a conputer including: a custoner master table including properties
and turn-away 20 probability of each custoner; and a unit val ue table that
contains an earned val ue unit cost per custoner, predeterm ned according to
the properties of each brand of said product and indicating a value to be
earned by a change made through said canpaign on said brand that said
custoner 25 isﬁﬁ(gifll%/ spif chiases ; ma bl pepperdncas satd pluahne P bdgetarscceptlance
unit that accepts a planned budget of said canpaign; 99 a condition

accept ance umid sehatreadceprersisettdtieg of a sending condition for sending
said direct mail; a nunber of delivery applicable custoners calculation unit
that extracts customeasneabrpréspardicnipitionsande déwndi oglodadesi oitbut 5 of
said custoner naster table, and cal cul ates the nunber of delivery

appl i cabl e csspener teachhomrsactashiifecatmal, | anegaedseatye danedriyer thé
delivery applicable custoners presentation unit that presents the nunber of
del i very Sapplinbabl €f cushederstonepd annedaitlrbeneodfvadeki weity cbat get cust oners
acceptance unit 10 that accepts a planned nunber of delivery target
custoners to whomarnsaffeal ratturmiibnsiroitl dhbe sdrti)avéd,hwath uppeect 48 t
being the nunber of delivery applicable custoners; an expected conversion
rate accept aiee bhidd thabsaticeptisnamn expest edlgomesr 8i psct ahel hased on said

sending condition; 15 a number of conversion-expected custoners cal cul ation
unit that calieuhates arnyseiaraf SoRYVeRsi NJe¥pedEdatust erars, based on
a presentation unit that presents, with respect to each brand
10 classification, said conversion rate, said purchase rate, said real

conversion rate, said earned value, and said earned value per direct

mail.

5. A sales promotion support system, comprising said simulation
15 apparatus according to claim 1-2, and said effect measurement

apparatus according to claim 3-4.

6. The sales promotion support system according to claim 5,
wherein said effect measurement apparatus includes:

20 a conversion rate accumulation unit that accumulates said
conversion rate under each condition, from said customer
information;

a norm value calculation unit that calculates a norm value of
said accumulated conversion rate; and

25 a presentation unit that presents said norm value; and

said expected conversion rate acceptance unit of said

simulation apparatus that accepts an expected conversion rate



t he pl anned nunber of delivery target custoners and said expected
conversion rate; an expected earned value calculation unit that | ooks up
said 20 unit value table, to acquire sai d®earned val ue unit cost gai ned
t hrough said conversion to said specific brand, corresponding to said
properties of said brand of said product to which said sending condition
applies, thereby calcu]ating,said expected earned, yal ue ased_on the nunber
of conversiorffergéﬂggtaéﬁ &B@T’tg)rlﬁé’r@; u%%lpgﬁog%b%éjpeaa NOLH) Eqi1Y&t PEn°3dl t ¢ hat
cal cul ates an exgect ed RO baseg $ sai d  pl anned b_udget,anc% saigé%%pect ed
earned val ue;CANG S AbF2ta RFEGEE SRS SMESET b i tothatt pre §%5ai d
expected earned value and said expected RO. 9. A program of neasuring an
effect of a IXEY FRYHDEPBH & YCanpai gn, executed through sending out a
direct mail for a sales pronotion canpaign of a product of a specific brand
under a predeterm ned sending condition and collecting answers to a
questionnaire fromcustoners, based on custoner information including
properti & of’-sai d'ieusebdePIRIPE1¥h SHRPLE: FYFERUIATEard DSt ebrd Schusing a
conputer including: an actual result database that acquires, fromsaid
cust oner i nf or matWhswele otnier BIBPE [C4s9eFiveay avPlilehbleretussAne Feli cating to
whi ch brand said custoner has shifted his/her primary purchase as a result
of sai d canpaiagsenbaidcac sukulaatesa st direlatbiarabresersh téar init50€ ustiolrer ; and
a unit value table that stores therein an earned value unit cost per
custoner, predetéamoredprpecondi ngclwisai dipropesplas vofit Batchdbspledsof sai d
product and indicating a value to be earned by a

planning-phase screen;

10 sald actual result presentation unit of said effect
measurement apparatus includes a second display unit that displays
an actual result screen; and

said planning-phase screen and said actual result screen

employs a similar format.

15
8. A program of predicting an effect of sending out a direct
mail for a sales promotion campaign of a product of a specific
brand, causing a computer including:
a customer master table including properties and turn-away
20 probability of each customer; and

a unit value table that contains an earned value unit cost
per customer, predetermined according to the properties of each
brand of said product and indicating a value to be earned by a
change made through said campaign on said brand that said customer

25 primarily purchases; to perform as:
a planned budget acceptance unit that accepts a planned

budget of said campaign;



change made through said canpaign on said brand that said custoner 20
primarily purchases; to performas: an acquisition unit that acquires said
custoner information automatically read @ut_from said postcard; a budget
acceptance unit that accepts an input of a budget of said canpaign; 25 a
condition acceptance unit that accepts fromsaid custoner information a
condition including said properties of said custoner who is surveyed; - 101

a nunber of sendi ng-pASiCANdscagheRptangs tURhit thakpas GeRES t @ng MTher of
postcards to be sent out with respect to each condltlon a nunber of newy

converted CUSIRIREScGREUbAIIAN sHRkind Batd caledt atgs ;a number of newly
converted custoners based on said 5 conversion classification information

with respect to eachmSondid Leniver a/CQﬁg\fﬁro%bQQ é@tt%m@eé cuhabi o ik ¢ hat
calculates a conversion rate based on the nunber of newy converted

customers arﬁ] tt QtheEugéon{%%t &?ﬂ%% ﬁc{i‘&tngk%t Qalroe§ (‘an}t %o %Oggi:t ' Ot 5

10 an earned value cal culation unit th S up sal uni ue ta

| d
acquire said earng ﬁ/s%oﬂgrqﬁﬁgstte(r\o§%]bl%a' ned éa*IEBYQJEfs %ﬁégn raﬁegfl&qﬁgﬁw

speci fic "brand, correspondln ro erties sal d of sa

product to mhlgh %gkac gg&h gogg&& 3#3%09 h%%9q¥ E%lngulatlng said

ear ned value ase e nunber conver custonefs a RO
calculation unit that calc es, & RC$ %hgrstd g%taqy salq:earned
val ue; and an actuap resul presen o unl? ?h presents sai i'?edPhed

that presents the number of delivery applicable customers;
a planned number of delivery target customers acceptance unit

10  that accepts a planned number of delivery target customers to whom
said direct mail should be sent, with an upper limit being the
number of delivery applicable customers;

an expected conversion rate acceptance unit that accepts an
expected conversion rate based on said sending condition;

15 a number of conversion-expected customers calculation unit
that calculates a number of conversion-expected customers, based on
the planned number of delivery target customers and said expected
conversion rate;

an expected earned value calculation unit that looks up said

20 unit value table, to acquire said earned value unit cost gained
through said conversion to said specific brand, corresponding to
said properties of said brand of said product toc which said sending
condition applies, thereby calculating said expected earned value
based on the number of conversion-expected customers;

25 an expected ROI calculation unit that calculates an expected

ROI based on said planned budget and said expected earned value; and



val ue and said RO.

a prediction presentation unit that presents said expected

earned value and said expected ROI.

9. A program of measuring an effect of a sales promotion
5 campaign, executed through sending out a direct mail for a sales
promotion campaign of a product of a specific brand under a
predetermined sending condition and collecting answers to a
questionnaire from customers, based on customer information
including properties of said customer written on said returned
10 postcard, causing a computer including:
an actual result database that acquires, from said customer
information, conversion classification information indicating to
which brand said customer has shifted his/her primary purchase as a
result of said campaign, and accumulates such information of each
15 customer; and
a unit value table that stores therein an earned value unit
cost per customer, predetermined according to said properties of
each brand of said product and indicating a value to be earned by a
change made through said campaign on said brand that said customer
20  primarily purchases; to perform as:
an acquisition unit that acquires said customer information
automatically read out from said postcard;
a budget acceptance unit that accepts an input of a budget of
said campaign;
25 a condition acceptance unit that accepts from said customer
information a condition including said properties of said customer

who is surveyed;



10
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a number of sending postcards acceptance unit that accepts a
number of postcards to be sent out with respect to each condition;

a number of newly converted customers calculation unit that
calculates a number of newly converted customers based on said
conversion classification information with respect to each
condition;

a conversion rate calculation unit that calculates a
conversion rate based on the number of newly converted customers and
the number of postcards sent, with respect to each condition;

an earned value calculation unit that looks up said unit
value table, to acquire said earned value unit cost gained through
said conversion to said specific brand, corresponding to the
properties of said brand of said product to which said sending
condition applies, thereby calculating said earned value based on
the number of newly converted customers;

a ROI calculation unit that calculates a ROI based on said
budget and said earned value; and

an actual result presentation unit that presents said earned

value and said ROI.





