- 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 appargtfsi an ef fect neasurenent 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

mer chandi se sanpl es based on a on -gﬁf g% gﬁfing nmet hod, and to a sales
pronoti on support system BACK \ g F 02] 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"”

Capi tal 20 1 pvest el M EROIH PSRARAT R cerhent ERGORBr U B AT R ati on

i nclud h d ' ' ' P- A No. 2003- 91630.
?%Ztggztehrgegcsigeg ?EgregﬁggkgﬁgiER@M@R%%fgﬁgﬁéﬁ%§&gﬂ nvest nent and
col | ecti on nodel in devel opi ng or purchasi ng nerchandi se such as products

and serwvl ces, and sinulates financial paranmeters useful for 25 risk

assessnment and so on. éPatent docunent 1] JP-A No. 2003-91630 2 - DI SCLOSURE
OF THE | NVERAF®NCAL FIELD

[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.Z2003-91630



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

i nduci ng the consuners to keep purchasingsthe sane 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 consuners with respect to the nmerchandi se enconpassi ng nunerous
brands and PFAdEPHRRSOE dhg ARAENT IC§oes not provide a nethod for sinulating,
for exanple, how nuch RO would be expected frominvestnent of pronotional
expenses, such as{@0B3 canpaign for a specific brand and the like. [0005]
These days the conpani es are continuously devel opi ng new products in
response to the ndeds iof thhecasenstimarshandigs 4bbhEraempestenypyeowari ety of
mer chandi se in shops and stores, thus expanding 20 severe conpetition for
survi val anmbngndshendohpeitivesks Tadt és antbmpeeoisacefice ndi weddadlicdaguners are
al so becomng nore widely diversified, and the consuners are selectively
pur chasi g phefomerchanstise,t bat dretethiia cpesgeral freguiureimmntawaguto of t he
extensive variety of merchandi se. Al so, under the flood of 25 nerchandi se

i nf or mat i onanstigimatang tfheerby hindhicghdy ythientonsmtcranto ctdepnpeccrsaihgtyhe t he
consuners have trouble in finding out the information of the merchandi se
sui t abl e t oskhemerdhandidd)eok! pofliurging Ihel B IREEOf0 @RSeon e Pardetof

the conpanies, in turn, it has
brand.

[0004]

10 The foregoing conventional art, however, does not suppose the
turning away or conversion of the consumers with respect to the
merchandise encompassing numerocus brands and trademarks, and hence
does not provide a method for simulating, for example, how much ROI
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 continuously developing ﬁew
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 nmeticul ous strategies to acquire 5 custoners. To respond
to the diversifying tastes and needs of" thé consuner s, the conpanies
provi di ng nerchandi se and services are focusing on adopting the so-called
one to one marketing nethod. [0006] The one to one narketing nethod ains at
recogni zi ng, t he tgste 10 and.sense of ¥ﬁ| ues of , each S'H}%Le. onsunmer so as
to performHi¥feremt &Bgr%%c EsPATT Giding TBPPREES ndfy | theB¥E, to thus
acquire custoners. This has been_a commop, nethod since | ong anong_ those
mer chant s qoimﬁgn??}ee?srar%e?%lﬁfﬁ&?s%lsttHPSEJg‘f‘F (fr%é‘t‘t“f)esorct@ BRdl Argndcltsumer s,
and today it is desjred that the conpanies grow capable 15 of carrying out
this tradi tFdri&renea 1R 5tgh RRPEF ¥ enbTUCAdt Imat’el SRitteRIAppl i cabl e to
as many custoners as possible. [0007] The present invention has been
concei ved iBFQAUSHS of t¢ FECrely &§6ARGL ST PEREFHRLSW IR tEA 18| e BCEBL 1 ovi de a
sal es pronotion 20 support system capable of analyzing and evaluating a
measur e Xt ak@rIeased- ol RESkHE! £6 Bife drEpkEiAgInertied, anthereedy oF diheg t he
custonmers to shift to the conpany's brand. [0008] According to the present
i nvention, EMEUESES, prhey CEBIRRIE SPSPEPRIELAY | TRt Chppatsa @adt prRitVigeeditt s an
effect of sending out a direct nmil of a sales pronotion canpaign of a
product of Zomsecifér dsophtng thenpriciligd oned togond anamédt inglgethadcept ance
unit that accepts a planned

[0006]

The one to one 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 to 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 for sending the direct mail; a
nunber of delivery applicable custoners cl Culation 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 mail may be sent; , a nunber of delivery applicable custoners
resent at i on uni t  PRESY BUSFHs SCRESIAMBer bt THELi GEAP Sppl s CaBRe

custoners; a planned nunber of delivery target custoners acceptance unit
that accept LEIBF Mn&dencAIRE 9B del i very target customers to whom 15 the
direct mail should be sent, with an upper limt being the nunber of

del i very appl i cablPeCessnsHeFastein takpe 0882 Lo g PEPRFF 18P 2Be depha®édy uni t
t hat accepts an expected conversion rate based on the sending condition; a
number of cdWPERR} biiYeRpeRAdd Cbs¥ifers cal cul ation unit 20 that cal cul ates
a nunber of conversion-expected custoners, based on the planned nunber of
del i veryStarget cuastombiisoandcedrtaagpettiédthabormgerpi o sateing afnit val ue
table that stores therein an earned value unit cost per custoner,
pr edet er m nestnd¢ooraindgtion thes pepect ks dfreebotril25 brand of the product
and indicating a value to be earned by a change made t hrough the canpai gn on
the brand that the custanerlr peliwryl ypplpgebhasestornes cancekpechednear ned
val ue cal culation unit that |ooks up the
that extracts the customers corresponding 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 numpber 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 galned through the
conversion to the specific brand, corresponding to the properties of the
brand of the product to which the sending 5 condition applies, thereby

cal cul ating the expected earned val ue _ 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 value; and a prediction presentation unit that presents the expected

10 earned val ue andxpber&xpached Roue 40Q00Q3L: Hensitt AeaPORRE tiesnef the
custoner include a brand currently primarily consunmed by the custoner and

sex, age, @hfa@Mde SHILOMED Liqulhe GHSEAMRIG Bz'a'i‘ué‘dﬂiitti e8st (J3@nEY St Oner

properties may 15 include properties of each brand, for exanple,

| nternal ] ex o gl ool actian dnghoabknge phather (06, Biadhiy g igor] etary
product or a conpetitor's product (or conpany nane), price category, taste
category ( I t rd i n S a product
containingéﬁéﬁﬁﬁg??f%%ﬁggtgg&%%% eﬁ??%gﬁgﬁ?ﬁR%f§§£§¥§%8p§%§§ﬁﬁ|ity is
determned in,.advance .accordi ng,to the . properties of ach_custoner. The

ur e avby BYOHIBET TP s af S Be GG NG TEh FOUgT D EOrTa Ay T edi ot i on
based on a_behavi o ngggb. The direct mail se dingtcond[tion may include
such propg???ﬁgpnféﬁe bl & (B PRSI P e RAFEWEEi neti on, price and
taste category 25 and tar contenaaﬁf t he br.and currgntl primarily consunmed
by the custonerd® &F8tHE déaca 24RO 4 toFPehéA EB%%H%%?“TW&EGBﬁﬁition

acceptance_unit is to accept at |east one sending condition. 6 - [0010]
ROI based on the planned budget and the expécted earned value; and

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.



. . T . -l.
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 bevegages, 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 culation unit 10 cal cul ates the nunber of conversion-expected
custoners (= planp@lOlnunber of DM delivery target custoners x expected
conversion rate/100), based on the planned nunber of DM delivery target
customers and t heHexpechednehyrtdsiconncatds tThee exfient ettrpupedvamaliye

cal culation unit calcul ates the expected earned value (_ 15 nunber of

conver si on- Bxped afddcasd Garest XelRl pumelased dbadelieonendsye eRPSBANRIANGE based
on the nunber of conversion-expected custonmers. The expected RO

cal cul ati ontpdiduseahetd alcps i hieiseypesd g rReNi 1ROt W i Ga1ANMRSLMBRL), for
exanpl e through (aggregated earned value - budget) = budget x 100(%. 20
[0012] TEhe ppesentolnvenidiangaldeys: pirdisGbh NGy abatd@ ki BBy HevePhgdli Ng the
direct mail canpaign, thé expected RO with respect to different Sending

conditions ag ,tc&if@? bt e ey SLABES pgf%@%raiﬁrfsa%m%rﬁﬁm sdinﬁ%&b} ng the

effect of the direct mai'l canpaign, and 25 therefore facilitates nmaking a

proper deci sion op.tfe Investaent, apd %%9,%@%%3%@{@6%&6'&@%.difect mai |

canpai gn based on the one to ‘one marketin ch reflects the needs
of each custoner.[gblyw 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 1 nveniron
all ows specifying the delivery 5 target custoners to whomthe direct nai
shoul d be sent based on the properties of each customer such as, in the
case of cigarettes for exanple, the curyent 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
information 10 appropriate for the needs of each custonmer based on the

si mul ati onpls@sWihcetnd bepsasdoeerscicarefmd |4 rser epned ihasgd a1 he
custonmer information, which significantly increases the prospect” of the

canpai gn, peapaited, W tdargBsstmely sgfdiynget he direct mail to randonly
extracted custonmers. 15 [0014] The sinmul ati on apparatus nmay further include
a predicted turps@wgy rate storage unit that stores therein a predicted
turn- away rate associated with a behavior pattern of the custoner; a

behavi or pat ter N AGHUERL LU inJdiRt ASAULLES L8 shehauiar pag Lern 20 of

the custoner; and a decision unit that conpares vior pattérn of the

customed whLh,d RISHGHALT DG AEIAY] O BALARIN ABAEL L eh ey daciding the

predicted turn-away rate, so t the ~‘simul‘ation apparatus stores
b o o 20 byCASAVRY datecie i inietey BOROLLL Y N eustoer
e st OB oY S Bal T MU L SraTPLes, Seesll, of, 2.8
questionnarte Tedearch by a o i1 I, %% coht'r i Bt oM
on, and simulating the effect of the campaign. Accordingly, the
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 homepage or on the street, net-shopping records and a bl og
analysis result and the |likes. The behavi or pattern nodel may be updated
based on the coll ected behavi or patterns. Such structure 5 allows
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 behavior pattern nodel. [0016] 10 According to the
present invention, there is provided an effect measurenent apparatus that
measur es arduEstéennafreg rea¢asch pry orvstiireat caaidai gn, e exédut @donhrdughiosendi ng
out a direct mail for a sales pronotion canpaign of a product of a specific
brand underfam pfedciaerpaedsendii stoadtt iret-ahcbwioll eetdmg amswebiogo a
15 questionnaire from custoners, based on custonmer information including
properties afaliykeés cusstudtreandutifet éhken t fike rithavned parostc ancdiel coaprbiesi ng:  an
acquisition unit that acquires the custonmer information automatically read
out from t hedeastichaskd 20 ame aol lattadebehivitat phaserrishat s@ggetressuder om t he
custoner information, conversion classification information indicating to

whi ch brsandatihsscast i chaby siailtted ihigs fhe royan-aRsy cRUbehase yasased basul t
of the canpaign, and accunul ates such information of each custoner; 25 a

budget accepianeeruidd’ <t Bahariceephstah,i apaitr@hnar bigdel @fstohbe canpaign; 9
a condition acceptance unit that accepts fromthe custoner information a
condi tion i neddidhngod Re1PEORET thesu@f at Rer&USLRRBI tM@e behavior pattern
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 questionnaire from customers, based on customer information
including properties of the customer written on the returned
postcard, comprising:
an acquisition 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;



|
- - B Ilw
is surveyed; a nunber of sending postcards acceptance unit that accepts a 5
nunmber of postcards to be sent out with respect to each condition; a nunber
of newy converted custoners calculation unit that cal cul ates a nunber of
new y converted custoners based on the _cgnversion 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 converted custonmers and the nunber of postcards sent, with respect to

each” condi ti on: _a, utlirssyabiedcabl enddal; 61 LES Lhatel B30 63 et ylue uni

cost per custoner, predeterm ned according to the properties each

brand of the,psaduchs and-LadlSatig.a NakHe SRpRe: Bl Rad . py &&Bﬂ@g%@de
t hrough t he canpai gn on the brand’that the cust primarily purchases
earned val ueg Cgﬂfﬁéb ion unit that |ooks up the unlt val ue table to
acquire the earn val ue unit cost galned t hrough t he 20 conversion to the

specific brand, corr Egond ng t.o the rtles of th of the product
to which the sendlng condf? |oﬁd§8%ﬁ° é¥§89t cﬂpé 1§5gtﬁ%9%9§ ng
value b ed o t he .nunber of 34 ﬂhcustoner cal cul ation
Lnit tha Tt éspastﬁargsaﬁ% J sof RIS TSI riefamaat i oe: and
an act ual result res ntat nit that gresents the_earned value and the
RO. - 10 - [0017 “ceW Y GPEET SOt toRSEBar g T 8! Hakt Yk
exanpl e,
P calculates a number of newly converted customers 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 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 my accggpany the application form

Al ternatively, the application form may “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

cal cul ation unit f@lcﬂl ates the conversion rate as: the nunber of newy

converted custonets - ‘the nunber of direct mails sent x 100(% . [0019] 15

The acquisition uPit automatically reads the results of the questionnaire
q

from the appli catfOHS &t PRrBUGHR BETELARRCIPgHIT | PEENF FhEXFWLGr t 5.
Al ternatively, a questionnaire research may be carried out via a
contri buti oSePSHIA Vo2 iSiulash 38 RBRRIEGECBrIoE AR 4D 2FFFeY R ESLOFHRE t he
result on line. In this case, for exanple 20 a UAL address for application,
or an | D or fAOPAISWERICTHRT LBEOTFIRI-HOR PRV iBBSIh@tadred mndhelifinidetingil to
be sent out, so as to induce the custoner to nmake access to the honepage
and to i Aputhererrddsaeien fogm: fle WigestrettnapR@.a [S90pY maysagp@RiEsti®onnaire
includes a question on the nmerchandi se that the custonmer purchased before
and after theptwgidiognfomhe Adtewtatonadyr éhaayrrllisetior|igde mayjdest i on on
the nerchandise that - 11 the customer w shes to purchase in future. From
such questi etsachdd toaan belvestésdrethtwhetdhergbhore dras grpem.a Tenge on t he
brand t hat
application form thus distributed may be collected by mail or on the
street.
10 [0018] s
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 acquisition 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. 1In 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 gquestionnaire 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



| L
the custonmer primarily purchases, in other words whether tne  custoner has
converted or turned away, as a result of the canpaign. 5 The questionnaire
may al so include a question for analyzing the customer's behavior pattern,
so that the behavior pattern acquisiti0£1ugit may 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 measurement apparatus according to the present invention allows,

upon sendi ng,Ouhst b ik 86ds MR butdasbei SUsHme! S prafl SehiPdubbr Qigh the one
to one marketing nethod, autonma |caIIy inputting the information of each

custoner fr Bgeré\?éaliéa% HEECthdS Bk Inedtnd CRLEN AL 18 Lhe, RGh accor ding

to the predeterm ned val ue ase on e accumu custoner i nformation,

thereby ef fﬂ | e0LL e né%'rﬂa%n 9 P&a%‘é coffe %Fkﬁg{ﬁéﬁ&ﬁ%&% ai gn. [0022]

In the effec measur enent appar tus e actua ase

accunul at es US\@O}H reSSD%CR\\a\%]% %agp ggngw y,l QISaaSSOe%IIJ?%I Op tht h(te,arIT?pgngEang

delivery flag PRl ca ef  th rrect’ 'mail €€en Sén

that th r urchaS|n before sendi ng, . dire mai |l ,, a brand
that thd c oﬁg?%lagngﬁa?f@s 208 DBt ok, SRR S oot a1
and a conversion f) ndi catin 25 whet her % ust.oner has converted to a
specific bf&ﬁﬁoﬂ?f h@yf%%ﬁ?tg?nfhgod P raPThavaRE PHHUBes a first

counting unit that,K counts out of the_ actual dat abase, with respect
to each br g#ffSI5lon MK T AFHGIES & RuRBRH T oP%f?‘%%‘t GBI retS wi th

the delivery flag indicating that the direct nmail was sent and the
conver si on thereby update the behavior pattern and further utilize that result

for 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 custonmer has converted to the specific brand; a
conversion rate by brand calculation unit that calculates, 5 with respect to
each brand classification, conversion raiﬁabased on the nunber of the first
type custoners and the nunber of direct ils 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 purchasing the

specific brand 10Q.bef.ore sending the .direct mail; a specjific brand purchase
rate cal cu(?f;aisls&%lﬁ%]’[ont’ h%tn%e%u? tfelsr,S%v\f}fFﬁe FES TSt Blgbctﬁ‘eb?j?aaﬁd’ery
I ur.chase rat§ of . an exi Stiv{ég % ecific brand based on the
t

| i ficat , . .
ﬁuﬁgzlr Io? at#ﬂgar‘gséggﬁﬁaWBet}&?fstt el SHd™ e e M FRfe S COnEEE Ser s i n

the actual result database; a real conversion rate 15 calculation unit that
cal cul at es 3% aPItAHVELSHOR raEeCHTIATEY P hyonEeidichgot He dPeettiamail s,
based on the purchase rate and the conversion rate, with respect to each
brand cl assP¥argdt f ofPVEr AL SAteoPY dUSPEneR i Sudal £@n anibnthati catpgkates,
calculates, with respect to each brand classification, a nunber of

cust omerss géitedebpeden@i aech eapd eiasséficntilon, fawedsoen saitd prgasepnof
postcards sent and the real conversion rate; an earned val ue cal cul ation
unit that ceicglabes, of whehfirsdpérpe tyssandr headdil assber it dorectan ear ned
val ue based on the number of earned custoners and the earned val ue unit
cost; an efdidst seatcw aetord wounhtimatungal ttatesntwigt hut esipebe aauedch
brand 25 classification, an earned value per direct mail based on said
nunber of pesticadasalsent anth sesdecartoedactaloorend arichsaipiegenhat 4 orunar t
that presents, with respect to each brand classification, the - 13

conver si on oAtsecohfiecymer chasenarat eho tweerer patchashrgridicoape@ifd c bhend ear ned
val ue, and the earned value per direct mail.

10 Dbefore sending the 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 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 nmails fromthe viewoints of the
conversion rate, the purchase rate, the real conversion rate, the earned
val ue, and the earned value per DM wth 3respect to each brand
classification. Taking these analysis results into consideration for
subsequent canpaign project facilitates 10 circulating a PDS cycle, thereby
perform ng efficient DM canpaign. [0024] According to the present

i nvention, ddnetesicn prowj déd ausetase rptonmuheoresluppovdrSiyat em«ompei Sing a
simul ati on apparatus and an effect neasurenent apparatus, 15 wherein the
ef f ect neassargaeNtalappasad uhel Beitddesald@ gerversd@nmaat e accunul ation unit
t hat accumnul ates the conversion rate under each condition, fromthe
customer informatipop3]; a normval ue cal culation unit that cal culates a norm
val ue of the accunul ated conversion rate; and 20 a presentation unit that

presents the nor gl 4eiridNdaBibreXPesH LA xeRNYRISLRAD daterageapance unit of
the sinulation apparatus that accepts an expected conversion rate decided

and i ngut é&ﬁp@i@‘%%xe‘cﬁ%& NG r8lgh @’en@%ﬁ‘d@' HRe ofi bRE RONLEESLPR Heat €

presented by the presentation unit of the effect nmeasurenment 25 apparatus.

0025] - 14; Such, conid gur ali-qn. 8l ous, decidl pg. the conver sion Lat e under

each conditi on“1n consideration statistical resulting 'values based on
the cust Oneéor{vgt:g{%atfagg, T SeSIe\allgrké/d %%lllllg,Cta%% Hl]eg Oeua%p]e(ti hvealue per DM, with

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
RO . [0026) According to the present invention, there is provided a sal es
pronotion support system conprising a sinulation apparatus and an effect
measur enent apparatus, 10 wherein a nufrbe? 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_result_presentation unjt of the effect nmeasurenment 15
appar at us. | nol UdEYiR SEUGIRHTAT NI &Y Lo (HoChatna B SASET SR (1R P4

screen; and the pl anpni.ng- phase s¢reen and the actual result screen enploy a
simlar for @& F?Rﬁ?? © 2%%I%?P§} FRELPP et StABtHEd e bR tdPe pY A SEni t s may
be a single display unit. The sal es Eronotion support systemthus
confi gured QR&FHROYR TACsFRFIHIEIT SR RFTAL HoR M@ SaiEpharod bpeed hhreusd thee of
pl anning and the actual result display screen, thereby facilitating
conparing t H¥ GREPA WA Fherekyt UBIracEsdl the RdsuEITion) eptYtRCISoRItheul at i ng
the PDS (Pl an- Do- See) cycl e enconpassing the planning, execution and
exam natdi on gxvasted HO3028] - 15 According to the present invention, there
is provided a programof predicting an effect of sending out a direct nail
for a sales pronptlizéh canpai gn 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]



M———

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 custoner, predeterm ned according to
the properties of each brand of the produyct. 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 a planned budget of the canpaign; a condition acceptance
unit that acceptsaecsetihgng aheaprdsergentvagicandiidrenitasrsvending the
direct mail; a nunber of delivery applicable custoners cal culation unit

t hat extract grédiemCUs B &t A 1-eS poReiN gt Sertdiagsendiangi eandimhk Onroout  of
the custonmer master table, and cal cul ates the nunber of delivery applicable

cust omers t osyhiMotBotdidheebmplidn BRYa R8-0888t 1020 dodwirher pefndebiyeny |
applicabl e custoners presentation unit that presents the nunber of délivery

applicabl e customeEsy #d2hamngd nunber of delivery target custoners
acceptance unit "that accepts a planned nunber of delivery target custoners

to whom 52t he dir egtcdg%iolnel? Mt@rb@aﬁﬁéﬂincm&ih)gaﬂ riegi éH& tgfli)—.n:ﬂlatyhe

X
nunber 5 of delitvery applicable custoners; an expected conversion-rate

accept ance u?%&bﬂﬂﬂﬁtﬁQﬁ?@Eéh Sx%ﬁggcggﬁ conversion rate based on the
z 6 1

sendi ng condition; a nunber of conversi on-expected customers
cal cul ation unit atlpngtt %ﬁ%&é"t%ﬁo‘i% ?hancurgtegres()fth%?gynera%i n 7 £ e%ﬁﬁé’ u%‘{gto”ers’
based on the planned nunber © elivery farge custoners and the “€xpect ed
cost per customer, predetermined according to the properties of each
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 number 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 customers 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 numpber 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, corresponding to the properties of
the brand of the product to which the‘séﬁdrng condition applies, thereby
cal cul ating the expected earned value 10 based on the nunber of
conver si on- expect ed custoners; an expected RO cal culation unit that

cal cul ates an expected based. on t he pl anned budget. and the expected
earned val ue; ang mﬁﬁﬁFea 6?F5ﬁrﬁV¥§€ﬁPﬁ?ﬁ%ﬂCHﬁ?@“FﬁaFab?gééﬁ?%‘Fﬁé expect ed

earned value and the expected RO . 15 [0029] According to the present
Cvent i on, LRAere b AT P BT oG A GT RSB TG ACBRTEor PBFSR dal es

pronotion canpai gn, executed through sending out a direct mail for a sales
promoti on CREMEYRIRIRSS: 88U IYPTR [§FEEF fTStoraRY ansdeRe £35ee8ed er ni ned
20 sending condition and collecting answers to a questionnaire from
cust orer s, CBRSKIPIGN E¥St/omer i nformation including properties of the
customer witten on the returned postcard, causing a conputer including: an
actual Yesult dapabecthdtesegdi yeldle Fabrhlaiéorugticnehat 25okaf ew raei on,
conversion classification information indicating to which brand the
cust omer hasishiflivedtdvlsy,hép prdqungeytippucehase vadua Ivit cesuldaiofdt he
canpai gn, and accunul ates such information of each custoner; and a unit
val ue t abl éhthagh dher esntdreien rccamhe aspeed fyal umndni tormepbngiery custioner,
predeterm ned according to the properties of each
properties of the brand of the product to which 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



L

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 custonmer primarily purchases; to
performas: an acquisition unit that acquires the customer information
automatically read out fromthe postcard;7 10 a budget acceptance unit that
accepts an input of a budget of the canpaign; a condition acceptance unit
that accepts fromthe custoner information a condition including the
properties of the custoner who is surveyed; 15 a nunber of sending

post car ds acsept ancehantamptaigh, avceptsueul anerberchofinpostatdodsof @abe sent out
with respect to each condition; a nunber of newly converted custoners

cal cul at i orcusnptethandcal cul ates a nunber of newly converted custoners based
on the conversion classification information with respect to each 20

condi tion; a conwensiovalatetadlecuhat isapragitherbah faleauhad emlae @onRversi on
rate based on the nunber of newy converted custoners and the nunber of

post car ds sesnt, p¥d tdust e8PEClort@etashne@ndidoraimg a ene Nedpéat L ¢al sadrat i on
unit that looks up the unit value 25 table, to acquire the earned val ue

unit cost gaianadot Mheughoddte 2E@MYRIShOIM] @ VABLSRECHE i&arPeansy a change
corresponding to the properties of the brand of the product to mhlch t he

sendi ng congidel ORrRP! L8S cakBaibherebte GGl @ﬁam%tehéu%n@%dpm{a%l ased on
t he nunber of newy converted customers; a ROT cal culation unit tha

cal cul ates & RAhased gn-idg adudget and the earned val ue; and

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

10 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;

15 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

20 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

25 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
ROT. [0030] Regarding the foregoing description on the structure of the
present invention, it is to be noted that any optional conbination 10 of the
foregoing constituents, as well as any cldhversion 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. [0031] 15 Thus, the present invention provides a sales pronotion
support sydtherelhaelenbdliey shalsaiinggd dndicebasedonnghe mEbksurel ngkén based
on the one to one marketing nethod, thereby urging the custoners to shift
to the comsanyestast gnato®rsBRI EF DESCRI PTI ON OF THE DRAW NGS [0032] The
foregoi ng and ot her objects, features and advantages will becone nore

appar ent throughat Rel faillcowhtnigondestt i tPtatonabrulexespt ROI badrstionenttess and t he
acconpanyi ng drawi ngs specified here below 25 [0033] 19 Fig. 1 is a block
di agram f omuexypt airmi nhe asrroetl vakieof aad sal es pronotion support system
according to an enbodi nent of the present invention; Fig. 2 is a schematic

functiop bl ock diags@mashewswy drosemndfdignraiitonhef @rebibheanmpai garsdrul ati on
apparatus according to the enbodinent; Fig. 3 is a block diagram show ng an
exanmpl e of sajhargwaree ROT.
(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 of 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 dat abase shown in Fig. 2; Fig. 5 is a diagram show ng an exanpl e
of a pl anni ng- phase screen displ ayed -byiaa 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
t he DM canpai gn sinmul ati on apparatus shown in Fig. 2; Fig. 7 is a diagram
showi ng an exanpkFégofl dssérhictolr diafraa for angblbabire; bn dinel iDM cAngai gn

si mul ati on apparatus shown in Fig. 2; 20 Fig. 8 is a diagram show ng an
exanpl e of salss reinoe eowfsudpoe gy seboseirditang toneh st@odemé@bloF khet he DM
canpai gn simulation apparatus shown in Fig. 2; Fig. 9 is a flowhart

showi ng anpexasm erngbnedbrgperation of the DM canpai gn simul ation apparatus
shown in Fig. 2; 25 Fig. 10 is a schematic function bl ock di agram show ng a

configuration of pthe salses fRAAEL O FUPROK thisyrt @Mdras! sding gt he DM
canpai gn ef fect neasurenent apparatus according to tthe enbodi rent; - 20

Figs. 14 i $ofrfha0hashshow BY ainX 8Pt Sudbt fors LS HMNE Qb-&irActyalnd esul t
i nformati on database 1 n the DM canpai gn effect neasurenment apparatus shown

in Fig. 10.EL8: %@C;i s a di agram show ng an exanple of an actual result 5
screen disp ayedn y an actual result display unit in the DM canpai gn effect

gﬁgfrglrg”g][‘t aﬁpggﬁggﬁof]i@g%%i&@gagﬂa% shb@ngl 8n! Sxdhph b OYENALL FAOW NG an
configuration of 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 bl ock diagram show ng a 10 configuration of an effect
measur enent apparatus according to the enbodi nent of the present invention;
Fig. 15 is a diagram show ng an exarrpl‘eztﬂ‘ 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 information storage uniit in the DM canpai gn effect

measur ement apparfafiis Shdfn? iH-Ergh PWipg @n FarRle ofi agPaHcdHER g 28n
exanpl e of a conversion inforpation screen displayed by a conversion
i nf or mat i o GHEpI FPUIS O ATAF HoOR K tERA TSP al i Y FeERa isBashFtent appar at us
shown in Fig. 14; Fig. 18 is a flowhart showi ng an exanple of an operation
of the DMMEAFPEFTRT e PRI S aSiPEneRt FppaPat us shown in Fig. 14; Fig. 19
is a diagram show ng an exanple of a canpaign effect 25 screen displayed by
a conver si on i nf diaat oA sdp spilagyaunshowingt de <BRIPEamfaicgnaeffedc resmdsur enent
apparatus shown in Fig. 14; - 21 Fig. 20 is an exanple of a display that
appear sSuparreast disptlipried dyDWhsaehyadt Fesnlitodi splegcondt nign ttbeabM erbipaligrent  of
the present invention; Fig. 21 is an exanple of a display that appears on
an updat e Efeonfreasatenentmegpageuscsbem ah Fhe. DN si nmul ati on tool shown in
Fig. 20; and Fig. 22 is an exanple of a display that appears on an area
modi fi cati on/ del etigonl3drseent ofwchhet BWcsiingl st eaamp B0lofs BOvwpdrat Ebg.of
the DM campaign measurement apparatus shown in Fig. 10;
Fig. 14 is a schematic function block diagram showing a
10 configuration of 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 conversion
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 constituents are given identi cal
reference numerals, and the description4hereof will not be repeated.
[0035] [First enbodinent] Fig. 1 is a block diagram for explaining an
outline of a 20 sales pronotion support system according to an enbodi nent
of the present invention. Hereunder, cigarettes will be enployed as the
foiar S

exanpl e of the nerehadir§e™? GXHEP BSRYAYaF BTt PPSAArPPR Ul arl y
appropriate as the exanple, because of including nunmerous brands and bei ng
sel ecti vel ¥opu¥EHaded BhSEAOA 1S L8O ECCo5AWM L89B ORIt Sfisthfrer s
continuously and periodically in a relatively short cycle. [0036] 22 The
respect i ve PERgat et ¥eRH¥ni es sonetimes execute a canpaign for sales
pronotion of the nmerchandise, for exanple by sending out a direct mail (DM
to smokers 40 seFégted aatanfexgiple radgpstbsadyctis2iomPpepns enman | wiate
provide a questionnaire or the 5 like, inducing the smokers to respond to
t he queSti condiymbtionhmegragadaertenablietrsu®M agnaatoon eroploshewmprinviiege,
collecting the responses, and thereby researching whether a change has been
made w th?28;panararily 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. 1In 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]



ol

coll 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 accurnulate the information in the signature database
56. Here, the custoner information inelgdes, 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 name, year and date of birth, address, phone nunber, mail
address and so f B¢ hresbethevec ustansrte Abgdroligh sdretduss oreicutend or mat i on
includes private information such as the nanme, address 20 and phone nunber,
in the fol campaignefbodatest prémeslibhi e htomexihaadise t ferpeopeiiki eg
information of the customer including the age calculated fromthe year and

date of bi sthdirgexut ad e rprovialad (brpmo thekaddrnesse] catddansweifsptd- t he
guestionnaire. [0038] 25 Exanples of questions in the questionnaire may

i ncl ude anregvélsagd Eadtdoheeonstirabkoon afo bhevitiegar Qides onhd1rnesstiaf
decision on the cigarette to be purchased (approx. seven grades may be

specifiged 1183, ihALcSeY atli ook st e £dipbafelo ithe AGYANG BnnSUE waEH & wWays
decided in advance", "half of the tines decided, the rest undeci ded" and

"al ways undggidled’ihe $he Bsandiddiethescaserofiledeci dadecangy simeking period
of that brand (whether under or over one year, oOr how nany years), a

previous pripridey sEmkidng BEandscuhether BMeéoga&%ng@Hgﬁi&%mm&OM a

W.
brand that the cusfoner may wish to smoKe in future and the extent of

anxi ety (syehy, as o YBLY: ANXHONS] BrBHY'as o' POLwROPUANL Bl ot hAl erest ed
at all"), so that ‘the custoner
collected postcards are 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 application postcard 74 nay be
distributed with a sanple 72 at a shop 270 -and col | ect the response on site
or by post, 15 thereby acquiring and accunmul ating |ikew se the custoner
information. The custoner information in the signature database 56 is then
accunul ated in a custonmer naster database 62 of a data center 60. 0040]
Further, tHOTCAMRAGATNRY BE eXTIEEIIN mtVaBrty Bight fe "dilvers dezddediin but
by delivering the questionnaire through a contribution formon a honepage
on a web orad¥apgs’, 6b6alf iy &by Bidwsi Aedifede oblie itestedndncidediransd

i nformation, accurulating that information on a web database 64, and then
i nt egr at i ng'alheyglaingeaiided’t hethe leodein st exselatfabdeesidel”f ard sooking at i on.
The custoner master 25 database 62 may al so accunul ate therein information
obt ai ned t meauagh ofprtéstinptanon (dfietthes vudtromer dwebhehavyerr, nodettovameny he |i ke
based on 24 an on-line purchase history, information witten in a bl og and
so forbh. |cB@4]l] a Preniar amahysily segkivg praidr mbdtimas etdadnotanel
information 5 accunulated in the custoner naster database 62 wth respect to
each cust ametaisndheROChobnch brhed tdatathesubtome tmgnuidre toaspedegiinnay be
cal cul ated, to thereby neasure the effect of the canpaign and establish a
subsequent fiampai H1 pHEj &tdentt bfisarBnecyt (Sughsad everpr ombitduent sitduyt’zi ng t he
schene of the one to one marketing that

“not so much” and “not interested 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
sirmul ati on apparatus that predicts an effect of sending out a direct mail
for a sales 15 pronotion canpai gn of a prbduct of a specific brand, and an
effect neasurenent apparatus that neasures the effect of the canpaign.
[0043] Firstly, DM canpaign sinulation apparatus according to the

enbodi ment of the present invention will be described here below. 20 [0044]
Fig. 2 is ansehehdid eurdmas sasHoek laf ageadsrs haviithgnaln cohlegungt fon of the
DM canpai gn sinmul ati on apparatus 100 according to the enbodi nent. The

si mul at i on fapphar at us (DM canpai gn sinul ati on apparatus 100) according to

t he enmbodi nent of the present invention 25 serves to predict an effect of
sending out a dirl@@tlhmil for a sales pronotion canpaign of a product of a
specific brand, and includes a planned budget acceptance unit (planned
budget accept anc&hanidn B03) y2 nbhabe aceéptsed bpkatined thadgetornbt idie
canpai gn, a custonmer nmaster table (custoner naster table 108) containing
propert Ees aandmblatedanaytpy ababirdrt yasterathabasd @rewitia reepeit itoneach
acceptance unit (condition acceptance unit 112) that accepts a 5 setting of

a sendi ng ceREbkEON ahar REERGUNGHdie ddt 4 eedsulBihg froRUPRE camPh i gekbayesy
appl i cabl e custoners cal culation unit (nunber of DM delivery cal cul ation

unit 114) thatuextdBcts tMecbyShRES tKOIIrEspONH REet Qarfdiegsendi N9
condition out of the custonmer master table, and cal cul ates the nunber of
delivery appkhgablie CUSHORIStt Qampaign project, thus executing sales
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)



et L

10 whomthe direct mail may be sent, a nunber of delivery applicable
custoners presentation unit (planning-phase screen display unit 106) that
presents the number of delivery applicable customers, a planned nunber of
delivery target custoners acceptance uni4> (plan acceptance wunit 116) that
accepts a planned nunber of delivery target custoners 15 to whomthe direct
mai | should be sent, with an upper limt being the nunber of delivery
appl i cabl e custonmers, an expected conversion rate acceptance unit (plan
accept ance thiitt 2238t st RaPlaEedpPedaat CExHec CAEPTISHY ef sSPWTFOFEE edH$Ed on t he
sendi ng condition, a nunber of conversion-expected custoners cal cul ation
unit (expectaddeval ue (20stahenledsoer urEdlel 2M)B)t hat cafewfladnedda nunmber of
conversi on- expected custoners, based on the planned nunber of delivery
target cuspmpersiehdnchtusxpeelcdrabervertsl o eathe cuatomdn, watoedittabhe
(new y chosen brand unit value table 118) that stores therein an earned
val ue unit aosptpece custoterndiplienetceeptares actorldi2ngthat tdoee@bs pr operti es
of each brand of the product and indicating a value to be earned by a
change madesddtiaygbf thaepatmpaiogndom dohéobrsamdihdathet Herecishalera prumgari |y
purchases, an expected earned value calculation - 26 wunit (expected val ue

cal cul ati onofurich 1428) adpatcaieksustoridie cdlidul avidrientabl@mde® agmM re the
earned val ue unit cost gained through the conversion to the specific brand,

correspondi g kRt hea1RNaRest i@stof14)henbr and rafrd RecPE@stUGl 50 Which the
sending 5 condition applies, thereby calculating the expected earned val ue

based on t hg, nuibendafy ¢8NVEL QR fXREALE FUSLONE! $heal SHREC fok O
calculation unit (expected RO calculation unit 122) that calculates an

expect ed Rqa&%éeqng%gl%m&@étw?gl Rugast oanditbery expestash £araed. Ml vg. and

a prediction presentation uni anni ng
10 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 of delivery target customers acceptance unit (plan acceptance
unit 116) that accepts a plaqned 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
kconversion—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 RO . [0045] To be nore detailed, the DM canpai gn
simul ati on apparatus 100 includes the planned budget acceptance unit 102,

t he pl anni ng- phase 15 i nformati on dat abd6e-104 (abbrevi ated as

"pl anni ng- phase information DB" in the drawi ngs), the planning-phase screen
display unit 106, a custoner nmaster table 108, a brand table 110, the
condition acceptance unit 112, the nunber of DM delivery cal cul ation unit
114, the BMEh &é‘é’@ﬁ*@%é@lﬁﬁiCtalfﬂéé?tlt%uﬁészﬁoéh*é@@n lppladiruithe waltue 20
tabl e 118, the expected value cal culation unit 120, and the expected RO

cal cul at i ofialipfi ttap29, [OE2EFireHEPe, camedDraEnpal greositnok ddbohhappdr at us 100
according to the enbodi nent may be constituted of hardware shown in Fig. 3
as an 25 exbeplaaveTheorDVoc B &ingaisimirand orrcappapentdisg100 tihe constituted of
a conmputer 10, which may be for exanple a general-purpose persona

conput er. Phepodnpatef the brnoididéstize CRUALS, ta ROMM 4heas®RANING6, an 27

i nput/output unit (abbreviated as "I/O" in the drawi ngs) 18, an externa

i nterfate vonditiabbapyliatsedtiascebly/ E41dulat heg dhawergsitedOearradvalius 22 t hat
connects those conponents. The conputer 10 is connected to a network 30 via
t he exter nahséditcer tA6 entitvet @0.cofhiers extRpdaled BEpsticheuspUdin depecepf the
conputer 10 may include a display unit 24 such as a CRT nonitor or a

l'i qui d-crysbal cficapheyon MBALt Axpedfed@F@IatiR1EREbn 2B 1i8UCID A HAat keyboard, a
nouse and a tablet, and a printer 28. [0047]
calculates an expected ROI based on 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.
[0045]
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 persocnal

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 an effect neasurenment programthat

causes the conputer 10 to act as the &f dct  measur enent 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 the aEBaratus. $0048L he sinul ation program of the DM

canpai gn siRBFRAGUERUT 282 Ep faPRid 880 ccdfdi g £8° tHE1BADoditmed? is a
program of predicting an effect of sending out a direct mail for a sales
pronot i on EXAPHYYn 16 e%&ﬁﬁoﬂﬁﬁi(épbée%ﬁg€gf?% Brandin &8 exrressh 2Gonput er
(conputer 10) including a custoner master table (custoner master table 108)
i ncl udi ng pREperiSed? atht GRSy tRPTHABTPPRSALSt 2B SORPERR ofetS and a
unit value table (newly chosen brand unit value table 118) that stores

t her ei n anceanredd &P U Netverk ot vperthe gstomsl, iptedecer mie@OaccBradi ng to
the properties of each brand of - 28 the product and indicating a value to
be earned bytarchangeumtmeput eough ehdheanpaiuperono tnsy bnahdiet hat t he
custonmer primarily purchases, to performas a planned budget acceptance
unit (pl andedpldudget atcephamce CGRTtmd02pridata dcgept-sraspilantiedldudget of
the 5 canpaign, a condition acceptance unit (condition acceptance unit 112)
t hat acceptsnatset bhngpafataosemditng 6 comdh Bsoan Kegbosemdiangotde andi sect mai |

a nunber of delivery applicable custoners calculation wunit (nunber of DM
delivery cakblé®t iaod anptintdd)2d.hat extracts the custoners corresponding to
t he sending condition out of the custoner

[0047]

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-phase screen display unit 106) that
presents the nunber of delivery applicablge - 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 | should be sent, wth an upper limt being the nunber of delivery

appl i cabl e theuptef@tSan@nreXpeEimfl aCoAVEY Tio0Be lrcaCHERt @Rseydifabe (Pl an
acceptance unit 116) that accepts an expected conversion rate based 20 on

the sendi ngheetigh tihencapdiyfben e BRANEItFRONIRXRECE Sk L BT QIBINS
calculation unit (expected value calculation unit 120) that calcul ates a

nunber of GERYRESIONLEXRAHIRLA §41S YTBASed RRAGE: QRcbBeandd aRpediuphey of
delivery target custoners and the expected conversion rate, an expected

earned val yg cal cila E%@%&&t(@@z@eghgg,g&eﬁé ue qahgéﬁ g8 L!-HE't thd20) that

| ooks up the unit value table, to acquire the earned value unit cost gai ned

throughst heca%BtQ%ch{ o iaOB%rﬁ%ﬁfti%geacf LhEC Lﬁ{i‘%n‘%’cw‘iﬁfgg&fr E%E%Eg%?éeo dhie

properties o bran product to ng condition

applies, thanebynacaleulal iangewﬁlgeggegtx%glgggg NERNALUE DISEL AR A, nunber

of conver sl on- expected custoners, tronu

(expected cal culatio it 122)..th o |.at es _an expect ed T 5 based
on the plagﬁggc J%ﬁéf %ﬁgm#%g %%ﬁ%%%&ﬁgié‘§g§&¥3€hgfsgﬁﬁ3§ C%ﬁ%ﬁfc%?%n
presentation

presental] gy hRLanlug Bhsas. porcen SLaplav uohh, 400 Lhaliergsents
Fig. 2, th%:skg£g¥¥jcgg9§§gon gﬁgpéé”% % gégéing condition out of the customer
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 of 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- phase i nfornati on database 104
contains 15 information shown in Fig. 42%or exanple pl anni ng- phase canpai gn
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
informati on dat abase 104 stores therein, as the planning-phase canpai gn

i nf or mat i ofthe3Broduch| hxred chubleetSerding eadPplqiupbekiesf, thereby

DM del i very-applicabl e custoners 133, the planned nunber of

DM del i ver yatapbpttingusihe mxpscligd cagpe@xipéeeeebssgnver gicopuriage o35, a numnber
of conversi on-expected custonmers 136, an expected earned value 137, and an
expect ed ROPnS8siamdepedachcesimpmirgn drDexBécted B051¢alzGlFheorphanhni ng- phase
i nformati on dat abase 104 may also include a table (not shown) containing

i nf or mat i onespetteas ROhecalaneatfor mpit BR) that nglanthtasrberexfecapgl R@lat i ons
of the campaign, with respect to each canpaign ID 131. [0052] As shown in
Fig. 4(b), pthbhed ppranhiengt phasebudifear and it0r espeaaicabasenclD4ast®r @ndt hier ei n, as
t he pl anni ng- phase specified condition 140, an area 142, a primarily snoking
brand condiprkafictli4d, présertaanay priababidrirntiyigidises exrdedOdi aprhvagaid50 under
each condition nunber 141. Further, the primarily snoking brand condition

143 includes) i miar paksexiLinal exiest b ddroBd IdfhucpPbhg e Heabegaitedldds . 10
taste classification 146, and tar content 147.
[0049]
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 (not 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-applicable custonmers 162, 15 the planned nunber of

DMt del i very-target custonmers 163, expett%% “conversion rate 164, the nunber
of conversion-expected custonmers 165, a newy chosen brand unit value 166,
and an expected earned value 167, under each condition nunber 161. [0054]
20 Referring again to Fig. 2, the planning-phase screen display unit 106

di spl ays a pimanfdi R pHESET Qfr GBALGHG 1RSI ITHS FFP35IN oV thh S8RaSH B uni t
24 of the conputer 10 of Fig. 3. The planning- phase screen 200 may have its
content ediYFd FATRR &N 6P -by a paper format editor (not shown) and
output via the printer 28 of the 25 conputer 10. As shown in Fig. 5, the

pl anni ng- phase scliP%€éAl 200 includes a pl anned DM budget input col um 202, so
that the anount of the planned budget, input thereto by the user via the
operation unit - ’1sho@ gh Fhe ddbputdre Pdaofirki-ghass drdoamekisned by t he

pl anned budget acceptance unit 102 of Fig. 2, and stored in the planned
budget 532 databbhe Wldashorgs phaselicarpatiyn dlafinimatphese 18@cofiédg. 4(a).

[ 0055] 5 The pl anni ng- phase screen 200 al so i ncl udes a DM sendi ng

condi tion |d@tdingoR0410f, oan setehi h¢R 1 lee pe dmet itliyoamakingehdamy contlitive 1d3r ect
mai |l . The DM sending condition |listing 204 further includes an area

condi ti on ifnpH-aee) WHdbAPOLitd pu s reddx ¥4 8 mekidnggd riandundon diath orbridapudn

colum 210, a turn-away probability condition input 10 colum 220, a sex
condi tion iMpwercOl UM Fi22hedN tRYHE@ALE 1Y Ghokgitbrand condition 143
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 colum 214, a taste classification input colum 216, and a
tar content input columm 218. 15 [0056} 3n +he pl anni ng- 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 colums via the operation unit 26 of the conputer 10 of Fig. 3,
to 20 be acxeptethdyocheteondi bf onicaceepianeceepidd bl 12hs hawAnéd Hudget 2 t 0
be described later and then stored in the respective itens of the

pl anni ng- phasepspesd fined Tonditt Fom. P40aed Ftioged 41b)che PRAd Hutdeher32 t he
pl anni ng- phase screen 200 includes a nunber of 25 DM delivery-applicable

custoners dirSphayp eehuiy-22be aafbanrmnedn e oof1 IVbeetigenyaf ar get
custoners input colum 228, an expected conversion rate 1nput colum 230, a
nunber of conver giggpsexpected - 32 custoners display colum 232, a newy
chosen brand unit value display colum 234, an expected earned val ue

di spl ay scol um 238e 8144 A8LoISAND dESPLRY 0BOL I 240, aan aegn@esfﬁm%gonversi on

rate display columm 250, an expected earned val ue display colum”252, and

an 3 expect el o sl ay, o, 21l RBLoRRT ALl 0Y A0RLA, I QFLE, 2 the

custoner master table contalns, as shown In ormatl! on

cust omer mast . al oW T T g, °6. The P or s
brand 172, S0 CEil K abany T dRaB e 178 ey $7a T 2oR 7 Rhke uRIR T and

the an area condition input column 206, a primarily smoking brand

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. 1In 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 Dbe 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 custoner, and the address information necessary for sending the
direct mail is to be separately stored. 3215 [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-away prediction based on a behavi or nodel. For exanple, the DM
canpai gn 26USTRATEL FOTPIYpSPATUS 2200 HEPWivirdnsen| Meanddenat preddect ed
turn-away rate storage unit (not shown) that stores therein a predicted
turn- awaydisREvasebdEared . Wikt IF¥PRELRUSESHRY @ lpehdlardrypae tEn23e, aehavi or
pattern acquisition unit (not shown) that acquires the custoner's behavi or
pattern, ahotal dewi digmlaynrelumor48hown pxpecie sontrirdoasratre ddastaymer ' s
behavi or pattern with a predeterm ned behavior pattern nodel, thereby
deci di ng t helpredidt eth taxpactavdrarnad ejalee dissptleystcaent AB2 praedi et ed
turn-away rate that has been - 33 decided in the custonmer naster table 108
as the i urexpeetyed podbdlEdleyycdlZB8n PBO60] Here, the behavior pattern
acquisition unit acquires the 5 custoner's behavior pattern for exanple via
a direct mail, efomid], contribution formin a honepage, result of a
guestionnaire research on the street, a buying history in shopping on the

Internet, and anresfialivigi sqdi@subtraf. a, btiag.culhendiehavior tpattergs nodel may
be updated based on the coll ected behavi or patterns. Such 10 configuration
al  ows aut eprtdGal,| ¥sCaldml ahimg .t Be ¢y And¥@Ation indicating the
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 i1s 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. [0061] 15 Although the custoner naster
table 108 is included in the DM canpai gy st mul ati on apparatus 100 in Fig.

2, the present invention is not limted to such configuration. The custoner
master table 108 nay be included in a custoner naster database stored in
anot her conputer via the network 30 shown in Fig. 3. The DM canpai gn 20

si mul ati on @gppaedt itrs theOcneyrrakeaaeressbleo 198chs ahet hern-eomput er  via the
network 30, to thereby acquire the custoner information. [0062] The brand
table 110 coriabhsityw@d73hown in Fig. 7, a conpany name 182, a price 183,
taste classification 184, and tar content 185, 25 under each brand 181. The
brand 181 may be pogpogsented by a code or a indicating the brand, or the
nane of the brand. The conpany nane 182 may be represented by the nane or

code of the compapytesetid BBhhvior 4tcdAttachhandiofhhgntastauetasshii cation
184 may be represented by, for exanple, a'taste classification code

i ndi catisng @,diegilal b TR RRkcetasle apdihifevid keq:110063Li115 Befghring

again to Fig. 2, the condition acceptance unit 112 accepts a setting of the

sending condidd08,0fo BEfl 1P Gl nifildagel NPUL, 1 cDYe tgﬂauggg{or;aaﬁl&gergéa?sﬁdi ng

n
condition listing 204 of the planning- phase screen 0 via the

pperation F%ﬁtHQ%GSEgeéfbea 6§vﬂggt§{sfg%y0£nFéﬂ%pp%ng-Q%etﬁgr¥gégrggt}'gﬁ% %gcepted
is stored in the
analysis result of a blog. The behavior pattern model 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 taple 108
may be included in a customer master database stored in another
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



10 pl anni ng- phase specified condition 140 of Fig. 4(b). [0064] The nunber
of DM delivery calculation unit 114 nmakes access to the custoner master
table 108, to extract the custonmers to whom the sending condition applies,
out of the custoner naster table 108, 1534and cal cul ates the nunber of
custoners to whomthe direct mail may be sent, under each condition. The
cal cul at ed nunber of delivery applicable custoners is stored in the nunber
of DM delivery- applicable custoners 162 in the planni ng-phase information

by conditigatlbtaaf. Firge @stk, chaubiffucitien dBsphayed répidientedregr obr 20
DM del i very-applicabl e custoners display colum 226 in the planning- phase

screen 200 ©fanbilg, DHtabyetdieisph anddtienphase 58k eaiingdi SPFRY1adNbt mkBBho] 0065]
The plan acceptance unit 116 accepts the setting of the 25 planned nunber of

delivery target sustoperskd o whomthe direct nmail should be sent, with an
upper limt being the nunber of delivery- applicable custoners input by the
user in the plannedgaunber of DM - 35 delivery-target customers input
colum 228 and the expected conversion rate input colum 230 in the

pl anni ng- phase Scﬂe‘%@?rgr%ogegin Fﬂ.cg-Fiéz 2’,i %h&hgor%‘%ﬁaﬁxi%%ggggﬁc@%ng{ 1t1h§e

conputer 10 of Fig. 3, an al so accCepts an I nput o expected conversion

¢ di . ¢ e : d.. . ; ;
il oy et 8 B R e bl o G R L RN DOTRE Pl y
stored in thetﬂunber of

r

pl anned nunbe Sfufﬁﬁd€1|V%ﬂ%i%éﬁ%%#ﬁggé%%%g%gl§%§£%$9@ié%gﬁagﬁgﬁ%ggﬁﬁése
I nformati Onphb secgggeize}ni 880 1069 EQLE; Fé,g'vig( ‘r(;:})le' operation unit 26 of the
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, cut 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-



10 [0066] 1 The newy chosen brand unit value table 118 serves to store
therein a newly chosen brand unit value per custoner, indicating a value to
be earned by conversion of the primrily §nDk|ng brand nmade t hrough t he
canpaign. Fig. 8 specifies, as an exanpl% the unit 15 values to be earned
per custoner by the conversion nade through the canpaign (abbreviated as
"CPN' in Fig. 8 on the prinarily snoking brand to any of the canpaign

target brand .(.indicated,as ".CPN brand:. _i th res t to types of

thegbr and sgclfiL §§yt%aergieﬁt% Harrs t@PHSI dﬂmtnl %é? %hd :‘%? BHEEP Fét ary p?/gducts

and 20 conpetitor's r cts s._For le, in the cas e

the custo%@f'hvsgs&%rh et el FHEaRhAgh: oh TGt BB 260oe b

conpetitor's, br ‘tﬁjrah nev%glafchosen b g |t value is_ 24000.-. Also, if
’t

the cust onefiha B W by r‘i’%t PyCOBARd bf Fodig: not 3PAvol ved
in the canpaign to the canpaign target 25 brand of 270.- or less, the newy

chosen br andLShECeRIUEN $RB0GH. the GeBeFted SENVRETET KAt AgaPRites tPg. 2,
t he expected value calculation wunit 120 cal cul ates the nunber of
conver sion- X EEPEEnE FoNgREt - r B¢ aavEPprhmeanelimyEPesf osleliEeyy t ar get
custoners and the expected conversion rate, by the following formula (1). 5
[ 0068] Expetaerttngudernegt é@h\t@ﬁﬁ!mﬁée@@é@mm@m orpdes are plespretivailynber of
delivery target custoners x expected conversion rate / 100 (1) [0069] 10
The nunber sfomwhiergicomuakgecifetMolesiivaey-sagldsalobd culstdmers 162 and the
planned number of DM-delivery-target customers 163 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 values to be earned per customer by the conversion made through the
campaign (abbreviated as “CPN” 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]



is stored in the nunber of conversion-expected custoners 165 of the

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 the 15 pl anni ng- phase screen displ ay
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 val ue correspondin %p t@g i maril noki ng brand condition
specified in thi“ggﬁﬂyﬁbaQSHﬂﬂ%i n9- t Eh%ﬁ?ﬁ?cﬁ?éﬁf eeﬁéﬁlgﬁﬁﬁo%alue in
the 20 new _chgggnEg{a d unit val ye diﬁplay colum 234 in the planning-
phase screei300°Bf R YrateS IR 9 Ph IRYCRaVAY S&RBSE Krakeshsi tro%al ue
166 in the planning-phase infornmation by condition 160 of Fig. 4(c). Also,
the expect e/ RLaRhPERPRE i¥ndahi TeTY202 ¥ tc GRat@ErEhand dise BXRRFIESr ned
val ue from the nunber of conversion-expected 25 custonmers and the newy
chosen br arePrsireiemingée, byy tthe followwnagiometaulld .(2). [0070] - 37
Expect ed earned val ue = nunber of conversion-expected custonmers x newy
chosen Brand uni t[Gp&Bue ... (2) [0071] The expected earned val ue thus
calculated is stored in the 5 expected earned value 167 of the
pl anni ng- phase i rxperbtd oumbygr condiohvars1b60exfedEed. cdftomenadepleasdd
condition, and displayed in the expected earned val ue display colum 236 in
t he pl anni ngagileasef dedieeny 20@gef 00&E2pmedd xAkgpectasl shoversiont hete / 100
pl anni ng- phase screen 200 of Fig. 5,
. (1)
[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 nunber of DM delivery-applicable custoners display colum 226, the

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

conver si on- expect ed customers display cal’urm 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 sunm ng unit (not
shown), and displayed in the corresponding colums of the total sum display
col utm 240, as WEKPEHSISERFRAY VALUS e PHURDR PToFODIR e PR VRHECAPPI i cabl e
custoners 133, the planned 20 nunber of DM delivery-target custoners 134,

t he expectéHSE%WV§%§i@@Wbﬁé?@5@35¥aﬂﬁéﬂﬁﬁnﬁé¥w%ﬁ‘ééhversion-expected
custoners 136, and the expected earned value 137 of the pl anni ng-phase
canpai gn i nformatP9hl] 130 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 dil'splexpedted adrecdxpeckethcomeaérslared asestdiregl ay theol utm 250
and the expected earned val ue display colum 252 of the planning-phase
screen 200egbpedia ebrnedspécei V&l pf B8 plpOOT3}-pRekertrifiogmagairnbt;o Fig. 2,

t he expected ROT cal culation unit 122 calcul ates the expected ROT fromthe
expect ed eavnedtMal 160 «@lrigl a1 gf asdabasehacshdilieop) amaedi spidget, iby t he
following formula 5 (3). [0074] Expected ROT ($) _ (expected earned val ue

- planned budgetpectphasnerdbudne: sp( Y¥olumn A33) ih 0ESb1addinEhphexdect ed
ROT thus calculated is displayed in the expected
screen 200.
[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.



I 4

RO display colum 254 of the planni ng-phase screen 200 of Fig. 5 by the

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 canpai gn sinul ati on 3pparatus 100 thus configured
according to this enbodinent will be described hereunder. Fig. 9 is a

fl omchart show ng an exanple of an operation of the DM canpaign simnulation
apparatus 100 according to this enbodi nent. The 20 description will be nade
referring to Figd0013through 9 as under. [0077] At first, information on
obj ect canpaigns is registered in advance in the planni ng-phase information
dat abase 104, ouRederipkHichIadn danpadgre t shbecxiestbatRéd cesldesitgnatwdt so

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

canpai gn i st2di splayedesnthe leespdiisgl &PIufiam 2he ofxpgelteed crgauter vdlie( st ep Sl 1).
[0078] - 39 The user inputs the planned budget to the planned DM budget

i nput col umal202atedd Bkealphanandgeiphasensad éadg00 byhtleeiglo 1l beingp Feration
unit 26, and the planned budget acceptance unit 102 accepts the planned
budget whi cfB)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).[(obhen the user inputs various conditions to the DM sendi ng
condition listing 204 of the planni ng-phase screen 200 through the
operation unit 2gxpabted ko1 eondi tbQheateepiARGE vilid 1122868 BhSgdd10se _
conditions (step 855). 10 The accepted conditions are individually stored in

Fig. 4(b) uynd@hed budget x 100(%) .. (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]



each condition. [0079] The nunber of DM delivery calculation unit 114 then
makes access to the custonmer naster table 108, to extract the custoners to
15 whom t he sendi ng conditions apply oub of the custoner naster table 108,
and cal cul ates the nunber of customers td whom the direct il may be sent,
Wi th respect to each condition (step S17). The cal cul ated nunber of
delivery applicable custoners is stored in the nunber of

DMVt del i very-appl i.cabl e _cust aner, 1@% of .t.he tannin - gasedg i nformation by
condi tion 160 of lT|8—|e g->4( %?plgtnsdetﬁee% af?nggn%lld[gig nt.,_‘oeﬁ%’% B TS ?}‘éoP‘id??the
nunber of DM deli very- licabl e custoners displa ol rméiG of the
planning-pﬁgggté%ﬁggﬁ gggpfAﬁg%fﬂFH8”§ﬁﬁhﬁﬁ%Eﬁﬁ?ﬁx %gi Ft¥s The total sum
of the number of,deliver6 aggéLﬁgbl custoqgrs correspondi ng to _each
condi ti on, RAFEH s UBEs g%y 8adi s héannss PIgRt SGRPRTEIEay tollidm 240 in the
pl anni ng- phase screen 200. 0080] -.40 Then the plan acceptance unit 116
accepts t h&Cserts igcoplamed Brdifitetinheiber Breruérpver {stekr get) -cudbdnmers to
whom the direct mail should be sent and the input of the expected
conver sPon 3cseeted plepeed pudaped SnGhPEID f B\t deRNDed yOsEget3%c adt Yifer s
i nput colum 228 and 5 the expected conversion rate ing;t colum 230 of the
pl anni ng- pPaseningrpiase 2B0rande rird eEmacondl 8¢ i, Fhiit H! @n - upPen theiusesei ng
the nunber of delivery applicable customers input by the user through the
oper ati on unpntPerarsrep SN Lidie tacteptDidspidimgedonditiion bistidgl 2Werof
target custonmers and the expected conversion rate are 10 stored in the
pl anned nurdber pinrDivgdethdseesypx¢ar e dustughertss b8ramibn thet Geet@dhe
conversion rate 164 of the planning-phase infornmation
condition acceptance unit 112 accepts those conditions (step S15).
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
number 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]



by condition 160 of Fig. 4(c), under each condition. Further, the sunmm ng
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 values are st¥ed in the pl anned nunber of

DM del i very-target customers 134 and the nunber of conversion-expected
custoners 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 2beR/difageddfaiCRBIEGFetnEl %%h@é?%ﬁ%mthét%ﬂﬁénaﬁ§%tg?splayed
in the expected conversion rate display colum 250 in the planni ng-phase
screen 200PL1pooEd nurkeh g Gent YSEY tREIYK sEeteEiralaevha ¢he adireatumyl 120
then 25 calculates by the foregoing fornmula (1) the nunber of conversion
expect ed cybpBherke FEbn alte Lhe el alinder evpedeld venyensapgetategust dier s and
t he expected conversion rate accepted at the step 519, - 41 and such val ue
is stored ipAanhed myrber of DMoAeiveirgnt asgesc cegkomneyst Dmpeits caBBroL28 hand

pl anni ng- phase i nformation by condition 160 of Fig. 4(c) under each

condi ti bn, thrdedispldyechiarsibe migbanpwf cotamnveRdi oh-Expetimtingushareer s

di splay colum 232 in the planning 5 phase screen 200. Al so, the sunm ng

uni t cal culsatesnt2td totat eswin cafdithen nwiter anfuppenveinsitohe expetted
custoners, which is stored in the nunber of conversion-expected custoners
136 of the nphbenidfgdephass; eanbaiaei ofidromet s oihpli80bpftHe gsed (td)rougind

di splayed in the total sumdisplay colum 240 in the planni ng-phase screen
200 (step the §24YatibA0&Zt 26 (step S19). The accepted planned number of
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
nunber 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,



Further, the expected value calculation unit 120 nakes access to the newy
chosen brand unit value table 118, and acquires the newly chosen brand unit
val ue corresponding to the primarily snoking 15 brand condition specified
under each condition, to thereby displayl such value in the newy chosen
brand unit val ue 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

pl anni ng- phase information by condition 160 of Fig. 4(c). 20 [0083] Then,

t he expect eddv@ldieveait dlfabtoreclinnt theouehee fifacesverpiophexdastegoi ng f or nul a
(2) the expected earned value fromthe nunber of conversion-expected

cust omer s gndtangasnehe \oic hbs epl mnand-rivise inkdetiemdystondsisnché® alfue in

t he expected earned value 167 of the 25 pl anni ng-phase information by

condi tion E60. of(cFi gndel €pch Masiitite, asdndd sigayadticaheuhattes bhe total of
t he expected earned value, which is stored in the expected earned val ue 137
of the pl annhvers42n-greeseedanpdiogers diepiay i oriludkB8023F iR ghe 4lapnimnd

di splayed in the total sumdisplay colum 240 in the planni ng-phase screen
200 and5 t berasxpected Xdr.nedlsal ubedsspliay woltumnl@b2tep 0084 ]tot 5l Tdhen
expected ROT cal culation unit 122 then cal cul ates by the foregoing fornmula

(3) the expectied nfef rafimcbhec expactesbatinedstowal sie weakbsul atedrad itrhe step
S21 and the planned budget accepted at the step S13 (step S23). The

cal cul at edtyal wendes bhenskesash-icfpbbged expesited RF k38hefpida@ing-
pl anni ng- phase canpaign information 130 of 10 Fig. 4(a), and disp?ayed in
t he expect gafOLaebs phrayingelait o25430 of Fhg. M @nni At Rhapeawe eantZ00.
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 brand 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-



[ 0085] As described above, the DM canpai gn sinul ation apparatus 100
according to this enbodi nent allows predicting, at the tinme of 15 planning
the direct mail canpaign, the expected ROT with respect to different
sending conditions according to the custéher properties and thereby
sinmulating the effect of the direct mail canpaign, and therefore
facilitates making a proper decision on the investnent and establishing an
efficient direct mail canpai gn based on the one to 20 one marketing nethod
whi ch ref | &088et FEPREERSIIHOIREEH L USPorerf1a- Af &, SNAcEisPRaveskpactre ef f ect
of the direct mail is expressly resented, a target can be easily set.
[0086] Thit®tenbddt feAPlAY SoLlain o%%@ $peldier plagirerbess \isrger atigetnd 25
custoners to whomthe direct nmail should be sent based on the properties of
each cust orffe SXRIrtad, eaacheatus dligplay gedemn edd2f.or exanpl e, the current
primarily snoking brand, age, sex, area and so - 43 on, and sinulating the
effect of the carpadgh. Accordingly, the enbodi ment allows providing, via
direct mail, information appropriate for the needs of each custoner based
on the §inmul ati ofheresnddtedt ROT elcusttomerenicanef uthen saiegngdshaseatheon t he
custonmer 5 information, which significantly increases the prospect of the
canpai gn, cdaorpgoity MothuhmasSi)vehy expadisy ROMefthnt ebt &gidctba edrmadon y
extracted custonmers. [0087] Now, the effect neasurenent apparatus according
to the 10 embaodi ceulated he phesendp Bavenid ene vhilannbe wleseri hestphes esnder .

00881 the step S13 (step S23). The calculated 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



Fig. 10 is a schematic function block diagram showi ng a configuration of
the sal es pronotion support systemincluding the DM canpai gn effect

measur enent apparatus 300 according to the 15 enbodi ment of the present
invention. The effect measurement appar®tus (DM canpai gn effect neasurenent
apparatus 300) serves to neasure an effect of a sales pronotion canpaign
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 20
and col | ectd'ngaBhsiErsat 9% thaerithieshnaf ries Fampaiest omerdpagked &he cust omer
i nformation including ?roperties.of the customer witten on the returned
post card, &ARCPHISNIdEslews REqUiiding: ofiamirechdtfiilsi tnbrrmagape 302) t hat
acquires the custonmer information automatically read out fromthe postcard,
an actual rPEPUPPrifdrabasdehcaneeds afesath XBtpreoLaaed on dacabimsasdid) t hat
acquires, fromthe custonmer information, conversion classification

i nf or mat i orreispdi cdta et oistwhech darandlheccastahbesbdorslihét @dstinst her
primary purchase as a 44 result of the canpai gn, and accunul ates such

i nf or mabi onindbreatcion, cusidneignefimadgéy accepsanateuprdspebtdgettiaccept ance
unit 310) that accepts an input of a budget of the canpaign, a condition
accept ance camphigr,r epnpatet wdnh Usts1304y ddnat nqateptisrédtomat heccust oner 5
information a condition including the properties of the customer who is
surveyed, aandohey trsensi ngspassirear ds acceptance unit (actual result
acceptance unit 318) that accepts a nunber of postcards to be sent out with
respect to each qoodrfion, a nunber of newly converted custoners

cal culation unit (conversion rate calculation unit 320) 10 that calculates a

nunber of newy geRverfedreust HRBESrRIRPPaltdts QBB SH b ¢hassi fication
information with respect to each condition,
10 embodiment of the present invention will be described 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
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a conversion rate calculation unit (conversion rate calculation unit 320)
that cal cul ates a conversion rate based on the nunber of newly converted
custoners and t he nunmber of postcards sent, with respect 15 to each
condition, a unit value table (newy cho$&én brand unit value table 118 of

t he DM canpai gn sinmul ati on apparatus 100) that stores therein an earned

val ue unit cost per custoner, predeterm ned according to the properties of
each brand oflﬁhe gr duct, and in icating a value tao be earned by a change
made t hr ougfFthé 2 O ERS ACHRAI RS ShHR IOdSFBHEC PP e v

pur chases, an _ earned vglue calculation,unitdgearned val ue cal cul ati on unit
322) that FEERESEp & REYERT (2GPRPERN TRt tRIHEh AGSEPERRCR AIRE DS VA GBatini t
cost gai ned through the conversion to the specific brand, corresponding to
t he propert3&EEPEE eheBHANAE 6 PPASCHIFdERE FFPakIh 2 50RRK ie8nareRPtesaAdi ti on
applies, thereby calculating the earned value based on the nunber of newy
converted cusittorfBERroBCROPN cHIIEUPEE) dhatuptaeptROFr@mitbal etgtomeuni t 324) t hat
calculates a RO based on the 45 budget and the earned val ue, and an actual
resul t presbomtcarhbhonus condHctonalinglasling dhesplrageuniss 8f4)hea kastpresanes t he
earned value and the RO. [0089] 5 As described above, the DM canpaign

ef fect neasis enentyedppanatisr 3d0savtioodpost daads hicepitbock ment  hegtubé
attained through an effect nmeasurenent program executed by the CPU 12 of

t he conput eresull@ efcdritgncd. ulhus 181 hehaef hecdpuzeasmrérendf praxgrandd ao bhe DM
canpai gn effect nmeasurenent apparatus 300 according to this 10 enbodi nent is
a program oferteasurivitth asspddtech ohcta coabesiqgn, oadhin®ar 6AMEIlgNcorexetst ed

t hrough sending out a direct mail for a sales

customers calculation unit (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



pronoti on canpai gn of a product of a specific brand under a predeterm ned

. 1

sendi ng condition and collecting answers to a questionnaire from custoners,
based on custoner information 15 |nclud|ng properties of the custoner
witten on the returned postcard, and t¥% “program causes a conputer

(conput er

10) including an actual result database (actual result

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

20 has shlpPgﬂﬁqu%th ﬁﬁrﬁﬁ?y ch3dd B2 s PP LT RrRESREIENgHILT and

accunul ates such info ng} of each. customer, and a unit value table
L’ft 7R 1§

(newly choséfti? ﬁ&SH
each brandthe k

8% YHp| &

made t hrough the caqﬁﬁlgn on the brand that the customer primarily

pur chases,

to perlf as an acquisition unit that acquires the custoner

information automatically read out from46 the postcard, a budget

accept ahce unit AbudrpsrigedeprcancethmiDd Ga@Rignheffeaccepesuramennput of a

1 &P3F RECSENEF ehq 1R8FREH VadHe edliched
val ue unit cost custoner, predeterm ned according to the properties of
product and indicating a value 25 to be earned by a change

budget of the canpaign, a condition acceptance unit (reproduction unit 304)
t hat accepespéramst RE0 aesrdiey tontbisreribodimerdondi/t heomticathedithgotdie

properties of the 5 custoner who i s surveyed,
accept ance anuaffeqtactaablrarestl prageppe-anteedrivy tB&8JPU Hat oAceptsmputeuirber

of postcards to be sent out with respect to each condition, a nunber of

new y conveant efl Riust arrerthueal the atfifeat urabuftamnte pso@rant &be trealpgul ation
unit 320) that calculates a nunber of newly converted 10 custoners based on
t he conver siafpadrassitéi€ atdaenrémdrar appareruwi 300 acespetiy te each condition,

conversion rate cal culation unit

10

15

20

25

embodiment is 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 sending condition and collecting answers to a
questionnaire from customers, based on customer information
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
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
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

a nunber of sending postcards

a
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(conversion rate calculation unit 320) that cal cul ates a conversion rate
based on the nunber of newly converted custoners and the nunber of
postcards sent, with respect to each condition, an earned val ue 15
calculation unit (earned value cal cul atiddn 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 at i ngheheogizendd ¥ dludechaxgroantheniz0 (hudgseracfepienty wonvatdled
custoners, a RO calculation unit (RO calculation unit 324) that

cal cul at es thaRChkcdsptedanrinphe dldgetdesid oft hiee emmpetavalauepnaitdoan act ual
result presentation unit (actual result display unit 314) that presents the
ear ned val wecaptaridee uRDL . (rep00AQIti2b RefteBOB hgrragabocdm sFifgom he an i mage
recognition system 190 includes a DMreading unit 192, a result counting
unit 194, andtandMinifofrortiehi oncatati abas e nt6didy the[ PRkt The IIMcheadi ng
unit 192 reads an imge on the returned postcard with a scanner, and

appl i es5t hewaequér edioi hageiryeyed, QCRumibdbifcadndinar pedeiarReagieteptahber eby
acquiring the image in a formof 5 character information. [0092] The

result CcouRinifg (adtidallfds\@xt pacdRanesessiar B18 Nfiaabéedpt sodt n@fbetrher
character information acquired by the DMreading unit 192, and stores the

extracted ig¥s@raEdd @8 bo dhe OM inkar paddon dataRaseondi@ i486.a [RA83L of

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.



The DM informati on database 196 accunul ates the custonmer information from
the returned postcards. [0094] 15 The inmage recognition system 190
according to this enbodinent is capable of automatically processing, for
instance, a mllion postcards per day. 4/0095] The customer information
accunmul ated in the image recognition 20 system 190 is further accunul ated
in a custoner database 198. The custoner database 198 contai ns custoner
properties informati on possessed by the pertinent conpany, and i ncl udes,
for example, pri%illy snoking brand i nformation, sex, age, place of
residence, and the like, as well as various information such as answers to
the 25 questi onn&it SMareadidst UBkbKiHgraedy anyimade lonr Bepestureedach
custoner. (0096] - 48 The DM canpai gn effect measurenent apparatus 300

i ncl udes t hesteagguivstih icoscanmner,3e2¢ adrd ieeptiod actiibredinineg804h, ahheCRudget
acceptance unit 310, the actual result information database 312, the actual
resul t di spPayiasmi €hdktterhBeadsnial thesblyt aepoephande unage 5ri348fotrhef
conversion rate calculation unit 320, the earned value calculation unit
322, and t hbaR@tecalwidmbitoonunit 324. [0097] The DM canpai gn effect
measur enent apparatus 300 shown in Fig. 10 nmay al so include a conputer

havi ng the sane ¢@#lguration as the 10 conputer 10 of Fig. 3. [0098]

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 19e6.
[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 various information such as answers to the

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

(0096]



Here, al though the DM canpai gn sinul ati on apparatus 100 and the DM canpai gn
ef fect nmeasurenent apparatus 300 are provided as separate conponents in
this enbodi ment, the prograns associated with 15 the respective apparatus
may be installed in the sanme conputer “168 ~so that executi ng the respective
prograns may performthe both functions with a single apparatus. Hereunder,
description will be nade on the assunption that the sane conputer 10 is
enpl oyed. [0099 The acqui si%i on unit 302 nakes access to the custoner

2 ,
dat abase 198, to%}éec i Fam §5SFY AESPHETEEh FRGTetHe Wistbfeidesdhiabase
198 and store the information in the actual result infornation database
312. Her e, 2EHE 3¢ 07 sititoRrVani te309PEHEE Ao UiEwBYA c ibsehudseind i nf or mat i on
of the custoners involved in the 25 canpaign.supposed to undergo the effect
nmeasur emenBCCRENERt Pt S10/ vikhith aFBspledestibt dadhTedridine fakabassoRl?q rihehi ng
the canpaign, the custoners who have converted to the specific brand
pronot ed i ACEYRL reanlt cHpparyniinisggtbgdhesatti@lnuadelt efcepicinceustidners, and
stores that nunber in the actual result information database 312 as the
nunber 5 of 3h&wighec opvesnsadncatcoretsularienagtitaB2p esillet eanfiet vatuen
dat abase 312 will be described later. 5 [0100] The reproduction unit 304
reads out theculaftapmatnidn 382 praad the Rdiecplani@tige phase 32af or mati on dat abase
104 of the DM canpaign sinulation apparatus 100, and reproduces that
information in theo7/dctual result information database 312. 10 [0101] The
budget acceptance unit 310 accepts an input of the budget
The DM campaign effect measurement apparatus 300 shown in Fig.
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



of the canpaign. The user may mani pul ate the operation unit 26 of the
conputer 10, thus inputting the planned budget. [0102] 15 The actual result
i nformati on database 312 contains information shown in Fig. 11, for
exanpl e, canpaign actual result informet9on 330, an actual result specified
condition 340, and actual result information by condition 360. As shown in
Fig. 11(a), the actual result infornmation database 312 stores therein, as
the 20 canmpai gn actual result information 330, under each campaign |ID 331

t he budget B8P21ghe AARBEFTSST LM BERRY ey sHpp| Fesdiomer sustngnekere33ghat t he
nunber of DM delivery-target custoners 334, the conversion rate 335, the
nunber of MeRPercHhdet 2etiads ronells 138ermathien cdatiibase ad ive as38e nanber he RO
338. 25 [0103] The actual result information database 312 nay al so contain a
t abl e (not cthowr}y cionvarrechgushéregusat | Bre sgthahsrashét narfrmébion - 50

timng of conduct, and nunmber of applications of the canpaign, under each
canpai gn | Dlatpbd®a]312Asi Shdendescifibgd 1dt(dy)., the actual result information

5 database 312 stores therein, as the actual result specified condition 340,
under each condi tficap0hunber 341, the area 342, the primarily snoking brand
condition 343, the turn-away probability 348, the sex 349, and the age 350.

Further, the pri maei Fypromokt ich bihaod3oxerdis ier 84S intekugesort Beored in
internal /external distinction 344, the 10 price category 345, the taste

classifi catﬂ'r@ﬂp}é&m?nghéi@ ih@brmAahefitathbe THWSE tRE MCHAbal@SUl t
specified condition 340 of the
simulation apparatus 100, and reproduces that information in the
actual result information database 312.

10 [0101]

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. 1l(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,



actual result infornmation database 312 has the same structure as the

pl anni ng- phase specified condition 140 of the planning-phase information
dat abase 104 of Fig. 4(b), and the reproduction unit 304 15 reproduces the
data stored in the planni ng-phase speciﬁﬂbd‘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 conditjon nunber 361, the nunber of

DM del i ver }-lméw9%58P%u%s€85ré?°§f%§éz?f (B L heHEnSoPT DS ERPRAIF t Whasst
custoners 363, the conversion rate 364, the nunber of newy converted
customers 3650 tH®3AEM §P-chosen brand unit val ue 366, and the earned val ue
367. Here, the nunber of DM delivery-applicable custonmers 362 25 and the
new y chosen branf¥hit val ue 366 of the actual result information by
condition 360 are the sane data as the nunber of DM delivery-applicable
customers 162 andést$oweExpectet démvker shenagtated resilt ieflopfattibe

pl anni ng- phase i nformati on by condition 160 of the planni ng-phase

i nf or mabi oadabatdrasé 218dohas therdiv, caspaiegactedlmrkeatl orspeppaiat us 100,
reproduced by the reproduction unit 304. [0106] 5 In addition, as already
st at ed, theondibem 6f0newlderceasterdoaditicus hansss 3365 storesat her,ekthet he
total nunber of the custonmers who have converted the primarily snoking
brand, acquiniedrily tshekaesbirahdi andinion 333, f tiemdudre-aws) grebaishatiahases,198.
[0107] 10 Referring again to Fig. 10, the actual result display unit 314
di spl ays t hecaséuadsor, esnd tthechgeBA00 Bhawar| ncifd @ridadsileNskhdieing brand

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. 11l{(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



T e —————— ]
di splay unit 24 of the conputer 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 conputer 10. As shown in Fig. 15 12, the actual result
screen 400 includes a DM budget input <cdium 402, so that the anmount of the
budget input to the DM budget input colum 402 by the user through 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 result
i nf or mat i or16336f dfheFpyanri2tgipiiade ih6dO8tichhiey achdatiored6Dtosadheen 400 al so
includes the DM sending condition listing 204, which is the sane as the DM
sendi ng comdehniomy-phastiingfo2fdtion thealpsennbDagirphasels caepaigd00 of Fig. 5.
Here, the 25 conditions in the actual result specified condition 340 of Fig.
11(b) are rseadlstionandpsiiapsay@d ireptbdudd sentiengepostdiction driist 3og. 204 in
the actual result screen 400. Further, the conditions in the - 52 DM
sendi ng condi tionohosti ng 204 may be nodified in each colum by the user
through the operation unit 26 of the conputer 10. In this case, the DM

canpai gp ef fect mRasi@MBA! APRALEAYS s300ed Nahddesieor candivt LR, a%eqpt ance
unit 112 which is the sane as that of the DM 5 canpai gn S|nulat|on appar at us

100, and thesmdifd 6dscondidi E’k'ilefein BeE Rkl Avdheseand Eh%r%%e%@nce

unit 112, so that the actual result specified condition 340 he act ual

resul t |nfq{ggt?%§b§j 13 Fu?t%%%ﬂlﬁhgygkﬁi ﬁrmﬂ?CQEQuﬂQKJB t accept ed

nodi fi cation e act resul t “screen i ncl udes the
nunber of D del {8 %n APPIdLC 2PLE +FUSLOURES i SRl aY. CRigIM 226 and the newly
[0107]
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 1ll(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
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chosen brand unit val ue dlsplay colum 234 which are the sane as those in

t he pl anni ng- phase screen 200, such that the nunber of DM
delivery-applicable custoners 362 and the newy chosen brand unit 15 val ue
366 of the actual result information by £ondition 360 of Fig. 11(c) are
read out and respectively displayed. [0110] Wen 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 value 366 are respectively

recal cul at ¥l apodingpdan@idioFotiskiagpled mayebOMaHipad gin ebfectolveashy ement
apparatus 300 may include the DM delivery calculation unit 114, the

cust oner st eser ablreudioghet hpetatand vl €6140,theheommwley thosén bnand uni t
val ue table 118, and the expected value calculation unit 120, so 25 that the
DM del i ver ycasel ctheatiMopanpsignl4df et maatisrenhet crghoatus 300r teshoedi tige t 0 t he
nodi fied sending condition fromthe customer naster table 108, and

cal cul at es ddnei hiwrbacceptdddedehitvarly 6Rictappl tieablage castiorer sf wirkhpy espect
to each condition. The cal cul ated nunber of delivery applicable custoners
is stored idamphegmuthelatfon Bpaeltiunsel§6 ,apphi cabhedeasddrenai Sk o6 Fig.
11(c) and displayed in the nunber of DM delivery-applicable custoners

di splay coldsmep2a® Hynthe tdmdaet sdladeeptirices cheen 1400s0 Alrse, thhecexpect ed

val ue calculatlon unit 120 | ooks up the newy chosen brand unit val ue table

118, to the/eby §eQuirtied adnem Yorhesesr Riand-upit r4ah e ie@hHesendi ng to
the primarily snoking brand condition of the nodified sending condition,

and to updaig - bhe. naW ¥Ys cheaendr andoviily val e %@@esiefln@dl%ﬂéact)mﬁs 10 wel |
as the display in the neWwy chosen brand unit value display colum 234 in
t he act ual result0§g§Fen 400.

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-



[0111] 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, the earned val ue display colum
410, the total sumdisplay colum 420,-tHh& €onversion 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 result screen 400, to that of the planning-phase screen 200 of
Fig. 5. Appipplagablrisuatgignd adth oraspect otd lkech ptamiiic hgr phdbe chlspllayedcr een
and the actual result display screen allows clearly conparing the plan and
t he actual mabektof tdelsdvesby fappill takalte nysednfarsi entstoired ulratthennafiodrhef PDS
cycl e enconpassing the planning, execution and exam nation phases. [0113]
54 Ref erriMrdagavert-appi gecaldle, ctdenectusd2 EsBld. dageptantaigpidyed3i8
accepts, in the nunber of DM delivery-target custoners input colum 404 in

Fig. 12, thseuabesr off deldalaryriadmget cetisd eetsndrd dikemt kel ght ect i |
was sent, with an upper limt being the nunber 5 of delivery applicable

custonerns itHtcbyal hesusersateant {m .0paISS, @Re &pdctdl @f1dcheatanmputer 10.
The accepted nunber of delivery target custoners is stored in the nunber of

DM del i ver yudiar et rdsxsoiBrhe388wip dnbge@tial hesukblhafainatia) by
condition 360 of Fig. 11(c). 10 [0114] The conversion rate cal culation unit
320 cal cul afiRs-chPeacquire a newly chosen brand unit value corresponding to the
primarily smoking brand condition of the modified sending condition,
and to update the newly chosen brand unit value 366 of Fig. 11l(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]



]
conversion rate fromthe nunber of delivery target custoners and the nunber
of newly converted custoners, by the followng formula (4). [0115] 15
Conversion rate(% = nunber of newy congﬁrted custoners nunber of delivery
target custoners 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. 11(c), and displayed in the
conversion rate q& C actual result screen 400 of Fig.

| | 4 i h
12, by the act ual esfrgégé?? agﬂaggr%?/%adﬁ:'? lé}’ljc.heA?CWﬁlsrgf e 2CPRREMrfro P Tof
W d t t din_th 119] f W ted
Cust onrer o 365 (vCPHEP actuBls TBEUFE PhirARLT B Yoo Ed PP ORS00t 25 Fi g

11(c) is also displayed in the nunber of newly converted custoners display

col um 406 FALYRed8ttifafifestdt therwawbezoot dglgyeyy targst cusdomgEhdd® val ue
cal culation unit 322 calculates the earned value fromthe nunber of newy
converted cuddiBesdbiRftt Relha@sy serhosefhbranPrani 1imial beingyhe veuttsk] owi ng
formula (5). [0118] 5 Earned val ue = nunber of newly converted custoners x
new y choseh dalameryimcelyaieke custemyry dnpge] byThee emenedia dihgeopdnpsion
calculated is stored in the earned value 367 in the actual result

i nf or mat i onubiyt Eéndf tihen c@Bputlnfr Elg. TG dtfedtathderbaracli dehdieriyorpraand

di spl ayed in the earned value display colum 410 in the actual result
screen 400. customers is stored in the number of DM-delivery-target

customers 363 din the actual result information by condition 360 of

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

[0117)



[0120] Also, as shown in the actual result screen 400 of Fig. 12, the
nunber of DM delivery-applicable custoners display colum 226, 15 the nunber
of DM delivery-target custoners input colum 404, the conversion rate

di spl ay columm 408, the nunber of newly eénverted custoners display colum
406, the newy chosen brand unit value display colum 234, and the earned
val ue display colum 410, which are displayed under each condition, are
respectively summed by a 20 summing unit (not shown) and displayed in the
correspondi ng col Hifth earped e lvst @ Lsuat s phaly 6 Grhcuzresane sesned in the
nunber of DM delivery-applicable customers 333, the nunber of

DM del i ver yvabigéron cihst palper 34newhe copreeissi onstances3a%] theenewinvber of
new y converted custonmers 336, and the earned value 337 in the canpaign 25
act ual resufhosanf braed iwAt380Llusf, By gthel fpa)qwingspeawideel(§) . Al so, the
average of the conversion rate and the total sumof the earned value are

di spl ayed in the t@nBérsion rate display colum 430 and - 56 the earned

val ue display colum 432 in the actual result screen 400, respectively.
[0121] <Ref erri ngeagebnvéd mdFi=gnuiiier bliendQy eahwsrtabi omstofiel s 325eh1y

cal cul ates the RO fromthe earned val ue cal cul ated as above and the
budget, by thesdrobkemd ngritotandea. (63). [0122] RO (% = (earned val ue -
budget) _ budget x 100(% ... (6) [0123] 10 The RO thus calculated is
di splayed in the RQ1odi splay colum 434 in the actual result screen 400 by
the actual result
The earned value thus calculated is stored in the earned
value 367 in the actual result information by condition 360 of Fig.
10 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,
15 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 column 234, and the earned value display column 410, which
are displayed under each condition, are respectively summed by a
20 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
25 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



di splay unit 314, and stored in the ROT 338 in the canpaign actual result
information 330 of Fig. 11(a). [0124) 15 An operation of the DM canpaign
ef fect measurenent apparatus 300 confiayred as above according to this
enbodi nent will be described here belo .6Fig. 13 is a flowhart showi ng an
exanpl e of an operation of the DM canpai gn neasurenent apparatus 300
according to this enbodi nent. Hereunder, the description wll be made 20

referring to Fig. 3, and Fj.gs, 10 to 13 .0125] Firstly, the reproduction
ini ¢ 304 r GHPORERSS! PRLSSHADbET (AT Sl RoLhASE U berioh b Con: fion 140
fromthe planniqg%Phase i nformati on dat abase 104 of the DM canpaign
si mul at i on T&PPEFEEEY100, 25 in the actual result specified condition 340 in
the actual result _information database 312 (step S41). The reproduction
unit 304 also rdéPteHuces the data of the nunber of DM delivery-applicable -
57 custoners 162 and the newly chosen brand unit value 166 fromthe
pl anni ng- phase | RE6RFEIJoAIYHT d9aBe9 104 ofhe ROIDMREaHPALgn ursitnd®4t i on
apparatus 100, in the nunber of DM delivery-applicable custonmers 362 and
the newby cldselrtmsanbe Rt fvahude366ried tvheus crdicudkted gl abivsf endutticon by
condition 360 of the actual result information database 312. Further, the
acqui si ti ofudget, 362 thextaldowsng He@rouss otfer.s who have converted to a
specific brand involved in the canpaign fromthe customer database 198 and
suns t he nunmber dbibeW y converted custoners with respect to each condition
10 specified in the actual result specified condition 340, and then stores
such data in theroonmber= qtanewl yatoaverddetust bo@gs: 36900 %) ... (6)
[0123]
10 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]
15 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
20 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,
25 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



I S .

the actual result information by condition 360 in the actual result

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, pjeferably the planni 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

custoners digpbayrsald?man@dbe ABM | RecBEMBra6R0Sen bhand Wi ErMaltwe di splay
colum 234 in the actual result screen 400. Also, preferably the total sum

of the nunhannafndMidebi verormappbi %Qhﬁaséﬁ%ﬁoﬁrt%edm%ﬁ%ageﬁUrm 226
calculated by the " summing unit is also 25 displayed. [0127] 58 Then the

user i nput ssithebudgelphatilie 16M budget &t 89'[5%@%3}—%{3?&51%%“3'

result screen 400 through the operation unit 26, and the budget acceptance

uni t 310 aceepbatheidbnan diudgel: | sheen Waha Jhe Aoeeptad bidger is stored

in the budget 332 in the 5 canpal actual resu ormation 3 of Fig.

11(a). The .t i g - qgnQ : | i - t onmers in
t he nunber %ﬁi abNP%%PﬁV2$§&?§&g§? us?é%%$%£?%gﬁfh¥§ﬁ§ﬁ%ﬁagi F%Hﬁhe act ual
rcoept ance UNTETS 1 hERLRCAIoa t he "NAFGEF" Of CORFHE PVery FAFghe? 10° cust omers
(step $S47). The accepted nunber of DM delivery-target custopers is stored
' n the nuHETIGF BN e 10 KAV Cal B8 G tORERE S0 363 ToFPRT G L1 TED Fur t her

the summ ng, uni.t 8ajcu%§tes t he total
involved 1n the campaign from the customer database 198 and sums the

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]



f

——————— e

sum of the delivery target custoners corresponding to the respective
conditions, and the total sumis stored in the nunber of DM 15
delivery-target custoners 334 in the canpaign actual result information 330
of Fig. 11(a), and displayed in the totab8sum display colum 420 in the
actual result screen 400. [0128] Then, the conversion rate calculation unit
320 calculates the 20 conversion rate fromthe nunber of DMW delivery-target
custoners and t he nunber of newly converted custoners by the formula (4),
and stores the rEes the tUsercommessitba husget 364 the PHewigetalngugs gbiumn
information by condition 360 of Fig. 11(c) (step S49). Further, the sunmm ng
unit cal cul 48esnt hee argragerasfult hecrsmny é0Sitdwonglh eiheapdetdisiopSumiier2ége i s
stored in the conversion rate 335 in the canpaign actual result information
330 of Fi g.ardd (thg, beduwtdaspirbredei mnitth81® ctcadepsanthe 58pudilsplgay clepm 420
and the conversion rate display colum 430 in the actual result screen 400.
[0129] | n $4ffn, The aaepeed waldget ciad cubatd dn uné tbidR2tcadruhaties the 5
earned value fromthe nunber of newly converted custoners 365 and the newy
chosen ly anchnypaiignvadtua1366sult theomettuah IXsukt Fig.nflornanpt | anebyseordet i on
360 of Fig. 11(c) by the formula (5), and stores the value in the earned

val ue 367 ofnitg. tid (Ginbest &P oB5d1ivelystarddiecasiBRdg URitheCalendabes t he
total sum of the earned value, 10 and the total sumis stored in the earned

val ue 337 ofwkiedivddf aargahbuditsRbAY a6plp ddierhol@l isURhEi sRhay £humm 420
and the earned value display col um 452 in the actual result screen 400.
[0130] screen 400 through the operation unit 26, and the actual result
acceptance unit 318 acceptance the number of DM-delivery-target
10 customers (step S47). The accepted number of DM-delivery-target
customers is stored in the number of DM-delivery-target customers
363 of Fig. 1l{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. 1ll{(c) (step S49). Further, the
summing unit calculates the average of the conversion rate, and the

25 average 1s stored in the conversion rate 335 in the campaign actual

result information 330 of Fig. 1l(a), and displayed in the total sum



Then the RO calculation unit 324 calculates the RO fromthe 15 earned

val ue cal cul ated at the step S51 and the budget accepted at the step 545, by
the formula (6) (step S53). The RO is_t?&n stored in the RO 338 in the
canpai gn actual result information 330 of"Fig. 11(a), and displayed in the
RO display colum 434 in the actual result screen 400. 20 [0131] As

descri bed above, the DM canpai gn effect neasurenent apparatus 300 accordi ng
to this enbé).d'

i nt_allo endi out the direct. mil to.the t.oners
Lol ot od* DARaRTEN dunB B PERd! B Mt lE o B PR TR b (it E T 1T SANERR ¢ i ng
t he informationlof ealgch 25 cu b@)rrer fromthe returned direct mail, and
cal cul at i ng®tHE REFH cé%?%%“hg b val ues specified in advance based on the

accunul ated 60 c r information, thereby efficiently evaluating the
outcone of the c@ﬁ%g gn. [0132] [Second enbodinent] 5 Fig. 14 is a
schematic function bl ock diagram showing a configuration of an effect
measur ement apparidt G8rc COPIFMG Ao Ve he SHBBLRment UBit tHé praeates iient i on.
The DM canpai gn effect neasurenent apparatus 300 according to this
enbodi mént ¢atErddealus Fromddiet RERPEo Of e omseRER S doFusRaepr ¢ampaign
ef fect neasurenment 10 apparatus 300 according to the foregoi ng enbodi nent, a
customer | HfoorgHly cihosebragadunnit (viedpe edentiadtiae actust oiestlinf ormation” in
t he draw ngs) 502, a canpaign ID acceptance unit 504, a brand table 506, a
new y attrattfedmatseromsr cenditaoni P @fi 16101 (a) nethe Eoumudet €d-,castiomer
conversion rate calculation unit 512, a past

stores the value in the earned value 367 of Fig. 11l(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



B

15 target brand snoker extraction unit 520, a target brand consunption rate
cal culation unit 522, a conversion information storage unit (represented as
"conversion information” in the drawings) 530, a newly chosen brand unit

val ue table 532, a real newl y-attracted-6gustoner conversion rate
calculation unit 540, a target brand 20 snokers cal culation unit 542, an
earned val ue calculation unit 544, an effect calculation unit 546, and a
conversion information display wunit 550. [0133] The DM canpai gn effect
measur enentcuppacat usf 308t awcottengpyt ef f2&idartily emodi mntthesodiddrer efit from
t he foregoing enbodi nent also in that detail ed breakdown of the conversion
structure ofhet hempaigrarily - 61 snoking brand before and after delivery of
the direct mail is presented as the canpaign effect. [0134] The custoner
information storaga3aenit 502 includes, as shown 5 in Fig. 15, an ID 561, a
canpaign 1D 562, a DM delivery flag 563, a primarily snoking brand before DM
564, a primarily @ekhdtdoandentdfter DM delivery 565, and a newly chosen
brand flag 566, with respect to each custoner. [0135] 10 Here, the DM
delivery flag 563Fiis $£tias dch@fatGUSEOMRIohop1MoR idenPM YRS sent, and O
for customers to whomthe DM was not sent, in the canmpaign ID562. In the
primarily semid;ngrbrand kel ore reDMmed, rbdar apbl onQf athadngng, that the
custoner was prinmarily consum ng before sending the DMis stored, and

itgfe Og&aitisonemodmsné%fbrtﬁ@dpf&w £hRseloly he SWSLepel afleL delivery of

measurement 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 foregoing embodiment also in

that detailed breakdown of the conversion structure of the primarily



stored in the newy chosen brand 565. The brand information is denoted, for
exanpl e, 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 brand by-téme 20 custonmer, and O in a negative
case. [0136] The acquisition unit 302 extracts, fromthe custoner 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 ON, with
respect to sadiingustaonebefard astl cxfgert Hel necgssarphe dhfesgraiatidnid n t he
custonmer information storage unit 502. For exanple, the acquisition unit
302 sets t herd¥hded iasetyie ftapadold &Zecaccording to the information on

whet her the DM was sent, and stores the primarily snoking brand before DM
564 and the new yjogBosen brand 565 and sets the newy chosen brand flag 566
according to the brand information before and after delivery of the ON. 5

[0137] Referring mgakfistdhell gnfddhatibe L3WRGE ik D@L CoRLAALSE W bhow04
accepts selection of the canpaign to be analyzed. For exanple, the user may

sel ect tshe ganpal 9y bwni PpWdI NG Lo@aGaHPRl 882! D Oy qs€] RGLI RY.E %@mgilgn

4

nanme out of a list, through the operation unit 10 26 of the conputer

[0138] Thepﬁa%egl§asmo%|i§§60ﬁ%a bOfo22RR Sl ustwigqa%l#g&ﬁ%ﬂa%ga%' e 110

of the DM canpail gn sinu i on apparatus 100 accor foregoi ng

enbodi ment 'aR%trab[lfl e&ﬂ%@f& i %tSi,OQné 'E%@Qiy Vghlolserqq;ral?ﬁ }§acg %%%?t \91dCh
respect to each customer.
[0135]

10 Here, the DM delivery flag 563 is 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 is 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



[0139] The newy attracted custoner extraction unit 510 nakes access to the
custoner information storage unit 502, and extracts the custoners with
setting the newy chosen brand flag 566 out of the 20 custoner infornmation
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, C-conpany and other conpanies, and also based on the taste, for
exanpl e 25 aceguiidig tastlke simfrErat ipndomeriteiber sthsk BMsvasiseht r egpestotes each
conpany. The new y-attracted-custoner conversion rate calculation wunit 512
aggr egat es thkepnumyed vy ofmauisgomesarsl bgformr DMdS 04 arlkle tinewleyly @8seat bract ed
custoner extraction unit 510, and acquires the nunber of DM delivery-target
custoners 334 end reesponith mywip dHrseccanpaidyilad Sda anrditd ngatpairgnbasitdial
result information 330, to thereby calculate the new y-attracted-custoner
conver si on ih@bemdyi chhiee fofecobhava g rf e Miteayv( 3F . thd 0%40]

New y-attracted-custonmer conversion rate(% = nunber of newy attracted
custoneps = nunbgp1®f) DM del i very-target custonmers x 100(% ... (7) 10
[0141] The newl y-attracted-custonmer conversion rate thus calculated is

stored in the comeessiion beiol wat Fof. SUor age darbhiS3AD whisdtanktlunike
described later. [0142] 15 The past target brand snoker extraction unit 520
makes acces®4 accepts selection of the campaign to be analyzed. For example,
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



to the custonmer information storage unit 502, and extracts the custoners
whose primarily snoking brand before DM 564 includes the specific brand

i nvolved in the canpaign, out of the custoner information corresponding to
t he canpaign I D accepted by the 20 canpaikgn-1 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 past targetradieandusmoker sxtrandiacquiiteslt hendusderires DM dehbaerof-t ar get
25 custoners 334 corresponding to the canpaign ID fromthe canpaign actual
resul t i nfooreddldneddOargett bestehyrsat dukateeddradimg gt the aftthpoaifd 1D
consunption rate by the following forrmula (8), with respect to each

cl assi fi cat Eesm the143}paibhi ABtyaICeBSUNPtinGBrTatiehd}3c rumMbesrpf, past target

brand 5 snokers . number of DM delivery-target customers x 100(% ... (8)
[0144] The tardetathramd reanslamidefedatBrbibs CALVEH redats it ened in the
conversion informati on storage unit 530, which will be described later. 10

[0145] The ngw y,inB0sSARanRg) unit value table 532 has the same structure
as the newy chosen brand unit value table 118 of the DM canpaign

simul ati on appar aw@m]}oo according to the foregoing enbodinent. 15 [0146]
The conversion information storage unit 530 contains, as

Newly-attracted-customer conversion rate (%) = number of newly
attracted customers + number of DM-delivery-target customers x
100 (%) ... (1)

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



shown in Fig. 16, the conpany nane 571, the taste classification 572, the
new y-attract ed-custoner 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 brandéénokers 577, the earned val ue 578,
and the earned value per DM 579. The new y-attracted-custonmer conversion
rate after delivery of the DM cal cul ated by the newl y-attracted-custoner
conversion rate calculation unit 512 is stored in the

new y- at t r st ERBLE DR 2% enfel iR r @B z3(8)anditheraspeget theand
consunption rate before delivery of the DM cal cul ated by the target brand
consunpt i onckapséficgbioneal cul ation unit 522 is stored in the target brand
consunption rate 574. [0147] Referring again to Fig. 14, the real

new y-attracted-ci8dhrer 5 conversion rate cal cul ation uni? 540 cal cul ates
the newl y-attracted customer conversion rate achieved by the DM effect, from
the new y- attraciEgecystarsempeonyerse 6N Fatenzad of heattartgegetbraradd
consunption rate calculated by the newl y-attracted-custonmer conversion rate
cal cul ati onsmrkielrs51 2nane rt bt Madget vdnyahargonsuspinaos kat@® (B0 cal&ul ation
unit 522, by the following formula (9) with respect to each classification.
[0148] Real new pciaufract ed-custonmer conversion rate(d) = new y-
attracted-custonmer conversion rate - target brand consunption rate ... 15
(9) [0149] The real taeydty tabhd asdrdmptidrorBte GOMEEES] AN attalieid Rsred

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



calculated is stored in the real target brand consunption rate 575 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 tobPhe foregoing classification out of
the actual result specified condition 340, and acquires the nunber of 25
DMVt 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 DERHEHEFEPY-UHitget? ifsEbPERS 1ii Ehe -tagget fugpaceonpmpaten rate
classification. The nunber of target brand snokers by the DMeffect is

cal cul ated Pfom the aggregated nunber of DM delivery-target custoners and
the real new y-attracted-custoner conversion rate calculated by the real
new y-attract ed-clstdrer 5 conversion rate calculation unit 540, by the
following formula (10) wth respect to each classification. [0151] Nunber
of target brand skeleersng ausbeto dfigbM deltiheergal avegéy-attustoadrcisxomeal
new y-attracted-customer conversion rate / 100 ... 10 (10) [0152] The
nunber of taogeirshpanchtsnokecslathas waltch@taed cusastornred newlt-hetrusredr of
target brand snokers 577 in the conversion information storage unit 530 of
Fig. 16, undesteachcohassibncatticoachicked] Bil53le Theefarnedt mal tidecadwdyt-at i on
unit 544 nakes access to the newy chosen brand unit value table 532, and
acquires thattracted-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

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



correspondi ng newy chosen brand unit value according to the
classification. For exanple, in the case where the brand involved 20 in the
canpaign is 270.- or less, the newy cboggn_brand unit value gained by
conversion froma conpetitor's brand is 000.-. Then the earned val ue
calculation unit 544 cal cul ates the earned value fromthe newy chosen
brand unit val ue and the nunber of target brand snokers cal cul ated by the

L PO or ALK LS SR AL 0020 (ol P (2 LU OM G TR, (1)

W th respec?a¥b eac assiticari on. a
h br and it I nb f t_.brand Kk . 0155
The earned WAl PHSTEa ol SPOq Ta<s oFah TR FReSAPRGd &k 6 875 i n the
[ i nf, ti t it f Fig. 16. 0156] The effect
cal oul at i orP e B ET o SLBE TP L AR otEA/ai LY 56 ERF O VR EHr ned val ue

cal cul ated by the earned value calculation unit_ 544, fromthe nunber of
DM del i ver ye@Egeton FadasEdtetiatad Rl 88 1Ak ReVturGérasrathdus honesr s
calculation unit 542 by the following fornula (12) with respect to each

cl assi f iScat FWErsL o FAeEa? Had afaPruegér SHM BYellinh d@lvaving LforrelandiBer of
DMt delivery-target custoners ... (12) 15 [0158] The earned val ue per DM

t hus cal cul ‘@ttéd regpettotedead! thessehydsédonal ue per DM 579 in the conversion

i nformation storage unit
(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]



530 of Fig. 16. [0159] 20 Fig. 17 is an exanple of a conversion information
screen 600 displayed on the display unit 24 of the conputer 10 by the
conversion information display unit 550%ﬁin t he DM canpai gn ef f ect

measur enent apparatus 300 according to this enbodi ment. The conversion

i nformation screen 600 includes the information that 25 indicates an effect
attained by a DM sanpling (hereinafter abbreviated as 'TOVS"), wth respect

to each canpai gn__For . ex | e, he .conversion information screen 600
i ncl udes a canpaFaﬁn%%‘Eﬁﬁgd?ﬁ%?ﬁgﬁjg§ﬁﬁn%r Pnﬁtégﬂ%Siﬁﬁ] PEcYL col umm

604, and a Jconv rsignsi f%rnat%€Q |isting 606. Here, the conversion
i nf or mat i of2$8FeeH 6! OIW§§3§ISO edited into a paper format by the paper
format editor, agshggtput via the printer 28 of the conmputer 5 10. [0160]
The canpai gn i nf Yon col um 602 di splays the information on the
canpai gn such as the nane, form timng of conduct and the nunber of
custonmers to whoflehRAIeoWER U Us fad Gt atPd Aonftdred1 on adicugprrredul t
information database 312. The canpai gn effect colum 604 displays the
i nf or mabi orvadiet hd danpas FPNIAEHL s 1nhrmadipedstarapaenigx pdpse Epgoflia- and
RO . Here, the expense is, though not referred to in the foregoing
passages, supposd@1bol be stored in advance in the actual result information
dat abase 312 as information. 15 The profit is the value cal cul ated by
subtracting the EkpeaSedir oalculhcicarumed 4% welchlHBE the earned value
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 indicates 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



! L

The conversion information listing 606 displays, under each classification,
a new y-attracted-custoner conversion rate after the 20 DVS delivery, a
target brand consunption rate before the DV delivery, a

new y-attracted-customer conversion rategachi eved by the DMS, the total
nunber of DMS delivered, the nunber of target brand snokers gained by the
DMS effect, the earned value unit cost, the earned value, and the earned
val ue per DMB. For each of those itens, 25 the new y-attracted-custoner
conver si on taf@ma?3ontdvdutnar §Et, br ambaiganstiti oolunat 60574nd Be real target
brand consunption rate 575, the nunber of DM delivery 576 and the nunber of
target brandosvadeeps infeSmabich Qfisthey @06l espardi fige oassidigati on in the
conversion information storage unit 530, the newy chosen brand unit val ue

of the corrigspaending sdrassi §0C aklom 4 pkhednew YneheseRpdF anRgmunidy, tMal ue
table 532, and the earned value 578 and the earned value 579 5 per DMin the

conversi on Loy MRtheP &fiebagekinbht 30 vaL ecnd BSPREL W8l ¥r Iaad nd
di spl ayed i% %he conversﬁon ?nfornaiég% Iisti%g 606. [0165?% K%H%gggation

of the DM capgpai gn effect measurenment apparatus 10 300 configured as above
wi |l be described hereunder. Fig. 18 is a flowhart showi ng an exanple of an
operation of the ngﬁgnpaign ef fect nmeasurenent apparatus 300 according to
t hi s enbodi nent. 163] An operation in the DM canpai gn effect neasurenent

apparatus 15 300 I h.whi_ch onversi i nformation display.unit 550
di spl ays the conv%?%?%ﬁggﬁ¥bﬁﬁ% Fﬁﬂgggr%%ﬁmﬁog&%nlfﬁ%aﬁ?§%Fa§n%§?P¥l?h of

the computer, 19 for JeAsuLLog Ahengleel of.ine;PMeAPaaict and the

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.
[01l61]
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 DMS. 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



wi |l now be described. [0164] 20 Firstly, the user manipul ates the
operation unit 26 of the conputer 10 to thereby input the canpaign ID and

so on, thus selecting the canpaign whtc% is the object of t
measurenent. The canpai gn | D acceptance d

he effect

nit 504 accepts the canpaign ID

(step S80). Then the newy attracted custoner extraction unit 510 rmakes 25

access to the custoner infornation storage unit 502, and ext

racts the

CUStonerS.Sg jf%hg cor ngsenCQEanqﬁca%QOSGG TEF%SS %ﬁ%hto

pr edet er m néd aSS|f|cat| o7°1

o the canp ept

d
canpai gn IDlng% %8% &&%ﬁ% g InggthgEEFSB S?%téﬁ'éS&?
wi tt d- t t | t t
o0r boat o5 Ehe SRITEEroRT m%ﬁ??’%%%ﬁ%ﬁ??ﬁ&%ﬁ%ﬂ%ﬁﬁ Sy ot

db
i Vé%%%]o The
2 th
?F%BP%Hegustoner

extraction unjit 510_at e step S81 a uires the nunber of
DM del i ver yVEargeeP &‘Esﬁ?mefagd (?GF?%(gﬁ’@ﬁg? my & 8PEhEe Earped §RiF® T1%m t he

canpai gn_actual result information 330 to thereby cal cul at
new y- at? r aPEEARE 48t BRRICPBARYEIY] GRIPHRAL1B) TEPTeRe Forimar] ¢
to each classification (step S83). The cal culated new y-att

e the
™™ with respect
r act ed- cust oner

conversi on FasREGts Vel vreadd AUt hencheWbylavetr He (- CORTTmeen coHweTaiom rat e

573 in the conversion information storage unit 530 of Fig.
Then the padtstargébobrand snoker extraction unit 520 nakes
custonmer information storage unit 502, and extracts

[0162]

16. [0166] 15
access to the

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

campalign

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

computer 10 to thereby input the campaign ID and so on,

26 of the

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



the custoners whose primarily snoking brand before DM 564 includes the
specific brand involved in the canpaign, out of the custoner information
corresponding to the canpaign ID accepted by the 20 canpai gn | D acceptance
unit 504 at the step S80, with respect té0 sach classification (step S85).
[0167] In turn, the target brand consunption rate calculation unit 522
aggregates the past target brand snoker extracted by the past 25 target
brand snmoker extractjon unit 520 at the step S85 thus obtaining the nunber
of past targEtreEPaRdtbRetlRe AR HEY U escatied hurihsr cafradndéPi ver y-t ar get
custoners 334 corresponding to the 71 canpai%n I D fromthe canpai gn act ual
resul t inf ot¢REPtBRCB301tt U4 tafetbBysteRl €8P at &teReStldr-get brand consunpti on
rate by the fornul a §8), Wi th respect to each classification (step S87).
The cal cul ated tEH§é! brand consunption rate is stored in the target brand
5 consunption rate 574 in the conversion information storage unit 530 of
Fig. 16. [0168] Treenevhe atéghcrradopsteneracoateriisnohere canvelrdiion uatte

cal culation unit 540 cal culates the real newl y-attracted-custonmer 10

conver siton vkt éhachagyedabystire canpai gff efifwobrbyedtrected myl ah¢ Iewlwi t h
respect to each classification, fromthe new y-attracted- custoner

conver si on statracaad ¢Uerotnar gettrdaranch cons ubjl iaantkatseepcst © uhat &chdiyethe
new y-attracted-custonmer conversion rate calculation unit 512 and the
target br anthe onsbeptsOMMF-as el vk yead mydratustondist 352 2oatedgimidshepS8Beand

the step 587, respectively (step S89). The cal cul ated real
new y- at t r agdngfdigHSt O NEHomC ORY efafb8ign actual result information 330, to
thereby calculate the newly-attracted-customer conversion rate by

10 the formula (7) with respect to each classification (step $83). 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 S80, with respect to
each classification (step S85).

[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



rate is stored in the real target brand consunption rate 575 in the
conversion information storage unit 530 of Fig. 16. [0169] 20 The target
brand snokers cal culation unit 542 then extracts the condition
corresponding to the foregoing classiftcation fromthe actual result
specified condition 340, and acquires the nunber of DMdelivery-target
custoners 363 to whomthe condition applies, from the actual result
information by condition 360, to thereby aggregate 25 the nunber of

OMW+ del i ver ycampagenr Judsroners gaderigraehtedlagspiilcadmnifonmat itmed3d heonunber of
target brand snokers achieved by the canpaign effect is calculated by the
formul a (1Mhewieblh calspeste tthieebghget P2anc|@ssifpician oate foyorhe horagya egat ed
nunber of DM delivery-target custoners and the real

new y- at t r agd)edwtuls trawpectt drav eash orlasat 8icataboul satepd SBY) t h&@hreadlculated

new y-attracted-custoner conversion rate calculation unit 540 (step S91).
The cal cul atdenunberd ebnsaipgebn Srdreand stvrkar sn ithestargst ibrahde nunber of
target brand snmokers 577 in the conversion information storage unit 530 of

Fig. 165 ung®isuegeton chassifd gat tio.cohfdrdlon ThesimReogasiedgyabiie 530
cal culation unit 544 nakes access to 10 the newly chosen brand unit val ue

table 532, @ndiacqusres the corresponding newy chosen brand unit value
according to the classification, and cal cul ates the earned value fromthe
newy chosen brandegpit value and the nunber of target brand snokers

cal cul ated by the nunber of target brand snokers cal culation unit 15 542, by

the formula (11) N fESREEINLH f%%@ré‘ét%@sl:&é koé'or(v%tr%EonS%:’t)e The

cal cul ated earned value is store he ear ned val ue

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 1s 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



in the conversion information storage unit 530 of Fig. 16. [0171] The
effect calculation unit 546 cal cul ates the earned value 20 per DM based on
t he earned val ue cal cul ated by the earned,value cal culation unit 544 at the
step 593, by the formula (12) fromthe nber 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 el%r ‘fgigaf?:i\éﬁl u S st,grgd the %arg%val y@ar%é% in the

conver si on CIRRTor HELOR’ stgH age urﬁ%regé pry-target . 73

Each i nfor mat on stor nth nf or mat on stora nit 530 at
t he floreg0|%glt§’{n% Bhespﬁeggeﬁe K %ér%%tﬁ\?{e%?tb#erl HPoY PBnruaé:;‘?r een 600

of Fig. 17 o unit 24 of the conputer 10, by the conversion

i nf ormati on” 831%1'3 ?}A f?g’l ?%%51625%15{1%%@5 aééﬁCteijﬁ%ﬁom% §%“V9crﬁéo’&ol?ﬁ}t€r si on
information display unit 550 nay display a canpaign effect screen 700 shown
in Fig. 19,Caa}§u§ﬁ6]t%|‘métka%&é %?p SHe - scHe 2 sRdYALTS @‘H@’eénﬁfyts%@eﬁesult of
the effect nmeasurenent. 10 Here, the canpaign effect screen 700 ms%

edited By t “ﬁ‘aﬁ‘é?kerfso%?ra?ttceﬁijtb‘?* Ghet BuEPYFapér tarsrarabranth@mokeputs Vi #n t he
printer 28 of the conputer [0174] The canpai gn effect screen 700

i ncl udes, f#re eseawseonalnflceveawa|~°gt@raa¢ oyt Peh WoFdem 1£02unde gaphi gn

effect colum 704, a
classification.

[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
$93). 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
numpber of DM-delivery-target customers acquired by the number of
target brand smokers calculation unit 542 at the step S91, 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. 1l6.

[0172]



conversion estimation listing 706, a detail estimation listing 708, an
appl i cant denographics 710, and the nunber of new subscribers 712. [0175]
The canpaign information colum 702 di splays the information 20 on the
canpai gn such as the nane, form timng 68 conduct and the nunber of
custoners to whomthe DM was sent, acquired fromthe actual result

i nformati on database 312. The canpaign effect colum 704 displays the

i nformati on of the canpalgn such as the earned value, expense, profit and
RO . Here, the eXpehstrfamatheudgiioist 75 thef @@m@ersg@mwfpﬁrea&mgmn@e
passages, supposed to be stored in advance in the actual result information
dat abase 31niisSphfasr relei 6PLedpAng THeepsr 6% i didrdayére asakbe aalvensatred by
subtracting the expense from the earned value. [0176] The conversion

esti mati on rifsrinati FOBCshensc@noéstigmtli om dghe &idHeybuaitd 2doonfertsd on t hat

t akes pl ace through the canpaign. For exanple, Fig. 19 shows that 6,101
custoners haweutenvilt bg tloe tdoaversimpaigfotratden dirspndy (wahlur 890 atsadpas " CPN
target brand” in the draw ngs) after the canpaign, out of those custoners
who used® two9primarily consune a conpetitor's brand before the canpaign. It
is 10 al so shown that 379 custoners have converted to a conpetitor's brand
after the canpai gmi7out of the custoners who used to primarily consune the
rel evant CPN target brand before the campaign. [0177] The detail estinmation

listing 708 showstsBe €ed aldnse8didrhensdBnt9BM eliSi0Ry Sirti4atE@hRf dt B81ay
custoners who have converted to the relevant CPN target brand after the

canpai gn, and.zpbgi&RrdredcVaddi®en 700 shown in Fig. 19, as another example 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.



1

Since the newy chosen brand unit value of the earned value differs
dependi ng on the brand that was primarily consuned before the canpaign as
stated above (Ref. Fig. 8), the detail ed nunber of 20 conversion custoners
(represented by "applicants” in the drawngs) and the earned value, wth
respect to each primarily snoking brand. [0178] The applicant denographics
710 are a listing classifying the applicants of the canpaign by the
properties such as sex and age 25 group, and the like. A counting unit (not
shown) aggr €gatesftheiddaha Valom thicwlasbedney subf oagtdingohhacyprukat@edn n t he
custoner database 198, and the aggregated value is displayed by the 1--.

75 conver stion darhednetliven di splay unit 550. The nunber of new subscribers
712 represents the nunber of custoners newy registered in the custoner

dat abase 198 as ajolEesult of the relevant canpaign. [0179] 5 As descri bed
above, the DM canpai gn effect neasurenent apparatus 300 according to this

enbodi ment al | owsTiey abHaéiient Bet inthfiest1Gf ih§eroxaBRal grexeeutad chhsough
sending out the direct nails, based on the conversion rate, purchase rate,

real conyer shoMhaakiecon@@bnsd ¥k UBa kA pNEe: w@qlra@grpedhe%@;}s‘]gig%o fapth, with
respect to each 10 brand classification. Incorporating such analysis resul t

into subsegyent)Cappai dn Qwse%gtf@qlohl &@ét%%\e%fmé;}ee%wefeerdce{ﬁéﬂeng the
PDS cycl e and thus executl ng an efficient DM canpaign Al t hough the

enbodi ment s %logl% LERANL-LAY SALLOD, NAKE Qge%le?apg%%%kQﬁ@ 6f gL i ng to

t he draw ngs, 'S e understood t

drawings) after the campaign, out of those customers who used to
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.
(01777
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



t hose enbodi nents are nerely exenplary, and that various other
configurations may be adopted. It is a matter of course that the
acquisition and utilization of the information regarding the custoners
should be legally perfornmed. 20 [0181]-Féy exanple, in the sales pronotion
support system according to the foregoing enbodi nents, the effect

measur enment apparatus (DM canpai gn effect neasurenent apparatus 300) may

i nclude a conversion rate accunulation unit (not shown) that accunul ates

t he conver sf@vezsientiafontrli®adhsriaydiniorbS0fr ofe embes tefmeewi nf or mat i on,
a norm value calculation unit (not shown) that cal cul ates-a norm val ue of

t he accunul sitts¢réopner/doneprasent andea nprlese pfacisremgnst ngwigt rehims)yred 6
that presents the normval ue; and an expected conversion rate acceptance
unit (pl an accdpt ansemngmi datd@peoidt ke si mAdwdlti of treppeletars CBNbacigmpai gn
simul ati on apparatus 100) that accepts the expected conversion rate decided
and i nput by the 888]1 ooking up 5 the normval ue of the conversion rate
presented by the presentation unit of the effect measurenent apparatus (DM

canpai grp ef fect Arasuceimat apppgr aheSDBnpa ] 1 &F]fecSusdaseoafdrgur at i on
al l ows deci ding the conversion rate under 10 each condition in

consi der at | grpptatst o hceatdngPtocessSeamssdiaht val uss basrGtongtie cust omer
i nformati on massively collected through the DM canpai gn, thereby upgradi ng

the cal cul atfQRtage U AL Lafpa 1die ex8XRREL @Hr&Yn sEMOTK] nErexaRiebct kR0 9183]
based 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 campaign 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)



Referring to Figs. 20 to 22, a DMsinulation tool arranged for cigarettes
as the nmerchandise to sell will be described hereunder, as a working
exanple of the present invention. In this working exanple, a DM sinul ation
t ool 800 enpl oys a spreadsheet 20 cal cul &t ion tool such as Excel (registered
trademark). Here, it is assuned that, in this working exanple, a simlar
configuration to the DM canpai gn sinulation apparatus 100 and the conputer
10 of the foregoing enbodi nent shown in Figs. 2 and 3 is provided, for
execut i ng tHetDMreienisatiomorBoraBB0. an@d arhexpetiegwWcagrepadongesie 25 Figs. 2
and 3 will also be referred to. [0184] - 77 Fig. 20 is an exanple of a
screen di spicepetanse thet plaani ageepiiaase weteéhodiafplthy wimulald® of Fig. 2 on
the display unit 24 of Fig. 3, upon activating the DM sinmulation tool 800.
As shown i mppagatu20DMt hawRiasi sirmatEitonn tapglar800s i106) udes, agneptssithgl e
sheet, a 5 planned DM budget columm 802, a target brand information colum
830, a DMesmprdied wondision rbistdengd8d0andannpxipdnt etle crarelsokimg ape

colum 910, an expected earned val ue colum 912, and an expected RO colum
914. [ 0%85]thel@okecaldengt yhemeortgrsiohhrdtee praperttedf by hthebpdgeintandon
conditions on such single sheet by the user, the index values such as the
expect ed camier sf otha aff ecolmaanuSdiBntt Appeoapast g eampeithn wakFae: col utm 912
and the expected RO colunmm 914 are respectively calculated, for review of

t he re§ul t mealsuethatd gpp@fatla@ 3amd. so on 15 can be_ easily confirmed sinply
by nodi fying the condition. For conparing sinulation results based on a
plurality of condigigon
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 ROIL.
[Working example]
15 (0183]
Referring to Figs. 20 to 22, a M 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)]



|

patterns, the user may reproduce the sheet and specify different conditions
on each sheet. Then the user can easily conpare the sinulation results
arising fromdifferent conditions. 20 [0186] Manipul ation of the sheet, data
input or selection on the sheet may be €kecuted 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 canpaign sinul ati on apparatus 100 of Fig.

2. The result of Fighe§ dpudngmimpet eeh isoAcreaid déaparest bonthe pdhnsigre

di spl ayed on - 78 the pl anni ng-phase screen display unit 106 of the DM
canpai gn gihmskas¢menapperlayusnino.0o] ofl§g. FToorbéhrodesmetyaihed,24t hé pl anned
DM budget colum 802 5 includes, as a breakdown |isting 804, a planning
expense i npuig. Golupmm 806]vadippghrettiestusiatéoh umrl8680. a Asoshowosin €0y um
810, an assenbly cost columm 812, a dispatch cost colum 814, a unit price
i nput col urd®,8tBe Rhdimuamiver todl DVOdehdlvery, col amiBdi®: sheestart wth,
the user inputs a total of fixed cost not associated with the 10 nunber of
DM such agltzheepl @hbudgetexquénse, 8F20r m tenvek oprent i expense on adsl ypho83gr aphy
cost, in the planning expense input colum 806. Such information is input to
each col unma tow eegh bRl taibhohi 6fingh@40 ,0par atpet edNédnvde sobn theeconput er
10 of Fig. 3, to be accepted by the planned budget acceptance unit 102 and

stored in thguphaoi,ngn dpditageecdiear talicorotairabase JQ# a0f ekpdbred. RG0188]
Then the user inputs the unit prices for the cigarette cost
column 914.
[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 910, 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



colum 808, the tool cost colum 810, the assenbly cost colum 812, and the
di spatch cost colum 814, as the expenses related with the 20 dispatch of
the DM The unit price of the cigarette cost colum 808 neans the cost per
package of a cigarette sanple, in the tak® of 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 25 t he assenbly cost per such set. The unit price of the

di spat ch cot® Peamrihy8hase ssctrﬁ%“ FHSPILRY Wadt 1perofphe THE GeRBata nf or mat i on
is accepted by the planned budget acceptance unit 102, and stored in 79

t he pl anni ngpHasEH PR FAtY0R0 gatabase 104. The stored information is

di spl ayed, whenever necessary, in the screen shown in Fig. 20, on the

pl anni ng- phase scl%é&nldisplay unit 106. [0189] 5 The user then inputs the
nunber of OMto be sent, in the nunber of DMdelivery input colum 818. The
i nput i nformati orfo @eI&U@ep@éﬁﬁlﬁﬂftﬂgaﬂﬂanneﬁImh@gégeaﬂnépmaﬁﬁﬁ unit 102,
and stored in the planning-phase information database 104. The default is
to be set mudhdebatast hebpiakiosd histhes ©F4,del pvamingaegeinseustmrrer s 10
(nunber in the total planned nunber of DM delivery-target custoners columm
888 t 0 be dssiomnhbedc,| at eijamcdlteutadtedoaarworBdiBnga ttmols uabste quenih y81spesh f i ed
DM sendi ng conditions is automatically conplenented. The cal cul ati on of the
pl anned nundsetembl y deldtvesyumrt 8ngeta clispotr®t $oks @xXegut 804 by ther pryber of DM

delivery 15 calculation unit 114. [0190] Then, the nunber of DM delivery
cal cul ati oningitt cdldhn 816, and a number of DM 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 vphase 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



mul tiplies each cost input in the unit price input colum 816 and the
nunber of DM to be sent in the nunber of DM delivery input 20 columm 818
respectively, so that the amount of each cost is automatically cal cul ated
and respectively witten in the cigarettéd tost colunm 808, the tool cost
colum 810, the assenbly cost colum 812, and the dispatch cost col um 814.
Al so, the total sumof each <cost, that is the total sumof the planning
expense input columm 806, 25 the cigarette cost colum 808, the tool cost

col uim 810, thh@lapakamphyse odtfogBRutAT Sebabased lohe dhspatetedcdsformatiam 814
is automatically calculated and witten in a total budget colum 820. - 80
Such i nf or mag iBEPLaYed s yherread NERES TR Ypl ahrihggsprede sheorimafion 20database
104. [0191] Now, the target brand information colum 830 serves for 5
speci fyi ng g olaanimrobasatiaieehr arablelieunidl éPant canpaign is targeting at
for conversion to a primarily consuned product, and includes a brand input
colum 832, a braid8®el ecti on columm 834, and a price zone selection colum
836. The user inputs a brand name to be pronoted for conversion (brand nane
to be sent) in 1l0rHehasbr areni hppitcahanmu@d2. of oM thebdrsand, sal edki on col um
834, a brand nane to be pronoted for conversion (brand nane to be sent) is
sel ected frommepuklodasnitvést iopat &hemn)s18thetsebsgquenirdaserdptison al so
refers to utilization of a pull-down list including a plurality of options

for selectigicafceMary ate briierabhaRet Acbeptindenpitt t92eagty eebyum,inand such
pull -down lists are separately stored in a list storage unit which is not

shown. For the (?%hﬁg@%gsesﬁf%@ﬁb@fbrp%ﬁ%ﬁﬁma RihkC8ZANe iS &ehect ed
out of a pull-down

set such that the planned number of delivery target customers

10 (number 1n 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 column 820.



i st including such options as 270.- or |ower, 280.-, and 300.- or higher.
Such input or selected information is accepted by the 20 pl anned budget
acceptance unit 102, and stored in thetﬁkgnging-phase i nformati on dat abase
104. [0192] Then the user inputs the endi ng 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 sendi condition listin 40 js a.table t whi ch var.i ous

condi t1ons. SPer RRGFTATR Aarbie Lot i iy SHeBF frenesg tridrparion
Firstly, a gerﬁgssi?ﬁ according to the project to be sinulated is sel ected
out of optidn 35 %‘pernission selection colum 842. The options may be
specified as, for_ege l e, "sanple <cigarette may be sent to all" for the DM
sanpling, "DM way[ ent 5to all” for a closed DM and announcing DM and
"DM may be sent, but not the sanple cigarette” for the case of sending a
trial DMto thos®wustsneroatoPifrsninherstiprecelwar B89 esazaanotome sent.
[0193] Once the selection is provided for the permi ssion selection 10

col um 842 epeciiyinBelipifrmagoom dn Fhi¢hEratd gt helewrniecomrdignsist he
connection interface (external interface unit 20 of the conmputer 10 of Fig.
3) nakes cohaegttiiog &b Tosepweerginot takowninaodyaconsgredt heodmitc udrat i on dat a
for the nunber of DMthat nmay be sent, so that |atest data for the nunber
cal cul at i oninslumanbolded andutstarlednidB2l5athwmnausbesctdbnsesidatl 834H)Mand

cal cul ation data storage unit (not shown). [0194] At this stage, the

di splay uni & gdief zbhe samptiters dQumn 836. The user inputs a brand name to

be promoted for conversion (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



di spl ays a pop-up of an update confirmati on nmessage screen shown in Fig.

21. The update confirmati on nessage screen 920 includes a 20 confirmation
nmessage 922, a YES button 924, and a NO button 926. The confirmation
message 922 notifies the user to the eff¥ct-that the pernission condition
has been nodified, and the operation unit 26 accepts the selection on

whet her to update the data via the manipulation of the YES button 924 or
the NO button 926 b user. 25 Once the operation unit 26 accepts a press

- th
of the YES £bn 2&?thhéiESH%EEFPBna?ﬁFE?P%dgjﬁﬁﬁe%rﬁﬁﬁﬁeE?ﬁﬁh to the
server, to Lherng .down] oad the nunber of sendable DM cal cul ation dat a.
Upon - 82 SOHPRERT dF 8FL$HEUBWNI FadPHp sy hél ddite PEFMERRISNUBRAS 1PB
di splayed in the data update date display columm 844. [0195] Referring
again to FiplwD, 84he BV sEHAPRY Wonbet sosivificdiaty for sn@mphel udesria area
condi tion selection colum 852, a prinmarily snoking brand condition colum
854, a turr-igRagtie 6BabPeiIgnt toradilt’| 6pr dési Biatdmedivel UYHY BIV,bea ssei
condition selection colum 872, and an age condition designation col um
874. Theé prigradi! yforsaoklerpdhPdnahct endeenaimge BYuremdg5eM fayt hersdmg| gles an
10 internal /external distinction selection colum 856, a price category
sel ecti on culturhe 858pla sprrictiel fanthy eekect i smddod Lt r860, DM tot ast e
classification selection colum 864, a roll length classification selection
col um 866, transd audtameesntenhodesiggatpbn cigatsinre 868notl tba Semotl necessary
to specify all of those condition 15 itens, and the unspecified item may be
handl ed as wi t houtoleandition. [0196] A plurality of conditions may be
speci fied, and pressing down
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 924, 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



a condition line addition button 876 enabl es adding the condition I|ine. At
| east one sending condition is to be specified. The 20 sending conditions
are accepted by the condition acceptance unit 112, and stored in the

pl anni ng- phase i nformati on dat abase 104.8F%or each colum, 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 colum 852, the area
(pr ef ect ur e3oMPeeE e AEhENPIdB L Pad el eEhe dlaggt obfdagpt edrte \Wiedisplgged none
is selected, "nationw de" is set as the target. Al though the area to send
the DM to riay the drisi ghdater] deyepdddeturel @wec8fdiing to the default, the
target area nmay be custom zed in the case of designating an area
enconpassing a pll@l&bity of prefectures. 5 [0198] In response to a press of
an area addition/deletion button 850 by the user, the operation unit 26
accepts and an arRederadd tigeih del étigon2G.crraentM4@ndfnd-iapnd22i popsstingn t he
display unit 24. The area addition/deletion screen 940 accepts an addition
of 10 tbe DM(X angetdear ea, armdicbhdaticon sefeqriehecdlimes 8 bhc | getmari 1ihe
target area, and deletion of an area. [0199] The selection of the area

addi ti on sedmetingroraadi eotdiittion 842mnoB54) ea tipttdiagapratdidelieyi on radi o
button 946 is accepted by the 15 operation unit 26, and an area editing unit
(not  shown)c@¥ee ube ded i ghEoIReS 8o DimM@Woar £as<xddbhd i@ ofll s@ll®®ion column

nodi fication/deletion. The area editing unit adds a new area by the area
name input ¢§@ th84 an age condition designation column 874. The primarily
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 is 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



addi tional area input colum 944, when the area addition selection radio
button 942 is selected. The prefecture nodification/deletion 20 selection
colum 950 includes a listing display of the prefecture nanmes of each area,
respectively acconpanied with a prefectuPé —sel ection 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 areaif¥nes FRRACeAn toPtEQATEI®DNAF fleasSnbhe Gavpat - cAlEhAugudhe 0200]
84 Al so, when the operation unit 26 accepts a press of an all- select

butt on 952,2a%4%e tar ek dihe By %FPYC?%ﬂeéég%tﬁdagé piefecthes asFerdigruite

sel ection check box 956 of all the prefectures are selected. On the
contrary, wHendeheubpertatei bardati Brod neockptdsaoBiprdss dhe aesal Pfrel ease
button 954, the area editing unit releases the selection of the prefecture
sel ecti on ctetignbokn®56: efealdnachpaspimef ecplvred ity 00 pref€xturke. ot her hand,
when the area nodification/deletion radio 10 button 946 is selected, an
area nodi fication/deBéti on sel ecti on colum 948 displays a pull-down |ist
including as options the area names already registered in the area

regi stration unitin Heepuses tosel geiss bhearakeaa nadtd ttionbéelrndoh iedton del et ed
out of the pull-down list of the area nodifications/deletion 15 selection
col umm 948. gJheyopes aided) uhé topGaataephst the acsepected subjreat area nanes,

and di splays a check in the prefecture selection check box 956 of the
prefecturesaddition/deletion screen 940 of Fig. 22 pops up on the 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]



e |

al ready registered. [0202] 20 For nodification, the user puts or renoves
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 nodified prefecture §éai’n, as an area of the subject
area nanme. For deletion, the user selects the area nane to be 25 del eted out
of the area nodification/deletion selection colum 94B, and presses a

del etion button Qgg Thgi opﬁgati on_unit 26 ccegts t he press of the

del etion button 966°°af3PhE ' ArBE i) HE urfi% 2SS dePERRS Afha Sj ect
area name sel fct egﬂ in th% area nodification/deletion selection colum 948,
fromthe ar &5Tlegi"SFrat GRE 2repooBE NIsUREF SERRRES fy&tATe Fhrtgtheo,
selection for the internal/external distinction selection colum 856 is
made out of PT8{RITUSHt PRIRCTAEN" Histfde PBY ainfy 6t ither PEeiscaRERHIMBOWN" . For
the price category selection columm 858, the selection is made out of the
options as 'Se2gered.or On gk FoBErayy308hen dghehprgrationruntife 2bj &ecept® The
specific famly selection colum 860 further includes a specific famly

sel ecti oh cokapn Eoenaatl-aedpess fiudtdaniddy thadineeorditsigigeohiDiredebsemn 862.
For the specific famly selection colum 861, the selection is nade out of
options of ahplselaldatignoff chgapetiteetube arrdetaind icheck Furst 866, of taliistisel ect ed
whet her only the target 15 brand snokers involved in the sel ected specific
famly are pirekectures.to be counted as the planned nunber of

DM del i very-target custoners, or target brand snokers of a brand other than
the specific faml[g201]

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. The user
selects the area name to be modified or deleted out of the

pull-down list of the area modifications/deletion

15 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 858. 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



are to be counted, for the specific famly condition selection colum 862.
In the case where the option of "exclude" is selected 20 in the specific
famly condition selection colum 862, the target brand snokers of a brand
other than the specific famly sel ected PR “the specific fam |y selection
colum 861 are to be counted. [0204] For the taste classification selection
colum 864, the 25 selection is nmade from such options as "regul ar/ nment hol ".
Wien the taste classification selection colum 864 is |eft blank, both of
the regul a7eigS FOPI s 862 ardDiSER BT Th Astih & 88bj ect . For the - 86
roll length classification selection colum 866, the selection is nade from
such opti on&HE ICRRIFEIRETRELG, SeL Bt it C%%r%’é?i orFOMc SNBIATe868 accept s

designation of an upper limt and lower limt, or either thereof, of the
tar contentTeIPtEAGERUENSF- 13 g or higher 5 is specified, no classification
is provided. [0205] The turn-away probability condition designation colum
870 accepts desi g#&Blon of an upper limt and lower linit, or either
thereof, of the turn-away probability. If a value of 30%or higher 10 is
speci fiéd, no cl Refefrerd isgalnstpriagi ded. skdectim $ex Wwndition selection
colum 872, the selection is made fromthe options as
"mal e/ f emal EttarkadverterThe dige ioohiin isededesingratimon 8661 usma8iddoutactept s an
upper limt and lower limt, or either thereof, of the age. The selection
may be madesudh bpyears asnth@nmenbradd/ ddBgeb6] t Af sebrdrivy vakeept’ancEomofthehe
sendi ng conditions, when the operation unit 26 accepts a press of the
nunber of sendabketdddry selection column 858, the selection is made out of
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 numpber 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



confirmation/unit price set button 880, the nunber of DM delivery
calculation unit 114 cal cul ates the nunber of DMthat may be sent 20 based
on the nunber of sendable DM cal cul atio ata previously downl oaded, and
wites the nunber in the nunber of send e DM 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 nunber

of sendabl e ﬂ;/l ol 86....25 [0207] The nunﬁer f _DM.deliyery cal cul ation
ani € 114 cAPChl KSR REESHEIES t E9bSBho B GRACONTE: VAP ue- baSBr Tiothes t ar gel
brand i nformati - 87 cal,um 83Q‘F%?Fd Je conditions specified in the
f or egoi ng SBAAI HP™ SHARI TWOHES Fhd Yes t hBS VATUER T ABWMINatHERen brand
unit value colunn 894. The user inputs the planned nunber of DM delivery-
target custOreEFs 9495 PReSPISaAREIOMAIEEr ChRIDNPRRYT ilVBiy-308t deves 1afst o s
colum 884 with respect to each DM sending condition, referring to the
nunber of $éflablEeDRPEol Amigsrar TRELHpuUt ITi hfvernat ¢S @ga@rc%pgé@r by the
plan acceptance unit 116. In an_input colum of expected conversion
pronoti 8n dff seecifyiepM BOGlashel ieatpert ed Dypvidad.on ef fect of the DM for
conversion to target brand 10 is specified with respect to each DM sendi ng
condition. The dXpetted effect is a value obtained by subtracting a
conversion rate of non-DM delivery-target custoners to the target brand,
froma conversi Gheratm-aivay herddibdel iw epydi@iogetiecigiaairen sccdlomt /G ar get
brand. A listing show ng the past DM pronotion effect for 15 conversion to
target branrdcestd aidségpaepar ed am wggeantcini tsand Hatvet heimitsesr nayhspeci fy t he
expected effect referring to the listing and input the expectation in the
i nput col urhepéoBXpECtrd O MMaRSY @Tobability. 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



pronotion effect by DM 890 via the operation unit 26, for acceptance by the
pl an acceptance unit 116. 20 [02081 Then the expected val ue cal cul ation unit
120 cal cul ates the nunber of conversi_ogé;i&pect ed custoners, based on the

pl anned nunber of delivery target cust rs input to the planned nunber of
DM delivery-target custoners colum 884 and the expected effect (% 25
input to the input colum of expected conversion pronotion effect by DM

890, by the follaow.ng farnula (13) with respect each sending . condition.
- 88 - [0255?%%!& g% Otchoen\?(é?c'gsll]tolr?péxs ecctlgaggulsr} %Br%r OLeIBH AR A MlFber of
delivery-target, custoners x expected.effect / 100 ... (13 0210] 5 The
nunber of &9%5&?13 ng’h-%&%é”crtléﬁscﬁéet SAEFS thas” ycﬁb%?eéhjbr%ig‘gvﬁrijttt Etis a
nunber of conversEi on- expect ed custoners gol U%E %gé %so, the data of the
nunber of COAYEESION- eXpedtel YIRISHENS RA6MORH NUBSSE ik M debetyio all the
sending condition is aggregated, and the aggregated value is witten in a
t ot al nunbérarg?tc%ﬁt@‘f“%?%ﬁ- Kprdtiegned W@FBnﬁgMEG?W@O@?r%ther, t he
expected value calculation unit 120 cal cul ates the expected earned val ue
fromthe n@EEPTRFS COORYRSH oril ek peerest dosearedy pAndig Aondiriopf

conver si on-expected custoners colum 892 and the newly chosen brand unit
val ue in t Fefepeiily tehvemupbandiusendgalcudMcotlumn 892, Byet lroutol | owi ng
formula 15 (14). [0211] Expected earned val ue = nunber of
conver si on-iepepttegn is accepted by the plan acceptance unit 116. 1In an

input column of expected conversion promotion effect by DM 890, the
expected promotion effect of the DM for conversion to target brand

10 is 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.



L

custoners x newy chosen brand unit value ... (14) [0212] 20 The expected
earned value thus calculated is witten in an expected earned val ue col um
896. Also the data of the expected earned value colum 896 with respect to
all the sending conditions is aggregategg and the aggregated value is
witten in the total expected earned value columm 902. Further, the
expected value 25 calculation unit 120 cal cul ates the expected earned val ue
per DM fromthe expected earned value in the expected earned val ue col um
896 and the pl anngOAunber of DM delivery-target custoners in the 89

pl anned nunber of DM delivery-target custoners columm 884, by the follow ng
formula (15). [ O2L3perExpechedrearredpaalade cpetondls==exXpeotednedenedr val ue /
5 planned nunber of DM delivery-target customers ... (15) [0214] Upon

conpl eti on &@f1ivkeyioiego ogstaperat + axpanted alfgabat i ano ..t s)expect ed ROT
calculation unit 122 automatically calculates the expected conversion rate,
the expected earnggigal ue, and the 10 expected RO, and wites those val ues
in the expected conversion rate colum 910, the expected earned val ue

colum $12, and the nexpectRdcRPFeelbimRideqr&sReRLIY &is JDRAXPEST ed
conversion rate is calculated fromthe total of the nunber of

conver si on-%ag]qtt%gln GUSE AR bR égﬁetrgiak- pheLy usEOMR! g‘ Ofnegect ed

custoners 15 columm 900 and the tot of the planned n

0 0o vt 2105he S ATSOR. bl ok NS ML O cocer ooy
892 with respect 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



[0215] Expected conversion rate = total nunber of conversion- 20 expected
custoners / total planned nunber of DM delivery-target custoners x 100(%
(16) [0216] Al so, the expected earned value is calculated fromthe

nunber of conversion-expected custoners8? n-the nunber of conversion 25
expected custoners colum 892 and the newly chosen brand unit val ue
new y chosen brand unit value colum 894, by the follow ng

et - "
PRty

in the
formula (17).

90

- [0217] Expected earned val ue = nunber of conversion-expected custoners x

new y choseénappreadupier 9hIedelivery7yaf@et gpstgremgr chkimn BAé, éxpébeed RA
earned value in the expected earned
val ue col urirldepvinalfommatad(1By- the fornmula (17) and the pl anned budget in
budget columm 820, by the foregoing fornula (3). The data thus

i s cal cul ated based on the expected

t he total

cal cul ated by t hd02&Xpect ed val ue cal culation unit 120 and the expected Ro
calculation 10 unit 122 is stored in the planning-phase informtion database
104, and di spl ayedeoted karsed earluef pd heMDM stgadladli @arnedoval8@0 /of Fig. 20,
by the planni ng- phase screen display unit 106. [0219] Thus, the DM
si mul at ison dl@ahe8Qutpecof imsdehevagndbngetl Tuedtdigidsi Ong19) th respect to the

DMt del i very-target custoners and the

enabling estimatifngiahe RO of the relevant canpaign and perform ng
anticipated sinulation at the

10

15

20

25

Upon completion of the foregoing operation and calculation,
the expected ROI calculation unit 122 automatically calculates the
expected conversion rate, the expected earned value, and the
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
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-
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-
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).

expected effect of the DM thereby



time of planning the project. As described above, the DM sinulation tool
800 all ows selecting and designating the itens to"be specified 20 as the DM
sendi ng condition. Al so, designating th® itens of the DM sending conditions
provi des indication of the nunber of DMthat may be sent, according to each
designated condition. Further, inputting the planned nunber of DMto be
sent and the expected pronotion effect for conversion to target brand | eads
to cal cul ati on dP2ihe 25 expected earned val ue of the DM canpaign. Stil
further, fromthe budget and the expected earned val ue, the expected RO
can be cal cul atBxgectiid kaghbdtdse £umnefbeanst oomveasidrekpeetgqrect ed ear ned
91 value and RO under different setting of the condition of the Dw

del i very- taehe£4St 0BRLG @idehheraHa bRt Gfa1BM cap7he visualized. [0220]
Accordingly, calculating the RO at the tinme of planning with 5 the DM
sinulation tool @p@@gaccording to this working exanple allows making a
proper decision of investnent. Also, visualizing the variation of RO

crebl o T e STbtefes Rk Lende ot luanl s puELATELS ek, O

canpai gn. The clear 1 ndicatio expec 0 itates
establishing a g0 tQ. b chiev %8 Eyr r, rformyng Lt h | anni ng and
feed-back%§%ﬂ%ﬂﬁ$%ﬁagﬁﬁg?gégqggﬁg%n rgﬁéﬁggf 8%3 egggﬁ%%fﬁﬁ§8%€ uati ng

and enal Y210 et QU Rl U RERISE e S (LA b it on
promot i on S?E:Z%rr,p%iyggheo ffoq:egcraggéj Cfton?\ng (B%Pec'}'.‘ﬁei %al’ggat%jds (c::g Lrﬂi.astie?igl:ay the
expected value calculation unit 120 and the expected ROI calculation
10 unit 122 is storeq 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 enébling 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. Also, 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

budget and the expected eatrned value, the expected ROI can be

calculated. With all these functions, variation in expected earned



5 a planned budget acceptance unit that accepts a planned budget of said
canpai gn; a custoner nmaster table containing properties and turn-away
probability of each custoner; a condition acceptance unit that accepts a
setting of a 10 sending condition for 8énding said direct mail; a nunber of
delivery applicable custoners calculation unit that extracts custoners
corresponding to said sending condition out of said custonmer naster table,
and cal cul ates the nunber of delivery applicable custonmers to whom said

di rect mai Vakay dvel Behtundes @iffexper ssttdedicfertpeappidicabh eofegbeoer s
presentation unit that presents the nunber of delivery applicable

cust oner s; dal prenmédrorinisastofedebhd ethe namert ofuBt oreer beaccwpilaned uni t
that accepts a pl anned nunber of delivery target custoners to whom said
direct mail shoul@2d sent, with an upper limt being the 20 nunber of
delivery applicable custoners; an expected conversion rate acceptance unit
that accepts an Aexqerdhgiycanrnensitnmgr ahe Hoased e sand sepdangireprdihi on;
nunber of conversion-expected custoners cal culation unit that calculates a
number ®f ¢aBVEN HifNil&xipectedl aost asessiinfasedar wakkinheepdr1aed] Taigber  of
delivery target custoners and said expected conversion rate; 93 a unit

val ue tabl eakhad Sbesgsr theieidh af eafdiedeMal URLWBI tviLASEz Q) tedst omer,
predeterm ned according to said properties of each brand of said product
and i ndi cat,pga @ HabEeR30 R8BS REE ] bYerft 1y CRANGRANBAE HAr QUTN 59 akppai gn

on said brand that said custonmer 5 primarily purchases;
customers for the DM campaign. The clear indication of the expected

Q

effect of 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.



an expected earned value calculation unit that |ooks up said wunit value
table, to acquire said earned value unit cost gained through the conversion
to said specific brand, corresponding_}g%gaid properties of said brand of
sai d product to which said sending 10 c ition applies, thereby calcul ating
sai d expected earned value based on the nunber of conversion-expected
custoners; an expected ROT cal culation unit that cal cul ates an expected ROT
based on s%gggﬁgﬁnned budget and sai d expected earned value; and a
prediction tation unit that presents said expected 15 earned val ue and
sai d expect.ed . 2. The sinulatjon arat us .according to claim11, further
conpri si ng:*'a pr €dPEFES LOP P RRRAy P%ﬂgggtBF%gﬁtan?T‘%#ﬁgtéyﬁfggdf%%f@Fn a

20 predicted turn-away rate, associated with a behavior pattern of said
customer; # BAFEVT SFLRatt Gt FoLeqRENET 6 (ATPA1HRE Lae ALt s & behavi or

pattern of said customer; and a decision unit that conpares said behavior
pattern of ¥gr4fioPrendt FREPTHW M a predet er mi ned behavi or pattern model
thereby deciding said predicted turn-away rate; - 94 wherein said
si mul at Pon appar &t B52¥S6F 8893t GCpPREATCEedNt urthat a9REePtat @ Hsnsafd t ur n- avay
probability in said custoner naster table. 5 3. An effect neasurenent
appar at us tthveigeheels $eéd @arefifect of a sal es pronotion canpai gn, executed
through sending out a direct mail for a sales pronotion canpaign of a
product of a spe@ fustdmeandastadérbie proadeiring pedesengsngnd dndntaway and
collecting answers to a
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 numpber 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;



i L

qguestionnaire fromcustoners, based on custoner information 10 incl uding
properties of said custonmer witten on said returned postcard, conprising:
an acquisition unit that acquires said custonmer information autonmatically
read out from said postcard; an actual “re3utt database that acquires, from
said custonmer 15 information, conversion classification information
indicating to which brand said custoner has shifted his/her primry
purchase as a result of said canpaign, and a}gzcur_ml ates such information of
each customer; a?‘blﬁéibe‘fa]él@céﬁ?%ctga NP Rt HECB PR AT PRPAIYST Walthudget
of 20 said canpaign; a condition acceptance unit that accepts fromsaid
cust omer | ¥S3r REE | O1F LANE BN AHIE ReTHEEHR PP TERRY prooper8i Rorsrt &2 dfcust oner
who is surveyed; a nunber of sending postcards acceptance unit that accepts
a 25 nunbe?dd¥ bpard fr aél@@@éugérﬁndgaﬂdwattﬁnge%w@épetbo dschagertHibyi ®n;  a
nunber of newly converted custoners calculation unit that cal culates a
nunber of n@vingecoatetheguausiedferdgagadobrasddilrays thohvaeridi gastomer
classification information with respect to each condition; a conversion
rate calculmtimemilpipunchasesial cul ates a conversion rate based on the nunber
of newy converted custoners and 5 the nunber of sending postcards, with
respect to each coneékpeorgd sauneéd wadheecdlablettdratintontreitndoaks egr sad val ue
unit cost per custoner, predeterm ned according to the properties of each
brand of saiitpraducttabdnd tadicgal ragaadvedmnedt cabhe eat hecbdty gained

through 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 said 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;



change made through said canpaign on said brand that said custoner 10
primarily purchases; an earned value calculation unit that |ooks up said
unit value table, to acquire said earneg 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 15 condition applies,

t hereby cal cul ating said earned val ue based on the nunber of newy
converted custo ' e lLat i ' . at ed on
said budget and Saraearned: va 6o aniTan SHt asroectr R Bretel RAR T
that present,s,spld earngdy 20-val e -a0dsaid R .4, The fLieel. apasur ement
appar at us accgrd|ng to c a|n1§, rern said actuaF resu atabase
accumul at e eﬁ% th respect to each customer, in association therewith, a
delivery flag 25 i ndi cating whether said direct nmail has been sent, a brand

that said customer was purchasing before delivery of said direct mail, a
brand that said custoner has started purchasing after delivery of said - 96
di rect il, and _a copversion flag indicating whether said custoper_ has
convertéd tu a sﬁ’@‘c??flecabf“sﬁﬂurﬁ“[eg?: YHITELY CPLsHFPYeredt STHEFF: °farid

i ncludes: a first countiqg uni.t that countiFout of said actual result 5
dat abase, WALEST REFELL-OP o“EHEAIBr FHECEFEE PFPER i RIIRI Mittbar dbects pakt type
custoners with said delivery flag indicating that said direct mail was sent
and sai d cofffePsPdtes PAgHENc 8ty Irhat S aradueusforerParadiediAsct ed to

said specific brand; a conversion rate by brand cal cul ation unit that
cal cul at es,under a predetermined sending condition and collecting answers to a

questionnaire from customers, based on customer information
10  including properties of said 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 acquires, 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



T ]
10 with respect to each brand classification, conversion rate based on the
nunber of said first type custoners and the nunber of direct mnmails sent; a
second counting unit that counts out of said actual result database, with
respect to each brand classification, a gygnber of 15 second type custoners
who were purchasing said specific brand before sending said direct mail; a
specific brand purchase rate calculation unit that calculates, wth respect
to each brand cl assification, a purchase rate of an existing specific brand
based on th@ornwf@%noila%@mlc?aa;l@acmﬁbwego@wtaneé®@radté hesdhot al nunber of
custoners in said actual result database; a real conversion rate
cal cul ati on-4pH4tc ibRat cal cul ates a real conversion rate achi eved by sending
said direct nmails, based on said purchase rate and said conversion rate,

with respect 1o eachny@bkiandce! @ssifheatd caﬂltatﬁawegicﬁfat@gsesormrs
calculation unit that calculates, wth respect to each brand
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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 saild specific brand, corresponding to the
properties of said brand of said product to which said sending
15 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

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
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10 classification, said conversion rate, said purchase rate, said rea
conversion rate, said earned value, and said earned val ue per direct nail
5. A sales pronotion support system conprising said simulation 15
apparatus according to claim1-2, and saihg effect neasurenent apparatus
according to claim3-4. 6. The sales pronotion support systemaccording to
claim5, wherein said effect neasurenent apparatus includes: 20 a
conversion rate accunul ation unit that accunul ates said conversion rate

under each gonditt g, faham SahfetdstOMhg LHiRLIRLY QletBe POV a8 mer
calculation unit that cal cul ates a normvalue of $Said accunul at ed

conversi on Ra$ &ondBekelb t3 Qrﬁ%fltf%'Mbn@nhﬁtéﬂq%lpx?@ﬁ)e%ss% ¢h1 QLM val ue;
and said expected conversion rate acceptance unit of said sinulation
apparat us that,.acggpls13@c6xpected conversion rate 98 decided and input by
a user | ooking up said normvalue of said conversion rate presented by said

presentation uni t, of said, gffiect, , neagy eé&ag < SRRALR Ui %czu%f he 53] es

pronot i on support systemaccording to c aim efeéln sard nuiber of
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that dlsplaxsreé¥qmagilﬁgs ggg%”én %gf rEonve951on flag indicating that said

customer has converted to said specific brand;
a conversion rate by brand calculation 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



sai d pl anni ng- phase screen and said actual result screen enploys a simlar
format. 15 8. A program of predicting an effect of sending out a direct

mail for a sales pronotion canpaign of_agprgduct 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 value table that
contains an earned val ue unit cost per custoner, predeterm ned according to
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earned by a~ change” made ft sal’'d canpai gn onh sald bra

cust oner Zﬁmg{gggéiL¥?p%gﬁgg§§%8gégxperforn1as: a planned budget acceptance

unit that accepts a planne df said canpaign; 99 a condition

acceptance unit that accepts . a setting. of a. sending,condition for sending
said direct mail;®"aAth (grvaéfleaceai i3 g?gl%npbjinilga@?ae 83%?@&319%' c&i%ul ation unit
that extracts custoners corresponding to.said sending condition out 5 of
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applicable custoners to whomsaid direct mail may be sent; a nunber of

del i very appfiReabPt SAUSEONEILPRESANarRsN THTNED THale PREs&ES/ t he nunber of
delivery applicable custoners; _ a planned nunber of delivery target custoners
accept ance unit f¥06€ﬁﬁ@taEE€BF§H§HpP%H%éHBﬁuﬁ%ﬁﬁﬂéFeﬂePPﬁgr96%%¥§e¥0
custoners to whom said direct mail should be sent, with an upper limt

bei ng the eaftberand claispyEiSAtappl | Yalspened stadierger direct mail based on

said number of postcards sent and said earned value; and
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
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an expected conversion rate acceptance unit that accepts an expected
conversion rate based on said sending condition; 15 a nunber of
conver si on- expected custoners cal culation unit that cal cul ates a nunber of
conver si on- expect ed custoners, based on 9he pl anned nunber of delivery
target custoners and said expected conversion rate; an expected earned

val ue cal culation unit that |ooks up said 20 unit value table, to acquire
sai d earned value unit cost gained through said conversion to said specific
brand, corre8gorfigicngnd oinPehilkly pr opeEtiwkipng waisdigragien shleaiaf préduct to
whi ch said sending condition applies, thereby cal culating said expected

ear ned val uecongyedonnratigePhesfidedoby corivepse itk pet tiad tcabtoier stfexl an
expected RO calculation unit that cal culates an expected RO based on said
pl anned budge¢tasangmsaf cepprpetcied earned val ue; and 100 a prediction
presentation unit that presents said expected earned value and said
expected RO. 9. A program of neasuring an effect of a sales pronption 5
canpai gn, executed through sending out a direct mail for a sales pronotion
canpai gns of a. pr othetsadbsapspecibn cslppand syxden accquogdet es mlaed Sendi ng
condition and collecting answers to a questionnaire fromcustoners, based
on customer inforyeéidh shn€IruebBg §f @ReLins aphl s eCusétiRirswWitten on
said returned 10 postcard, causing a conputer i1ncluding: an actual result

dat abase thabraggitbkesn Jriemsdisd 1gUstQIRE ioh HrekBBEdObn GRIV &ISkANY
classification information indicating to which brand said custoner has

shifted hi s/ bef, i BRI YoRHEENRSE A48 a fasYl tqiafp189 ¢hitaPRAE HispAPs a
accunul ates such informati on of each
planning-phase screen;
10 said 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;
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15 customer; and a unit value table that stores therein an earned val ue unit
cost per custoner, predeterm ned according to said properties of each brand
of said product and indicating a value to be earned by a change nade
t hrough said canpai gn on said brand that 98aird custoner 20 primarily
purchases; to performas: an acquisition unit that acquires said custoner
information automatically read out from said postcard; a budget acceptance
unit that accepts an input of a budget of said canpaign; 25 a condition
acceptance unit thaondetept scheprarsal dntusthemeaccdpifor nettitongactendi ti on
including said properties of said custoner who is surveyed; - 101 a nunber
of sendi ng pasticar dendidcdept &rmceending tdzatl dorept maal; nunber of postcards to
be sent out with respect to each condition; a nunber of newy converted
cust oners cal cul ad irumbani ¢f dedt vent epbatele nustet rof calewlytcanvernted
custoners based on said 5 conversion classification information with
respect to eagh extoackid icOBtofeGORYerSdppndlad &« 8hedl RndenAg urirdithéd out
calculates a conversion rate based on the nunber of newy converted

custoners apf sdilechsider RhsPasteplds santalilbhes egRealmbo @FCHTORGH i ON;
10 an earned value calculation unit that | ooks up said unit value table, to

acquire sai gosaridaede Val4@mklbé tr £ Qibm 02 13edi Fdutough A decommer sion to said
specific brand, corresponding to the properties of said brand of said

product to which sajgdrsendi ng1i6ORAILLN-ARR! E8Stontdher hYsLRbe U AtiAg sai d

earned val ue based on
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 cf delivery target customers and saild 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 to 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
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15 the nunber of newy converted custoners; a RO calculation unit that
cal cul ates a RO based on said budget and said earned val ue; and an actual
result presentation unit that presents said earned value and said RO.

~ 100 -

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
salid campaign;
25 a condition acceptance unit that accepts from said customer
information a condition including said properties of said customer

who 1s surveyed;
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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.



