
- 1 - SPECIFICATION SIMULATION APPARATUS, EFFECT MEASUREMENT APPARATUS,  AND
SALES PROMOTION SUPPORT SYSTEM 5 TECHNICAL 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.2003-91630 2 - DISCLOSURE
OF THE INVENTION 



[0003]  Now, in the case of merchandise that encompasses various  brands and
trademarks, it is a common practice to periodically 5 perform a campaign,
for preventing consumers from turning away to  another brand thereby
inducing the consumers to keep purchasing the  same merchandise, or for
urging the consumers to convert to a target  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 numerous
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 new  products in
response to the needs of the consumers and placing an  extensive variety of
merchandise in shops and stores, thus expanding 20 severe competition for
survival among the companies. Tastes and  needs of individual consumers are
also becoming more widely  diversified, and the consumers are selectively
purchasing the  merchandise that fit their personal requirement, out of the
extensive variety of merchandise. Also, under the flood of 25 merchandise
information originating from the highly information- oriented society, the
consumers have trouble in finding out the  information of the merchandise
suitable to them out of the flooding - 3  information, and on the part of
the companies, in turn, it has  



become necessary to grant distinctive features to each brand for
differentiation from competitors' products or even their own  products, to
thereby establish meticulous strategies to acquire 5 customers. To respond
to the diversifying tastes and needs of the  consumers, the companies
providing merchandise and services are  focusing on adopting the so-called
one to one marketing method.  [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: - 4  a planned budget acceptance
unit that accepts a planned  



budget of the campaign; a customer master table containing properties and
turn-away  probability of each customer; 5 a condition acceptance unit that
accepts a setting of a  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 10 delivery applicable customers to whom
the direct mail may be sent;  a number of delivery applicable customers
presentation unit  that presents the number of delivery applicable
customers; a planned number of delivery target customers acceptance unit
that accepts a planned number of delivery target customers to whom  15 the
direct mail should be sent, with an upper limit being the number  of
delivery applicable customers; an expected conversion rate acceptance unit
that accepts an  expected conversion rate based on the sending condition; a
number of conversion-expected customers calculation unit  20 that calculates
a number of conversion-expected customers, based on  the planned number of
delivery target customers and the expected  conversion rate; a unit value
table that stores therein an earned value unit  cost per customer,
predetermined according to the properties of each  25 brand of the product
and indicating a value to be earned by a change made through the campaign on
the brand that the customer primarily  purchases; - 5  an expected earned
value calculation unit that looks up the  



unit value table, to acquire the earned value unit cost gained  through the
conversion to the specific brand, corresponding to the  properties of the
brand of the product to which the sending 5 condition applies, thereby
calculating the expected earned value  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
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. 6 - [0010] 



Here, the merchandise include those which encompass various  brands and are
selectively purchased based on taste and thinking of  the customers
continuously and periodically in a relatively short 5 cycle, for example
grocery items such as cigarettes and beverages,  foodstuff, baby items such
as paper diapers, powder milk and baby  food, dog or cat food, sanitary
items, quasi-drugs and drugs.  [0011] 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. 7  Also, since the expected effect of the direct mail is
expressly  



presented, a target can be easily set. [0013]  Also, the present invention
allows specifying the delivery 5 target 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  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 8
questionnaire research by a direct mail, an e-mail, a contribution  



form of a homepage or on the street, net-shopping records and a blog
analysis result and the likes. The behavior pattern model may be  updated
based on the collected behavior patterns. Such structure 5 allows
automatically calculating the turn-away probability based on  the customer's
behavior pattern, and further adding customer  information collected through
a direct mail to the 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; 9
a condition acceptance unit that accepts from the customer  information a
condition including the properties of the customer who  



is surveyed; a number of sending postcards acceptance unit that accepts a  5
number of postcards to be sent out with respect to each condition;  a number
of newly converted customers calculation unit that calculates a number of
newly converted customers based on the  conversion classification
information with respect to each  condition; 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. - 10 - [0017] Forms of the sales promotion campaign include, for
example,  



sending via direct mail an application form to an address selected  from the
customer information previously obtained and distributing 5 the application
form on the street, and a sample may accompany the  application form.
Alternatively, the application form may be  attached to an advertisement in
a magazine or a paper. The  application form thus distributed may be
collected by mail or on the  street. 10 [0018] The conversion rate
calculation unit calculates the  conversion rate as: the number of newly
converted customers - the  number of direct mails sent x 100(%). [0019]  15
The 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. In this case, for example  20 a UAL address for application,
or an ID or a password for logging-in may be included in the direct mail to
be sent out, so as to induce  the customer to make access to the homepage
and to input the answers  to the questionnaire. [0020]  25 The questionnaire
includes a question on the merchandise that  the customer purchased before
and after the campaign. The  questionnaire may also include a question on
the merchandise that - 11  the customer wishes to purchase in future. From
such questions, it  can be revealed whether there has been a change on the
brand that  



the customer primarily purchases, in other words whether the  customer has
converted or turned away, as a result of the campaign. 5 The questionnaire
may also include a question for analyzing the  customer's behavior pattern,
so that the behavior pattern  acquisition unit 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 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 - 12  classification, a number of first type customers with
the delivery  flag indicating that the direct mail was sent and the
conversion  



flag indicating that the customer has converted to the specific  brand; a
conversion rate by brand calculation unit that calculates, 5 with respect to
each brand classification, conversion rate based on  the number of the first
type customers and the number of direct  mails sent; a second counting unit
that counting out of the actual  result database, with respect to each brand
classification, a number  of second type customers who were purchasing the
specific brand 10 before 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 - 13
conversion rate, the purchase rate, the real conversion rate, the  earned
value, and the earned value per direct mail. 



[0023]  Such configuration allows examining the effect of the 5 campaign
executed through sending out the direct mails from the  viewpoints of the
conversion rate, the purchase rate, the real  conversion rate, the earned
value, and the earned value 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] - 14  Such configuration allows deciding the conversion rate under
each condition in consideration of statistical resulting values  based on
the customer information massively collected through the  



DM campaign, thereby upgrading the calculation accuracy of the 5 expected
ROI.  [0026)  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] - 15  According to the present invention, there
is provided 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: 5 a customer master table including properties and
turn-away  probability of each customer; and a unit value table 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 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 number of delivery target customers
acceptance unit  that accepts a planned number of delivery target customers
to whom  the direct mail should be sent, with an upper limit being the
number  25 of delivery applicable customers; an expected conversion rate
acceptance unit that accepts an  expected conversion rate based on the
sending condition; - 16  a number of conversion-expected customers
calculation unit  that calculates a number of conversion-expected customers,
based on  the planned number of delivery target customers and the expected  



conversion rate; 5 an expected earned value calculation unit that looks up
the  unit value table, to acquire the earned value unit cost gained  through
the conversion to the specific brand, corresponding to the  properties of
the brand of the product to which the sending  condition applies, 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 17  result of the
campaign, and accumulates such information of each  customer; and a unit
value table that stores therein an earned value unit  cost per customer,
predetermined according to the properties of each  



5 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 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, 18  thereby calculating the earned value based on
the number of newly  converted customers; a ROT calculation unit that
calculates a ROT based on the  budget and the earned value; and 



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 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] 19  Fig. 1 is a block
diagram for explaining an outline of a  sales promotion support system
according to an embodiment of the  present invention; Fig. 2 is a schematic
function block diagram showing a 5 configuration of a DM campaign simulation
apparatus according to the  embodiment; Fig. 3 is a block diagram showing an
example of a hardware  



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; - 20
Figs. 11 is a diagram showing an example of a structure of an  actual result
information database in the DM campaign effect  measurement apparatus shown
in Fig. 10; Fig. 12 is a diagram showing an example of an actual result 5
screen displayed by an actual result display unit in the DM campaign  effect
measurement apparatus shown in Fig. 10; Fig. 13 is a flowchart showing an
example of an operation 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; - 21  Fig. 20 is an example of a display that
appears upon  activating a DM simulation tool, according to an embodiment of
the  present invention; Fig. 21 is an example of a display that appears on
an update  5 confirmation message screen of the DM simulation tool shown in
Fig.  20; and Fig. 22 is an example of a display that appears on an area
modification/deletion screen of the DM simulation tool shown in Fig.  



20. 10 BEST MODE FOR CARRYING OUT THE INVENTION  [0034] Hereunder,
embodiments of the present invention will be  described referring to the
drawings. In all the drawings, same  15 constituents are given identical
reference numerals, and the description thereof will not be repeated.
[0035] [First embodiment] Fig. 1 is a block diagram for explaining an
outline of a  20 sales promotion support system according to an embodiment
of the  present invention. Hereunder, cigarettes will be employed as the
example of the merchandise to be sold. The cigarette is particularly
appropriate as the example, because of including  numerous brands and being
selectively purchased based on taste and  25 philosophy of the customers
continuously and periodically in a  relatively short cycle. [0036] 22  The
respective cigarette companies sometimes execute a  campaign for sales
promotion of the merchandise, for example by  sending out a direct mail (DM)
to smokers 40 selected out of pre- registered customer information to
provide a questionnaire or the 5 like, inducing the smokers to respond to
the questionnaire with an  added value such as a lottery or a privilege,
collecting the  responses, and thereby researching whether a change has been
made  with a primarily smoking brand as a result of the campaign. The  



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 - 23  for selection by the customer in advance, such as "always
decided in  advance", "half of the times decided, the rest undecided" and
"always undecided"), the brand in the case of "decided" and smoking  period
of that brand (whether under or over one year, or how many 5 years), a
previous primarily smoking brand, whether that brand  contains menthol, a
brand that the customer may wish to smoke in  future and the extent of
anxiety (such as "very anxious to buy",  "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 24  an on-line purchase history, information written in a blog and
so  forth. [0041]  Then an analysis may be preformed based on the
information 5 accumulated in the customer master database 62 with respect to
each  customer, and ROI and other data resulting from the campaign may be
calculated, to thereby measure the effect of the campaign and  establish a
subsequent campaign 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) 25  that accepts a planned budget of the
campaign, a customer master  table (customer master table 108) containing
properties and turn-away probability of each customer, a condition
acceptance unit (condition acceptance unit 112) that accepts a 5 setting of
a sending condition for sending the direct mail, a number  of delivery
applicable customers calculation unit (number of DM  delivery calculation
unit 114) that extracts the customers  corresponding to the sending
condition out of the customer master  table, and calculates the number of
delivery applicable customers to 



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 planned number of delivery target customers 15 to whom the direct
mail should be sent, with an upper limit being  the number of delivery
applicable customers, an expected conversion  rate acceptance unit (plan
acceptance unit 116) that accepts an  expected conversion rate based on the
sending condition, a number of  conversion-expected customers calculation
unit (expected value 20 calculation unit 120) that calculates a number of
conversion- expected customers, based on the planned number of delivery
target  customers and the expected conversion rate, a unit value table
(newly chosen brand unit value table 118) that stores therein an  earned
value unit cost per customer, predetermined according to the 25 properties
of each brand of the product and indicating a value to be  earned by a
change made through the campaign on the brand that the  customer primarily
purchases, an expected earned value calculation - 26  unit (expected 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 the product to which the
sending 5 condition applies, thereby calculating the expected earned value
based on the number of conversion-expected customers, an expected  ROI
calculation unit (expected ROI calculation unit 122) that  calculates an
expected ROT 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 personal
computer. The computer 10 includes a CPU 12, a ROM 14, a RAM 16, an 27
input/output unit (abbreviated as "I/O" in the drawings) 18, an  external
interface unit (abbreviated as "I/F" in the drawings) 20,  and a bus 22 that
connects those components. The computer 10 is  connected to a network 30 via
the external interface unit 20. The 5 external input/output device of the
computer 10 may include a  display unit 24 such as a CRT monitor or a
liquid-crystal display  monitor, an operation unit 26 such as a keyboard, a
mouse and a  tablet, and a printer 28. [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 - 28  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 a planned budget acceptance
unit (planned  budget acceptance unit 102) that accepts a planned budget of
the 5 campaign, a condition acceptance unit (condition acceptance unit  112)
that accepts a setting of a sending condition for sending the  direct mail,
a number of delivery applicable customers calculation  unit (number of DM
delivery calculation unit 114) that extracts the  customers corresponding to
the sending 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 29  the product to which the sending condition
applies, thereby  calculating the expected earned value based on the number
of  conversion-expected customers, an expected ROT calculation unit
(expected ROT calculation unit 122) that calculates an expected ROT 5 based
on the planned budget and the expected earned value, and a  prediction
presentation unit (planning-phase screen display unit  106) that presents
the expected earned value and the expected ROT.  [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 ROT 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, - 30  timing and number of applications
of the campaign, with respect to  each campaign ID 131. [0052]  As shown in
Fig. 4(b), the planning-phase information  5 database 104 stores therein, as
the planning-phase specified condition 140, an area 142, a primarily smoking
brand condition 143,  turn-away probability 148, sex 149, and age 150 under
each condition  number 141. Further, the primarily smoking brand 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 - 31  26 of the computer 10 of Fig. 3, is accepted by the
planned budget  acceptance unit 102 of Fig. 2, and stored in the planned
budget 132  in the planning-phase campaign information 130 of Fig. 4(a).
[0055]  5 The planning-phase screen 200 also includes a DM sending
condition listing 204 for setting the condition of sending out the  direct
mail. The DM sending condition listing 204 further includes  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. In Fig. 5, four sending
conditions are set.  These sending conditions are input by the user to the
respective  columns via the operation unit 26 of the computer 10 of Fig. 3,
to 20 be accepted by the condition acceptance unit 112 shown in Fig. 2 to
be described later and then stored in the respective items of the
planning-phase specified condition 140 of Fig. 4(b). [0057]  Further, the
planning-phase screen 200 includes a number of  25 DM-delivery-applicable
customers display column 226, a planned number of DM-delivery-target
customers input column 228, an expected  conversion rate input column 230, a
number of conversion-expected - 32  customers display column 232, a newly
chosen brand unit value  display column 234, an expected earned value
display column 236, a  total sum display column 240, an expected conversion
rate display  column 250, an expected earned value display column 252, and
an 5 expected ROI display column 254.  [0058] Referring again to Fig. 2, the
customer master table 108  contains, as shown in Fig. 6, the information
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 is determined in advance  according to the properties of each customer.
Alternatively, the  turn-away probability 173 may be determined through
turn-away  prediction based on a behavior model. For example, the DM
campaign 20 simulation apparatus 100 may further include a predicted
turn-away  rate storage unit (not shown) that stores therein a predicted
turn- away rate associated with the customer's behavior pattern, a  behavior
pattern acquisition unit (not shown) that acquires the  customer's behavior
pattern, and a decision unit (not shown) that 25 compares the customer's
behavior pattern with a predetermined  behavior pattern model, thereby
deciding the predicted turn-away  rate, so as to store the predicted
turn-away rate that has been - 33  decided in the customer master table 108
as the turn-away  probability 173. [0060]  Here, the behavior pattern
acquisition unit acquires the 5 customer's behavior pattern for example via
a direct mail, e-mail,  contribution form in a homepage, result of a
questionnaire research  on the street, a buying history in shopping on the
Internet, and an  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 table 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 I  - 34  that brand. The taste classification
184 may be represented by, for  example, a taste classification code
indicating a regular or menthol  taste and the like. [0063]  5 Referring
again to Fig. 2, the condition acceptance unit 112  accepts a setting of the
sending condition of the direct mail, input  by the user in the DM sending
condition listing 204 of the planning- phase screen 200 of Fig. 5, via the
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,
out of the customer master table 108, 15 and calculates the number of
customers to whom the direct mail may  be sent, under each condition. The
calculated number of delivery  applicable customers is stored in the number
of DM-delivery- applicable customers 162 in the planning-phase information
by  condition 160 of Fig. 4(c), and further displayed in the number of 20
DM-delivery-applicable customers display column 226 in the planning- phase
screen 200 of Fig. 5, by the planning-phase screen display  unit 106. [0065]
The plan acceptance unit 116 accepts the setting of the 25 planned number of
delivery target customers to whom the direct mail  should be sent, with an
upper limit being the number of delivery- applicable customers input by the
user in the planned number of DM - 35  delivery-target customers input
column 228 and the expected  conversion rate input column 230 in the
planning-phase screen 200 of  Fig. 5, via the operation unit 26 of the
computer 10 of Fig. 3, and  also accepts an input of the expected conversion
rate according to 5 the sending condition. The accepted planned number of
delivery  target customers and the expected conversion rate are respectively
stored in the number of DM-delivery-applicable customers 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] 1 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] - 36  Referring again to Fig. 2,
the expected value calculation  unit 120 calculates the number of
conversion-expected customers from  the planned number of delivery target
customers and the expected  conversion rate, by the following formula (1). 5
[0068] Expected number of conversion-expected customers = planned  number of
delivery target customers x expected conversion rate / 100  (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] - 37
Expected earned value = number of conversion-expected  customers x newly
chosen brand unit value ... (2) [0071]  The expected earned value thus
calculated is stored in the  5 expected earned value 167 of the
planning-phase information by condition 160 of Fig. 4(c) under each
condition, and displayed in  the expected earned value display column 236 in
the planning-phase  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. 38 - [0073] Referring again to Fig. 2,
the expected ROT calculation unit  122 calculates the expected ROT from the
expected earned value  calculated as above and the planned budget, by the
following formula  5 (3). [0074]  Expected ROT ($) _ (expected earned value
- planned budget)  planned budget x 100(%) ... (3) [0075]  10 The expected
ROT 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 ROT 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 Sl1).
[0078] - 39  The user inputs the planned budget to the planned DM budget
input column 202 of the planning-phase screen 200 through the  operation
unit 26, and the planned budget acceptance unit 102  accepts the planned
budget which has been input (step S13). The 5 accepted planned budget is
stored in the planned budget 132 of the  planning-phase campaign information
130 of Fig. 4(a). Then the user  inputs various conditions to the DM sending
condition listing 204 of  the planning-phase screen 200 through the
operation unit 26, and the  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] - 40  Then the plan acceptance unit 116
accepts the setting of the  planned number of delivery target customers to
whom the direct mail  should be sent and the input of the expected
conversion rate, in the  planned number of DM-delivery-target customers
input column 228 and 5 the expected conversion rate input column 230 of the
planning-phase  screen 200 under each condition, with an upper limit being
the  number of delivery applicable customers input by the user through  the
operation unit 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  number of conversion-expected
customers 136 of the planning-phase  campaign information 130 of Fig. 4(a),
and displayed in the total  sum display column 240 in the planning-phase
screen 200. The 20 average of the expected conversion rate is also displayed
in the  expected conversion rate display column 250 in the planning-phase
screen 200. [0081]  Subsequently, the expected value calculation unit 120
then  25 calculates by the foregoing formula (1) the number of conversion
expected customers from the planned number of delivery target  customers and
the expected conversion rate accepted at the step 519, - 41  and such value
is stored in the number of conversion-expected  customers 165 of the
planning-phase information by condition 160 of  Fig. 4(c) under each
condition, and displayed in the number of  conversion-expected customers
display column 232 in the planning 5 phase screen 200. Also, the summing
unit calculates the total sum  of the number of conversion-expected
customers, which is stored in  the number of conversion-expected customers
136 of the planning- phase campaign information 130 of Fig. 4(a), and
displayed in the  total sum display column 240 in the planning-phase screen
200 (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 42  phase campaign information 130 of Fig. 4(a), and
displayed in the  total sum display column 240 in the planning-phase screen
200 and  the expected earned value display column 252. [0084]  5 The
expected ROT calculation unit 122 then calculates by the  foregoing formula
(3) the expected ROT from the expected earned  value calculated at the step
S21 and the planned budget accepted at  the step S13 (step S23). The
calculated value is then stored in the  expected ROT 138 of the
planning-phase campaign information 130 of 10 Fig. 4(a), and displayed in
the expected ROT 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 ROT 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 - 43  on, and simulating the
effect of the campaign. Accordingly, the  embodiment allows providing, via
direct mail, information  appropriate for the needs of each customer based
on the simulation  result, to the customers carefully screened based on the
customer 5 information, which significantly increases the prospect of the
campaign, compared with massively sending the direct mail to  randomly
extracted customers. [0087]  Now, the effect measurement apparatus according
to the 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 44  result of the campaign, and accumulates such
information of each  customer, a budget acceptance unit (budget acceptance
unit 310) that  accepts an input of a budget of the campaign, a condition
acceptance  unit (reproduction unit 304) that accepts from the customer 5
information a condition including the properties of the customer who  is
surveyed, a number of sending postcards acceptance unit (actual  result
acceptance unit 318) that accepts a number of postcards to be  sent out with
respect to each condition, a number of newly converted  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 45  budget and the earned value, and an actual
result presentation unit  (actual result display unit 314) that presents the
earned value and  the ROI. [0089]  5 As described above, the DM campaign
effect measurement  apparatus 300 according to this embodiment may be
attained through  an effect measurement program executed by the CPU 12 of
the computer  10 of Fig. 3. Thus, the effect measurement program for the DM
campaign effect measurement apparatus 300 according to this 10 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 15 including properties of the customer
written on the returned  postcard, and the program causes a computer
(computer 10) including  an actual result database (actual result
information database 312)  that acquires, from the customer information,
conversion classification information indicating to which brand the customer
20 has shifted his/her primary purchase as a result of the campaign,  and
accumulates such information of each customer, and a unit value  table
(newly chosen brand unit value table 118) that stores therein  an earned
value unit cost per customer, predetermined according to  the properties of
each brand of the product and indicating a value 25 to be earned by a change
made through the campaign on the brand that  the customer primarily
purchases, to perform as an acquisition unit  that acquires the customer
information automatically read out from 46  the postcard, a budget
acceptance unit (budget acceptance unit 310)  that accepts an input of a
budget of the campaign, a condition  acceptance unit (reproduction unit 304)
that accepts from the  customer information a condition including the
properties of the 5 customer who is surveyed, a number of sending postcards
acceptance  unit (actual result acceptance unit 318) that accepts a number
of  postcards to be sent out with respect to each condition, a number 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. 47 - [0091] The DM reading
unit 192 reads an image on the returned  postcard with a scanner, and
applies the acquired image to an OCR  (Optical Character Reader), thereby
acquiring the image in a form of  5 character information. [0092]  The
result counting unit 194 extracts necessary information  out of the
character information acquired by the DM reading unit 192,  and stores the
extracted information in the DM information database  10 196. [0093]  



The DM information database 196 accumulates the customer  information from
the returned postcards. [0094]  15 The image recognition system 190
according to this embodiment  is capable of automatically processing, for
instance, a million  postcards per day. [0095]  The customer information
accumulated in the image recognition  20 system 190 is further accumulated
in a customer database 198. The customer database 198 contains customer
properties information  possessed by the pertinent company, and includes,
for example,  primarily smoking brand information, sex, age, place of
residence,  and the like, as well as various information such as answers to
the 25 questionnaire and past smoking history, with respect to each
customer. (0096] - 48  The DM campaign effect measurement apparatus 300
includes the  acquisition unit 302, the reproduction unit 304, the budget
acceptance unit 310, the actual result information database 312, the  actual
result display unit 314, the actual result acceptance unit 5 318, the
conversion rate calculation unit 320, the earned value  calculation unit
322, and the ROI calculation unit 324. [0097]  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 - 49  campaign, aggregates the number of such customers, and
stores that  number in the actual result information database 312 as the
number  of newly converted customers. The actual result information
database 312 will be described later. 5 [0100] The reproduction unit 304
reads out the information stored in  the planning-phase information database
104 of the DM campaign  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. 11(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, - 50
timing of conduct, and number of applications of the campaign, under  each
campaign ID. [0104]  As shown in Fig. 11(b), the actual result information
5 database 312 stores therein, as the actual result specified condition 340,
under each condition number 341, the area 342, the  primarily smoking brand
condition 343, the turn-away probability 348,  the sex 349, and the age 350.
Further, the primarily smoking 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. 11(c), the actual
result information  database 312 contains, as the actual result information
by condition 20 360, under each condition number 361, the number of
DM-delivery- applicable customers 362, the number of DM-delivery-target
customers  363, the conversion rate 364, the number of newly converted
customers 365, the newly chosen brand unit value 366, and the earned  value
367. Here, the number of DM-delivery-applicable customers 362 25 and the
newly chosen brand unit value 366 of the actual result  information by
condition 360 are the same data as the number of DM- delivery-applicable
customers 162 and the expected conversion rate - 51  164 of the
planning-phase information by condition 160 of the  planning-phase
information database 104 in the DM campaign  simulation apparatus 100,
reproduced by the reproduction unit 304.  [0106] 5 In addition, as already
stated, the number of newly converted  customers 365 stores therein the
total number of the customers who  have converted the primarily smoking
brand, acquired by the acquisition unit 302 from the customer database 198.
[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 11(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 - 52  DM
sending condition listing 204 may be modified in each column by  the user
through the operation unit 26 of the computer 10. In this  case, the DM
campaign effect measurement apparatus 300 includes the  condition acceptance
unit 112 which is the same as that of the DM 5 campaign simulation apparatus
100, and the modified condition is  accepted by the condition acceptance
unit 112, so that the actual  result specified condition 340 of the actual
result information  database 312 is modified, according to the accepted
modification.  [0109] 10 Further, the actual result screen 400 includes the
number 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 value
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 53  applicable customers with respect
to each condition. The calculated  number of delivery applicable customers
is stored in the number of  DM-delivery-applicable customers 362 of Fig.
11(c) and displayed in  the number of DM-delivery-applicable customers
display column 226 in 5 the actual result screen 400. Also, the expected
value calculation  unit 120 looks up the newly chosen brand unit value table
118, to  thereby acquire 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. 11(c) as 10 well
as the display in the newly chosen brand unit value display  column 234 in
the actual result screen 400. 



[0111]  Further, the actual result screen 400 includes the number of
DM-delivery-target customers input column 404, the number of newly 15
converted customers display column 406, the earned value display  column
410, the total sum display column 420, the conversion rate  display column
430, the earned value display column 432, and the ROI  display column 434.
[0112]  20 As described above, it is preferable to use a similar format  for
the actual result screen 400, to that of the planning-phase  screen 200 of
Fig. 5. Applying thus a similar format to the  planning-phase display screen
and the actual result display screen  allows clearly comparing the plan and
the actual result, thus 25 facilitating efficient circulation of the PDS
cycle encompassing the  planning, execution and examination phases. [0113]
54  Referring again to Fig. 10, the actual result acceptance unit  318
accepts, in the number of DM-delivery-target customers input  column 404 in
Fig. 12, the number of delivery target customers to  whom the direct mail
was sent, with an upper limit being the number 5 of delivery applicable
customers input by the user via the operation  unit 26 of the computer 10.
The accepted number of delivery target  customers is stored in the number of
DM-delivery-target customers 363 in 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.
11(c) is also displayed in the number of newly converted  customers display
column 406 in the actual result screen 400.  [0117] - 55  The earned value
calculation unit 322 calculates the earned  value from the number of newly
converted customers and the newly  chosen brand unit value, by the following
formula (5). [0118]  5 Earned value = number of newly converted customers x
newly  chosen brand unit value ... (5) [0119]  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. 11(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 - 56  the earned
value display column 432 in the actual result screen 400,  respectively.
[0121]  Referring again to Fig. 10, the ROI calculation unit 324 5
calculates the ROI from the earned value calculated as above and the
budget, by the following formula (6). [0122]  ROI(%) = (earned value -
budget) _ budget x 100(%) ... (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 ROT 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 -
57  customers 162 and the newly chosen brand unit value 166 from the
planning-phase information database 104 of the DM campaign  simulation
apparatus 100, in the number of DM-delivery-applicable  customers 362 and
the newly chosen brand unit value 366 in the 5 actual result information by
condition 360 of the actual result  information database 312. Further, the
acquisition unit 302  extracts the customers who have converted to a
specific brand  involved in 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] 58  Then the
user inputs the budget in the DM budget input column  402 in the actual
result screen 400 through the operation unit 26,  and the budget acceptance
unit 310 accepts the input budget (step  S45). The accepted budget is stored
in the budget 332 in the 5 campaign actual result information 330 of Fig.
11(a). The user then  inputs the number of DM-delivery-target customers in
the number of  DM-delivery target customers input column 404 in the actual
result  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. 11(c). Further,
the summing unit calculates the total  



sum of the delivery target customers corresponding to the respective
conditions, and the total sum is stored in the number of DM 15
delivery-target customers 334 in the campaign actual result  information 330
of Fig. 11(a), and displayed in the total sum  display column 420 in the
actual result screen 400. [0128]  Then, the conversion rate calculation unit
320 calculates the  20 conversion rate from the number of DM-delivery-target
customers and the number of newly converted customers by the formula (4),
and  stores the rate in the conversion rate 364 in the actual result
information by condition 360 of Fig. 11(c) (step S49). Further, the  summing
unit calculates the average of the conversion rate, and the 25 average is
stored in the conversion rate 335 in the campaign actual  result information
330 of Fig. 11(a), and displayed in the total sum - 59  display column 420
and the conversion rate display column 430 in the  actual result screen 400.
[0129]  In turn, the earned value calculation unit 322 calculates the  5
earned value from the number of newly converted customers 365 and the newly
chosen brand unit value 366 in the actual result  information by condition
360 of Fig. 11(c) by the formula (5), and  stores the value in the earned
value 367 of Fig. 11(c) (step S51).  Also, the summing unit calculates the
total sum of the earned value, 10 and the total sum is stored in the earned
value 337 of Fig. 11(a)  and displayed in the total sum display column 420
and the earned  value display column 432 in the actual result screen 400.
[0130]  



Then the ROI calculation unit 324 calculates the ROI from the  15 earned
value calculated at the step S51 and the budget accepted at the step 545, 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
ROl 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 60  customer information, thereby efficiently evaluating the
outcome of  the campaign. [0132]  [Second embodiment] 5 Fig. 14 is a
schematic function block diagram showing a  configuration of an effect
measurement apparatus according to the  embodiment of the present invention.
The DM campaign effect  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 - 61  smoking brand before and after delivery of
the direct mail is  presented as the campaign effect. [0134]  The customer
information storage unit 502 includes, as shown  5 in Fig. 15, an ID 561, a
campaign ID 562, a DM delivery flag 563, a primarily smoking brand before DM
564, a primarily smoking brand  after DM delivery 565, and a newly chosen
brand flag 566, with  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 ON, 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 62  according to the information on
whether the DM was sent, and stores  the primarily smoking brand before DM
564 and the newly chosen brand  565 and sets the newly chosen brand flag 566
according to the brand  information before and after delivery of the ON. 5
[0137] Referring again to Fig. 14, the campaign ID acceptance unit  504
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 - 63  attracted
customer extraction unit 510, and acquires the number of  DM-delivery-target
customers 334 corresponding to the campaign ID  from the campaign actual
result information 330, to thereby  calculate the newly-attracted-customer
conversion rate by the 5 following formula (7).  [0140]
Newly-attracted-customer conversion rate(%) = number of newly attracted
customers = number of DM-delivery-target customers x  100(%) ... (7) 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 - 64
consumption rate by the following formula (8), with respect to each
classification. [0143]  Primary consumption rate(d) = number of past target
brand  5 smokers . number of DM-delivery-target customers x 100(%) ... (8)
[0144] The target brand consumption rate thus calculated is stored  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 - 65  calculation unit 522 is stored in the target brand
consumption rate  574. [0147]  Referring again to Fig. 14, the real
newly-attracted-customer  5 conversion rate calculation unit 540 calculates
the newly-attracted customer conversion rate achieved by the DM effect, 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 10 calculation
unit 522, by the following formula (9) with respect to  each classification.
[0148]  Real newly-attracted-customer conversion rate(d) = 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 - 66  respect to each
classification. The number of target brand smokers  by the DM effect is
calculated from the aggregated number of DM- delivery-target customers and
the real newly-attracted-customer  conversion rate calculated by the real
newly-attracted-customer 5 conversion rate calculation unit 540, by the
following formula (10)  with respect to each classification. [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] - 67  Earned value = newly
chosen brand unit value x number of  target brand smokers ... (11) [0155]
The earned value thus calculated is stored in the earned 5 value 578 in the
conversion information storage unit 530 of Fig. 16.  [0156] The effect
calculation unit 546 calculates 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 'TOMS"), with respect
to each campaign. For example,  the conversion information screen 600
includes a campaign 68  information column 602, a campaign effect column
604, and a  conversion information listing 606. Here, the conversion
information screen 600 may also be edited into a paper format by the  paper
format editor, and output via the printer 28 of the computer 5 10. [0160]
The campaign information column 602 displays the information  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 10 actual result
information database 312. The campaign effect column  604 displays the
information of the campaign such as the earned  value, expense, profit and
ROI. Here, the expense is, though not  referred to in the foregoing
passages, supposed to be stored in  advance in the actual result information
database 312 as information. 15 The profit is the value calculated by
subtracting the expense from  the earned value. [0161]  



The conversion information listing 606 displays, under each  classification,
a newly-attracted-customer conversion rate after the 20 DMS delivery, a
target brand consumption rate before the DMS  delivery, a
newly-attracted-customer conversion rate achieved by the  DMS, the total
number of DMS delivered, the number of target brand  smokers gained by the
DMS effect, the earned value unit cost, the  earned value, and the earned
value per 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 - 69  577 of the corresponding classification in the
conversion  information storage unit 530, the newly chosen brand unit value
of  the corresponding classification in the newly chosen brand unit  value
table 532, and the earned value 578 and the earned value 579 5 per DM in the
conversion information storage unit 530 are  respectively read out, and
displayed in the conversion information  listing 606. [0162]  An operation
of the DM campaign effect measurement apparatus  10 300 configured as above
will be described hereunder. Fig. 18 is a flowchart showing an example of an
operation of the DM campaign  effect measurement apparatus 300 according to
this embodiment.  [0163] An operation in the DM campaign effect measurement
apparatus  15 300, through which the conversion information display unit 550
displays the conversion information screen 600 on the display unit  24 of
the computer 10 for measuring the effect of the DM campaign,  



will now be described. [0164]  20 Firstly, the user manipulates the
operation unit 26 of the  computer 10 to thereby input the campaign ID and
so on, thus  selecting the campaign which is the object of the effect
measurement.  The campaign ID acceptance unit 504 accepts the campaign ID
(step  S80). Then the newly attracted customer extraction unit 510 makes 25
access to the customer information storage unit 502, and extracts  the
customers set by the newly chosen brand flag 566 with respect to
predetermined classifications, out of the customer information
-------------- - 70  corresponding to the campaign ID accepted by the
campaign ID  acceptance unit 504 at the step S80. (step S81). [0165]  The
newly-attracted-customer conversion rate calculation unit  5 512 then
aggregates the number of customers extracted by the newly attracted customer
extraction unit 510 at the step S81 and acquires  the number of
DM-delivery-target customers 334 corresponding to the  campaign ID from the
campaign actual result information 330, to  thereby calculate the
newly-attracted-customer conversion rate by 10 the formula (7) with respect
to each classification (step S83). The  calculated newly-attracted-customer
conversion rate is stored in the  newly-attracted-customer conversion rate
573 in the conversion  information storage unit 530 of Fig. 16. [0166]  15
Then the past target brand smoker extraction unit 520 makes  access to the
customer information storage unit 502, and extracts  



the customers whose primarily smoking brand before DM 564 includes  the
specific brand involved in the campaign, out of the customer  information
corresponding to the campaign ID accepted by the 20 campaign ID acceptance
unit 504 at the step 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 71  campaign ID from the campaign actual
result information 330, to  thereby calculate the target brand consumption
rate by the formula  (8), with respect to each classification (step S87).
The calculated  target brand consumption rate is stored in the target brand
5 consumption rate 574 in the conversion information storage unit 530  of
Fig. 16. [0168]  Then the real newly-attracted-customer conversion rate
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 587, respectively  (step S89). The calculated real
newly-attracted-customer conversion  



rate is stored in the real target brand consumption rate 575 in the
conversion information storage unit 530 of Fig. 16. [0169]  20 The target
brand smokers calculation unit 542 then extracts  the condition
corresponding to the foregoing classification from the  actual result
specified condition 340, and acquires the number of  DM-delivery-target
customers 363 to whom the condition applies, from  the actual result
information by condition 360, to thereby aggregate 25 the number of
OM-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 - 72  classification, from the aggregated
number of DM-delivery-target  customers and the real
newly-attracted-customer conversion rate  calculated by the real
newly-attracted-customer conversion rate  calculation unit 540 (step S91).
The calculated number of target 5 brand smokers is stored in the number of
target brand smokers 577 in  the conversion information storage unit 530 of
Fig. 16, under each  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  S93). The
calculated earned value is stored in the earned value 578  



in the conversion information storage unit 530 of Fig. 16. [0171]  The
effect calculation unit 546 calculates the earned value  20 per DM based on
the earned value calculated by the earned value calculation unit 544 at the
step 593, by the formula (12) from the  number of DM-delivery-target
customers acquired by the number of  target brand smokers calculation unit
542 at the step 591, with  respect to each classification (step S95). The
calculated earned 25 value per DM is stored in the earned value 579 in the
conversion  information storage unit 530 of Fig. 16. [0172] ------------ 73
Each information stored in the conversion information storage  unit 530 at
the foregoing steps is displayed as the conversion  information screen 600
of Fig. 17 on the display unit 24 of the  computer 10, by the conversion
information display unit 550 (step 5 S97). [0173]  Also, the conversion
information display unit 550 may display  a campaign effect screen 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. 74  The profit is the value calculated by
subtracting the expense from  the earned value. [0176]  The conversion
estimation listing 706 shows an estimation of  5 the brand conversion that
takes place through the campaign. For example, Fig. 19 shows that 6,101
customers have converted to the  campaign target brand (abbreviated as "CPN
target brand" in the  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. [0177]  The detail estimation
listing 708 shows the details of the  15 conversion situation of the
customers who have converted to the relevant CPN target brand after the
campaign, and the earned value.  



Since the newly chosen brand unit value of the earned value differs
depending on the brand that was primarily consumed before the  campaign as
stated above (Ref. Fig. 8), the detailed number of 20 conversion customers
(represented by "applicants" in the drawings)  and the earned value, with
respect to each primarily smoking brand.  [0178] The applicant demographics
710 are a listing classifying the  applicants of the campaign by the
properties such as sex and age  25 group, and the like. A counting unit (not
shown) aggregates the data from the customer information accumulated in the
customer  database 198, and the aggregated value is displayed by the 1--.
75  conversion information display unit 550. The number of new  subscribers
712 represents the number of customers newly registered  in the customer
database 198 as a result of the relevant campaign.  [0179] 5 As described
above, the DM campaign effect measurement  apparatus 300 according to this
embodiment allows evaluating the  effect of the campaign executed through
sending out the direct mails,  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) 76
that presents the norm value; and an expected conversion rate  acceptance
unit (plan acceptance unit 116) of the simulation  apparatus (DM campaign
simulation apparatus 100) that accepts the  expected conversion rate decided
and input by the user looking up 5 the norm value of the conversion rate
presented by the presentation  unit of the effect measurement apparatus (DM
campaign effect  measurement apparatus 300). [0182]  Such configuration
allows deciding the conversion rate under  10 each condition in
consideration of statistically processed actual values based on the customer
information massively collected through  the DM campaign, thereby upgrading
the calculation accuracy of the  expected ROI. [Working example]  15 [0183] 



Referring to Figs. 20 to 22, a DM simulation tool arranged  for cigarettes
as the merchandise to sell will be described  hereunder, as a working
example of the present invention. In this  working example, a DM simulation
tool 800 employs a spreadsheet 20 calculation tool such as Excel (registered
trademark). Here, it is  assumed that, in this working example, a similar
configuration to  the DM campaign simulation apparatus 100 and the computer
10 of the  foregoing embodiment shown in Figs. 2 and 3 is provided, for
executing the DM simulation tool 800. In the following passages, 25 Figs. 2
and 3 will also be referred to.  [0184] - 77  Fig. 20 is an example of a
screen displayed by the planning- phase screen display unit 106 of Fig. 2 on
the display unit 24 of  Fig. 3, upon activating the DM simulation tool 800.
As shown in Fig.  20, the DM simulation tool 800 includes, on a single
sheet, a 5 planned DM budget column 802, a target brand information column
830,  a DM sending condition listing 840, an expected conversion rate
column 910, an expected earned value column 912, and an expected ROI  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 - 78  the planning-phase screen display unit 106 of the DM
campaign  simulation apparatus 100. [0187]  To be more detailed, the planned
DM budget column 802 5 includes, as a breakdown listing 804, a planning
expense input  column 806, a cigarette cost column 808, a tool cost column
810, an  assembly cost column 812, a dispatch cost column 814, a unit price
input column 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 phase information database 104 of Fig. 2. [0188]
Then the user inputs the unit prices for the cigarette cost  



column 808, the tool cost column 810, the assembly cost column 812,  and the
dispatch cost column 814, as the expenses related with the 20 dispatch of
the DM. The unit price of the cigarette cost column 808  means the cost per
package of a cigarette sample, in the case of  sending the cigarette sample.
The unit price of the tool cost  column 810 is the cost per set of items to
be sent, except the  cigarette sample. The unit price of the assembly cost
column 812 is 25 the assembly cost per such set. The unit price of the
dispatch cost  column 814 is the mailing cost per DM. The input information
is  accepted by the planned budget acceptance unit 102, and stored in 79
the planning-phase information database 104. The stored information  is
displayed, whenever necessary, in the screen shown in Fig. 20, on  the
planning-phase screen display unit 106. [0189]  5 The user then inputs the
number of OM to be sent, in the  number of DM delivery input column 818. The
input information is  accepted by the planned budget acceptance unit 102,
and stored in  the planning-phase information database 104. The default is
to be  set such that the planned number of delivery target customers 10
(number in the total planned number of DM-delivery-target customers  column
888 to be described later) calculated according to  subsequently specified
DM sending conditions is automatically  complemented. The calculation of the
planned number of delivery  target customers is executed by the number of DM
delivery 15 calculation unit 114.  [0190]  Then, the number of DM delivery
calculation unit 114 



multiplies each cost input in the unit price input column 816 and  the
number of DM to be sent in the number of DM delivery input 20 column 818
respectively, so that the amount of each cost is  automatically calculated
and respectively written in the cigarette  cost column 808, the tool cost
column 810, the assembly cost column  812, and the dispatch cost column 814.
Also, the total sum of each  cost, that is the total sum of the planning
expense input column 806, 25 the cigarette cost column 808, the tool cost
column 810, the  assembly cost column 812, and the dispatch cost column 814
is  automatically calculated and written in a total budget column 820. - 80
Such information is also stored in the planning-phase information  database
104. [0191]  Now, the target brand information column 830 serves for  5
specifying information on which brand the relevant campaign is targeting at
for conversion to a primarily consumed product, and  includes a brand input
column 832, a brand selection column 834, and  a price zone selection column
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 - 81  effect.
Firstly, a permission according to the project to be  simulated is selected
out of options, in the permission selection  column 842. The options may be
specified as, for example, "sample  cigarette may be sent to all" for the DM
sampling, "DM may be sent 5 to all" for a closed DM and announcing DM, and
"DM may be sent, but  not the sample cigarette" for the case of sending a
trial DM to  those customers to whom the sample cigarette cannot be sent.
[0193]  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 - 82  completion of the downloading, the date of data update is
displayed  in the data update date display column 844. [0195]  Referring
again to Fig. 20, the DM sending condition listing  5 840 includes an area
condition selection column 852, a primarily smoking brand condition column
854, a turn-away probability  condition designation column 870, a sex
condition selection column  872, and 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 - 83  none
is selected, "nationwide" is set as the target. Although the  area to send
the DM to may be designated by prefecture according to  the default, the
target area may be customized in the case of  designating an area
encompassing a plurality 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 area  addition/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]
84  Also, when the operation unit 26 accepts a press of an all- select
button 952, the area editing unit creates a state that the  prefecture
selection check box 956 of all the prefectures are  selected. On the
contrary, when the operation unit 26 accepts a 5 press of an all-release
button 954, the area editing unit releases  the selection of the prefecture
selection check box 956 of all the  prefectures. [0201]  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 958. The area editing
unit  registers the modified prefecture again, as an area of the subject
area name. For deletion, the user selects the area name to be 25 deleted out
of the area modification/deletion selection column 94B,  and presses a
deletion button 960. The operation unit 26 accepts  the press of the
deletion button 960, and the area editing unit - 85  deletes the subject
area name selected in the area  modification/deletion selection column 948,
from the area  registration unit. [0203]  5 Referring again to Fig. 20,
selection for the  internal/external distinction selection column 856 is
made out of  such options as "house brand/competitor's brand/unknown". For
the  price category selection column 858, the selection is made out of  the
options as "Y270.- 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 brand smokers involved in the selected specific
family are picked up  to be counted as the planned number of
DM-delivery-target customers,  or target brand smokers of a brand other than
the specific family  



are to be counted, for the specific family condition selection  column 862.
In the case where the option of "exclude" is selected 20 in the specific
family condition selection column 862, the target  brand smokers of a brand
other than the specific family selected in  the specific family selection
column 861 are to be counted. [0204]  For the taste classification selection
column 864, the 25 selection is made from such options as "regular/menthol".
When the  taste classification selection column 864 is left blank, both of
the  regular and menthol tastes are picked up as the subject. For the - 86
roll length classification selection column 866, the selection is  made from
such options as "FK/FSK The tar content designation  column 868 accepts
designation of an upper limit and lower limit, or  either thereof, of the
tar content. If a value of 13 mg or higher 5 is specified, no classification
is provided.  [0205] The turn-away probability condition designation column
870  accepts designation of an upper limit and lower limit, or either
thereof, of the turn-away probability. If a value of 30% or higher 10 is
specified, no classification is provided. For the sex condition  selection
column 872, the selection is made from the options as
"male/female/unknown". The age condition designation column 874  accepts an
upper limit and lower limit, or either thereof, of the  age. The selection
may be made in 5 years increment. 15 [0206] After the acceptance of the
sending conditions, when the  operation unit 26 accepts a press of the
number of sendable DM  



confirmation/unit price set button 880, the number of DM delivery
calculation unit 114 calculates the number of DM that may be sent 20 based
on the number of sendable DM calculation data previously  downloaded, and
writes the number in the number of sendable DM  column 882. Further, the
values written in the number of sendable  DM column 882 under different
conditions are aggregated, and the  total sum is written in the total number
of sendable DM column 886.  25 [0207] The number of DM delivery calculation
unit 114 calculates the  newly chosen brand unit value based on the target
brand information - 87  column 830 and the conditions specified in the
foregoing sending  conditions, and writes the value in a newly chosen brand
unit value  column 894. The user inputs the planned number of DM-delivery-
target customers in the planned number of DM-delivery-target 5 customers
column 884 with respect to each DM sending condition,  referring to the
number of sendable DM column 882. The input  information is accepted by the
plan acceptance unit 116. In 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 [02081 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.
- 88 - [0209] Number of conversion-expected customers = planned number of
delivery-target customers x expected effect / 100 ... (13) [0210]  5 The
number of conversion-expected customers thus calculated  is written in a
number of conversion-expected customers column 892.  Also, the data of the
number of conversion-expected customers column  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 89
planned number of DM-delivery-target customers column 884, by the  following
formula (15). [0213]  Expected earned value per DM = expected earned value /
5 planned number of DM-delivery-target customers ... (15) [0214]  Upon
completion of the foregoing operation and calculation,  the expected ROT
calculation unit 122 automatically calculates the  expected conversion rate,
the expected earned value, and the 10 expected ROI, and writes those values
in the expected conversion  rate column 910, the expected earned value
column 912, and the  expected ROI column 914, respectively. The expected
conversion rate  is calculated from the total of the number of
conversion-expected  customers in the total number of conversion-expected
customers 15 column 900 and the total of the planned number of
DM-delivery-target  customers in the total planned number of
DM-delivery-target  customers column 888, by the following formula (16). 



[0215]  Expected conversion rate = total number of conversion- 20 expected
customers / total planned number of DM-delivery-target  customers x 100(%)
... (16) [0216]  Also, the expected earned value is calculated from the
number  of conversion-expected customers in the number of conversion 25
expected customers column 892 and the newly chosen brand unit value  in the
newly chosen brand unit value column 894, by the following  formula (17). 90
- [0217] Expected earned value = number of conversion-expected  customers x
newly chosen brand unit value ... (17) [0218]  5 Further, the expected ROl
is calculated based on the expected  earned value in the expected earned
value column 912 calculated by  the formula (17) and the planned budget in
the total budget column  820, by the foregoing formula (3). The data thus
calculated by the  expected value calculation unit 120 and the expected Rol
calculation 10 unit 122 is stored in the planning-phase information database
104,  and displayed on the screen of the DM simulation tool 800 of Fig. 20,
by the planning-phase screen display unit 106. [0219]  Thus, the DM
simulation tool 800 specifies the sending 15 conditions with respect to the
DM-delivery-target customers and the  expected effect of the DM, thereby
enabling estimating the ROI of  the relevant campaign and performing
anticipated simulation at the  



time of planning the project. As described above, the DM simulation  tool
800 allows selecting and designating the items to be specified 20 as the DM
sending condition. 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 earned value, the expected ROI
can be  calculated. With all these functions, variation in expected earned
91  value and ROI under different setting of the condition of the DM-
delivery-target customers and the number of DM can be visualized.  [0220]
Accordingly, calculating the ROI at the time of planning with  5 the DM
simulation tool 800 according to this working example allows  making a
proper decision of investment. Also, visualizing the  variation of ROI
enables efficiently designating the delivery target  customers for the DM
campaign. The clear indication of the expected  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. - 92 - CLAIMS 1. A 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: 



5 a planned budget acceptance unit that accepts a planned  budget of said
campaign; a customer master table containing properties and turn-away
probability of each customer; a condition acceptance unit that accepts a
setting of a  10 sending condition for sending said direct mail; a number of
delivery applicable customers calculation unit  that extracts customers
corresponding to said sending condition out  of said customer master table,
and calculates the number of delivery  applicable customers to whom said
direct mail may be sent; 15 a number of delivery applicable customers
presentation unit  that presents the number of delivery applicable
customers; a planned number of delivery target customers acceptance unit
that accepts a planned number of delivery target customers to whom  said
direct mail should be sent, with an upper limit being the 20 number of
delivery applicable customers; an expected conversion rate acceptance unit
that accepts an  expected conversion rate based on said sending condition; a
number of conversion-expected customers calculation unit  that calculates a
number of conversion-expected customers, based on  25 the planned number of
delivery target customers and said expected  conversion rate; 93  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  5 primarily purchases; 



an expected earned value calculation unit that looks up said  unit value
table, to acquire said earned value unit cost 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 ROT calculation unit that calculates an expected  ROT
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 ROT. 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; - 94  wherein said
simulation apparatus stores said predicted turn- away rate as said turn-away
probability in said customer master  table. 5 3. 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  



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 is 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 95  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  5 the number of sending postcards, with
respect to each condition; 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  10
primarily purchases; an earned value calculation unit that looks up said
unit  value table, to acquire said earned value unit cost gained through
said conversion to said specific brand, corresponding to the  properties of
said brand of 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 ROl. 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 - 96
direct mail, and a conversion flag indicating whether said customer  has
converted to a specific brand after delivery of said direct  mail; and
includes: a first counting unit that counts out of said actual result  5
database, with respect to each brand classification, a number of  first type
customers with said delivery flag indicating that said  direct mail was sent
and said conversion 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 - 97  by sending said direct
mails, based on said number of postcards sent  and said real conversion
rate; an earned value calculation unit that calculates, with  respect to
each brand classification, an earned value based on the  5 number of earned
customers and said earned value unit cost; an effect calculation unit that
calculates, with respect to  each brand 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  



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 98  decided and input by
a user looking up said norm value of said  conversion rate presented by said
presentation unit of said effect  measurement apparatus. 5 7. The sales
promotion support system according to claim 5-6,  wherein said number of
delivery applicable customers  presentation unit and said prediction
presentation unit of said  simulation apparatus include a first display unit
that displays a  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; 99  a condition
acceptance unit that accepts a setting of a  sending condition for sending
said direct mail; a number of delivery applicable customers calculation unit
that extracts customers corresponding to said sending condition out  5 of
said customer master table, and calculates the number of delivery
applicable customers to whom said 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  10 that accepts a planned number of delivery target
customers to whom  said direct mail should be sent, with an upper limit
being the  number of delivery applicable customers; 



an expected conversion rate acceptance unit that accepts an  expected
conversion rate based on said sending condition; 15 a number of
conversion-expected customers calculation unit  that calculates a number of
conversion-expected customers, based on  the planned number of delivery
target customers and said expected  conversion rate; an expected earned
value calculation unit that looks up said  20 unit value table, to acquire
said earned value unit cost gained  through said conversion to said specific
brand, corresponding to  said properties of said brand of said product 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 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  said campaign; 25 a condition
acceptance unit that accepts from said customer  information a condition
including said properties of said customer  who is surveyed; - 101  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  5 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;
10 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 



15 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. 




