;e3el @ 6T HO2PCTO06 Method of Predicting Sales Based on Triple-Axis
Mappi ng of Custoner Value (IB translated title: Sales Prediction using

Client Val sented by Three Index Axes as Criterion )
Descri pti otﬁgfaﬁ.@hg Invention 5 Field of the Invention Theﬂwmmmummm%ntl on
relates to a nethod of predicting sales based on triple-axis papping of
custonmer value. Wth this nethod, sales of the nerchandi se of Sal'es of
speci fic manufacturers or specific brands in a specific nmarket is analyzed
by accunul ating in a database the purchase-history data for custoners as
cust oners 10 Methodaf PredictingSales Basédsen Triple-AxisiMappingof {tustomer: Kplugnt
custoner value map based on the purchase-history data stored in the

dat abase. QB tdAQateRile: SAMSErENGRbSusAE Elia ¥al6d HepRsbniedbyOThiee dldes AxeaaaDitaliong t 0

pur chase- anmount categories sorted according to custoner-purchase sum or
gquantity of nerchandi se pur . < ries sorted according
to the nunber of types of pugatd Erifyi6i] of iy al%ﬁﬁfgnufacturer or a 15
specific brand purchased by a custonmer in a specified period. The
classifications of user types estimated fromthe purchase sum quantity,
and ot her details regarding purchases of all manufacturers' and brands' of
mer chandi secField of the Imventionket are quantifi ed based on purchase history,

i ncl udi ng questionnaire data collected at points of sale, nenbership credit
cards affi | T sesett infemith RRKRAS ainfeth@d bipiedittiiisilasibased @ tripleestis oni ¢ 20
transactions. The custoners are sorted into cells according to the

above- descrmbsingof aistmeer aainenWithahisgusthody salesiefthe mepehandise gbsajgs efnd t hen
mar ket i ng approaches, such as the sending of g%rect mai | a(rlg%i npl enent ed

so as to t aibgeificanpmiacmrers opspesifichrandasin rhpecifie Merkstis anabirgd £%1 | s and

i d decr. f.th i it i
b0sS: bl et RAUPEHRRE T deighis® SR B pitord Sl OF bR B bbtonds o
overal ly¢sal acliagé tHf&mlrdhghdise. GR8 RY SnGratdd aadﬁ?lleﬁtzﬁlston*i@%ﬁe%ﬁpY%ﬁéﬂ

pur chase da products of one's owh conmpany -whether it will be
possi bl e t corethepattheseehistonpddte stosdibin ehd dutatmse: Orpthe dnap; sustomer® 2RETIAGHied
Description of the Related Art Conventionally it has been inpossible to
| earn t he niatk'ellshancerdirg totpvechassampawitosteganessiorted aprosding t® or specific

Conpany. X) GG RS Bt BhGiag o MEcREL iy o) AGEHOPREREET IS need
to predict Jo%eﬂragco(}gigé?gﬁ%rn\él?r{qlé?ﬁﬁg@f%flﬁ%r%ﬁﬁLdYs%eoftane&ﬁé ﬁ{aﬂhfl'agfu)‘er(?;r a

expandi ng one"s nar 0 as gone 1nto t
conventPpnaipeRiiR &l purehased by 9 BadtoiBy ikl SpBElfiad perical: TaS classificativak of yseon
data regarding only one's own conpany's sales enploy RFMor RFM (recency,
frequency, types¢stimated framthepuehhse surhOquantity; and ether desdilsoegdrdimgpurhases.
These approaches assune that custoners with good, current val ue. iL

mai nt ai n t hef allmpaifagtyrers; @and brandg ofipgrehandise ima given %Eetér%w“gﬁ asede. To

devel op an gI]; fp&r%ﬁa'ts\é isrtrc‘;lrry,k ﬁtcfqulgacﬁlpe)gt?o%%gi’re ita'cBltected at points of sale,

membership credit cards affiliated with businesses in various industries, or electronic
20 transactions. The customers are sorted into cells according to the above-described
purchase-amount category and user-type category, and then marketing approaches, such
as the sending of direct mail, are implemented so as to target each cell. Based on
customer movement among cells and increases and decreases of the numbers of
customers in cells, it is possible to determine future customer value and future increases
25  in overall sales for each cell, enabling one to analyze — based only on purchase data for

products of one’s own company —whether it will be possible to expand one’s market
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share for such products.



necessary to learn not only the current value of custoners in terns of
purchase sunms and quantities, but also their potential future value, in
order to de%kﬁbﬁg the market 1 S share of one's own conmpany in relation to
products of nuf acturers and brands in a specific nmarket. The future
val ue of customers can be determ ned through interviews with clerks at
sales outlets, questionnaires, and the like. It is also necessary to
determ ne potential resources of future value by studying the various

conbi nati ons of products purchased by custoners. 20 In order to find an
efficient marketing approach (direct mail, etc.), One nust anal yze whet her

t here has en .C%I,Sto CERY'RE to previous marketing approaches. In view
of the for%&%ﬁw&—iﬁw 110 ention has the fol |l owing objectives. One
obj ect of the present invention to provide a nmethod for_ determ ni_ng t he
current val Genvgntionally it kas\hepn émpassibipstodeasn shemarkstsharefotisrcompppie

handi se, d the 25 [ al . f.f el
el oot ef f PG PEEE RBHBRT DA FROEOR PeEar (abPerrlr <CeridaRhT . ©
and T or regizliiy REEERARe %) S688 oR1 SFpAAS 86k Al AlRABIGherklie

i nvest nénts. l'osure nvent1 on The above objective
and ot hers yhded tBPredfidt Fntdrdeddionter valueso R &laralyz8 ghe1pdssidilith af ethbanding
triple-axis mappi ng of custoner value by enploying (1) a

cust oner - vabdneds niatket stiang tlikthenthoeghtdeds goret intestbis canvensionakproblamue- anal yzi ng
conputer systemof an institute that collects in a database

pur chase- hi ghRfeytid akddingPProabRdsiass soledy ofl dhf regalling ohBl @fe*6wsli cti ng
nmet hod conprised of the steps of sorting custoners Into customer-val ue
celI's that ctehpangtsvalesemployRFM afREMI (recencprfdequency, enanesiry item) basedeorand
resources for future customer val ue, based on specific-nerchandi se, purchase
dat a 101Qol thesuesentj valuernf customerse Rhesgapprogeliesassme that customegs With @eed nat i on

of three axes, ingludi a purchase- anpu i ndex (first axis), a user-type
i ndex (secoffireaky )‘?Wé]ﬂg‘agltgﬂﬁ%ﬁ@ﬁ%%nﬁ%?r el evance index (third axis);

(4) nmeasuring changes in the custoner-asset cells over time and changes due
to sal es- pr Howevernthanisast alsays theaase. T9)develop pa effaetiveanarketing appeeachs ¥ isng

causal rel ationshi ps between sal es-pronotion 15 invest nents and sal es.
Furt her . NBSCSTRBHAIEATR MG ALY LhRsaiTegt TGE oL I BE O Riraues pyms

e g ntig, bhvai®l el BBRalibhir0 il o BEAETo RlieRhAE RS RarRbT O

purchase qu on purchase- ory 'dat’a col l'ecte

prescri ped R Ofone?d dWn SepPamlinGBiage { frbaids bdlbmbmehstdiefgandibrhadsdh a( 1) a
cust oner nanme or custoner code, (2) a product code, (3) the 20 quantity of

each it em pspecifesmatket| The fiterenvahet aficystomersofanibealetermined brough interdlieps) t he
time of purchase. Said data is collected regardi ng, transactions of sal es

outlets, el wathiclarkeatisalepoudets,omestionnaiirs: and e Aikenld is glsqnecessaryQ detgrmine
1 ti b f 1 . i L udi ti
by e e phonBonal FetpRen Bh e AlvE by i eI be VB G sopBiniloBPa fBHRaE ' O

manuf act ure ul%aégﬁ@g u%thQrS.SpeCi fic market. The user-type index 25 (second
axis) serveS'to classity custoners into a plurality of classifications

gﬁg? g%?@ t g%lg; ALY n? girerrR ggr ettl).Xg 5}%@8&%’19#3& n?a?lr,rte):{cg?blng rrh%stf atn%fg'ze

whether there has been customer response to previous marketing approaches.
In view of the foregoing, the present invention has the following objectives.

One object of the present invention to provide a method for determining the current
value and future value of customers who purchase specific merchandise, and the

25  potential resources thereof, for providing data to select effective sales-promotion
investments suitable for such customers, and for predicting sales according to the target

and conditions of the investments.



majority of types of merchandi se to custonmers who purchase 0 to 1 types of
mer chandi se, by conbining a plurality of types of nerchandi se by specific 3
02PCT006 nq&@kg@b%rers or brands purchased in a specified tinme period. The
cust oner - pu e-rel evance index (third axis) indexes the user type

cl assifications extrapol ated from purchase suns, quantities, and other
purchase details for products of all manufacturers and brands, i ncluding

t hose of other manufacturers and brands, in a 5 specific market, the
extrapol at ed purchase data including product purchase history of nenbership
credit cards having a common id and affiliated with a plurality of

busi nesses jn i/ari 0 thi dustries, as well as data obtained through
quest i onnaih&%ﬁﬂﬁ-@f—ﬁ&%ﬂ% approaches at sales outlets, questionnaires
and/ or marketing approaches in electronic trans%cti%gs and djrect

e4p

transact i onEhe ehavetobisstiue andsothera mill bgattriaed hyas isting gaethod based o i | |
-mai |, d teleph . t t | | er k h e
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current Sandmfetﬁtoﬁrtﬁatcugést P%Eorﬂé?ygﬁle%gla&:?%g%t Rifer SPRERQE ah HstiRftOfHaet s of

speci fi ¢ manuracturers or bran usin i pl e=axi s comnbi nati on,

provi di ng dadifectsqh adataBade piicibé-Bistdry dataravié shemeinalyzéthatsdatg {2)pa onot i on
suited to the custoners, and providing a nmethod for 15 predicting sales
based on t healé¢saprgdictiag chethmddtiotripoised of the lsteps of/ssstingeustomarsmtoer , t he

cust oner - purchase relevance is the third index for classifying custonmers in
a plural it ycustomeravadue ¢edls thas deteaing dheopmens of gerrey aﬂ‘égﬁuréé%'é@g]eﬁ(ja]flﬁ t he

t tit f h [ ifJ ed ' f di
e e B R
plurali gg Ofoll ot e ABfANGhS dAMAE QUSRS EothiiflatfohSfAIRE ixt)

pl urali classifications accor g'tot nmer chandi se conbi nati ons,
from cust onpicfudidiPa pukichisesenduneindek Ofirst axi)f a uyepagpedihd esesedmrddixes), 4nd a
custoners who purchase 0 to 1 types of nerchandise. Further, a

sal es- pr edi ctstomempirohasedselseance mdexi(third-axis):(4hmspsunipg shargesinther val ue
enpl oyi ng a custoner-val ue-anal yzi ng conput er stemof an institut or
col | ecting 2estemer-assefl GEHs AVLrime Hg%gtdg‘feﬁo éajgsépriomogoaéqvagﬁgg@,ts, Pﬂi(g)

h - hi si .d ib,ncl udi I . .
Code, (2) astiine s aoe gyl Fbuqyotip? EARER Wesc AR, ') 1T

nonet ar yg su i g,r@dggfg.hased, and (5) the tine of purchase, wth all
sai d da¥% Cgi}vl%gtg%eg regaredi ng transactions of sales outlets for the

handi 4. Q2PCTQO6 el ect.r.on i i :
ot or net - aRHrter, B RS AEo T 0o (Lt AR bR HORRL st B 4 Bliraity
mail, when gegf, éeatiioﬂyrhp&aéxeofrb’u%% Sun® br ﬁur@ﬂﬁegﬁmumué@sﬁ urer or brand

in a specific mar e sal es-predicting nethod conprising the steps of (
1) construghidh@seahictasy d4te toliuctedfas & phéssiitedypediati abils said purchasediistont daty dat a
on 5 custoners that purchase merchandi se of specific manufacturers, or
brands; (2) imtiludiog agleast€t)mneustomennamemox custe@pr epdsc@) adrefuct ¢rslealdd she
includins a purchase-anount i custonmers i,.nt

( i pde or, classifyin 0

plural i) ofquartity@bercddten P‘HCEQSG r(f4?)?heﬂﬁ?‘}ﬂtﬁl¥éu‘§gﬁ1“8?‘s(RHW?%”BB@%H‘GM t he
data stored_in the gust [C - b . bfol :
period, and g, e?‘{r%ﬁ%%%%ﬁg’fsocgﬂgﬁg‘ggefg%gqle{%g%ggg&nﬁ O 29 1?/??1%%?? %ng?lﬁt 0 a
10 plural i t ¥r.Qf, GBhEEHILERd RiaAhE HittinBY ah® diFeut aRshicliOnisbebivedid Mamifdctater

pur chased during the sane per i od, _vvlth_ customers being classified in a
range from augtostemersyichditgcirasactionsby teleghoneind hraxltxg&ppsustbmemmhdﬁde se to
Gener ati ng. Probrtsofa spavilc mamsHSHIECHr e ASPEGHF SEkPtaLhe weTBREMEe ¢ h
generating @r a Spafitie MARY a t he
current custoner value in each.cell; 42. rec0|'di1 'n]ﬁth ust oner .150

pur chas@>hi s(ﬁ??P?da’é‘t‘)_a tp ﬁgsﬁé'e“r“sﬁ?é?é PR Dy @gf’hs ?l%?g'lp%%ﬁcgfcgﬁg*rom
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manuf act ur er'’s ra udi ng ose manut act urers and
brands, in a,5pRE/ éft?p&%flﬁ%rehahbﬁe%(éds?&ﬂé@%@ pREChales & tigipas bficl udi ng
product purchase "history of nenbership credit cards having a common id and
affiliated whéohandideybwmtomyinofg dpleraligssftypésofinerchandise b spedifies, as wel | as
20 data obtained through questionnaires and/ or marketi ng approaches at

sal es outlets, questionnaires and/ or marketing approaches in electronic
transactions and direct transactions, questionnaires and/or marketing
approaches by direct mail, e-mail, and teBephone, and custoner data on
sales clerks; (5) determ ning the nagnitude of current and future custoner
val ue and resources thereof for products of specific manufacturers




25 or brands based on data in the database; (6) providing data for

sel ecting effective sal es-pronotion investnents suited to the custoners;
and (7) prog#ﬁie.ﬁ@éﬂ met hod for predicting sales suited to the target and
condi tions I nvestnents. Further, a sales-predicting nmethod based on
triple-axis mappi ng of custoner value 5 02PCT006 enpl oyi ng a custoner
val ue-anal yzi ng conputer systemof an institute for overseeing

purchase-hi story data that includes at |east either a customer nane or
code, produ i I - ] o8, purchase col |l ected
through tr agltgggfta?%ﬁesrgg?&rgg{ls\é%ur%sfd;?i@?‘pg?lﬁeﬁglﬂ%eééé%gngliﬂese, el ectronic

transact i ongusteetugireithsv-rélevanee Inder (third axi) thdexel the aser typercdassifications
i ncluding transactions by tel ephone and nail, when custoners purchase
product s of extrapobated fromrparabsecsumse quantitios,zand other gurcheseidefails for pregductaall a

Cust oy vaije celor v 1, eihot cogaile, of ALl o slLie, ot 1
appr oaches I , | i Foft <
Lo ng a L sl ke s e Plafe PhE RS dalh ot e otSetpBroR@iHlieoy off &1 UE:

Cust ONMer - PULRAREHY Skdit Marﬁ@h@vixflé’ﬁ cORhonad dhs effitiated Rt 4 prurdmpdfact urers or
brands, and a total manufacturer7brand custoner-purchase database that

accumnul at es bodhessepiavaiibys industries; astwel psidath abtaired hrough quesganutireg apd/oduct s
of all manufacturers and brands in a specific market based on respopses to
quest i onnai maskesing/approgehes @t sakes Quistsoavestiennairep andipsmanketing approaehes Bt r oni ¢

transactions, or .in direct 15 transactions, data on sales clerks, and
pur chase hi §legtrgnip g,an%masnaidgee}tgmsgctpgp,@eﬁqqqagﬁﬁpgﬁ)rinaagﬁq}tﬁigt are

affiliated with Qusin S_i:n _var.i ' rj - Gl

et hod &0 APRRe kO SRR ek Rl 3 iR it 8, B0 sl ELhchls P
pur chase- angyBi piedfteihg MRS ERNPr{3es thelsEdpa oe Beteimifgthamdpfitudelof enfent! | C
manuf act urers o? bran%s in specific markets are calculated in ternms of the
monet ary su@h@ futofe qustoatensalae andiresouraes theseobHforipradustspiispdrifienhanyfacturess ume
or the like of nerchandi se purchased by custoners or nmenbers gf household

units in a opbents viingtheitaple-axis cambinationy prayidingdapforseleghng effestive al ity of
t i m b d t hi s dat t i th t - h = hj

dat abase. - wibiPeERRTE B setoRPRCtR s e Fuls BT Ry bg AL A

classifhgat !p?%&ict%@%% YRR GRERFd hd ShidifisHs| he 0EkRedb 0Nt - pur chase 25

classificatiro assi fying custoners according to a user-type index,
wher eby custoners who purchas roduct s .of, specific.mnufacturers or .brands
are classifi é‘gFEFrmfll? %‘S{;FI?F‘QPY &o‘?fje(‘fﬁ‘?@dﬁh}eéglr ingeX £or laysiiying cpisompLs 1n

pur chase- hi st . i i J J L Legory
o cust oror & RpEARAR ol Bl b GREEHEY AR oL | e e i T SO
brands in tR@asR9erblRHades i Hsheciid iREOl foF HeHcBarRlise 0P dARcdMIfacantsgory of
custonmers who purchase a majority of types of nmerchandise, a mddle

cat egory of brarsls dme specifiromprket; lhad foraombiing a plurality of tyfpes hEmergbandisg and

mer chandi se, an average category of custoQpers who g‘ﬂrcha e Iesl%gbhan
one- hal 20or classifying syomers ime pRrality of lasgfications accortipg to thgmsrchandisgor y of

t wh h 0] 1 ki t 5 .o (o4 (] t
st onor - valtSBBIEIORy e Pistamers NoeiaiEshess Medniiplo, of tlnef S Hetdfafety 01
cust orrer - anuihdedeHo iNINS I pdsdttiaNisend generating nurerical data

t he

i ndi cating structufe and purchasing status of custoner groups for each
cell, based on.the custoner-purchase-history database; cl assifying
cust oner s bfo urthet @5 é‘PrWV‘Eth?égﬁﬁ%Pg?%&g'aﬁsa{g@pfqge‘%s%ﬁtp@eévﬁlf%r ality
of categori : LA ) ; : Mol of
"tem. par chalpyils ARERLHER A bGP ANE SomBRAE Blot SUAt B8P qllecfia

nmanuf actyr ergd@halprinpg Perdiasechiston; gith th 2BsthbAae 186 phrichileti®ofyadatd including at
manuf act urer/brand custoner-purchase-history database, in order to

det er m ne t Heast () austoaien aamé oc astamar®de,(2paptoduet dode,((8) thel guestityyaf itgms

custoners by rel evance, whereby custoners are classified by user type.into
at |east n cwrehgsed, &0 the monetarts °f’(§efﬁ‘bPﬁHF{‘ﬁe§P§’cﬁ9 (athﬁﬂwmf%s%gv@hased

the types. of HBLIARGRIEE g Gdps AR ELRARY T ik BB R RS RefonBRUgE Y

mer chandi se, based on data stored in the total manufacturer/brand

cust oner - pur chase- hi story database and further dividing the n categories
into at least mx n cells according to purchase-anount classifications for
each 20 category; (7) classifying custoned4s by rel evance by extracting

pur chase data incl uding



product - purchase history of nmenbership credit cards that have a conmon id
and that are affiliated with a plurality of businesses in various

i ndustri es, | as data obtained through questionnaires and/or

mar ket i ng a%@?% ches at sales outlets, questionnaires and/or marketing
approaches in electronic transactions and direct transactions, 25
questionnaires and/ or marketing approaches by direct mail, e-mail, and

t el ephone, and custoner data received fromsales clerks, and by .

cat egori zi nglelifishiC HRlsABRIS cBYIP&S vih VRENRASE taridtifRt RarR¥dtiocAB Ghallig r om
purchase suns, quantities, and other purchase details for products of all
manuf act ur efransactibniabgnelsphcneand mesil, fvhen owstbmers parcha{eBroguasiofs speoifcal es by
determ ning the magnitude of current and future custoner value and 7
02PCT006 r emenufacturerios braotl in 8 spesificimetkst. Fhesplespradictingmgthed coraprising the

brands; providing effectiye custonmers |ist, data,for selecting effective
sal es- pr gmﬁ?%&ﬁ)@%"@%ﬁ!@ %EH#%’&FWB@’H?"&'&%%&?“ EQ{CPCB‘FB&?H%S%P Bt hod

for predictin I ' . . i.1d t
| nvest meht s oty ke Pilchi hflahat i B giici R Rl Hrihas [ dividins
purchase anpyidmére it k 8ell PR ORAREWAITREA! intiuding fireihs®aneliRsialidyfond
custoners according to purchase anount, and they are placed in one of three
cat egori es, classifyii agtomenenmy a pluraiitp o€ catbgmies in madrdemof{puychase sumist omer s who
account for about 50% of the total anount expended on purchases, a

medi um pur c heansity:based on itheadate prorad)in thercusiosies purchaseHystapedaszhase & aabout  30%

f the 10 tota| ded on h ..and | i ght - h

Cl assi 11 cat FEITEPETIOR. SR BEENDe SUE TR RS V58 LACTIEETEY WehDPSOUPdt ¢ he
total agpunbiHRe BFeHefllicdlaEhaGRR 10 ChibGtiond iR hiftdid Buferh il difink il N
structure a puf chase®condi tron of custoner groups 1 n each cell 1ncCludes:

the cust oMegafE pdHES GHhl BstoRIEPORSHY clRAIedTh aFange! fisin thst6MBRAARN purchase a
percent ages of purchase -expenditure anounts, quantities nunbers, or

vol unes; . t henajuritg bfitte tgpemgierergimndizato tuseonmersisdo pufchiasea® ent kindrtgpeefithe
person; and the nunber of custoners. In addition, sales for the near future
can be predmsrdendise,and43) srpevpsips arcurrericmliednan based ppihese eellsse asifo ¢ he

current custonmer-val ue map-creation step,and. ari.ng.data for like cells
in each rrap.detfﬁmf—‘ﬁglf% en ‘i")St‘?IB%rﬁ’Gpr?én 85“( ¢ pfﬁﬁg‘f‘q{@f‘g _Hb%ﬁﬁ?%gfﬁes
targetipg egﬁkhgéﬁh%ﬁ{ ddtdbaSEHR ﬁgal tbge LIRS ABAs &RFipblatddShdth UtchES! RFR! S,
requests for Information materials, "Store visits, pdrchases, purchase suns,

ongoi ng pur ghafiies, and btivh @aichgseieta RIS Cproduundf dlhinanufastusdroamibrands, he
mar ket i ng- appr oach-response database, (2) the results of the marketing
appr oaches fimludingthoseof otheremamuiaturers and deahdsnindespacifin market, the extrapolated

Appr oachas. BUEHER A PRRO ot PUBHIE HRDR N Hab P IR B Al GAR% PRTER:
approacnes r Ive.
Further, th A Lncl . ey [
and appar el R defi ISR E b7 br biss 1R TR RIna R e SRR 1O

conput ehg agﬂg%?dé@%gﬁdgﬁg é@estioggﬁgg QR&/0f RlaYietiRg abproattits AfsAlsduileRUt | on and

transport, a erages such as beer, W ne, brandy, and whi skey.
Bri ef descr ignéstionndifestand/od ravketigg approudies dit elettngsic trhnsyctidnsiand direetxanpl e
configuration of a conputer systemfor executing a nethod of determ ning
cust oner valttassastiensd questionmaitss andfor marksting pppragches by Hisegmeaib gtmaihpedt i on;

the fi th | ati onshi p bet t t |
orm nal . NEPIRRS RS PRI ARAI SEEh AL S RNt (6 RSP o ARt 10
Fig. 2 sh | ' ] @ 0]

Vabie w t . p Bffote Gifofter SREE bl ASuicH: thafeol R BRGtH GISHEAAL RaSfaEliRirp o0
the flowsof RBeEmat bARE ohatd 18 theddishsa (6 Pprofidifig data for el Oy effertive Wit h

sales-promotion investments suited to the customers; and (7) providing a method for

predicting sales suited to the target and conditions of the investments.

Further, a sales-predicting method based on triple-axis mapping of customer value



three indices according to the present invention. Fig. 4 shows an

enbodi nent of a current custoner-value map, with (a) showi ng the 15

t hr ee- axes WJOBC“ on and (b) showi ng an exanple of specific data for the
hat ched portion 1n (a). Fig. 5 shows an enbodi nent of a future
custoner-value map, with (a) show ng the construction and (b) show ng an
exanpl e of specific data for the hatched portionin (a). Fig. 6 is a

cust oner-val ue map showi ng an enbodi nent for a specified period X, with 20
(a) show n%rﬁﬂ@@yiﬁé@%ﬁt‘éﬁkk ORudAfal{Hhg BHphEY syREmbgh MYGER! BF ovdrsédiied. Fi 9.
7 is a custoner-value map show ng” an enbodi mént for a specified period Y,
with (a) shautiuge-hiveorgdataithatdné¢lodesan tbatiBithemal cistymearramendr codempodiet of dat a.
Fig. 8 is a custoner-value map show ng an enbodi ment for a specjfied period
Z, with (a)cadeogwantity, herchesesum,and tme of gurchysepotieqted thypugly transastignprs of
data. 25 Fi 91is custoner-val ue map. for an enbodi ment . f or speci fi ed
period v, AR awetster e mesehangPe. alectigpic  FassrloRe conycisyia e et pnd o)
showi ng & heg:. FWelgh : : : 1 | es of
ot e By, EFF BaERORD B e aritiict by HEHEHD Gt 1AM AR, 23
period Y, shawhdis pkdticistttialspedifie magtfasubdr of Bt K epéoifiic mafkenaala Wi th (a)
showi ng the construction and (b) and (c) showi ng exanpl es of data. Best
Mode for Cacusyonmg-value detsrmining nettond dapahle of Siding effectiveanarketingfapproaches

configuration of a conputer system 1 designed to determ ne custoner val ue
based on t hansimpreviag everalt sales byyselesting @opprly nstomersdiaving currentgvalue, huts o

oi nis 10 CHSQ SO it NS RlpredBI P AL ey w5t o S e PubhesedioR ang”
cust omey, tegphnal &oﬁng'&%_ %&%ﬁ%}l&%l&%pﬁ?ﬁg Pér%eréﬂaﬁfd?%‘gg spfdctid

conmuni cati ons CI rcul tes a purc e formused when
maki ng di r eghnifadiifere bt Bragdsvaidia totdl usdrfRiurerMbiand alistothébgrelihsd Qatiabasa
processi ng server for analyzing customer value. The processing server 10

i ncl udes anthayzdcnmuiatesglatmguab@fyinhatstamsrqunchase behavinreegavdihg prasiuctsofiathg t o
15 the present invention. The nuneral 11 indi cates a database server for
managi ng a WanyBeyeers snd brpadsfaespaciic market bpsedon responsesde queioNpAifes i ng
sub- dat abases;, a _custoner-pukrchase-hi st ory.dat e .a tof.al,.

it act ur SRREPREE SR Tirepethey pputt B @l i AaPHE dRsidhs, il girect

mar ket i pg- eI lodi iherver
R it e SR e e R R e
nmanuf act ur ecovimbn Gédyttlatcire affilidtedesith busaressestin omsousiindusarissusTheer . The
termnal 14 also serves as a docunent-outputting termnal used in nmarketing
appr oaches, saesepredistingmethoddiomprisingdhe seps ofyil) classifyingsuisiomess aceerding to a

custoners. The, nunmeral 15 refers to a | ocal area,net.wor LAl C. 25 The
cust oner - puPWIchase-amaung °’6a‘f’%96§§'etgi?‘e\rcg?§% QEH‘SEﬁhEﬂ §%_9ﬁ§_pé‘f" y data that is
acqul f ed WhilnGeEhRdt BPbraBAY 130G e HRHERARE caRuRled R Béihrls of HEMIREY U S Of

brands in a speci mar ke I'S purchase-hrstory data inc east
cust onmego Cogeurchises! vd guahhity of items purchased, the volume or the like of merchandise

purchased by customers or members of household units in a specified period; (2)
classifying customers into a plurality of categories m based on this data stored in the
customer-purchase-history database, with such categories including at least a
heavy-purchase classification, a medium-purchase classification, and a light-purchase
25 classification; (3) classifying customers according to a user-type index, whereby
customers who purchase products of specific manufacturers or brands are classified into
a plurality of categories n based on data in the purchase-history database, with said
categories including an upper category of customers who purchase all types of

merchandise of the manufacturers or brands in the specified period, an upper-middle



02PCT006 codes, quantities purchased, nonetary anmounts of purchase, and the
time of purchases - data acquired in transactions at sales outlets, in

el ectronic diﬁ’]ﬁ@%ﬂ ons with customers via the Internet, or in direct
transacti ons w custoners. A current custoner-value map is created from
t he purchase-history data stored in the 5 customner-purchase-history

dat abase 12a, as described below. A map is created by dividing the
custoners anong mx n cells according to two axes. The first axis is a

pur chase- anQitory BEGNtdntrs #hd phichiieImejesityoFyyped of rerphaiidide] 4 yiddle
categories maccording to anounts of purchases in each specified period.
The cust omegasegargoficustomgzsiwhn poraiese anedwmifthrmgoreof thetypesnafiragrohandise, as
purchases or the quantities of itens 10 purchased, .based on the

pur chase- hi aetgg categary ofirustomeridhaRirehass lgss thagong qrERAYerags ampurtafts i ng
custoners in a plurality of user-type gategories accordi . i nations
of mer chandité@esehacfise db'ﬂ}og’ﬁrs‘faé?%’%éoﬁ?ﬂsﬁﬁ’&r%&?’a pé‘ﬁ"i‘é?“r‘?gai g‘g‘?ﬁg@é - from
cust oner r : QL. t _ i 4; f el of

mor chand: srbgied (D 3RGfe TRkl ofpBinel- DAL iib By diviale AR i 0T |
this way, itellsacéstamghb thel Rsirk-vaRuhtiAdébarithe asdr-typd indeind genenitings i n
each cell of the map. By anal yzing maps for current custoner value in two
consecut i venymrericatidataindi¢asing dhssthicaire eangppendhasingssatoe of eugtomesfgreupsforer

nmovenents and the inflow outflow of custqoners_ fqr each cell].in the next
speci fi ed peachesgll, hasedon H‘%P&P‘SFW'?“G&W%“BW%%@@Q;Rg)s‘flﬂﬁs YHgcystpgiers

( | | ! . -
Shonn i n Fi B Feleages vl ope e SRSACH b Rpbba R BB ot 5T Tl 2
Pur chasgy hi §<%08F(¥n ?&@Jr%aiasg hﬁ)ﬁk@é&nw c{ﬁlaﬁt?t’?e% o Ytefd ?hﬂiﬁﬁeﬂ wighih eadhsm t t ed

to the conputer syst via t communications circuit 2 fromthe custoner

termnal s 4spesffRdpeliBdsfol melchadfis€uf sihAasufattaters yr blands Yased o datat
transactions with custoners is input via the termnal 14 using a purchase
record. Thealistiaafed fimufhatotal madufacinerbrant ensomgrrpuichass-listorodajabasg, abase 12b

stores extracted 11 02PCT006 data for quantifying,the . purchase behavi or
of cust oner 8rder 1 ¢ateraing ihe datures 'ﬁogﬁﬁﬁ“c-ﬁaxg C%]p (&a@%slf?”&ﬁ&“?omers

per cent age pof sal es of I j .
manuf act ur eB% Y o l}f’tr%& cgﬁtig%l&r:sfa?r% ?Eﬁgﬁﬁgwuﬁéﬁ}gpﬁfﬁr@%ﬁ g%%? ee Sof
other mpauf gedyii it eotrbiRkas o?hé?&ﬁndiﬁ@?@rcﬁés@ﬂ adring sdid SpedaiadReiodd,ncl udes
- in addition to the responses to questionnaires and/or marketing
approaches gons@lstsinedsiivhe tpardhusesst inajoniay ofthe aypes of memhindiserty austompariwhs i n
el ectronic transactions and direct transactions (including transactions by

t el ephone apurchaselQ or kkivd tynsrofisestehandise.chasedpndata gtopsd iaghetotal| er ks,
responses to questionnaijyes and/ or .marketin roaches via.direct mail or
a1 oxt PO oL BTG PO e Qoo O el F i el
product - pur EAB3GdYibal Jeall m KRGS BUIRIRE 9 brohiflelinolint NafkiRARBRIr Gadiha!
are affiliated®wth various businesses 10 a plurality of industries. A map

of futupg Cusiefo! (Malayafassaistinidts by réldranaé by extedtting parthbdv daea inolidings i s
created so as 0 quantify ‘custoner-purchase behavi or based on data extracted

from t he t opedducepurchase history of arethbershipoeredit pards that havei aseammpon it andzbat areb,
as described bel ow. 15 The nethod for creating.the mag c?rrgri seg tel.evance
cl assi fi cat pSHiatedayith g plurality of businesyerdin vargusindustries, as well a3 fptg Qbtaiped

I ifi t .by th t . t f : ' d
ceor di ng t SEOHET ReretinereS s REm A BERIDR AL e SIS iu BBl 2"
extract ed f%d/gfs‘ﬁﬁﬂ?eﬂgg'ahgr%gc&ﬂﬂ ag%trdgi‘@trﬁﬁsla YoM GRd Alre& Hahsd@bhn (D)
classifies custoners er type, based on

ata stored in the database
12b, inbe algubkpnhaird aidoR hRgating apfoached by direct ragilie-mail,i andselophomey aidandi se
purchased during said specified period, fromcustoners who purchase a
maj ority of custemeygais rexkived fivnmsaliéssderks) and by catsgerizing thepustomees oy wser 1 ki nd
type of nerchandi se. The n caﬁazgﬁc;ri es are further djvi deg into at | east mx

n cel |'s accdyRsitaged en daja exiaapolated fiam purchase syms, Apgities.qmdother purghaseor v The

rel evance cl i f.ication I i1 ofas G it i ous 25
mar ket i ng a;ﬁ%fagﬁg?{ég(";‘hc& é)@llséf‘@?éé%ﬂﬁszasn%ﬁ;encllé:,g sﬁ%ﬁ%@’?ﬂ%‘:’gﬁ 9@{ mai | or
e-mai | sent phEiGiHR AR defer@ffify felthagnliBdEof GitteRbarkPRIfGE BEAGAACAIIeand
distributed™a plurality of times over an interval equal to or greater than

t he specified period nentioned above. An "approach nunmber" is attached to
12

7



02PCT006 each distributed correspondence and is accunul ated in the total
manuf act ur er/ brand cust oner - pur chase-hi story database 12b. The term nal 14
shown in Fi@SPCLI' rves to distribute nost sal es-correspondence docunents.
However, the&Se 'docunents can also be distributed via the sales outlets. 5
The marketi ng- approach-response dat abase 12c stores responses to the

mar keti ng approaches. Included in these recorded responses are information
obtained frominquiries fromcustoners, requests for information materials
(catal 0gs) , s5QE& therebf for pRISLER I SsocifIOMShiFhdtufe G Bind3UpRIRERS effaUigeI NY
purchases or repeat pur cﬁgses, and cunul ative data regardi ng ongoi ng

pur chases. JdRimerpUst dacitoe sélestingleffectiv snléssprometisminvedtents sulted tofthe t he
cust omer - pur chase- hi story dat abase 12a. Next, the process of operat.ions
per formed bsustaneersiraad providespy methedformyedisting salgs suited todhe baegnd SPRHHPHS ng
cust oner Va«gfutﬁ according to the present invention wll be described with
ref erence t REVERHEFarts in Figs. 2 and 3. Purchase-history data is
collected via routes (a), (b), and (c), described below, each tinme 15 a
cust onmers puFurttescauistomrerhiane ditsrgadfin opdariffone langestipurchase emousttorsmalles i n a

specific market. Route (a) is a_ trapnsm ssion path froma sgles termn 3
to the conpPHrEhasg@gioERY in t%)‘? sfep AECIABHRING USoMsESacep o pzn_raﬂ%?r@o%rg; a'?ds a

Lo the conpiielArayadedh bog PErPR iR, iRaRAH o e i phag Elastifibatiolth) & 2
path for i nputthiBherlakio %&c@uﬁti}gr RS 09 of te Rtal bl BAR chyfiréiiisds, Si Ng

data on a formcreated through direct transactions with a custoner (S 21 ).

Such dat a i medeipuichisedtlesificitjonaine foncustemers sthormecoynt fartabeet- 30% bbthe
dat abase 12a of the conmputer system1 (S 22). 25 Usjng_the anal yzing
pr ogr ank0 10totaltamoupt expendsden purehases, a0d afighivpurehasp glassifiegsiondh 10 pegins to

generate a current custaqner-val ue classj fying custoners in the order
descri bed bEPERMESACEONAHNG f%éﬁq‘ TCEI?“B& %oé’ ((fgﬁ‘b@t%i@a‘%l}?t %S%fedt?nrmnt hs or 6
nonths; S 13 02PCT006 23). Next, will be described the process for

generating Burﬁh?sc?ﬁ'ase- anmount i ndex. The anount of noney spent by custoners
or nmenbers of househol d units _for nerchandi se, of tsaif)secif'.c mapuf acturers or

brands in spegher pumericabdata indicatipg gagsstrustuge and;pychass cpRdjtion OEPUSIAMST ¢4t i ons

b d d i - hi
ol oty ofps tlsch Gaff G, (oIS ARE o Hophdbls SANER el irah e
cl assifjgat E&ﬂpél}e-a% er%crggﬁs WIpDithadRasEpent AR andudis) Gibntifbs mafibers, or

| i ght - pur chase 1t on (L) determ ned according to the anounts of

pur chases f @olueRe)ths perhisestimyseripersoh; the hembemefittansdctianpperqiceson; ard thhe
nonetary sum of the purchase, the quantitgqnunber, or the 10 vol une of the
products. Newmberof austomsrse Inadditien, sples forjshe nons feturerqan be predacied by crepting i s

ted. Fi , t dist ' d f h ts,
G cat ost 1 o MBI CFPedTEG UoF PRSI ERREATEH o B TRRR Al Al PB P 4 bout
50% of the %I%E’?‘{i_ég %5 61358 c@l’l@iﬂ@acﬁ&ﬁad assified in the heavy
ose abo

classification occupyl ng t 30%of the total 15 purchase
amount are classified in the dium cl assifigcations (1V and t he

ol i 30 c BB (D Tasmonsa Jage B eaTRRE DI o6 tEresas PACH kwBier In Cack celhy
Next, the process for. rati e - i i ri bed. In
thi's exanp! Sy bRirES B bRt el RSl o) forBH rtteral DSl o, PPE. 0

or brands h%\iﬁchﬁ%s?ﬁlﬁ%ﬁﬂe B, OniYiRg pufthase! sftedidof-firciBse-afotint dwgégl on

the data in"the 20 custoner-purchasé-hi story database 12a. (for exanple,

when the spegréd in the mlasketing-approaet-responsedatabygec ) dhe esuthnfitbe magteting ncl ude
a basic cosnetic A a special whitening cosnetic B for uyse as a_foundation,
and a speci approgehesdoreach celbarernplyzed based onidot@ in ghe MArKplDAPPIARFIFEPANSK e . )

This data is, classif] i,n six categories, i,ncludin ust cat egory
(ABC) f@&P cﬁ’%’bﬁ%’r @4@3 syRseayent markefing apRioaches ate °°8§E%8§8$‘%‘E %"31& y (AB)
for 25 cust (S, s A and B, custoner category (AC) for
cust oners m%gﬁ}ﬂ‘?ﬁﬁg@%%@?ﬁ%ﬂ% C, custoner category (A) for custoners
wh h I y (B). f wh h
onloyp;J ;;eass,el’uaﬁliaron )félgtpss(y%gﬁé’p ngaliﬁétg Hx%[ud%%% e%(s)tr%s&et)lcs, gc;ap(s:,uc?gt mngra%d apf))argltj rehase

decorations, handbags and travel luggage, home appliances, computers and peripherals,




02PCT006 category (C) for customers who purchase only type C (S 25). Next,
the custoners are divided into mx n cells (3 x 6 cells in this exanple)
accordi ng t%(l?ﬁm%ustoner-anount i ndex and the user-type index (S 31).

Next, a curreént customer-value map is generated based on the 5

cust oner - pur chase- hi story database 12a by cal cul ati ng nunerical data

i ndicating the structure and purchasing status of custoner groups for each
cell (S 32). Here, the nunerical data indicating the structure and

purchas’ ng_ShAbuSindhdm @B AP Pbre 3R alcBholid BIReHSsuchs DUt QAR S | N
each cell as a percentdge of the total, thelr purchase suns as percentages
of the tot abraﬁ@y,(‘ahasﬂﬁskey,he purchase sum per person, the 10 nunber of store
visits per person, the nunmber custoners, and the like. Fig. 4 shows the
exanpl e descri bed above. Fig. 4(a) shows the triple-axis configuration,
while (b) shows a specific exanple of data for the diagonal -hatching
portion of Eig, .4(a)..In_F g. 4(b), the horizontal axis indicates the
user-type i : £ } i X categories (ABC), (AB), (AO, (A,
(B), and (C). The vertical axis indicates the 15 purchase-anmount i ndex

di vi ded 3 nt tn thedrawings: categories (H (N), and (L). Hence, the custoners
are ultimately divided anong 3 x 6 = 18 cells. Each cell includes four
types of dafg: 1 etasipheesniiparaRntcfgomplter ppstan foregectingtameathopof chases,
the anmount expended on purchases, and the nunber of store visits per
person. Fi gdeté(rhihingscustoenee xalop basedfonghree ifdicesdacerdingao the prisgent inyentidmye t hat
a current custoner-value map,is generated, as descri bed above, {éo&qﬁ#he
current poi the figure sheavs the eelationghipibsfvesp the cRIMPHEISY steBe SR18RIEBNAS: #¥hduct ed
so as to predict future custoner .val ue. Thi [ keting approach conprises a
rel evance cPaLenes tegpip °?n‘ée°§2%iva9\,ﬁ?‘8ﬂm8l?§ﬁ%‘gﬁ?es are classified according
to the nonetary anounts of their purchase within a specified 25 period into
one of 10r e&ig:Ztshows thedlovepf oparations in theymethed alfdesermining cugiemerale’"ithom t he
total manuf gﬁt urer/ brand .cu?tglFrrer-g%r.cha%.e-hi story database 12b; a
user-type r8IeWAeEs ageordipg fo.thePEeseRt VSR oby cust oners are cl assifi ed
by user type into one of seven 15 02PCT006_ categories, including the six
cat egori es FiB8)showathe flqwacf operations imshe ragthoq of desermining susipmpoyAlve Withegor y
(D) for custoners,who al so purchase products of other manufacturers and

br ands; andﬂéfe%éi’ld&-séﬁﬁq‘gg%g‘hﬂ’@r%%‘eﬁ YOHOR ( v ) in which the terninal 14
out puts sal es correspondence such as questionnaires via direct mail,

e-mai |, 5 affig tethophenembodiment ofdeurrent cesiemercedlye mnap,33ith (Psheving shes
correspondence is distributed t%e#lhe,custorrer , and .ﬁuat oger dgta iqu

recor dedSi n thiegraxesicanstichion aad (Dshowing i eXaoplsf SPerific Aatadonfhe patehediat anase
12b for a fi Xﬁdonplgrbod Z (for exanple, about 2-3 nonths) follow ng the

begi nni ng oS8 mgr keting approach (S 34). 10 As descri bed above, sales

Cosponaes. e AR AR EEDPATESHBF &1 EHOmSH LR MR HLE GAPSVIREe| hdex A
map of custoner._val ue j t t b ; i gﬁﬁ% e
da!tO a st or ed SPRHUTHOY 8?da{5°) %ﬁ%‘?\gélﬁ %?{gelgﬁlgrogﬁ c&:%é?%ﬁe@%ﬁgaéégg - hi sdt)f(i)llrtd'

dat abase 12b. Future data is 15 predjcted Qy co ring the . curr .
cust omer - valFig &g cugtomst-¥alye MapShowing gy Hﬁggg%’r% 1 ‘&F‘d’eﬁ?gg’ Wi a

future st r-val ue map by .cal c ti the percen r epeat

cust one § 25&!‘8&?%@?§?E%W§tl?fé99‘£{9$?5¥gﬁ)§H?%V‘g§§?§ﬂbr§g§f&gﬁd t he percentage
of increase or decrease in the total nunber of custonmers and total sales
for the spedig.i%isasustomettvalue nepIbpwingmrnambodement fer 2 spesified perigd Yu Pt

cust oner-val ue .map i ener at.ed f th urrent point ip.time, as described
above, a fut@r%‘%‘ﬁdﬁ%ﬁgpns&%‘m@ %PS("P §n‘§g’él§ﬁ°‘f’5‘gﬁgar88t?§?gfi@ﬁ' by cl assi fying
customers in the order described belowin order to predict customer value
for the fut (Fig.8 isewustomepvalue mapfshowingsrembodiment for a specified period Z, with
cust oner - pur chase-rel evance i.ndex @;’éll ?‘5 gescri bes.] 25 Eitrst, custoners
are cl assi f i(@showing thecgsifuctipn 3nd (bajand () shewig sxamples REIHA) evance
classification ( a), in which custoners are classified in three categories
(H (M 2and Eig)9 aacwstdimeyvalue miepi for puewbedimention atspedifierdoperiod Yishawingthect ed

fromthe total 16 . . .
direct effects of the marketing approach, with (a) showing the construction and (b) and




02PCT006 manufacturer/brand customer-purchase-hi story database 12b for a
specified tine period; and the user-type relevance classification ( (3 ),
wher eby cus odear € classified into seven categories, including the six
user type (%Jgf PAB), (AQ, (A, (B, and (C and an additional custoner
bracket (AD) for custoners purchasing a conbination of products including
types not sold by the specific manufacturer or brand. Next, the custoners
are divided into mx n cells (21 x 6 cells in the present enbodi nent) based

on the CUSt@VEﬂovH E elasles 6f @¢ance index and user-type index. The total
manuf act ure rand-customer - purchase- hi story database 12b is prepared in

d b d I 10 Th filled
out at sai cEEof feocasitfedanueh B ah BupbSRRATIELleRiUTRDEN S ng 1 €

transaction e‘?ﬁtﬁ're@t éﬁ%&s 6Ftﬁ@ﬁﬁﬂ$étlﬁ§§p]§1 roR&H, Whd) §Ho@ﬂﬁ§ﬂie'déﬂ§tnwoh@h&w)0“e

and mail), data regarding custoner avi or fromclerks at points of Sale,
and responsg&{(rcpswﬁgemqﬁegesddw direct mail, e-mail, and tel ephone are
recorded in the total nanufacturer/brand custoner-purchase hi st ory dat abase
12b along with extracted 15 data relating to purchases, including the
product -pur chase hi story of nmenbership credit cards having a conmon id that
are affili ated vmth a f busi nesses in various industries. Next,
a future cuStHzRPUE L IALLYMUIE ' ¥ ased on the total

manuf act ur er/ br and custorrer-purchase hi story dat abase 12b and

cust oner - puFigh&sbows st mynpiapama@é‘xgumonpfz@omum systemd desigaed 0al data

i ndi cati ng the structure and 1 us of he cust oner, .gro each
cell wit Ih| n %temlsegausfs@%wro\@%'? Tﬁ)‘l" ‘ce%t?ﬁ%?{ %ﬁr‘?ﬁ‘fgl}t ng—%‘?E ]?'ﬁ |
e udes cht BoisPow e PR bikbip B8 cBR B BLERAT T, A mihl » SPfchn e

pur chasgy SUBPsdfe afid Qﬁ’srt&ﬁ@ttﬁﬂﬁmglfs 4 T8e késHerminbR 3%6%&%&@ tinifls Pgleson,
the nu of transactions per 25 person, the nunber of custoners, and the

like. Fig. Borileeted té fe coupoter syden driba dommvizatibnsycirchita) Thé oumetah
triple-axis configuration, while Fig. 5(b) shows a specific exanple of data
for the portndmatesmcpmdtaedfdsm ubed ydhenimaking digePoAaeiangvatl hepstamste, t he
hori zontal axis represents the user-type index for a specific

manuf act ur e'I'lhbg @ thbelddd 059 & prddessingsbisdr forednalyainigadustontbr ivaluk L Hesprobassiag x
categories (ABC), (AB), (AC), (A, (B), and (C) . The vertical axis
represents sérgerclfsinclsdes anatyzingsprograms\ifn that dpEERIng customervalneiacsording top 1
categories, jincluding the 5 relevance classifications (H, (N), and (L)
det er ni hed e RIETERRIYENtAfount s x, and the user-type rel evance
classifications (ABC), (AB), (AC) (A, (B), (C, and (AD). Hence, the
cust omers aflhe nhmerah blindichtes aidatabiase spme_refoz:manaen(gaa statallgse I%Bh@dﬁ}a‘i@é%h cel |
i ncl udes the custoner per cent age of total, the urc .sum ai)cent age

of the tot all2 inghedesat lepsidhe MW‘%&\WE’ fesoft cgftt@in B‘l"§ ?S§ Py S8ta088¢ 10

In the cust r-v ued M, ture

cust oner - vaﬁgg' ahtgﬁ!l EiRRe tuB?te Fbﬁ%‘gf %ch%v\ﬁ tulg{%& a%e 1&9%@%6 S own
mer chandi se k@ficon to the purchases of nerchandi se
of all nanutrdaz]t(%r r@ gﬁﬁgﬁ%&zﬁﬁssé(fbﬁdbg specific market, or what the

h h fil &
DU SR ek 08 s H B RRr 13, HEY e ROl o oioe 0
appr oach| ng o‘?%mp{)gté( 9%!%%?&2”& hilen cHAdURIRE le@&‘fﬁnﬁ’d&ﬁgnéfﬁltﬂﬁ cﬁﬂbmépeC' fic

manuf acturers or bran so custoners with high potential for the
future. In agditkrnfifal 18)ls0ePRE a8 8 dblmdngloutpattingsieanitat wsel iremarketihg t he
current custoner-value map, it is possible to quantify the nagnitude of

pot enti al vabpmadiespmushasrﬁtﬂpndlhgloﬁdtyeqtmanltmrqurestmowwqotchéomﬂfsl Thency of

t he marketing approach. 20 Take, for ex custoners placed in the

rel evance cavgtjfﬁflﬁ(f#rsat@@d%ﬁlﬁ&at‘ﬁt%‘?!ﬁh% anounts in the future
custoner-value map and in the purchase-anount category (L) in the current
cust onmersvalThe cuﬂpmeﬂ'bercha&eblnstomadandaasé 12dsteres pumhmednstomadatibélael@t i mated by

bossi bl -t o agasi h@ + b e TETERATGlse O SRCU A T Qtlgfsefsz@'ytﬁé%“[}dﬂse
data for a roac .ed using.th
Ual e with A PRGRE mAckda! s RpicBEREaGy R} HPfhdstlr %%s& e L L

maps i s accunulated |n t he marketi ng- approach-response dat abase 12c for
storing such responses. These responses include inquiries from custoners,
requests for infornmation 18 02PCT006 mdOerials (catal ogs), store visits,
pur chases, purchase suns, ongoi ng purchases or repeat purchases, and data
regar di ng ongoi ng- pur chase anounts. The input route for data concerning
speC|f|c nanufacturers and brands is the ‘sane as that for the

e o -, I T A~ 1 o . I Ao —



By conducting marketing approaches for custoners in each cell and
quantifying the responses to these approaches as descri bed above, it is
possible to i ne custoner value with consistently high precision by
updati ng t he”purchase-anmount index and user 10 type for specific

manuf act urers/ brands and the custoner-purchase-rel evance i ndex for all
manuf acturers/brands at regular intervals. Further, by continuously
creating current custoner-value nmaps for each specified period and
conmparing d f bdand [ inQt rchRieement
in the near @c#dgf’uﬁanﬁ%rbtu ﬁchla%egf gfo ngtgpgtgﬁ%% va\%S I flp%g’ddagrﬁgfgﬁggwg?/ ?ﬁggse
cust omers. 15d4th abqird inverafkacti@ten salesigutiets, iheegradetansactims wittbed above, a
current custoner-value map and future custoner-value map are generated for
each speci f ¢ustbmess viadhexInteraste dr rdiregbtranseetinns With QUSIPMEES.hi st ory dat abase
12a and the total manufacturer/brand custoner-purchase-hi story database
12b, and nmapkfieftameaaiRm4 i§ clatd s thd gurcleisehisbory atarsteradin thel | . A
current customner-value map and future custoner-value map 20 are generated
for eaclh spewstdmerepyreasedistoryidatabased2iheasi descrihed belovh dsmap ds @Gﬁ%gf ed and

i ncl ude response data to these appr oaeiges stored in the

mar ket i ng- aptyidiag e casioBSERnngIB Xdkcells according i hyo axest The frst 278 53 ket i ng

approach has bgen executed for,cust.oners in th i T j ryal Y as

t hat conducP‘gﬁﬁ?sﬁ'W"gH’gﬁﬁ‘ ?‘?f&&aSFIﬁX‘% ﬁ‘éﬁ%’??r_si'?gipilﬁglgg &Tgﬁgk%e%en\sf“ mate a
current cus meﬁﬁ%f’d Mﬁom%iiﬁfrcﬁsésqﬁ%éﬁ ﬁflzciﬁ%ﬁ‘?ﬂéﬁ@&. Fhetduk®mek e dfranged
mar keti ng approach using t sane procedure. The exanpl e descri bed above is
shown i n Fi gSordér acéordiipttolhe Modetafy sufrvef pubuhasesampheeqaatiti¢shef itpeci f i ed
period X, Fig. 7 for the specified period Y, and Fig. 8 for the specified
peri od K \\puichasedbsedon theemiechaserhistony datahThe secentbaxisisiaaser-bpgdrdex oy al ue
map, while 19 . 02PCT006 (¢) is the future custoner-value map. Mrketing
appr oaches ﬁ)éﬁséfyé‘%ﬂﬁanéﬂé Hgﬂ g,lufaiyty g B%esca;egogﬁeac&ﬁd%tgéz_%mns of

h - . .
cast oner - vamsiersafistRFchisR by SGhEREslainR g Specildber (b Llbomers |
descri pt i 0Ny pihatld 2WaRARy Bt PRIy SPERE AifietiEF MELRIEsctd chitmeRy ket i ng

appr oaches were estimatéd in the manner descri bed bel ow by
conpari ng t khoGuichass 0 on$ kivdeype/af merchamliseoln thivewasy étcis possible éo amadlyzX the | or

to conducting the marketing approach (indicated in Fig. 6(b)) and the
future thst owmentwalugof gugiomersdn eashesglliof tid Map.6(c)), and between the current
custoner-value map for the specified period Y after begi nning the marketing
approach (i BYianalyethgimapsifor cukfent Clisiomemdlueia tiotcunsecutiret penieds, \itis pessitelp
(indicated in Fig. 7(c)). Fig. 8 shows exanples of the current

cust oner - valtaipredich percentages of sustemeromeyenentsand thp inflaw/opdowRf GustorrHi®F i od z
after the narli}e]éi ng aeg%roach. s hegun. Take for assunptive exanple, a cell
SW i n col uffehell 18 theuexf spesiffedePelfls ent cust omer-val ue map configured of

t he purchase-anmount index and the user-type index. 15 The cell SMN includes
t he repeat - Hese, armajorityraféhe purchapechistony datafor transagtionsat salps owtlets ishat have
remained in the cell SMN due to the influen of the nmarketing approach;
and t he28x- saasaiied Srogteanlen e ingig: L9 B8 OBPUIEY YSRET | Ve
(details regar di ngc#.hg éerucl:t%t age of ex-custoners include both custoners
that have m 8?181‘1&1 189% 8" ©Dut si de the SW cell and customers who have

st opped purchasi ng, 20 al together). This conpletes the descri(gt itﬁn of
cust omer s diPusehaserhistory data @f plectronic pufchases Ry cugipmeradhtragsmytte@tatig s t he

le d i bed above. Fig. 9 at i f : ' . ket i
apor baches. FBmPLIrs S vt e serPR b S % Rbinfi pBIORE einfS 4 T

_spe;:ihfi ed p%ﬁ&@ﬁ'i@ffg?i. conducting a marketing approach ai ned at customers
in the

25  Purchase-history data for direct transactions with customers is input via the terminal 14

using a purchase record.

The total manufacturer/brand customer-purchase-history database 12b stores extracted

11



25 purchase-amount category (h) x the user-type category (ABC) cell in the
current custoner-value map, 44.8% of the custoners remained in the sane
cell, 37. 1%#13'@1{(%69(1 to other cells, and 18. 1% st opped purchasi ng
altogether. Tn terns of indirect erects on the cell SMN, there is also a
new cust oner percentage 20 02PCT006 consisting of custoners who have
mgrated fromother cells to the cell SWN (the details of the new custoner
per cent age i nclude both custoners who have conme to the SMN cell from other

cel I's and ngy, GAIShaRRE M He phidfaltYehPHHEOERSSniehs; i6theF weidaUeacher i od) .
Figs. 10(a), (b), and”(cC |PI ustrate the above exanple. Fig. 10(b)

quantifi es masufacierBadr eactebrhnd’s pexebntageraf daddsiof thestptal seleshofchllr mexghandise
specified period after conducting the marketing approach, Duriqr%g this
speci fi ed pefalbmangfaeturespantirancin ssnesificanarker, ishdingcmenchangise dfptheist oner s

e P e Tner b S ales, By e R ok Db o 0ds LA hafiibh 140 L
by th L DefediBol . 3,80 ABC
y ine e %ﬁ/ogﬁogg@'tg gg?étlenﬂ%gefq i@tgﬁ' g{ﬁhéetlag zgp/l‘bﬂah% ait fafgéto‘ﬁtlét@ e (H x (ABQ)

cell, 10 42 rated to ot an . 4% st opped pur chasi ng

al t oget her . gidstlonrdies hndybomarkieting approdchds Y vdtonic tiansastionkasddisedvegan
purchasing. O these new custoners; 5. 7% mgrated to the (H x (ABC) cell,

whi | e 94. 3%ranggcadmsdinchidiigteanseaions by telephonp aad maily customenbehaniorpsr chase
suns, absol ute-count val ues, and percent ages of yc;ga%g, and decrease for
t he above r Eqpegted byisalenelexks, [geRONEESIO GHBHIONNGFRE ang/op NG FRPLOACRRS VIR ¢ hi s

data, it i ible t f - t di Gt f fut I :
I ndust ri al AP Rakse & Pyl extiacted defs ifaioe 1o b ittty (i ple. axi s

. ¢ . . | _ t ol | ow
g? 1? gl:tn g?(?Thg sai é@-rf)lxr(ag ?{{é{ﬁg?H@Pﬁggﬂgf&tgﬁiec%%@hlt&?nventliagﬁatcagél g\émt Q?m' ne

the magni t ugsiland wiglh Paias busihessed intplutatityuef iadektfiest ure val ue for custoners
of specific nerchandi se; can provide data for selecting effective

sal es- pr onot,i i | . . | a
sal es- predi (‘?’[’i%ﬁ% ofrié'l?%gﬁ Q@@‘S‘?%“%ﬁ%@p‘{‘{ﬁ%@@% %{;b?\'%ﬂ%mé{r?ﬁ?‘% F}g%sﬁg%e%)ﬁcewéﬂgd

I nvest ment s 5o 890 §hantifi ¢t ASOp b indsEbeadr HaSedbrpddi® Extrattedifrom the total

sal es-predi cting nmethod based on triple-axis mapping of custoner value, 5
enpl oyi ng anmmtifsctirénbramtbtustomenpugchaseshistory database 12b,aas desasibed below.

cust oner - val ue-anal yzi ng conputer systemof an institute that collects and

anal yzessi N e GRRRPHE cRUifd RS tndp WnPriseslevand dladsifichtishis(g), ¥b), and (c).

sal es-predi cting nmethod conprising the
The relevance classification (a) classifies customers by the monetary amounts of
purchases, placed in order according to the purchase’s monetary sum or the like and
based on data extracted for each specified period. The relevance classification (b)
classifies customers by user type, based on data stored in the database 12b, into at least

20  n categories according to combinations of merchandise purchased during said specified

period, from customers who purchase a majority of the types of merchandise to
customers who purchase 0 or 1 kind type of merchandise. The n categories are further
divided into at least m x n cells according to purchase-amount classifications for each
category. The relevance classification (c) classifies customers according to various

25  marketing approaches and/or sales correspondence, including direct mail or e-mail sent

to customers of each cell.

Here, sales correspondence is distributed a plurality of times over an interval equal to or

greater than the specified period mentioned above. An “approach number” is attached to

12



steps of sorting customers into custoner-value cells that determ ne the
magni t ude of current 10 and future custoner value and resources for future
cust omer vaézﬁ ﬂgo%ed on specific-nmerchandi se purchase data collected in

sai d dat aba % using a conbi nation of three axes, including a

pur chase-anmount index (first axis), a user-type index (second axis), and a
cust oner - purchase-rel evance index (third axis); neasuring changes in the
cust oner-asset cells over time and changes due to 15 sal es-pronotion

| nvest ment s, ANfcRbifdd %ﬁésgoﬁ@én%é aftY isCHeaithiinhiek 19 teAbff nah@fadfut@bedtdp s

bet ween sal es-pronotion investnents and sales. 2. A sales-predicting nethod
based on tr icpdtemexpurchiasphisicrydatabuset IdbeThe trmimah$4 sleovr exFig0l senveSitai m 1,
and whereby: the purchase-anpbunt index (first axis) serves to cl assifg/

cust oners i distrifpteimabt salessbrresposderice daevrments. iHpoweveb these dopemenid cas aso be
expended on purchases or ihe guantity of itens purchased, based on

pur chase- hi §isHibpteshyia thegales Qutlefss or each specified period, with the

pur chase-hi story data including at |east (1) a custonmer name or code, (2) a
product £od&he atarkedingtappragobmespoyseaiatabasark2cstoreneespensey W)the marketipgnt
expended on purchases,, and (5) the ti of purchgse, with said data

col I ected t BPRFQasheslacluded mdhgse(;pccggchésm SAE “&B‘imactWQ opsainedf5¢pT0 06

mer chandi se, el ectroni c transaction { ' r ..apd direct
transacti onénquﬁéqsﬁﬁrﬂfjustt?‘gﬁ@arcefl}l%sgsstsoﬁ3%&8{2%;18%%%%@%%IE}%tagll&s Sgbﬁa ghsgg’orrer s
pur chase pr 39%5%&% ﬁetérg%gmts'o? GRAMNeR CrigbRg pRFcHASEAN répeafpsBRMkd lafid mar ket ;
the user-type I ndex ?sec n aX|g) serves to classify custoners into a
plurality ofcufubikies dhthiregirdiapsngsing paichgses.(Thedrputtrypte farsthikataey ivithees mey
conbi nations of merchandi se fromcustoners who purchase the majority of the
mer chandPse as that fortiheustongrepuschasevhistorp datebased2ad t ype of said nerchandi se,
by conbining a plurality of types of nerchandi se by specific manufacturers
or brands pmNehaBseprocess dR6Perafi®i ferfoéinéd betheanhlyding Pograms 10a storing the

cust oner - purchase-rel evance index (third axis) indexes the user-type

cl assi fi cat inmstsodoft detgrmiiribg dustoroen walweavcerdingtoribe present pnvestios will be he
gquantities of itens purchased, and other, purchase details regarding
products of dgsaribed i éfem%%oﬁ%‘?d]mﬁ’aﬁnm%ﬂ@dﬁdﬁg t hose of other

manuf acturers and brands, in a specific market, with the extrapol at ed

pur chase datPuréhasd-hidtony dgta dxicodlected v metes fa)s (bor anddic), desdnibed helpwe eashitime 5
cards having a common id and affiliated ,\gjth a _pl urali&}y of .busi ngsses in
vari ous 15nddsqustomsr prishgses meschapdise obspesificapanuiactirgts o5 bENds #hm sRECEE and/ or
mar ket i ng aeﬁrgatches at sales outlets, questionnaires and/or marketing

appr oaches i PT&f'ect roni ¢ transactions and direct transactions,
questionnaires and/or marketing aggr oaches by direct mail, e-nail %Qtﬂ

tel ephone, dite (8 isisansaugsionpath foasa salestraninglitothe coraputer ystept Lyladhe ng
met hod conprises the steps.of determ ning the nagnitude of current and
future cust SIOBIMYUE n%tﬁ‘gc‘? ources thereof for products of specific

manuf acturers or brands using the triple-axis conbination, providing data
by whi ch t o Rmited) ies frausmisstonspath &ropr o Wabrpage iIRRIE SETREMER 2 SusteRaer tepminpld
custonmers, and providi ng a met.hod for Rr.edi cti ngu?ill es based on the target
and cond®t | JAsheFomRwLer; SYSFeRy lvig he communications circuit 2.

Route (c) is a path for inputting data via the terminal 14 of the computer system 1 using

data on a form created through direct transactions with a customer (S 21).

Such data is accumulated one by one in the customer-purchase-history database 12a of

the computer system 1 (S 22).

25  Using the analyzing programs 10a, the processing server 10 of the computer system 1
begins to generate a current customer-value map by classifying customers in the order

described below for each specified period (a period of about 3 months or 6 months; S
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3. A sales-predicting nmethod based on triple-axis mappi ng of customer val ue
as recited in daim1l or Caim2, whereby custoner-purchase rel evance is
the third i55§@@égy' 23 02PCT006 cl assifying custonmers in a plurality of

cl assifications based on abstracted data and ordered by the anount expended
on purchases or the quantity of purchases in a specified period for

nmer chandi se of all manufacturers or brands in a specific market. S 4. A

sal es-predi cting nmethod based on triple-axis mapping of custoner val ue as
recited in &yim1 or aim2, whereby the custoner-purchase relevance is
the third index for classifying custoners in a plurality of

cuant ity of ot e BEEeRBaT BB Efhr LA Pais Pl sE baibln] BB

manuf acturers or brands in a specific market and for conbining a plurality
of types of ThOARAWRLRANSE SRS EICH%IQIHFVi%@’W%?Fteh%ls?h?qg“b‘ﬁﬁél ity of

classifications accordi ng~to th onhi i f .oer k .

custoners VIIIIST%’HI“@F\%%@SPF%@Cﬁ%ﬁ"&)‘fﬁcﬁyg%fopg Iﬁ’)‘ggﬁ‘o eﬂ%%r%crﬁ%g%?gsz(ﬁyg%ys 8ners
who pur chas Flupalﬁir oft cliisiitatisREMYasdBSE ARNEH 8 customér-picRSseHiftBydakdbdséret hod
based on triple-axis mappi ng of custoner val ue enpl oying 15 a custoner

val ue- anal y124)0he ploaulitgrof elassificativhs anincludes stleast & heavyepureledse olyssifichtion

anal yzi ng purchase-history data in a database, with the purchase-history
dat a i ncl udi{ld) aanediwagpurdhaje classifsation (Mhzand adight-purchassrclassifisatig(L)a pr oduct
code, (3) the quantity of itenms purchased, (4). the anount, expended on a
pur chase, afetermined ﬁ@ofqlﬂét%&eﬁmoé‘ﬂ"é puschases £ofj ey spest IﬁSIIHeé‘BSégﬁIenrough

i f I f h ' I i
L1 ansact] onempenanamr Sl iRhebO BT CERH R, Mok obnblr. orthe, i ng

transacyg ongoRhel dtlthPHRBEctand mai | when custoners purchase products of a
specific manufacturer or brand in a specific market, and wth the

cust oner < puneRa R eRimaes of AiEbaRe B bR St R ATRh L et Firet 05
custoners t @@&orﬂws(ép@ﬁﬁemr&ﬁmqﬁ?ch%e FncRES Ifxfoirrp%t%%kiftﬁ%a‘df, &8 a Spectiicand,

dividing custoners 1nto mx n cells according to Two axes, Including a

pur chase- anperidd £, Mistonfety acebddfigf fot Htibue S6%wfelicsovend] bpwrchdseaalouhtyaref
categories min order of anount expended 24 02PCT006 on purchases or the

quantity of classfred mthe heasydlassificatiorofi)t Thossacaupying ahbuk A0%Yanf the total

cust oner - purchase- hi story dat gbase, for_each specified period, and a
user-type iﬁﬁ@kawwnhé@icf%ﬁﬂ%@dé'h%m%mﬁ SEIE%‘I’“WEIEDI W&gﬁrﬁﬂ%’i“&gi ty of
categories n r.di t i i . ner \se purchased during said
specified nglﬁété?rsgfggIofg??ggeBIeg?égIgﬁgmﬂg‘garuc ggg&;ﬂgﬁj ority of the types of
nmer chandi se_to custoners who purchase 0 or,1 king. .type of nmerchandi se, and
gener ati ng y%@%ﬂ“%&%&ﬁ%“ﬂ&@@d‘sﬁhtypﬁé@&x& be desrrdefler mi ne t he
current custoner value in each cell; recording in the

cust oner - puile s exainipd¢, sustothetsalbes purchase wsszchangdise of spesifict mamdhawrsrs or

extrapol ated from anounts expended on puychases, quantbi ties ?lf ite
pur chased, &Fands bava pisehased baristyperceianerehandiseft, &y 8 (s based pnrthedatainibeyr er s

and brands, including,thgse of her facturers a brands. in .a

speci fi 28rral"R§Pr,neW"f h*I‘“’ﬁ'ﬁ“%?‘Iyrdﬁ&tI?Fﬁet IB%B%I Emépée’d’gqegqﬁ%&eﬁﬁﬁn'aa&et 15

product - pur ] ' ' ShefldW RG%peciSIAMKRRAIided and
affiliated \%mgﬁ&él&’pﬁﬁh?%f?gp@%??%ggg@g@%B%ﬁI%ug In usP?‘Iles, aslv%(ejl | as
data obt ai nedsthéticB gbr W as bifeutdatiss and adpevial wge-kelhied goangtict effeivatfos al es
outlets, 15 questionnaires and/or marketing approaches in electronic

t ransact i onsvrinkdescindébe like: Fkis detiaoselassifindsinisbreatégodies, aneluding gastemen ng

approaches by direct il, e-mail, and tel ephone, and custoner dafa.o
sal es cl er kSategeRyd ARG tagcustrmers yhopyachass ﬁE@F?"éﬁP“&ﬁ‘éﬁ?'ﬂ?ﬂﬁ@%iVs&M‘

I h f f d f L fi
brands. B3sequgmath L FrEfee aanen B Ao fmst Ry Y SART A ANl ELFr
effective S%ﬁéﬁgo%@pgér AGRd D ¥EsbMBNdafegdty Lot Bustdifiers WioRERse 81§ type

provi di ng a net predicting salés suited to the target and conditions
of the inve rastomer Categbrs BEfor pustdmerdsiwig portimse oblysepk Bpardd sustomenxi s
mappi ng of custonmer value 25 enpl oying: a custoner val ue-anal yzi ng conputer
systemof an institute for overseei ng purchase-history data, with said data
including at least ( 1 ) a custoner nane or custoner 25
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02PCT006 code, (2) a product code, (3 ) the quantity of itens purchased,
(4) the amobunt expended on purchases, and (5) the tine of purchases, wth
all said daéﬁ,c[cﬂj ected through transactions of sales outlets for the

mer chandi se, el'ectronic transactions conducted via the Internet, and direct
transactions including transactions by tel ephone and mail when 5 custoners
purchase products of a specific manufacturer or brand in a specific market;
and a customer-val ue determ ning nmethod capable of finding effective

mar ket i N9 apREgRRE (C)sfo Bisktbriidrs WHo[airéhass ahly iR €€S 2¥).sel ecting not only
custoners having current value, but also custoners having high future-val ue

ers having oulrt . 0 high future-val ue
Phe- cust onel o PeRuSSmHChER i beMTRST R0l AR BPAT orafholt) oElortig™ O ©

manuf act ur efoh@ budbRBdemodi thdex Wl e USRAHPBGAEXEE/30).and cust oner - pur chase
dat abase that accunul ates data quantifying custoner-purchase behavi or

toward products of all %anufaéturers and ﬁ?r(ﬁr’]dsdi n H%specific mar ket , based
on r esponsele¥in? GUEEH CYFRMET-$EUE MP 47 BHHTHRY PREC 8B bT%aches at 15 points of

sale, insel } 1§ AEdH M2k By i ldefaSndidain the om

sal es clrser kgl,gstufa{{r?l‘gJ %‘Jélgaﬁggg’%g?%%&rlg?gy ?h%ﬁ?gn%gﬁiggﬁﬁi gﬁcr edi tn%car ds with
common i ds ghaturefand phifchising eatuyof tustomérneewmsdor eacliaell (8132). ndustries; with
t he sal es-predicting nethod conprising the steps of classifying custoners

according tf.A Btér nﬁ%ﬁ%{ﬁ?&'ﬂhiéﬁ??{fﬁe sm?tg?@%dgﬂﬁ?clﬁgﬁgﬁiat of ZUstORREY

expended on nercha specl manufacturers or Dbrands in specific
markets is geups i daeH chlY idchRleatRewibtomeRrin@ach odll AU Farcentaze dffilee atadtheit y of
itens purchased, the volune of itens purchased, or the |like of merchandise
pur chased bpurchaseaums as percertagesrof thef totab perehasdes|, thevpurchase semger ppeson,fthed
period, and whereby custoners are classified into a plurality of categories
m basedl®n nwmbercpfistore wisite Rer persey, the suavper custoreers, 7 dhglikeyur chase- hi st ory
dat abase, and with the categories including at |east a heavy-purchase

cl assi fi cat Fign4 showe thelexamplecteasribed|abees. Fig dd)showsthe tepler ayis cqnfigutation,:
classification; classifying custonmers according to a user-type index

wher eby cuswbite(k) shaws 2Bpecific pranmie opdata fordhe diageralhstchmegoston piFig. 4(a).
fact [ d | i f.ied int | ity . i

based on a4 Bhane felfiul shs drdgentie erebe ik gt ifShBapL. o "

i ncl udi sad f

el S e 10,0 O TR aats

mer chandi se 0 manu er n the specified period, an
upper - misld| gufRhREMunt Mdek dslidutEinto the Wit Pitegdies ¢y (WD) ad (LY. Ménce/thet ypes
of merchandi se, a mddle category for custoners who purchase one-half or
more of t hectsipmersafe ultimatedy divided among\dex 6 gel eells. celd incdudes denstypesho
purchase a one-half or an average @m)unt of the mercplandi e, and a | ower

S

category f oPf da1atthaensiompiopescantargsibe persentase Phigtal Pchases, he aMePL creati ng

a current custo -val ue map di vidin i|to cells 10
accor di ng tSXReﬁ'gg‘i 82?3?@?595’@6@%?‘3? lgeie)f ogﬁ%)lp?eﬁﬁeﬁ%é%}? Es?/nﬁ'e #h@ﬁa&n}lg
generating RUHRILGRkpdiftiAddaldi cating the structure and purchasing status of
cust oner grgups %or %a?& cell, based on the custoner-purchase-history

dat abase; cl.assi fving custoners by rel evgnce, where ust

cl assi f?gd mtsﬂie %Pﬁﬂ}aéﬁCB‘FCIE5%@8@??@@“%86%5%%%#3§ Sgsg?hg%ggogﬁbunt s
ordered by i flRinb o FEQPBESw N Sdtidiciad

speci fied pwggkﬁgﬁ%gﬁgﬁrg%@%’sééo alliljgtr?gﬁ%fagigﬁruelrs or brands,cbag%gs on
dat a abstragg pédfdﬁfﬁlﬁehﬁsﬁoﬁ{eﬁbalﬁanuf acturer/brand custoner-purchase-history
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credit cards having a common id and affiliated with a plurality of
busi nesses in various industries, as well as data obtained through 27
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02PCT006 questionnaires and/ or marketing approaches at sales outlets,
questionnaires and/ or marketing approaches in electronic transactions and
di rect traqﬁﬁgﬁ; gs, questionnaires and/or narketing approaches by direct
mai |, e-mai and tel ephone, and custoner data received from sal es cl erks,
and by categorizing the custoners by user type based on data 5 extrapol ated
from purchase suns, quantities, and other purchase details for products of
all manufacturers and brands in a specific market; and predicting sales by
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resources thereof for products of specific manufacturers or brands,

provi di ng datditidnal cas@oep(lD)\tjpreﬁitm&nswdlosaikcepurphzsmrodummaﬁm&&t ments suited
to the custoners, and 10 providing a nethod for predicting sales suited to
the target maenfagiurers anskhyangds; ansba salescenrrespenglence apﬂrwhég)ga@dmh'i fg met hod

based t I
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cust oner - vaindex.map- creati on step and conparing data for like cells in each
map. 9. A sal es-predicting nethod based on triple-axis mappi ng of custoner
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classifying customers in the order described below in order to predict customer value

for the future.
Now the process for generating a customer-purchase-relevance index will be describes.

25  First, customers are classified into a total of 21 cells according to the relevance
classification ( @), in which customers are classified in three categories (H), (M), and

(L) according to their purchase amounts based on data extracted from the total
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by telephone and mail), data regarding customer behavior from clerks at points of sale,
and responses to questionnaires by direct mail, e-mail, and telephone are recorded in the
total manufacturer/brand customer-purchase-history database 12b along with extracted
15  datarelating to purchases, including the product-purchase history of membership credit
cards having a common id that are affiliated with a plurality of businesses in various

industries.

Next, a future customer-value map is generated based on the total manufacturer/brand
customer-purchase-history database 12b and customer-purchase-history database 12a by
20 calculating numerical data indicating the structure and purchase status of the customer

group in each cell within a fixed period X (for example, about 2-3 months).

Here, the numerical data indicating the structure and purchase status for each cell
includes the customers in each cell as a percentage of the total, their purchase sums as a
percentage of the total, the purchase sum per person, the number of transactions per

25  person, the number of customers, and the like.

Fig. 5 shows the example described above. Fig. 5(a) shows the triple-axis configuration,

while Fig. 5(b) shows a specific example of data for the portion indicated by diagonal
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the customers are ultimately divided into 126 cells (6 x 21), whereby each cell includes
the customer percentage of the total, the purchase sum percentage of the total, the

purchase sum, and number of store visits per person.

10  In the customer-value determining method described above, the future customer-value
map allows one to determine what percentage of one’s own merchandise is being
purchased in relation to the purchases of merchandise of all manufacturers and brands in
a specific market, or what the purchasing behavior of customers is towards new product
fields. In this way, the customer-value determining method enables efficiently

15  approaching not only customers that currently have good value for specific

manufacturers or brands, but also customers with high potential for the future.

In addition, by comparing the future customer-value map to the current customer-value
map, it is possible to quantify the magnitude of potential value of customers, thereby

further improving the efficiency of the marketing approach.

20  Take, for example, customers placed in the relevance category (H) according to
purchase amounts in the future customer-value map and in the purchase-amount
category (L) in the current customer-value map. The future value of these customers can
be estimated by the difference (H)-(L). By using the future value map in this way, it is

possible to determine resources of future value of customers.

25  Response data for approaches executed using the method for determining customer
value with three indexes configured by future and current customer-value maps is
accumulated in the marketing-approach-response database 12c for storing such

responses. These responses include inquiries from customers, requests for information
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customer-purchase-history database 12b.

By conducting marketing approaches for customers in each cell and quantifying the

responses to these approaches as described above, it is possible to determine customer

value with consistently high precision by updating the purchase-amount index and user
10 type for specific manufacturers/brands and the customer-purchase-relevance index for

all manufacturers/brands at regular intervals.

Further, by continuously creating current customer-value maps for each specified period
and comparing data for each cell, it is possible to predict customer movement in the

near future and the total sales that will be generated by those customers.

15 In other words, according to the procedure described above, a current customer-value
map and future customer-value map are generated for each specified period X, based on
the customer-purchase-history database 12a and the total manufacturer/brand
customer-purchase-history database 12b, and marketing approaches are conducted for
customers in each cell. A current customer-value map and future customer-value map

20 are generated for each specified period Y after marketing approaches are conducted and
include response data to these approaches stored in the marketing-approach-response
database 12c. Assuming that the same marketing approach has been executed for
customers in the specified interval Y as that conducted in the specified interval X, it is
possible to estimate a current customer-value map for a specified interval Z after the

25  marketing approach using the same procedure.

The example described above is shown in Figs. 6, 7, and 8. Fig. 6 shows the example
for the specified period X, Fig. 7 for the specified period Y, and Fig. 8 for the specified

period Z. Within each of these examples, (b) is the current customer-value map, while
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customers in the purchaSe-amount category (H) x the user-type category (ABC) cell for

the current customer-value map during the x period and y period.

Now a more-detailed description of the drawings will be presented. The effects of the
5  marketing approaches for each cell were estimated in the manner described below by

comparing the current customer-value map for the specified period X prior to
conducting the marketing approach (indicated in Fig. 6(b)) and the future
customer-value map (indicated in Fig. 6(c)), and between the current customer-value
map for the specified period Y after beginning the marketing approach (indicated in Fig.

10  7(b)) and the future customer-value map (indicated in Fig. 7(c)). Fig. 8 shows examples
of the current customer-value map and future customer-value map for the specified

period Z after the marketing approach was begun.

Take for assumptive example, a cell SMN in column m and row n in the current

customer-value map configured of the purchase-amount index and the user-type index.
15  The cell SMN includes the repeat-customer percentage T% of customers in the cell

SMN that have remained in the cell SMN due to the influence of the marketing

approach; and the ex-customers percentage who have migrated out of the cell SMN

(details regarding the percentage of ex-customers include both customers that have

migrated to cells outside the SMN cell and customers who have stopped purchasing
20  altogether). This completes the description of customers directly affected by the

marketing approach.

Fig. 9 shows the example described above. Fig. 9 quantifies the direct effect of
marketing approaches for the specified period following the approach. During the
specified period after conducting a marketing approach aimed at customers in the
25  purchase-amount category (h) x the user-type category (ABC) cell in the current
customer-value map, 44.8% of the customers remained in the same cell, 37.1%

migrated to other cells, and 18.1% stopped purchasing altogether.

In terms of indirect effects on the cell SMN, there is also a new-customer percentage

20
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of the new-customer percentage include both customers who have come to the SMN

cell from other cells and new customers who had not purchased in the previous period).

Figs. 10(a), (b), and (c) illustrate the above example. Fig. 10(b) quantifies the indirect
5 effects of a marketing approach during a specified period after conducting the

marketing approach. During this specified period after conducting a marketing approach
targeting customers in the purchase-amount category (H) x user-type category (ABC)
cell in the current value map X, 13.3% of customers in the (M) x (AB) cell not targeted
by the approach remained in the same cell, 3.8% migrated to the (H) x (ABC) cell,

10 42.5% migrated to other cells, and 40.4% stopped purchasing altogether. Fig. 10(c)
shows that 21,432 previous nonpurchasers began purchasing. Of these new customers;

5.7% migrated to the (H) x (ABC) cell, while 94.3% migrated to other cells.

It is possible to find the purchase sums, absolute-count values, and percentages of
increase and decrease for the above repeat customers, new customers, and

15  ex-customers.

With this data, it is possible to perform more-accurate predictions of future values.

Industrial Applicabjlity

The sales-predicting method based on triple-axis mapping of customer value of the

20  present invention has the following effects. The sales-predicting method of the present
invention can determine the magnitude and resources of current value and future value
for customers of specific merchandise; can provide data for selecting effective
sales-promotion investments suited to these customers; and can provide a

sales-predicting method according to targets and conditions of the investments.

25
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Claims

What is claimed is:

1. A sales-predicting method based on triple-axis mapping of customer value,

5 employing a method for determining customer value that uses a
customer-value-analyzing computer system of an institute that collects and analyzes in a
database purchase-history data, and including a sales-predicting method comprising the

steps of:

sorting customers into customer-value cells that determine the magnitude of current

10  and future customer value and resources for future customer value based on
specific-merchandise purchase data collected in said database and using a combination
of three axes, including a purchase-amount index (first axis), a user-type index (second

axis), and a customer-purchase-relevance index (third axis);

measuring changes in the customer-asset cells over time and changes due to

15  sales-promotion investments; and

simulating sales by quantifying causal relationships between sales-promotion

investments and sales.

2. A sales-predicting method based on triple-axis mapping of customer value as recited

20 in Claim 1, and whereby:

the purchase-amount index (first axis) serves to classify customers in a plurality of
classifications in order of the amounts expended on purchases or the quantity of items
purchased, based on purchase-history data collected for each specified period, with the
purchase-history data including at least (1) a customer name or code, (2) a product code,
25  (3) the quantity of items purchased, (4) the amount expended on purchases, and (5) the

time of purchase, with said data collected through transactions of sales outlets for the
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10%v&' () - 1@MchaMise, electronic transactions conducted via the Internet, and direct transactions
including transactions by telephone and mail when customers purchase products of a

specific manufacturer or brand in a specific market,

the user-type index (second axis) serves to classify customers into a plurality of
5  classifications according to user type as determined by combinations of merchandise
from customers who purchase the majority of the merchandise to customers who
purchase 0 or 1kind type of said merchandise, by combining a plurality of types of
merchandise by specific manufacturers or brands purchased in each specified time

period;

10 the customer-purchase-relevance index (third axis) indexes the user-type
classifications extrapolated from amounts expended on purchases, the quantities of
items purchased, and other purchase details regarding products of all manufacturers and
brands, including those of other manufacturers and brands, in a specific market, with the
extrapolated purchase data including product-purchase history of membership credit

15  cards having a common id and affiliated with a plurality of businesses in various
industries, as well as data obtained through questionnaires and/or marketing approaches
at sales outlets, questionnaires and/or marketing approaches in electronic transactions
and direct transactions, questionnaires and/or marketing approaches by direct mail,

e-mail, and telephone, and customer data on sales clerks; and

20 the sales-predicting method comprises the steps of determining the magnitude of
current and future customer value and resources thereof for products of specific
manufacturers or brands using the triple-axis combination, providing data by which to
select effective sales-promotion investments suited to the customers, and providing a

method for predicting sales based on the target and conditions of the investments.
25

3. A sales-predicting method based on triple-axis mapping of customer value as recited

in Claim 1 or Claim 2, whereby customer-purchase relevance is the third index for
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classifying customers in a plurality of classifications based on abstracted data and
ordered by the amount expended on purchases or the quantity of purchases in a

specified period for merchandise of all manufacturers or brands in a specific market.

5 4. A sales-predicting method based on triple-axis mapping of customer value as recited
in Claim 1 or Claim 2, whereby the customer-purchase relevance is the third index for
classifying customers in a plurality of classifications, based on abstracted data and
ordered by the sum or quantity of purchases in a specified period for products of all
manufacturers or brands in a specific market and for combining a plurality of types of

10  merchandise and classifying customers in a plurality of classifications according to the
combinations of merchandise, from customers who purchase the majority of types of

merchandise to customers who purchase O or 1 kind type of merchandise.

5. A sales-predicting method based on triple-axis mapping of customer value employing
15  a customer value-analyzing computer system of an institute for collecting and analyzing
purchase-history data in a database, with the purchase-history data including at least (1)
a customer name or customer code, (2) a product code, (3) the quantity of items
purchased, (4) the amount expended on a purchase, and (5) the time of purchase, with
said data collected through transactions of sales outlets for the merchandise, electronic
20 transactions conducted via the Internet, and direct transactions including transactions by
telephone and mail when customers purchase products of a specific manufacturer or
brand in a specific market, and with the sales-predicting method comprising the steps

of:

constructing a customer-purchase-history database for accumulating data concerning
25  customers that purchase merchandise of a specific manufacturer or brand, dividing
customers into m x n cells according to two axes, including a purchase-amount index

for classifying customers into a plurality of categories m in order of amount expended
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on purchases or the quantity of items purchased, based on the data stored in the
customer-purchase-history database, for each specified period, and a user-type index for
classifying customers by user type into a plurality of categories n according to
combinations of merchandise purchased during said specified period, from customers

5  who purchase a majority of the types of merchandise to customers who purchase 0 or
1kind type of merchandise, and generating a current value map based on these cells to

determine the current customer value in each cell;

recording in the customer-purchase-history database the user-type classifications

extrapolated from amounts expended on purchases, quantities of items purchased, and

10  other purchase details for products of all manufacturers and brands, including those of
other manufacturers and brands, in a specific market, with the extrapolated purchase
data including product-purchase history of membership credit cards having a common
id and affiliated with a plurality of businesses in various industries, as well as data
obtained through questionnaires and/or marketing approaches at sales outlets,

15  questionnaires and/or marketing approaches in electronic transactions and direct
transactions, questionnaires and/or marketing approaches by direct mail, e-mail, and

telephone, and customer data on sales clerks;

determining the magnitude of current and future customer value and resources
thereof for products of specific manufacturers or brands based on data in the database,
20 providing data for selecting effective sales-promotion investments suited to the
customers, and providing a method for predicting sales suited to the target and

conditions of the investments.

6. A sales-predicting method based on triple-axis mapping of customer value

25 employing:

a customer value-analyzing computer system of an institute for overseeing

purchase-history data, with said data including at least (1) a customer name or customer
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on purchases, and (5) the time of purchases, with all said data collected through
transactions of sales outlets for the merchandise, electronic transactions conducted via
the Internet, and direct transactions including transactions by telephone and mail when

5  customers purchase products of a specific manufacturer or brand in a specific market;

and

a customer-value determining method capable of finding effective marketing
approaches and improving overall sales by selecting not only customers having current
value, but also customers having high future-value potential, using a

10  customer-purchase-history database in which is stored the customer-purchase-history
data for merchandise of specific manufacturers or brands, and a total
manufacturer/brand customer-purchase database that accumulates data quantifying
customer-purchase behavior toward products of all manufacturers and brands in a
specific market, based on responses to questionnaires and/or marketing approaches at

15  points of sale, in electronic transacfions, or in direct transactions, data from sales clerks,
and purchase history relating to membership credit cards with common ids that are

affiliated with businesses in various industries;
with the sales-predicting method comprising the steps of:

classifying customers according to a purchase-amount index, whereby the amount of
20 money expended on merchandise of specific manufacturers or brands in specific
markets is determined by the amount expended on purchases, the quantity of items
purchased, the volume of items purchased, or the like of merchandise purchased by
customers or members of household units in each specified period, and whereby
customers are classified into a plurality of categories m based on this data, which is
25  stored in the customer-purchase-history database, and with the categories including at
least a heavy-purchase classification, a medium-purchase classification, and a

light-purchase classification;

classifying customers according to a user-type index, whereby customers who
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categories n based on data in the purchase-history database, with the categories
including an upper category for customers who purchase all types of merchandise of the
manufacturers or brands in the specified period, an upper-middle category for customers
5  who purchase a majority of the types of merchandise, a middle category for customers
who purchase one-half or more of the types of merchandise, an average category for
customers who purchase a one-half or an average amount of the merchandise, and a

lower category for customers who purchase 0 or 1 kind type of products;

creating a current customer-value map by dividing the customers into m x n cells
10  according to the customer-amount index and the user-type index and generating
numerical data indicating the structure and purchasing status of customer groups for

each cell, based on the customer-purchase-history database;

classifying customers by relevance, whereby customers are classified into a plurality
of categories m according to purchase amounts ordered by amounts expended or
15  quantities of purchases within a specified period for merchandise of all manufacturers
or brands, based on data abstracted from the total manufacturer/brand
customer-purchase-history database, in order to determine the future value of customers

in each cell;

classifying customers by relevance, whereby customers are classified by user type
20 into at least n categories according to combinations of merchandise purchased during
the same period, from customers who purchase a majority of the types of the
merchandise to customers who purchase 0-1 types of the merchandise, based on data
stored in the total manufacturer/brand customer-purchase-history database, and further
dividing the n categories into at least m x n cells according to purchase-amount

25 classifications for each category;

classifying customers by relevance by extracting purchase data including
product-purchase history of membership credit cards having a common id and affiliated

with a plurality of businesses in various industries, as well as data obtained through
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questionnaires and/or marketing approaches at sales outlets, questionnaires and/or
marketing approaches in electronic transactions and direct transactions, questionnaires
and/or marketing approaches by direct mail, e-mail, and telephone, and customer data
received from sales clerks, and by categorizing the customers by user type based on data
extrapolated from purchase sums, quantities, and other purchase details for products of

all manufacturers and brands in a specific market; and

predicting sales by determining the magnitude of current and future customer value
and resources thereof for products of specific manufacturers or brands, providing data
for selecting effective sales-promotion investments suited to the customers, and
providing a method for predicting sales suited to the target and conditions of the

investments.

7. A sales-predicting method based on triple-axis mapping of customer value as recited
in Claim 6, whereby customers are arranged in order from largest purchase amount to
smallest in the step for classifying customers according to purchase amount, and
whereby customers are placed in one of three categories, including a heavy-purchase
classification (H) for customers who account for about 50% of the total amount
expended on purchases, a medium-purchase classification (M) for customers who
account for about 30% of the total, and a light-purchase classification (L) for customers

accounting for the remaining 20%.

8. A sales-predicting method based on triple-axis mapping of customer value as recited
in Claim 6 or Claim 7, whereby numerical data indicating the structure and purchase
condition of customer groups in each cell includes the customer or household
component percentage, the component percentage of purchase sums, quantities, or
volume, the amount expended per person, the number of transactions per person, and

the number of customers, and whereby sales for the near future can be predicted by
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creating maps for consecutive time periods in the current customer-value map-creation

step and comparing data for like cells in each map.

9. A sales-predicting method based on triple-axis mapping of customer value as recited

5 in any of Claims 6, 7, or 8, with response data for marketing approaches targeting each
customer in each cell, with said response data including inquiries from customers,
requests for information materials, store visits, purchases, purchase sums, ongoing
purchases, and data regarding ongoing-purchase amounts, with said data stored in the
marketing-approach-response database, and with the results of the marketing

10  approaches for each cell analyzed based on data in the marketing-approach-response

database, and subsequent marketing approaches conducted only for cells determined to

be highly effective.

10. A sales-predicting method based on triple-axis mapping of customer value as recited
15 inany of Claims 1, 2, 3, 4, 5, or 6, whereby the specific markets include at least

cosmetics, soaps, clothing and apparel, decorations, handbags and travel luggage, home

appliances, computers and peripherals, services including distribution and transport, and

alcoholic beverages such as beer, wine, brandy, and whiskey.
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