WO 20071114788 PCT/SG2006/000078 -1 A SHOPPING METHOD
AND SYSTEM Field of the Invention This invention relates to a shopping
method and system for providing shopping inducements to shoppers.
Background of the Invention It is common to find promotional offers

phay et byrsgnarketers to shoppers in a mass or targeted rganResoosAiests
the promotional offers are not taken up by the shoppers. One of the key
problems is the timing of the offers. It is gifficult even in targeted offers (to
the right purchasers) to get the promotional timing right; as the offers
may not be in-sync with purchase needs. For example, if a consumer has
bought a product last week, she is unllkelx to take tpﬁﬂpromotional
offer if the product usa@e%%&m&m%&%nce most
promotional offers are sub-optimal leading to inefficiency in promotional
planninigs @ o6lfict bed gnngnaidmnventory management. For a marketer, it
wouldrhg - anARRaridit-cosidadetmssokassaciate dnprarationdl system
such as advertising cost, materal eas.aadRiMetiosabinyentory cost.

For a retaﬂ%r a more optimum promotion could lead to better sales
returns. As for the shoper promotlonal benefits cannot be realised.
BesidBagahayin A in: : Shopper does not buy JUSt a single
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offers It is difficult even in targeted offers (to the

right purchasers) to get the promotional timing right;
as the offers may not be in-sync with purchase needs.
For example, if a consumer has bought a product last
week, she is unlikely to take up the promotional offer
if the product usage cycle is say, two months. Hence,
most promotional offers are sub-optimal leading to
inefficiency in promotional planning, product ordering
and inventory management. For a marketer, it would be
an opportunity cost in terms of associated promotional
cost such as advertising cost, material cost and
promotional inventory cost. For a retailer, a more
optimum promotion could lead to better sales returms.
As for the shopper, promotional benefits cannot be
realised. Besides promotional timing issues, a shopper
does not buy just a single product but a basket of
goods. Ideally, the basket should be best value. The
lack of understanding purchase relationship in a basket
of goods lead to shoppers not getting the best out of
promotional offers, leading to sub-optimal value and

dissatisfaction.

Another consequence of the above is an approach by
marketers and retailers to bombard shoppers with a

massive list of promotional offers leading to more



marketers and retailers to bombard shoppers with a massive list of
promotional offers leading to more WO 2007/114788
PCT/SG2006/000078 2 inefficiency, as wastage is very high. As a result
the shoppers' basket is seldom a good buy; under-purchased, ’
UWdeM@Iuegkand shoppers may buy elsewhere, resulting wcoxesslls/oo007s
system inefficiency. one known method is to target shoppers using past
purchase history to minimise the waste, ge.-offer to those that have made
pur(;hases before. However, timing is still at best guess work. Similarly,
getting the optimal basket value is not possible. Hence, shoppers have

no motive to buy more. Another known method is to prqvide | oi
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with rparksiers ia pspwdenbasiamitie asahie. shoppers purchases may not
coincide with the marketers' objectives. Total basket value may still be
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comprising: collecting data relating to products purchased

Another known method is to provide loyalty points that
could be converted to vouchers for purchase redemption.
The idea is to provide freedom for shoppers to reduce
the value of their purchase from redemption of
vouchers/points. However, it does not work together
with marketers to provide best value as the shoppers
purchases may not coincide with the marketers’
objectives. Total basket value may still be much lower
as purchase patterns and habits may not be considered in

such a generic method of providing value.

Summary of the Invention

The object of the invention is to provide a method and
system which addresses the above problems and provides
inducements which are more likely to be taken up by the
shopper to thereby increase the value and/or size of a

shopping basket on a single shopping trip.

The invention provides a shopping method to provide
inducements to shoppers, comprising:

collecting data relating to products purchased
by individual shoppers;

determining core product categories from the

collected data, and establishing related product



by individual shoppers; determining core product categories from the
collected data, and establishing related product WO 2007/114788
PCT/SQZOOG/OOOO?S 3 categories which relate to the core product
categories; creating promotional offer lists relating to core products and
reyatampradsscts; and offering inducements to shoppers to petigs@nes/00007s
products from the list. By determining core products and then establishing
related product categories, relevance of gems to a shopper's needs is
more appropriately determined and therefore offers can be made based
on the likelihood that a person will accept an inducement to purchase a

number of products from the core product categories e t
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markefers pAint ef-yigwnaaresroduct is sold, thereby increasing the
return to the marketer. This in turn improves likely consumer satisfaction

and marketers pay only for what shoppers take up, hence reducin
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related product categories. This in turn increases the
value and/or size of the shopper’s shopping basket in a
single shopping trip. From a shopper’s point of view,
this is beneficial because the shopper obtains better
value for products purchased because of the inducements
which are offers and from a marketer’s point of view,
more product is sold, thereby increasing the return to
the marketer. This in turn improves likely consumer
satisfaction and marketers pay only for what shoppers
take up, hence reducing discounts due to forward

inventory purchases in general mass promotions.

Preferably the method further comprises determining
purchase frequencies of shoppers in the core related
products and product categories and categorising those
purchases into promotional cycle frequencies and recency
of purchase grouping, and creating promotional offers
lists and offering inducements based on the cycle

frequencies and recency of purchase groupings.

Preferably the method further comprises determining

product size, quantities and values purchased for each

core product category.



frequencies and recency of purchase groupings. Preferably the method
further comprises determining product size, quantities and values
purchased for each core product category. WO 2007/114788
PCT/S_GZOOG/OOOO?S 4 Preferably the method further comprises
calegiingigata relating to shoppers which comprises past pgighesesdaiass
consumer profile data including geo-demographic data, socio-economic
data and information. Preferably the shopper data is acquired at least
partly by spliciting said data and information from a shopper when a
shopper joins a loyalty program. Preferably the inducements comprise one
or more of vouchers, leaflets, coupons, promotional samples,. .RQINS ata
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analysing dasa rplasinglie @aodudispudinscasy frmoierPRheppeFSand
for deterpainingcore Predus! categoriestiamibie.data in the database,
and determining related product categories which relates to the core

product categories; the processor also being for creating. a ianal
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purchasenthe _Eeiaxmjapromje‘s. Fheuapty devREFAY comprise a card
reader and printer located at a position where core products are offered
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points, sweepstake tickets and gifts.

The invention also provides a shopping system to provide
inducements to shoppers, comprising:

a processor for analysing data relating to
products purchased by individual shoppers and for
determining core product categories from the data in the
database, and determining related product categories
which relates to the core product categories;

the processor also being for creating a
promotional offer list relating to core products and
related products for offer to consumers; and

an output for providing an inducement to

shoppers to purchase the related products.

The output device may comprise a card reader and printer
located at a position where core products are offered
for sale so the device can be activated to produce an
inducement to the shopper to purchase the related

products.

Tn an alternative embodiment the output device may

comprise only a printer.

Tn a still further embodiment the output may be provided



In an alternative embodiment the output device may comprise only a
printer. In a still further embodiment the output may be provided WO
2007/114788 PCT/SG2006/000078 5 by a person handing out a list to
shoppers who purchase products from the core product category and
thasebyr/ Auesgde an inducement to purchase the related pragugg2006/000078
Preferably the processor collects data relating to shoppers which
comprises past purchase data, consumesg profile data including
geo-demographic data, socio- economic data and information. Preferably
the shopper data is acquired at least partly by soliciting said data and
information from a shopper when a shapper.joins a loyal
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purchBE8 %G pRfe Wé‘f]e‘r‘gfi@gth%e°rbc%1§<§%¥aa?sol ae?earrrﬁﬁes product
size, guomends drtearrd pakeraBaBRP each core product category.

The invention still further provides a shopping method to provide
inducgpgfgggg,ﬂ;O@gr%@pagsmadeEqu{r@eﬂr&prdch.aﬁ; araktly
relategf rggﬁ(?l‘%ﬂ%‘ g e lated tQ the £ore Rradusts By-ahalysitdpper
purchaSes made g/ indivjdyal shoqpersi

when a shopper joins a loyalty program.

Preferably the inducements comprise one or more of
vouchers, leaflets, coupons, promotional samples,

points, sweepstake tickets and gifts.

Preferably the processor is also for determining
purchase frequencies of shoppers in the core related
products and related product categories and categorising
those purchases into promotional cycle frequencies and
recency of purchase grouping, and creating promotional
offers lists and offering inducements based on the cycle

frequencies and recency of purchase groupings.

Preferably the processor also determines product size,

quantities and values purchased for each core product

category.

The invention still further provides a shopping method
to provide inducements to shoppers, comprising:
determining core products and related products
which are related to the core products by analysing
purchases made by individual shoppers;
creating promotional offer lists relating to a

core product and its related products based on the



creating promotional offer lists relating to a core product and its related
products based on the WO 2007/114788 PCT/SG2006/000078 6
frequency of purchase of core products by shoppers; and outputting the
list to a shopper providing an inducement to a shopper who purchases a
o 0699uesdf the shopper also purchases related producisctositabgoie s
product. Preferably the method further comprises analysing the data
relating to products purchased by individgal shoppers to determine
correlations, and removing categories of related products below a
predetermined correlation point from the defined core products and
related products. Preferably the method further.comprises determjning
cycle TERGHERTYA BRomBtish St ofithe pure %%E%;Dc e Sg’foggr%w%l Podha
products by shopPeePETEi@@LRthe- HikthER SilFRFERS CRASHESE Y an
deteraridingeieasn cyofpwobasenvitheyekr chrgreandcaermuAfFs 1E
potentinl Sas-eHEOWIBE Qhahuannass likalytedurchdsetascore preductore
within %gégggtermined time period, and developing a promotional offer
list bBsed on the potential size or group of shoppers expected to
purchase a hub product. Preferably the method further comPrigersl the
colledtmgieaneb Hathg Bish&srihfth CoMpTiseshastirchale Tata,
consutaer prafile atd iheluphegwebsderiaapht Xt Sdeibednomic
data angpperpationdPreieinhly thersedppérdata mrdcegioy tedeast
partly by soligiing said.data-aed infosmationdsesua shappes cehsinad
shobpet o & loyelly praoram, P e aly dhedndugemsntasompisaone
Orrnogifgted products.

Preferably the method further comprises determining a
cycle length for a promotion based on the purchase cycle

of core products by shoppers.

Preferably the method still further comprises
determining recency of purchase with cycle criteria and
determining a potential size or grouping of shoppers
likely to purchase a core product within a predetermined
time period, and developing a promotional offer list
based on the potential size or group of shoppers

expected to purchase a hub product.

Preferably the method further comprises collecting data
relating to shoppers which comprises past purchase data,
consumer profile data including geo-demographic data,

socio-economic data and information.

Preferably the shopper data is acquired at least partly
by soliciting said data and information from a shopper

when a shopper joins a loyalty program.

Preferably the inducements comprise one oI more of

vouchers, leaflets, coupons, promotional samples,



vouchers, leaflets, coupons, promotional samples, WO 2007/114788
PCT/SG2006/000078 7 points, sweepstake tickets and gifts. The
@nvention still further provides a shopping system for providing
inducements to shoppers, comprising: a processor for determining core
pmdm_bslm@h related products which are related to the core@redusisodayrs
analysmg purchases made by individual shoppers; the processor also
being for creating promotional offer lists felating to a core product and its
related products based on the frequency of purchase of core products by
_shoppers; and an output for supplying the list to a shopper providing an
inducement to a shopper who purchases g core roduct if the shopper
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produgts-bglow edakesletarmingsbaewetatiomppind feamctiwpdéfined core
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be core Pro
an output for supplying the list to a shopper
providing an inducement to a shopper who purchases a
core product if the shopper also purchases related

products to that core product.

Preferably the processor analyses the data relating to
products purchased by individual shoppers to determine
correlations, and removing categories of related

products below a predetermined correlation point from

the defined core products and related products.

Preferably the processor determines a cycle length for a
promotion based on the purchase cycle of hub products by

shoppers.

Preferably the processor determines recency of purchase
with cycle criteria and determining a potential size or
grouping of shoppers likely to purchase a core product
within a predetermined time period, and developing a
promotional offer list baged on the potential size or

group of shoppers expected to purchase a hub product.

Brief Description of the Drawings

Preferred embodiments of the invention will be

described, by way of example, with reference to the



described, by way of example, with reference to the WO 2007/114788
PCT/SG2006/000078 8 accompanying drawings in which: Figure 1 is a
sc;hematic diagram illustrating the concept of the present invention;
Figure 2 is a block diagram of a system embodying the present invention;
awo guraRys a flowchart explaining the method of the pregaysesoosoooors
embodiment of the present invention. Detailed Description of the
Preferred Embodiment With reference tog-igure 1, the concept of the
preferred embodiment of the invention is schematically illustrated. The
essence of the preferred embodiment of the invention resides in
determining core product categories WhiCi_Ill', for the purpose of the

followA§G CHRERAIRSh AFEYaRTIFed B §21RE hub category, and related
product categorieE vevizR Will e FefefRRPRFAS §iGeE BBty Rkh™g
referetioe tokigie hidathaetateretspiodeatsiparchased by individual
shoppers is colleciadang anpdysedit datagranbefcallesyet oy a
;?§§k§ﬁ°®%9a%§i%§§%§% ?{@&Qg@/yigg;ccgmts data relating to

ucts purchased by individual s ers_and in ich.all o
products purchaséd %%ra? s%olf)e? c%qﬁp b ﬁ;ae gtee t%wt %ﬁlg*r ictl:JII:gléra n,lethOd
shopd. St arefe AR IR icRRERT tRE FRTT e iBhE program
and will be provided with some manner of identifying the shopper, so that
when the consumer does go shopping and pays for goods, the shopper

can bg, identified, Jhis £aR:R6, by avay of Areaiskeantainibgaimddentifying
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embodiment of the invention is schematically
jllustrated. The essence of the preferred embodiment of
the invention resides in determining core product
categories which, for the purpose of the following
description are referred to as the hub category, and

related product categories which will be referred to as

spoke categories.

With reference to Figure 1, data relating to products
purchased by individual shoppers is collected and
analysed. The data may be collected by a checkout
terminal which scans or otherwise collects data relating
to products purchased by individual shoppers and in
which all of the products purchased by a shopper can be

related to the particular shopper.

Shoppers can register to participate in the inducement
program and will be provided with some manner of
identifying the shopper, so that when the consumer does
go shopping and pays for goods, the shopper can be
identified. This can be by way of a card containing an
identifying code which is read by the checkout terminal
or by any other data associated with the shopper. In
alternative embodiments, data relating to existing

loyalty programs can also be used to provide consumer



alternative embodiments, data relating to existing loyalty programs can
also be used to provide consumer WO 2007/114788
PCT/SG2006/000078 9 information such as shopper demographic data,
shqpping habit data, lifestyle data, and other data relating to shoppers
vwb@fu@mh@ used as a basis to determine products whichpatigslijsedy/danie
of interest to a shopper. Such a program is disclosed in our International
Patent Application Nos. PCT/SG2005/009185 and PCT/SG2005/000224.
The contents of these two International applications is incorporated into
fjhlf specigcgltion by this reference. Hub products and spoke products are
etermined based on what shoppers actually pur h.ase The o
shoppEPEESE TP %ﬁa?g eréls 'g % %é dand the sgl?'m of al?
shoppebsbaéﬂéa:mmwé%ﬁﬂﬁ*sée?& défé‘?rrﬁﬁé%bdﬁ&?d&%aaﬁé‘g £
produsisip &igh sbiretatiom dxtegesidsashiehbafidririiessemine
categgf@@uzm@ Wiatals saptureddiy the rekilef seleetrenic poingof- sale
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more W|th reference 1o Fi % @_{ggp MU, isgransigseskvidoo1ss
er

er
electl%ﬂFc PRE PR 15 3 GentrAl auth ority where the data is analysed

in a pPECeRTF/EFERRAA W38 e te MMTh & TR R acﬁ%l Spoke. categories,
purchasedreqirdrciet/@rids, c Adans) éﬁpam%ﬁ?es“%ﬂurﬁé’s
numbep & items Huchagedier hasketeaned.each product/category.
Separately, a shopper's profile database 120 (Figure 3) is established
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shopping baskets for 1nd1v1dua1 shoppers is analysed and
the sum of all shopper’s baskets will be analysed to
determine hub products, and products in high correlation
categories which will form the spoke categories. The
data is captured by the retailer’s electronic point-of-
sale system 14 (Figure 2) in the retailer’s database, as
will be described in more detail with reference to
Figure 2. This in turn is transferred via electronic
data transfer to a central authority where the data is
analysed in a processor 30 (Figure 2) to determine the
hub and spoke categories, purchase frequencies/cycles,
recency of purchases, values, volumes, number of items
purchased per basket, and each product/category.
Separately, a shopper’s profile database 120 (Figure 3)
ig established when shoppers sign up for a
loyalty/reward card which contains the personal data
relating to the shoppers and other socio-economic
information. Thus, the data contained in this personal
database 120 will comprise shopper identifiers, geo-
demographic and other socio-economic data which can be
merged with the purchase data from the electronic point-
of-sale system relating to the same shopper. Hence, the
data which is used to determine hub and spoke categories

is data relating to actual purchases made by shoppers.



database 120 will comprise shopper identifiers, geo- demographic and
other socio-economic data which can be merged with the purchase data
from the electronic point- of-sale system relating to the same shopper.
Hence, the data which is used to determine hub and spoke categories is
dwigxelatingdo actual purchases made by shoppers. WO 2001£626068%007s
PCT/SG2006/000078 - 10 For example, a hub category may be baby
diapers. The hub category of products wij have associated with it a
number of spoke categories which are purchased by people who also
purchase baby diapers. In the embodiment illustrated in Figure 1, the
spoke categories comprise infant milk, baby food, baby wash, cereals,
coffee, confectionery and chilled meat. In another example, not shown, a
hub cBesycyama)be & Herbaf PEGOCHs IV aBehBARY t8A3RRFE nuBer

of spakebcategasiesywilitb@rassodiated hithhdres Rbsesbgbrd stithadt 2
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also hgnelide el ack dg 1l bpue £, sten0 caeliat ashud ,
products in an actyal shqppin sket. For exam roglligt
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will hastesansiranghasrelaton e theshiieprodieatb Flgmecdissd streatic
block diagram of 2 susiem pesiosmingdre reaitesbetihe prferd
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emboaying the Invention is Shown. Ari outplét printer aé'ud ]gardggggggéoma
is sShoRHPRFpraRRetE SRRYES AR EStas hib products suc Y

mapeﬁﬂ$pchgcwgg;uded, even if they do not have a strong as
correlation to hub products in an actual shopping
basket. For example, a new product such as a new baby
wipe which is to be introduced to the market may form a
spoke product, even though people have not purchased the
product before because it is a new product. However,
most of the spoke products will have a strong

correlation to the hub product.

Figure 2 is a schematic block diagram of a system for

performing the method of the preferred embodiment.

With reference to Figure 2, a block diagram of a system
embodying the invention is shown. An output printer and
card reader 10 is shown in proximity to shelving 12
which contains hub products such as diapers. A checkout
terminal 14 is provided where shoppers pay for products.
Typically, when shoppers purchase products, they will
present at the checkout terminal 14 and their products
will be scanned and the products purchased can therefore
be identified. A particular shopper can also be
identified by an input code which may be supplied by way
of a card read by a card reader 15 at the terminal 14 or

credit card or the like at a retail outlet 70. However,



terminal 14 is provided where shoppers pay for products. Typically, when
shoppers purchase products, they will present at the checkout terminal 14
and their products will be scanned and the products purchased can
_therefore be identified. A particular shopper can also be identified by an
iMwbeodesyshich may be supplied by way of a card read by@a gandoamnoies
15 at the terminal 14 or credit card or the like at a retail outlet 70.
However, WO 2007/114788 PCT/SG20G6/000078 11 _ the specific
!dentification of a shopper is not essential to the embodiment of the
!gver!;ion and the embodiment can be practiced without a particular
identification of the shopper. What is required is that the nature of the
produbRe pERARISE PO FEREAT TR PR ppierTs ToTBRIEd By the terminal
14 at aseest ekl Fhad SRasiReRta P8tdie dRYSREEMRRY the
processbpaysient 66=at &ecpicie rotk ol ticeapvhtdredE end
office &g,ﬁ:gmp_agﬁ 1 wliceribpray. bewasso ciatedeyith edurdd erlait
elatr b B s b e b foeied ot dos ereapal 14

; oppers is callected at fhe termi 4
and s%ﬁﬁ’gﬁ by'& c?oor#%elf ntlg\é_t?gx Iigﬁezéz %ﬁéﬁ%a(}%e‘% L%N%?%ei like
to a stHfEBrocs b SHRR LB tBrd SERT R0 SREhdet ot e
retail putieeE@oEhexkitats 6ferts@piRme Hont #ie tiaFer 5018 Me retailer
centralolegation databask andiprddEssoraystem 6@ naliehbeginprizds a

d atab_@%% pgeaﬁg RGO .64 LhevetaiercsentraldasationB@alerent
contains a retail server and ggta&%%saq,%g@{n S0which pelydes @ixe.

datab&s€ 190 and “server 140. The system 90 stores data relating to

shoppers for operating general royalty reward systems
The data relating to purchases made by shoppers is

collected at the terminal 14 and supplied by a
communication link 28 which may be a LAN or the like to
a store processor 51 and retailer store server 50
maintained at the retail outlet 70. The data is then
supplied from the server 50 to the retailer central
location database and processor system 60 which
comprises a database 62 and processor 64. The retailer
central location 80 also contains a retail server and
database system 90 which includes a database 120 and
server 140. The system 90 stores data relating to
shoppers for operating general royalty reward systems
and promotions, and that data can be merged with the
shopping purchase data collected by the system 60 and
supplied to a remote operator central location 100 via a
communication link 85 which again may be a wide area
network, internet communication link, or any other

suitable link.

Thus, the purchase data and other data relating to
shoppers which is stored in the system 60 is supplied to
a database 32 at the central location 100 operated by a

program provider.



and promotions, and that data can be merged with the shopping
purchase data collected by the system 60 and supplied to a remote
operator central location 100 via a communication link 85 which again
may be a wide area network, internet communication link, or any other
switadale/lindsssT hus, the purchase data and other data relating i3 chappers
which is stored in the system 60 is supplied to a database 32 at the
central location 100 operated by a pragraam provider. WO 2007/114788
PCT/SG2006/000078 - 12 A processor 30 at the central location analyses
the data in the database 32. Thus, the database 32 is a working
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intention. Each hub product is then correlated with
other categories and the initial outcome is a list of
correlation scores from the strongest to the weakest.
The weakest correlations can be cut off and disregarded.
The weakest correlations are determined by reference to
a predetermined correlation point or value so any
correlation below that point or value are deemed weak
correlations. Thus, the total purchase made by a
shopper is interrogated by the processor 30 so that a
correlation can be made between the products purchased
by shoppers to determine the hub products and their
associated spoke products. This enables hub products
which continually show a strong correlation with their
spoke products to be maintained, and for weak

correlations to be removed.

The processor 30 can then create favourite lists of hub
products and related products and can determine
shopper’s groupings within cycles based on the purchased
made by particular shoppers. The determination can then
be made of purchase cycles relating to particular hub
products and from this, a determination of a length for

a particular promotion can be made.



correlation can be made between the products purchased by shoppers to
determine the hub products and their associated spoke products. This
enables hub products which continually show a strong correlation with
their spoke products to be maintained, and for weak correlations to be
reypQuedh1{ide processor 30 can then create favourite lists @ichge2006/000078
products and related products and can determine shopper's groupings
within cycles based on the purchased. made by particular shoppers. The
determination can then be made of purchase cycles relating to particular
hub products and from this, a determination of a length for a particular
promotion can be made. WO 2007/114788 PCT/SG2006/000078 13 The
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who are likely to purchase the hub product within the
next predetermined period, such as two weeks. TIf the
potential size of the group of shoppers is sufficiently
great, a promotion can be developed for people who
purchase the hub product also receiving some inducement
for purchasing the related spoke products. The
processor 30 therefore can produce a promotional offer
for the hub and spoke products and produce the favourite
list promotional offers for each hub and spoke category
based on the offers which marketers are prepared to
make. As mentioned above, these inducement offers may
be a discount in price, the provision of extra products
at no extra charge, or other inducements such as
giveaways, samples, sweepstake tickets, bonus points for
later shopping, or the like. The favourite lists are
forwarded to retailer servers 50 by processor 30 via

communication link 36.

Alternatively, the lists can be forwarded by the
processor 30 via the communication link 85 back to the
retailer central location 80 so that the EPOS data
processor and database system 60 can forward the lists

via the communication link 35 to the retail store server

50.



for the hub and spoke products and produce the favourite list promotional
offers for each hub and spoke category based on the offers which
marketers are prepared to make. As mentioned above, these inducement
offers may be a discount in price, the provision of extra products at no
ewiva@haigasor other inducements such as giveaways, Sapafi€62006/000078
sweepstake tickets, bonus points for later shopping, or the like. The
favourite lists are forwarded to retailer segvers 50 by processor 30 via
communication link 36. Alternatively, the lists can be forwarded by the
processor 30 via the communication link 85 back to the retailer central
location 80 so that the EPOS data processor and database system 60
can forward the lists via the communication link 35 to the retail stor
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processeadd themnloadsithedists the BrROFeaberhrinwdr IGERERRHE EPOS
check out terminal 14. The favourite lists can be loaded into the printer 10
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flashcard storage device which is_generated nd_then.manyally doaded
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relating to that hub category of products. The
favourite list may indicate that if the purchaser
purchases all the additional products shown in Figure 1,
that certain inducements will be provided. Different
inducements can be provided if only some of the spoke
products are purchased. 1In alternative embodiments,
rather than providing a printer 10 to produce the
favourite list, the favourite list may simply be handed
over by a person stationed at the shelwving 12 to any

person who purchases diapers.

Thus, when the shopper presents at the checkout terminal
14, the products purchased by the shopper can be
determined and compared with the inducement which is
provided by the output device 10 so that the shopper
receives that inducement based on what the shopper

actually purchases.

The shopper database 120 and server 140 may also be
provided for inputting data relating to individual
shoppers, such as geo-demographic data, soclio-economic
data, shopper profile information, past purchase history
data, and the like. That data can be supplied to the

processor 30 for use in favourite lists and promotional



rather than providing a printer 10 to produce the favourite list, the
favourite list may simply be handed over by a person stationed at the
shelving 12 to any person who purchases diapers. Thus, when the
shopper presents at the checkout terminal 14, the products purchased by
theoshiepnersean be determined and compared with the indueesaanisiwiveis
is provided by the output device 10 so that the shopper receives that
inducement based on what the shopper ggtually purchases. The shopper
database 120 and server 140 may also be provided for inputting data
relating to individual shoppers, such as geo-demographic data,
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different retail outlets, a single central processor 30
and database 32 may be provided which communicates with
printers our output devices 10 at each store location.
Furtherstill, a number of such printers 10 can be
provided in each store location. Still further, the
processor 30 may be formed by a central processor which

in turn communicates with store base processors.

Whilst the embodiment of Figure 2 relates to an actual
store, the store may be a virtual store, such as a store
which is accessed via the internet or other remote
accessing device, malls, food outlets, and the like.
Still further, the nature of the store may be a
lifestyle enterprise rather than a place where specific
products are purchased, for example, one which offers

services such as gymnasiums, entertainment or the like.

The method of the preferred embodiment of the invention
will be more fully described with reference to the

flowchart of Figure 3.

Referring to Figure 3, at step 301 the basket
composition of a shopper is determined by processor 30
in the manner referred to above to identify the products

which are being purchased by the shopper. At step 301



processor 30 may be formed by a central processor which in turn
cgmmunicates with store base processors. Whilst the embodiment of
Figure 2 relates to an actual store, the store may be a virtual store, such
as a store which is accessed via the internet or other remote accessing
dwwee7malss food outlets, and the like. Still further, the naggigsabihooors
store may be a lifestyle enterprise rather than a place where specific
products are purchased, for example,_.oRg which offers services such as
gymna§iums, entertainment or the like. The method of the preferred
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e flowchart of Figure 3. Referring to Figure 3, at step 301 the k
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correlation analysis. Other analysis tools may be usednif de&

ired.
HoweTee PRAESHERErad @HBSdIMEnPRRS SR AS S8~ "5y shoppers

in each single transaction through a correlation
analysis. Other analysis tools may be used if desired.
However, in the preferred embodiment the products are
ranked in order of frequency of purchase and categories
are determined. Each hub category is usually the most
frequently purchased or has high consumer penetration
depending on predetermined marketing intentions. Each
hub is then correlated with other categories. The
initial outcome is a list of correlation scores from the
strongest to the weakest. A correlation point somewhere
between the strongest and weakest is decided and is used

to determine a cut-off of strong correlation from weak

correlation.

Several methods could be used to determine the hub and
spoke categories including:

(a) A simple correlation with the highest
penetration or frequently purchased category. This
enables shopping baskets which show a significant
correlation between the purchase of various products to
be included and those with a weak correlation can be
excluded, as per step 304; and

(b) Other statistical and analytical tools

could be used together with correlation analysis.



ranked in order of frequency of purchase and categories are determined.
Each hub category is usually the most frequently purchased or has high
consumer penetration depending on predetermined marketing intentions.
Each hub is then correlated with other categories. The initial outcome is
aWietef7oakresation scores from the strongest to the weakest¥sconigtation
point somewhere between the strongest and weakest is decided and is
used to determine a cut-off of strong cor¢lation from weak correlation.
Several methods could be used to determine the hub and spoke
categories including: (a) A simple correlation with the highest penetration
or frequently purchased category. This enables shopping baskets which
show a significant correlation between the purchase of various products

to beThelunrebsrd Hlos®ifith bﬁﬁe&l’élb FEREANBE SAEEd 248 per
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categ®REs MERA ABBHER PRy B RRFESFOHRISER  RBR ANy optimum
hub calegories theeemibiutd bend apekate e FREhBEHIRFEFStem of the
prefereggh RIMhesimast Mestmificiantlyy For example, hub categories could
be those that are: (a) frequently purchased; (b) staples or basic items;
For example, hub categories could be those that are:
(a) frequently purchased;
(b) staples or basic items;
(¢) high shoppers penetration;
(4) thematic - driven or special interest,
e.g. baby - hence, baby diapers as a hub,
health-£food, etc.;

(e) destination category.

All other categories will be ranked ordered based on the
strengths of the correlation. For example, if the hub
category is baby diapers, the marketing intention is to
increase the basket size of shoppers (mothers) who buy
diapers as this could be an underperforming segment of
shoppers. The correlation point or value shows a strong
relationship when a spoke product is purchased with a
hub product. Thus, the spoke categories could be those
categories which are above predetermined percentage
correlation with the purchase of the hub category baby
diapers, for example:

(a) infant milk;

(b) baby food;

(¢) cereal;

(d) coffee;

(e) chilled meats/breakfast ham;

(£) confectionery - e.g. biscuit;



(c) high shoppers penetration; (d) thematic - driven or special interest,
e.g. _baby - hence, baby diapers as a hub, health-food, etc.; (e)
destination category. All other categories will be ranked ordered based on
the strengths of the correlation. For example, if the hub category is baby
vep essy thesnarketing intention is to increase the basket siga Q& sfepnors
(mothers) who buy diapers as this could be an underperforming segment
of shoppers. The correlation point or yajye shows a strong relationship
when a spoke product is purchased with a hub product. Thus, the spoke
categories could be those categories which are above predetermined
percentage correlation with the purchase of the hub category baby
diapers, for examp® (aPHIENPATRSS(b) baby food; (c) cereal; (d) coffee;
(e) chilled meats/di®akfagttam; (f) confectionery - e.g. biscuit; WO
2007/114788 PCT/SG2006/000078 - 18 (g) baby powder; (h) salt. The
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and effectively: réRRVREPRERFITRCEFSIH?, step 304 and t

relatively weak correlations or instances of mno
relationship at all are disregarded and effectively

removed from the system.

At step 303 a decision as to hub and spoke categories
for a promotional offer is considered. Consideration is
now taken of recent promotions and hence, if baby powder
was the subject of a recent promotion, this product may
be removed from the proposed promotion during analysis

of the hub categories and spoke categories at step 303.

At step 303, the analysis can determine hub categories
as frequently purchased product categories or products
which have a high consumer penetration. For example,
many shoppers have tried or bought these product
categories. Generally, the hub products will be the
staple items of each shopper’s basket which, over a
period of time, say a year, represent the top items
purchased by all shoppers. However, particular
variations can also be determined, such as further
segmentation into a woman’s basket which relate
specifically to women’s needs, a lifestyle basket which
relates to lifestyle products, for example cooking or

dining where sauces, meats or wines could be hubs.

At step 305 an initial favourite list is compiled based
on the analysis in step 303. A potential size of
qualifying shoppers is determined. For example, issues

such as, is the list that potential marketers could be



At step 303 a decision as to hub and spoke categories for a promotional
offer is considered. Consideration is now taken of recent promotions and
hence, if baby powder was the subject of a recent promotion, this product
may be removed from the proposed promotion during analysis of the hub
caleaariemm’d spoke categories at step 303. At step 303, plag/e¢xalyais007s
can determine hub categories as frequently purchased product categories
or products which have a high consumef penetration. For example, many
shoppers have tried or bought these product categories. Generally, the
hub products will be the staple items of each shopper's basket which,
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promaotioreBe the retailers agree to the marketers that have been short-
listed to participate in the promotion? What promotion tactics could be
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hub and spoke categories, the system . . .
them if necéssary - if a card reader is used to identify
people at shelf 12). At step 307 an analysis of the
purchase cycle of the shoppers is performed, and hence
the system is able to determine the cycle length for the
promotion, as per step 308. If the hub category baby
diapers is purchased by a shopper every two weeks, and
assuming no shoppers bought yesterday, the cycle length
of the promotion should be two weeks also. At step 306
it is also decided if all spoke categories fall within
that two week cycle so that if salt is purchased every

eight weeks, this spoke category would be dropped.

Thus, at step 305 an initial favourites list is compiled
based on the data collected at step 301. The initial
favourite list is an initial view of appropriate hub and
spoke categories. The most important aspect of this
step is to determine qualifying shoppers for each of the
categories and count them to evaluate the size of a

particular group.

At step 306 the group of shoppers is reduced to those
shoppers who would buy in an average purchase cycle and
shoppers outside that cycle are eliminated in order to
determine the opportunity for particular promotions and

the likely value of offering those promotions.



now identifies the number of shoppers (and identifies them if necessary -
if a card reader is used to identify people at shelf 12). At step 307 an
analysis of the purchase cycle of the shoppers is performed, and hence
the system is able to determine the cycle length for the promotion, as per
stap 280811li788e hub category baby diapers is purchased by eigpnarooo7s
every two weeks, and assuming no shoppers bought yesterday, the cycle
Iength of the promotion should be twqQ weeks also. At step 306 it is also
glemded if all spoke categories fall within that two week cycle so that if salt
is purchased every eight weeks, this spoke category would be dropped.
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cycle length of the promotion may be two weeks. The
cycle length of promotions at step 308 depends primarily
on two factors - recency of purchase for each category
of shoppers, and affordability of running a particular
promotion. Ideally, if affordability is not a
constraint and the purchase cycle is two weeks, then the
cycle length is two weeks. This covers all shoppers who
bought yesterday who would likely return to buy in the
next two weeks. Therefore, recency of purchase is
needed to decide the cut-off point in which the

promotional cycle would cover the bulk of shoppers.

At step 309, a determination is made as to the recency
of a purchaser purchasing the particular hub product.
Thus, from the data collected, there may be a
determination that the shopper purchased the hub product
only a few days ago, and therefore it may well be
unlikely that the shopper will wish to purchase all of
the spoke category products. However, if the purchase
was less recent, such as a week ago, it is likely that
the purchaser will also wish to purchase the other
products identified in Figure 1. However, budgetary
constraints of marketers is also considered. If

budgetary constraints result in marketers wishing to



length for a particular promotion. The cycle length may be the same as
the purchase cycle length for a product. For instance, if the promotion is
to relate to baby diapers usually purchased on a two week cycle, then the
cycle length of the promotion may be two weeks. The cycle length of
pramosionszed step 308 depends primarily on two factors - pegaiRyoehooors
purchase for each category of shoppers, and affordability of running a
particular promotion. ldeally, if affordability is not a constraint and the
purchase cycle is two weeks, then the cycle length is two weeks. This -
covers all shoppers who bought yesterday who would likely return to buy
in the next two weeks. Therefore, recenc oggurcha e |s eeded t
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Howeggf ﬁt?h Bﬁfmhase was less recent, such as a week ago, it is likely
that the purchaser will also wish to purchase the other products identified
in Figdme thilaweerbedgerhydtpasiiatiis GimameBidriath is not
considgyeds #a byl dgetageeanstyaipis tesull i nvkprers svishingr e w oo
2007/ 314 288 RETISE2006/QR0Q78 cndkeoniyraffesasqppgramder srwen

days, theq:shoggers Who b }}Jgggea W&%&gggg&e%kg%gkggﬁyﬂgugon
the 7- Hay romotion ro ram cycle. Hencgatheg ntia sclizq_lor roup of

shopp®fs taY ety h‘él SiHofiBR i€ure Te' 5

bought recently is determlned to decide whether the
promotional cycle can afford to cover these shoppers who
bought recently or to miss them. Hence, the initial
group of shoppers of each hub and spoke will be reduced
when checked and screened against purchase cycles,

recency of purchase and promotion cycle.

Thus, at step 310 a determination is made as to the
potential size or group of shoppers who are likely to be
attracted by a particular promotion so that
consideration can be made as to whether it is worthwhile
offering a promotion or whether the size of the group is
so small that such a promotional offer is unlikely to
gain any benefit. If it is determined at step 310 that
the size of the potential pool of shoppers who are
likely to be attracted by a particular promotion is
sufficient, a promotional offer list for each hub
product and spoke product is established at step 311.
The promotional offer list is a working list for
marketers and retailers to determine an appropriate
strategy for each hub or spoke category. This list is
jointly agreed with marketers and approved by the

retailer for activation.



determined to estimate potential business opportunities for the promotion.
In the preferred embodiment of the invention it is not necessary to identify
particular shoppers in order to determine recency of purchase. All
shoppers of the particular category are considered and a determination
Oivttlﬁ)ﬁ_mﬂagkwithin the purchase cycle and how many bouyghiseseathoiss
determined to decide whether the promotional cycle can afford to cover
these shoppers who bought recently or4e miss them. Hence, the initial
group of shoppers of each hub and spoke will be reduced when checked
and scr_eened Iagainst purchase cycles, recency of purchase and
promotion cycle. Thus, at step 310 a determination.is made as to th
poterftfal $EAP of Grodp R SHY HERE WIS &FS i éﬁ/%tobl?g ei";t‘ftitrc’artl:té: % ﬁgb
particerdepromotibalso tHeapesasitRfafEr EanBE AFedd &8 té%ﬁéfyf'?er it is
worthudsiles @ffetingavprbmotist bewhether trosptel ohtie §astipiRs sbrom
smallhai sueh 2 peopticnakeffenipynliselydokgainany henesholpiess
determined at step 310, thaj {he; Sizeof thepatentahpeskobspeppans who
are Iﬂkely to be attracted by a Eartlcul%r grorpﬁtion is sYfficient, a
prom&ﬁ&nﬁfe&ﬁérlﬁéi'for%% f hidb Sﬁrr_(l)duc? atnples[:?(‘),aké—=l roduct ig

establishdustate p13 1H e FRRHORSHATA ot st 18 aRErkRG TisE o inal
markatersanchietailer cndetrrtinsza affropane shateRARREGThGE™
or Sp@je £atagaryi ddiststdse jainthnagaeed vitherankbegseart bpleoved
by the, retailerdpr agliyatioReM¢Q 2007/114788 PCT/SG2006/000078 - 22
At step 311 a promotional offer list based on the hub category (baby

diapers and spoke categories (a)-(f)
At step 312 the favourite list of offers for each hub

and spoke category is generated for providing to
shoppers when a hub product is purchased. The favourite
1ist contains a list of offers, a set of vouchers or
coupons or similar handouts informing shoppers of the
spoke offers which are available, should they be

purchased at the same time as a hub category product.

As shown at step 313, providing the list can be done by
way of printout or manual supply of a list. The printer
is located at a location where hub category products are
offered for sale so that a shopper buying a hub category
product can insert a card or the like identifying the
shopper and obtain a printout of the inducements which
are being offered for the purchase of spoke category
products. For example, the inducement may be that if a
person buys each of the spoke category products, the
person will receive a discount of a certain percentage
of the price of the products. Alternatively, the
inducement can be that the person is given an additional
product. Other inducements may be the issuance of
sweepstake tickets, bonus points for other purchases,
free gifts or other giveaways to thereby provide an
inducement to the shopper to purchase those products

which the shopper is likely to also desire.



_mentioned above) together with promotional tactics from marketers to
increase shopping basket size of shoppers in this group is now in its final
form for approval by the retailer. This is sent to the retailer for inclusion in
their promotional list in the EPOS terminal 14 so that it can match the
offerend tigsredemption can be identified at the terminal IgEwb€os/00007s
shoppers take up any of the inducements. At step 312 the favourite list of
offers for each hub and spoke categoty 33 generated for providing to
shoppers when a hub product is purchased. The favourite list contains a
list of offers, a set of vouchers or coupons or similar handouts informing
shoppers of the spoke offers which are available, should they be
purchased at the same time as a hub category product. As shown at step

313, (oeidiug tnmdist Ear ise ddhe By Ve Tt o fPaE niiRRR SOy of
a list. Thiespgintss isdpcatediat teotation vikerechabehtegolepGrhRISEFES

offeregddersale se thaka shnppaidityiog febubwaieponr @rodiopcande
insert & gard, gr the likq identifying the shopnarand abtainsppeptals afdbe

inducéments whic are, bei ffered for the purch of e calagory
produéfgcft}f e%?arﬁp% Jtﬁe r%uce oanay be %ha%%? a E)’Ze?gé(n bt?ys each

of the SR KEPCRRRYBAR pPOFHES, ?I’réepé’r”somllreca\}’(? a" @558t of a
certaisiperpdntager T the [FicehepRr prot FetB ARG AR et S likely
inducepens candie taidhe paiseniis giketarns agdiionahegioduce. Gliver
'”dUC?JQPQ&%Q@)@Qﬂtlﬁdswén%&teswgeegwae fiskatschenuadgaints for

other gurch es fr%%é;lftior othekgé/ 3(:51120 Y Provide 80s an
inducémen othes ertg urc ase those proqucts WhIC h%Shoﬁ’Peﬂ

is Ilkel’ylléuéi§6‘?fé%lr%°’f/v€?§557ffﬂ?7§§‘?>@‘fl 288@

the shopper is likely to require in any event. This in
turn results in the shopper receiving best value from
promotional offers which are taken up, thereby
increasing consumer satisfaction. Thus, by relevance of
timely and related offers to shoppers, the shopper is
likely to purchase more products and get best value for
the purchases because of the inducements which are
offered. Step 314 also enables a measure of the success
of the promotion to be determined by analysing products
purchased by data collected at the terminal 14 to
determine the amount of hub and spoke products which are
actually purchased by shoppers during the course of a

promotion.

Thus, it should be understood that the reference to
products in this specification and claims should be
understood to include the purchase of services such as
gymnasium subscription, entertainment such as movies,

sports events and the like.

Since modifications within the spirit and scope of the
invention may readily be effected by persons skilled
within the art, it is to be understood that this

invention is not limited to the particular embodiment



- 23 The outcome at step 314 is therefore that shoppers are likely to buy
products from the related spoke categories because of the inducement
offers which are being made and also by virtue of the fact that the
shopper is very likely to require those products in any event. Thus, the
incoeased hasket size or total value for the shopping trip by@rghwpgpabans
a particular day is likely to be increased. This is obviously a benefit to the
marketer selling the spoke category progycts and a benefit to the shopper
because the shopper receives an inducement for purchasing the
additional products which the shopper is likely to require in any event.
This in turn results in the shopper receiving best value from promotional
offer<SiaFrer-BRSAREI R, HerBR MG B8Ry B8RS Mer satisfaction.
Thus, by relevance of timely and related offers to shoppers, the shopper
is likely teqrurebasasnerd grodudisoancdgdt besthalurkrediagurchases

becayse, of tha inducements wiich aiengffeseskSitepriid alioenables

measure of the sucgcess .qf the prqmoii neddy analsyg
prod u’f:?gu ﬁtf r%ﬁa%ggebrwa%?a cfl%gocétgedgg ,t%lgeft%gr?ngir%aﬁ 19 ,dete rgﬂ@%tgé
amouHtRHHEBEARE spbRE HREHcts WHEH Bre * actually burchased by,
shoppsemhmms #ie e5UNSOBPEL BiaFotioh® THIRS ifdh Sthd B tREE Sood
that theneference to tproshmts fiy thisspasicmion afidt@aint$aRsdid be
undersiRadie ingudedbe prschasenicervicespstadrasegymnadiirhion of
S“bscﬂ?éiefgesniz%@%m%ntﬁu%ﬁd@gv@@oamaeyeazs gnd the like.
Since modifications within the spirit and scope of the invention may
readily'BEBHECRY by persons skilled within the art, it is to be understood

that this
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invention is not limited to the particular embodiment WO 2007/114788
PCT/SG2006/000078 - 24 described by way of example hereinabove. in
the claims which follow and in the preceding description of the invention,
except where the context requires otherwise due to express language or
necessary implication the word "comprise®, or variations such as
compnses or "comprising”, is used in an inclusive sense, i.e. to specify
theCgretmace of the stated features but not to preclude the presence or
addition of further features in various embodiments of the invention. - 25
- CJaims 1. A sh PR method to provid mduceme ts 1o ers
comprising: 5 cheh I BAE T (LS B A AR e SusP
sh&PReRBedSterARMRF é6ANS bduct categories from the collected data,
and establishinggeiated piodiiclataiegelies whighuelaie saiereofBurchased by

prq_qy&iggi'&g 5_|e§h g_)grg;t ep of establishing related product categories

comprising se ectlng uct from the core product categories,

determining a cGRASHIH BARGEFPFR REPARRS RA LRSSy ERERIt he
pumshbhtedtyd datsumend/edtplhabénthatebat prbdecddndt

defelniyeg Sl GHTRIANR 8501, £51QAUNIAE ACUIIAN Pt egories;

between a stroanFst correlation score and a weakest correlation score to

determine a cuto ofss’fl%?lgoc%rfeﬁt%"ff&ﬁnﬁ/eﬁ?JcSﬁ%%tBﬁg aRGE
assighgqrrbescisanpeii Hang asedrekiing storrailbinta firomy the core

COﬁE@&QE§CEEté@@§QéQ€CaaﬁgﬁﬁﬂﬂlﬁatﬂCE@%ﬁgﬂﬁﬁ@éﬁﬂbE%W@éh that
core product and other products purchased by a consumer
which purchases that core product and determining a
correlation score, determining a correlation point between
a strongest correlation score and a weakest correlation
score to determine a cut-off of strong correlations from
weak correlations, and assigning products which have a
correlation score within a strong correlation score and
the correlation point to one of the related product
categories related to that core product category;

creating promotional offer lists relating to core
products and related products; and

offering inducements to shoppers to purchase
products from the list.

2. The method of claim 1 wherein the method further
comprises determining purchase frequencies of shoppers in
the core related products and product categories and
categorising those purchases into promotional cycle
frequencies and recency of purchase grouping, and creating
promotional offers lists and offering inducements based on

the cycle frequencies and recency of purchase groupings.

3. The method of claim 1 wherein the method further
comprises determining product size, quantities and wvalues

purchased for each core product category.
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categories related to that core product category; creating promotional offer
lists relating to core products and related products; and offering
inducements to shoppers to purchase 25 products from the list. 2. The
method of claim 1 wherein the method further comprises determining
purchase frequencies of shoppers in the €brerelated products and
product categories and 30 categorising those purchases into promotional
cycle frequencies and recency of purchase grouping, and creating

Framotional oﬁgtﬁastﬁanfd&f%'ﬁlgdma%ermemm ?héhﬁ'héya@lgfd further
requencies and recency, af purghase groppings. 35 3. The metho .
IR AR T TR Rr e o e e B e Do o Bt
qUERMREIARFVEIRES RIERASEPIidERh corRpuRRit RAREDhE -d5ta,
Theneathatng clid-Haemesaphd 81elaed furtwticcreposimiaediitg and

dag?hrgaqggttfo%oppers which comprises past purchase data, consumer
profile data 5 including geo-demographic data, socio-economic data and

information. 5. The method of claim 4 wherein the shopper data is
acuired at leasTpartiydtyhsalicifigcskad dah awhck @ imfotrhetighbppexr data is

ShQRRRIIWRR) 3ShPRRSEIGNSZ IQyally RODIUN: Enbhe Mcihed phclaim

1 wherein the inducements comprise one or more, of vouchers, leaflets,
cotPAREE B otHRS ?arﬁBféE?S&i ntReR R pER Rk AP gfs T O 21 tY

A shoppiramsystem for providing inducements to shoppers, comprising: a
processor for analysing data relating to 20 products purchased by

indpvidual shoppgzs ad f9f, delesmining £oie RiRgHet Galeng s HOm St o
comprise one or more of vouchers, leaflets, coupons,

promotional samples, points, sweepstake tickets and gifts.

7. A shopping system for providing inducements to
shoppers, comprising:

a processor for analysing data relating to
products purchased by individual shoppers and for
determining core product categories from the data in the
database, and determining related product categories which
relates to the core product categories;

the step of establishing related product
categories comprising selecting a product from the core
product categories, determining a correlation between that
core product and other products purchased by a consumer
which purchases that core product and determining a
correlation score, determining a correlation point between
a strongest correlation score and a weakest correlation
score to determine a cut-off of strong correlations from
weak correlations, and assigning products which have a
correlation score within a strong correlation score and
the correlation point to one of the related product
categories related to that core product category;

the processor also being for creating a

promotional offer list relating to core products and
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database, and determining related product categories which relates to the
core product categories; the step of establishing related product 25
categories comprising selecting a product from the core product
categories, determining a correlation between that core product and other
products purchased by a consumer which purchases that core product
and determining a correlation score, determining a correlation point
bewedert 80l apsttigets scdreal atidif erorecarmba svaekest camnalation score

to determine a cyifrof i stieng Serslasipha M aneak aacelrtinrs ¥ Ghoppers

assigning products, which have a . correlation score within a strong
corrglaﬂlgnlpgsggfe’e arii‘ ethg%%??é?é%io%rr?o%ftct%sohe of the related product 35

categories related to that core product category; the processor also being
forgreating a prmeotispet eficblst celaiing 70 vherpDiuttsecartht pat device
Tﬂfﬁ? %8.‘1#4%?48" QIR FOPSUMESs. 3N g@gﬁ@% fqruQyiding,an ,
inducement to shoppers to purchase the related products. 5 8. The
syﬁ@ﬁi&ﬁ&&in‘f’l?%iﬂ?ersmmﬁ%icﬁr%%;)gﬁﬁﬁﬂséa%a?a}éa&é% the
andeviiter lccateblat achdsidibedvhisse porelprosluats Areduftsmmdriar $alethe

so i slsvice canhe aptivalegia Praduss.an [dligamERt to the shopper

to purchase the related products. 10 9. The system of claim 7 wherein the
output device comprises a printer. 10. The system of claim 7 wherein the

prdtessor is 15Teo &y skemrnafinglaivhdsevheqedntidhef shiypets device

the-eaigrekdad prosicks ard related product categories and categorising
those purchases into promotional cycle frequencies and recency of

purchase grouping, and creating
10. The system of claim 7 wherein the processor is

also for determining purchase frequencies of shoppers in
the core related products and related product categories
and categorising those purchases into promotional cycle
frequencies and recency of purchase grouping, and creating
promotional offers lists and offering inducements based on

the cycle frequencies and recency of purchase groupings.

11. The system of claim 8 wherein the processor also
determines product size, quantities and values purchased

for each core product category.

12. The system according to claim 7 wherein the
processor is located at a provider central location and is
connected to a retail store server at a retail store by a
communication link, the processor also being connected to
a retailer central location by a communication link, the
central location having a database and processor system
connected to the retail store server by a communication
link for receiving the purchase data via an EPOS checkout
terminal and the store server and for providing the data
to the processor at the provider central location so the
processor can produce the list for supply to the retail

store server and for loading in the EPOS checkout
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promotional offers lists and offering inducements based on 20 the cycle
frequencies and recency of purchase groupings. 11. The system of claim
8 wherein the processor also determines product size, quantities and
values purchased for each core product category. 25 12. The system
according to claim 7 wherein the processé® islocated at a provider central
location and is connected to a retail store server at a retail store by a
cotreyumioation link, the processor also being connected to 30 a retailer
central location by a communication link, the central location having a

database and processor stem Qnn cted to the retail.stqre server by
compiumication fnE TR LR R el GEana S oRe e s’ B
chéBIRRPSEAMirRPERY HFL BSie server and for providing the data 35 to

the processor aideegxmiifiehee s dogatiomastiBcapDoessateal product s

Progiics th‘%( gt oL pupRly @éh%ﬂ%taﬁoitgr %%Qiﬁ&%@d égf 'Qﬁgd’ﬂé%%%e

EPOS checkout - 28 - terminal. 13. A shopping metho provi

inRRERFRMEER BASEPEX, LBFbYEMY2S o%‘?&ﬂﬂﬁi‘?@'core products and
related productsandnlghsatey etdied datie cerbairbdgctsdypranalysihg purchased

%%ﬁ&i‘ﬁ@u%'%‘éﬂ ShopRe A0S 15,0213 £e/2HRAG 10 ang

cts purchased b Ividual sho(%gers to determine correlatlons and

10‘?8%‘6 gl &ﬁ%la‘%gd’ﬁ‘?& &8 bRINFE e R A&
concledehmmﬁn der tefladd ooreppiaduciirand thiatedefibdadiscore

dejerainieg 8 Quste Lottty arematios;based on the purchase cycle
of core products f S10ReY i eI IR ISR ¥ AL PA PSR pased
on the purchase cycle of core products by shoppers;
determining recency of purchase with cycle
criteria and determining a potential size or grouping of
shoppers likely to purchase a core product within a
predetermined time period, and developing a promotional
offer list based on the potential size or group of
shoppers expected to purchase a related product and on the
frequency of purchase of core products by shoppers; and
outputting the list to a shopper providing an
inducement to a shopper who purchases a core product if
the shopper also purchases related products to that core

product.

14. The method of claim 13 wherein the method further
comprises collecting data relating to shoppers which
comprises past purchase data, consumer profile data
including geo—-demographic data, socio-economic data and

information.

15. The method of claim 17 wherein the shopper data
is acquired at least partly by soliciting said data and
information from a shopper when a shopper joins a loyalty

program.
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criteria and determining a potential size or grouping of shoppers likely to
purchase a core product within a predetermined time period, and

developing a promotional offer list based on the potential size or group of

20 shoppers expected to purchase a related product and on the

frequency of purchase of core products by $hoppers; and outputting the

list to a shopper providing an inducement to a shopper who purchases a
cofedproduct if tAeeshoppbedisofhrdizdgeslidiabe peddudtb e tirsdeomments

ZS&Mséﬁoﬂ}ﬁ agethwirlefgaiméﬁdm&rsi,n tt]i_'@ha@ﬁgpg(mgbﬁbons,
comprises colleclin ata relating to opperSWI comprl es past .
RoRge £onal dapd s Lad IRy RS de Rt MRS Rng gises.

socio-economic data and information. 15. The method of claim 17
wherein the shoppehdaipi isqpasipéednit feast pasiyiay Aglidtihsaitlslts to

angh% ' anati%}r%%sﬁﬁ qpper when a shopper joins a loyalty
program. - 29" 16. The methdd of claim 13 wherein the inducements

comprise one orAMBREGEFRARMFS Te SRUETTPLRE, RSRoREAFJucts and
samgplest @dints;csivedpstaltel itket and gifts: &dl £ A sheppingsysieodiorts by

Providing iGHCERANE 1A SHORRELS, ISP MIKISING GUY PCERRPSRY s ;
determining core pgoducts and relate Eroducts which are related to the

core products by ¥R Bihaks By haRiaty Lhagpshe 1g2t2
thecpbrbiod it aleriodantlsiurtbaiked Rlatinddyprddadtsshoppers to

putdeses Dydndiyiciial sShaRRES tQ rietednise Gag ekalii§o2ids of related
removig caleqories,of related, products below apredelennined: e £rom the
coPre%‘Eon pm%ﬁrom the pd%%né‘é core produc?s an§ rgla?ed Sro%iucts;
defined core products and related products;
the processor is also for determining a cycle
length for a promotion based on the purchase cycle of hub
products by shoppers;
the processor is also for determining recency of
purchase with cycle criteria and determining a potential
size or grouping of shoppers likely to purchase a core
product within a predetermined time period, and developing
a promotional offer list based on the potential size or
group of shoppers expected to purchase a hub product, and
on the frequency of purchase of core products by shoppers;
and
an output for supplying the list to a shopper
providing an inducement to a shopper who purchases a core
product if the shopper also purchases related products to
that core product.

18. The system according to claim 17 wherein the
processor is located at a provider central location and is
connected to a retail store server at a retail store by a
communication link, the processor also being connected to
a retailer central location by a communication link, the
central location having a database and processor system

connected to the retail store server by a communication



15 the processor is also for determining a cycle length for a promotion

based on the purchase cycle of hub products by shoppers; the processor

is also for determining recency of purchase with cycle criteria and

determining a potential 20 size or grouping of shoppers likely to purchase

a core product within a predetermined tim&Jperiod, and developing a
promotional offer list based on the potential size or group of shoppers
expdetbd fopurstesd e ngh phelruraith o9a tHetfrequeacpof BERMasbetkout
Cgﬁ?eﬁﬁﬂﬂﬂﬁtﬁ_?ﬁ$%§%¢t8§@fﬁe&%€$p&ﬁ@r%¥pﬁ&%ml}ﬁ}tQ,ﬁe data
shopper. providing an inducement to a shopper w urchases a.core

oG T hE ERGS 55 A8 bur oL OALRT padl D Trasen so the
PratiRESIT P8, PR sPsiefrER drdlifgtd Bhaifor7 WRRRAN the grbGesekail
is letated alarpioridaidental lDeadimgndis tReneses telvackailigiore
se@/gLﬁigﬁt.ail store by a communication link, the processor also being
connected to 35 a retailer central location by a communication link, the

central location having a database and processor system connected to

the retail store server by a communication - 30 link for receiving the

purchase data via an EPOS checkout terminal and the store server and

for providing the data to the processor at the provider central location so

the processor can produce the list for supply to the retail 5 store server

and for loading in the EPOS checkout terminal.



