A SHOPPI NG METHOD AND SYSTEM Fi el d of the Invention
This invention relates to a shopping method and system
wo 00701488 di ng shoppi ng i nducenents to shopperBCT/SG2006/000078

Background of the Invention It is conmmon to find
pronotional offers provided by narketers to shoppers
in a mass or targeted manner. ten, the pronotiona
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Se¥fproFLens is the timng of the offers. It is
ifficu even i f j
purchasers) to ggtisﬁ %&% tr%rO% %ﬁ’”gm- as
the of fers may not be in-sync with purchase needs. For

ggg & offtﬂecgg§gggiogas bought a product | ast meek

ket to—take ug t he ronDtlonaI offer
{ hehpe ollsentiapere}ebes Sosay ShPRBIRBNPASEORAEE, systen

nDgL,-PHEBREE9RE! sBbbplagaiadaubmeptsneb khadpegst.o
ineffictiency in pronotional planning, product ordering
and inventory nenagenent. For a marketer, it would be
anBﬁﬁﬁQEﬁUﬂHIMSCﬁhé Caveetdenof associated pronoti ona
such _as adyer 15N epl 0
o1 ot ORGP Ry SR i o BE HoE£pRRuERerey Brodlted by
opmawkatprsnublshODperé Lea@ PESEePFeltaIessc: TRGRRE -

i g I‘E%ggh% PgBﬁlbtlBhQ'IDUf%%ls heeehiots teauemmpbey the

r onot I
oahonDErEuy Pret OF Shayleunpsaklems, 15 kL AP RY tne
00Q@$erkdeakly i st B FiFaThat shew dnb&ah@ﬁtedaqueierﬁﬁe(to the

| ack of understandi.n urch 38 reI [ p
bafRERtoPUEEHFSSELd gsa% ey OtSLe%t |1ng§ t Jglqoersltg:m:'

OUtgsOfchpr @fEkiren alayotfodr de I1eaac$lng= i Bupusshafg needs.
ValE%r aeg:%m%llsesiatl'fo a@&n%er 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 returmns.
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

digsatisfaction.

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



Anot her consequence of the above is an approach by

mar keters and retailers to bonbard shoppers with a
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nor ei nefficiency, as wastage is very high. As a

result, the shoppers' basket _is seldoma good buy;

under - pur chased, under-val ued and shoppers may buy

el sewhere, resulting in overall systeminefficiency.

One known nethod is to target shoppers using past
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system whi ch addresses the above probl ens and provides
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i ndd€erent's *to sh ppers, conprising: .
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



collecting data relating to products purchased by
i ndi vi dual shoppers; determning core product

we@aioegor’ses fromthe coll ected data, and est abPCEHbGIY6/000078
rel ated productcategories which relate to the core
product categories; creating_pgonotional offer lists
relating to core products and rel ated products; and
of fering inducements to shoppers to purchase products
fromthe list. By determ ning core products and then

estaplishin L d
TRy EThOE i b Lo RREg Eb EALDUBEL TproblLe BUeEgBkies;

det er m ned amdeahgm@fm#QmQﬁiQﬂélc%ﬁf%@ %%ﬁ%sbﬁgiatbﬂg to
thgozlré kﬁkbﬁ&@ést baj QePQEéénp%H{:tCEEQGEhdan i nducenent

o purchase a_nunber of products f th
categorles aﬂﬁf?€+%ﬂeﬂn§?6ﬁﬂﬁ? EaFéS%%?Bgegnggpﬁgggﬁgse

t UpPollEE8aEeEmt BRevalibe.and/ or size of the shopper s
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gr oup at | n pronot i gnal
this is benef1c1a1 cause 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
1lists and offering inducements based on the cycle

frequencies and recency of purchase groupings.

pPreferably the method further comprises determining

product size, quantities and values purchased for each

core product category.



lists and offering inducenments based on the cycle
frequenci es and recency of purchase groupings .
woe@ieraks y the nethod further conprises deter PCTIBGZH06/000078
product size, quantities and val ues purchased for each
core product category.OOG/OOOQZS _ 4 - Preferably the
met hod further conprises colTecting data relating to
shoppers whi ch conprises past purchase data, consumer
profile data including geo- denographic data,
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a card reader and printer |ocated at a position where
COpRe PLOVEELSoAr 166 progtides 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.

ITn a still further embodiment the output may be provided



for sale so the device can be activated to produce an

i nducenent to the shopper to purchase the rel ated
wWee@duet’s8 . I n an alternative enbodi nent the ORCPEG2006/000078

device may conprise only a printer. In a still further

enbodi ment the output may be provi dedby a person

handi ng out a list to shoppers who purchase products

fromthe core product category and thereby provide an

|nducenent to purchase the related products.
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Preferably the processor al so determ nes product size,

gquantities and val ues purchased for each core produc
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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



determ ning core products and rel ated products which
are related to the core products by anal ysi ng
weoochases made by individual shoppers; creatiPQI/SG2006/000078

pronotional offer lists relating to a core product and
its related products based on thefrequency of purchase

of core products by shoppers; and outputting the |ist

to a shopper providing an inducenent to a shopper who
purchases a core product if the shopper al so purchases
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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 or more of

vouchers, leaflets, coupons, promotional samples,



by soliciting said data and information froma shopper
when a shopper joins a |loyalty program Preferably the
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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 based 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




group of shoppers expected to purchase a hub product.
Brief Description of the Draw ngs Preferred
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of exanple, with reference to theacconpanying draw ngs
in which: Figure 1 is a schematic diagramillustrating
the concept of the present invention; Figure 2 is a
bl ock di agram of a system enbodying the present
invention; and Figure 3 is a flomchart expl ai ni ng the
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reference to Figure 1 , data relating to products

pur chased by individual shoppers is collected and
anal ysed. The data may be collected by a checkout
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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



identified. This can be by way of a card containing an
i dentifying code which is read by the checkout
W e0omitngB8 or by any ot her data associ ated w t hP€TI8G2006/000078

shopper. In alternative enbodi ments, data relating to
existing loyalty programs can gl so be used to provide
consunerinformation su ch as shopper denpgraphic data
shoppi ng habit data, lifestyle data, and other data ’
relating to shoppers which can be used as a basis to
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retailer's electronic point-ofsale systen114 (Figure 2
in the retailer's database,
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) Bacsstabli-pheduhey %ﬁ@p&%k&ribgﬁSUQHémtnmnlc 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.



| oyalty/ reward card which contains the personal data
relating to the shoppers and ot her soci o-economc

WO nfoonmass on. Thus, the data contained in thi SPEEsSGTNGD00078
dat abase 120 will conprise shopper identifiers,
geodenogr aphi ¢ and ot her soci o;gconom ¢ data whi ch can
be nerged with the purchase data fromthe el ectronic
point - of- sale systemrelating to the sane shopper.
Hence, the data which is used to determ ne hub and
spoke categories is data relating to actual purchases
made by shoppers . For exanple, a hub category may be
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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,



enbodyi ng the invention is shown. An output printer

and card reader 10 is shown in proximty to shelving
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checkout termnal 14 is provi ded where shoppers pay

for products. Typically, when ghoppers purchase
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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.



central location 80 also contains a retail server and
dat abase system 90 whi ch includes a database 120 and
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and pronotions, and that data gan_be nmerged with the
shoppi ng purchase data coIIecte% by the system 60 and
supplied to a renote operator central |ocation 100 via
a conmmuni cation link 85 which again may be a wi de area
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gar he weakest correlations are det r

byﬂhgwyagkggq(;orrelatlons can be cut off 5gsregarded.
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.
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shopper is interrogated by the processor 30 so that a
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SUb&E@Wenblpromotlon 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 promotiomnal 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.



great, a pronotion can be devel oped for people who
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The processor 30 therefore can produce a pronotiona
offer for the hub and spoke prgducts and produce the
favourite list pronotional offers for each hub and
spoke category based on the offers which narketers are
prepared to make. As nentioned above, these inducenent
offers may be a discount in price, the provision of
extra products at no extra charge, or other
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thahatfcbh@ap@rgmdygﬁments will be provided. %é%rent
inducements can be provided if only some of the spoke
products are purchased. In 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 shelving 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, socio-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



purchases all the additional products shown in Figure
1, that certain inducements will be provided.
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the spoke products are purchased. In alternative
enbodi nents, rather than proviging a printer 10 to
produce the favourite list, the favourite |ist may
sinply be handed over by a person stationed at the
sheIV|ng 12 to any person who purchases di apers Thus,
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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



and dat abase 32 nmay be provided whi ch communi cates
with printers our output devices 10 at each store
woowatigss Furtherstill, a nunber of such pri nP€r/SGA06/000078
can be provided in each store location. Still further,
the processor 30 may be forned by a central processor
which in turn comuni cates w th store base processors.
Wi | st the enbodi nent of Figure 2 relates to an actua
store, the store may be a virtual store, such as a

store which is accessed th
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stfong corre on anmongst the hub category and the

spoke categorles. Usi ng the exanple referred to above,
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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.

geveral 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.



The processor 30 puts the products purchased by
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if desired. However, in the preferred enbodi nment the
products are ranked in order_o requency of purchase
and categories are deternined. Each hub category is
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know how many Pt I uRusk. CAIAGN/AP S e slouitk dest,
to operate the net systemof the preferred
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) dinfant milk;

(b) baby food;

(¢) cereal;

(d) coffee;

(e) chilled meats/breakfast ham;

(f) confectionery - e.g. biscuit;
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categories could be those that are: (a) frequently
woorchesesl; (b) staples or basic itens; (c) hiBtiI/SG2006/000078
shoppers penetration; (d) thematic - driven or specia
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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



is weak, the process noves to step 304 and the
relatively weak correlations or instances of no
wo edoattiosshi p at all are disregarded and ef f ece@met3006/000078
renoved fromthe system At step 303 a decision as to
hub and spoke categories for _a ;gromotional offer is
consi dered. Consideration is now taken of recent
pronoti ons and hence, if baby powder was the subject
of a recent pronotion, this product nay be renoved

fromthe proposed. ti ' i
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em@ﬂ§§3¥§ 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.



Concurrently with steps 307 to 309, a determnation is

made at step 306 as to the shopper's grouping with
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the system now identifies the nunber of shoppers (and

identifies themif necessary -,if_a card reader is

used to identify people at shé 12) . At step 307 an

anal ysis of the purchase cycle of the shoppers is

per f or med, and hence the systemis able to determ ne
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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



shoppers thensel ves need not be identified, but
shoppers of the specified category would be anal ysed
WO on7tihess pur chase cycle pattern. At step 308PEI/SG2006/000078
determ nation is made as to the cycle length for a
particular promotion. The cyclg,length nmay be the sane
as the purchase cycle length for a product. For
instance, if the pronotion is to relate to baby
drapers usually pur chased on a two meek cycle, then
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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.
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7-day pronotion programcycle. Hence, the potentia
size or group of shoppers targ ed by the promotion is
deternmined to estimate potenti‘al business
opportunities for the pronotion. In the preferred
enbodi nent of the invention it is not necessary to
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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.



strategy for each hub or spoke category. This list is
jointly agreed with narketers and approved by the
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offer I'ist based on the hub category (baby diapers and
spoke categories (a) - (f ) ne gigned above) together
with pronotional tactics frommnarketers to increase
shoppi ng basket size of shoppers in this group is now
inits final formfor approval by the retailer. This
Is sent to the retailer for inclusion in their
pronotional list in the EPCS termnal 14 so that it
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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



i nducenent can be that the person is given an
addi tional product. O her inducenents may be the
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purchases, free gifts or other giveaways to thereby
provi de an inducenent to thq_§$$pper to purchase those
products which the shopper is kely to al so
desire. The outcone at step 314 is therefore that
shoppers are likely to buy products fromthe related
spoke categories bec use of_the |ndu nent offers
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data collected at the termnal 14 to determ ne the
amount of hub and spoke products which are actually
pur chased by shoppers during the course of a
pronotion. Thus, it should be understood that the
reference to
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sports events and the like. Since nodifications within

the spirit and scope of the inpyention may readily be

effected by persons skilled within the art, it is to

be understood that this invention is not limted to
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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 values purchased for each core product category.

4. The method of claim 1 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.

5. The method of claim 4 wherein the shopper data



further conprises determ ning purchase frequenci es of

shoppers in the core related products and product
weatggorrses and categorising those purchases i PCDSG2006/000078

pronotional cycle frequencies and recency of purchase

groupi ng, and creating pronotignal offers lists and

of fering inducenents based on ?ﬁe‘cycle frequenci es

and recency of purchase groupings. 3 . The method of

claim1 wherein the nethod further conprises

det erm ni ng product size, antities,and.val ues
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geo- denographi c data, socio-econonm c data and
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poi nts, sweepstake tickets and gifts. 7 . A shopping
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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.

8. The system of claim 7 wherein 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.

9. The system of claim 7 wherein the output

device comprises a printer.

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



pronotional offer list relating to core products and
rel ated products for offer to consuners; and an out put
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the related products . 8 . The systemof claim?7
wherein the output device may gonprise a card reader
and printer |l ocated at a position where core products
are offered for sale so the device can be activated to
produce an inducenent to the shopper to purchase the

rel ated products. . 9. _The _system of clai m.f [
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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 terminal.

13. 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
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 further comprising

analysing the data relating to products purchased by



store server and for providing the data to the
processor at the provider central |ocation so the
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i nducenents to shoppers, conprising: determning core
products and rel ated products which are related to the
core products by anal ysi ng purchases nmade by
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provi di ng an i nducenent to a shopper who purchases a

corREst tand FebateSpRE?PdUFed: pur chases rel at ed
products to that core product. 14. The nmethod of claim
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TheP¥retRPFS cl ai m 13 wherein the method further
conprises determning a cycle length for a pronotion

based on the purchase cycle of, caore products b
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PeryyOeh 12N ﬂf&@é@@fﬂﬂl@d time period, and developing a

promotional offer list based on the potential size or

group of shoppers expected to purchase a hub product.

17. 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.

18. 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.

19. The method of claim 13 wherein the inducements
comprise one or more of vouchers, leaflets, coupons,
promotional samples, points, sweepstake tickets and

gifts.

20. A shopping system for providing inducements to

shoppers, comprising:



pronotional offer |list based on the potential size or
group of shoppers expected to purchase a hub product.
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conprises collecting data relating to shoppers which
conpri ses past purchase data,. ggpsuner profile data

i ncl udi ng geo-denographi ¢ data, soci o-econom c data

and information. 18. The nethod of claim 17 wherein

the shopper data is acquired at |east partly by
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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.

22. The system of claim 21 wherein the processor
is also for determining a cycle length for a promotion

based on the purchase cycle of hub products by shoppers.

23. The system of claim 21 wherein 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.

24, The system according to claim 20 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



correl ations, and renoving categories of rel ated
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The system of claim 21 wherein the processor is also
for determning a cycle length fpr_a pronotion based
on the purchase cycle of hub products by shoppers. 283.
The system of claim 21 wherein the processor is also
for determ ning recency of purchase with cycle
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dat abase and processor system connected to the retai
store server by a conmunication Iink for receiving the
purchase data via an EPOS checkout term nal and the
store server and for providing the data to the

processor at the provider central |ocation so the
processor can produce the list for supply to the

retail store server and for |loading in the EPCS

checkout term na




