2 9 Nov 2005 Method of Predicting Sales Based on Tripl e-Axis Mappi ng of
Custoner Value (IB translated title: Sales Prediction using Cient Y?IW 7005
Represented by Three I ndex Axes as Criterion) Detailed Description O he
Invention 5 Field of the Invention The present invention relates to a nethod
of predicting sales based on triple-axis mapping of custoner value. Wth
this nethod, sales of the nerchandi se of sales of specific manufacturers or
specific brands in a specific market is analyzed by accunulating in a

dat abase the purchase-history data for custonmers as custoners 10 purchase

t hi s mer chanMietlzod afiRredistingPalrsBased o FriplerAxdnMapping ebCustames Wadpe based
on the purchase-history data stored in the database. On the map, custoners
are cl assi fiB ghslaieiit: $40€ PleSiction G6RY ClieMOvalu® REPsEINA B¢ TRODLMK AGale0REdid@y Sorted
according to custoner-purchase sumor quantity of merchandi se purchased and
user-type categories sort conrding.to th u r of types of nerchandise
of a specific manuf acturereﬁjet%(fe escripliop. ol t Fpatchased by a custoner in
a specified period. The classifications of user types estimated fromthe
purchase sum quantity, and other details regarding purchases of all

manuf acturers' and brands' of nmerchandise in a given market are quantified
based 9n PBiddbpar Iaveitig/, | ncl udi ng questionnaire data collected at points
of sale, menbership credit cards affiliated with businesses in various
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cells accor g to the above-descril urc e-anount category and
user-type gapsidglof cusiéhtled Vi, Wt 8id REthABNaRAGR R meldhihdiRSrishes §£ndi ng of
direct mail, are inplenmented so as to target each cell. Based on custoner
novenent aspenficoabhidaamdrs orcpedfie brandslirdeseedicanarkét it Aealptediiar s of

custoners in cells, it is possible to determne future custonmer val ue and
future i nchesugwdatyng ip p detpbasgl the punchaseflostomalern e lcnstomprsisicHEomE t 0 anal yze
- based. onl n purchase data.for roducts of one's own cC any -whether it
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on the purchase-history data stored in the database. On the map, customers are classified
into “cells” according to purchase-amount categories sorted according to
customer-purchase sum or quantity of merchandise purchased and user-type categories
sorted according to the number of types of merchandise of a specific manufacturer or a
15  specific brand purchased by a customer in a specified period. The classifications of user
types estimated from the purchase sum, quantity, and other details regarding purchases
of all manufacturers’ and brands’ of merchandise in a given market are quantified based
L on purchase history, including questionnaire data collected at points of sale,
membersﬁip credit cards affiliated with businesses in various industries, or electronic
20  transactions. The customers are sorted into cells according to the above-described
purchase-amount category and user-type category, and then marketing approaches, such
as the sending of direct mail, are implemented so as to target each cell. Based on
customer movement among cells and increases and decreases of the numbers of
customers in cells, it is possible to determine future customer value and future increases
25  inoverall sales for each cell, enabling one to analyze — based only on purchase data for
products of one’s own company —whether it will be possible to expand one’s market

share for such products.



Description of the Related Art Conventionally it has been inpossible to

| earn the market share of other conpanies' specific products or spegi¥jgy 2005
brands in specific markets (for exanple, Cosnetic Lotion 5 Y produced by
Conmpany X) based solely on one's own market share. Although there is a need
to predict future custonmer value so as to analyze the possibility of
expanding one's nmarket share, little thought has gone into this

conventional problem Conventional marketing approaches based solely on data
regarding only one's own conpany's sales enploy RFM or RFM (recency,
frequency, nonetary, iten) based on 10 the current val ue of custoners. These

approaches_assung tr}ai &uitOErs with good current value will naintain that
val ue in tReseript 18 : at is not always the case. To devel op an

effective marketing approach, it is necessary to learn not only the current
val ue of cOstamtpsallynit hayeenafmppssitddtslearnithe masdred shpreof otheesgmpmmiesal so t heir

potential future value, in order to determ ne the market 15 share of one's
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anal yze whether there has been custoner response to previous marketing
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condi t i ons cafert velue wil snamainsthatvaiedn NE@uRG6. Di scl osure of the Invention

However, that is not always the case. To develop an effective marketing approach, it is
necessary to learn not only the current value of customers in terms of purchase sums
and quantities, but also their potential future value, in order to determine the market

15  share of one’s own company 1n relation to products of all manufacturers and brands in a
specific market. The future value of customers can be determined through interviews
with clerks at sales outlets, questionnaires, and the like. It is also necessary to determine
potential resources of future value by studying the various combinations of products

purchaseg by customers.

20  In order to find an efficient marketing approach (direct mail, etc.), One must analyze

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

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

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

and conditions of the investments.



The above objective and others will be attained by a sal es-predicting nethod
based on triple-axis mapping of custoner value by enploying (1) a %QNBVIWB
cust oner -val ue-determ nation 5 nmethod that uses a custoner val ue-analyzing
conputer systemof an institute that <collects in a database

purchase-hi story data and then anal yzes that data, (2) a sales-predicting
met hod conprised of the steps of sorting custoners into custoner-val ue
cells that determ ne the anmount of current and future custoner value and
resources for future customer val ue, based on specific-nerchandi se purchase
data 10 collected in the aforenenti oned database, (3) using a conbination of
t hree axes |nclud|ng a purchase-anount index (first axis), a user-type

i ndex (seogﬁﬁkﬁkﬁgﬁ—ﬂéﬂﬁlﬁﬂﬂﬁhstoner-purchase rel evance index (third axis);
(4) measuring changes in the customer-asset cells over tine and changes due
t 0o sal es- pTisnahidverbjecties ambothsrs vall be @Gpined bynalsales-poedsaingsndiodibasad ohyi ng
causal relationships between sal es-pronotion 15 investnents and sal es.
Further, ttiplgexie meppingrafienstomaciealug by emploaiiss(l) s snstemen-velu¢-detsimipaterst oner s
in a pIuraI| y ., of classificatipons in order of urchﬁge sum or purchase
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bet ween a manufacturer and custoners, including transactions by tel ephone
and mai | wrelresasteontor futpercnamer viug dasddsorspeaifisprerichirdiseguodtast dater or

br and |n a speci fic market. The user- ty e index 25 (second axis) serves to
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The customer-asset celis over time and changcs due to sales-promotion investments; and (5)
simulating sales by quantifying causal relationships between sales-promotion

15 investments and sales.

Further, the purchase-amount index (first axis) serves to classify customers in a plurality
of classifications in order of purchase sum or purchase quantity, based on
purchase-history data collected for a prescribed period, with said purchase-history data
includinghat least (1) a customer name or customer code, (2) a product code, (3) the

20  quantity of each item purchased, (4) the monetary sum of items purchased, and (5) the
time of purchase. Said data is collected regarding transactions of sales outlets, electronic
transactions conducted via the Internet, and direct transactions between a manufacturer
and customers, including transactions by telephone and mail when customers purchase
products of a specific manufacturer or brand in a specific market. The user-type index

25  (second axis) serves to classify customers into a plurality of classifications according to
user type determined by merchandise combinations from customers who purchase the
majority of types of merchandise to customers who purchase 0 to 1 types of

merchandise, by combining a plurality of types of merchandise by specific



cust oner - pur chase-rel evance index (third axis) indexes the user type
classifications extrapolated from purchase suns, quantities, and o? 0V 2005
purchase details for products of all manufacturers and brands, including

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

busi nesses in various industries, as well|l as data obtained through

quest | onnai.ie, Al Ob: bﬁgamrume@npg GRENRA e S@lASTRUT | ets, questionnai res

and/ or I ng approaches 1n ectFoRI C transactions and direct

t ransact i opsgstofieepircR3BabieRca MR (thirdr &) imxdtha RRre ssificaflbagct mai |,
e-mai |, and tel ephone, and custoner data on sales clerks. The
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current and future custoner value and resources thereof for products of
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custoner-pur ase re evance 1s |ndex custoners in
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of all nmanufasledtingeipproatheshit @d‘lékioutllatsagmﬁﬁnﬁdu@s aRd/eharkansl ifirogebimi ng a
plurality of types of merchandise and 20 classifying custoners in a
plurality efectrbsisgsiahsactionsoand daectiratisacfions, questionsaicércandicg enarketitlyi nat i ons,
from custoners who_ purchase the majority of types of nerchandise to

cust omtPs RPRFopehes by dueer myl, |e-wb@§d6$lemner@ﬁdﬁugt@mel:é%t@ﬁérsaleaclerks The
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pur chase-history data 1 ncluding at east a custo nane or custoner
code, (2) arbraadsiasing tiéaripledxis dimnbintaivnl proviting d4for salué@ﬂ‘ga&w,nvé@ t he
nonetary sum of items purchased, and (5) the tinme of purchase, with all
sai d data mdsmwore@e&mpn@tm anteddoit stfimess land pravidiag 8 nigghod fos

mer chandise, 4 2 9
predicting sales ased on the target and conditions of the investments.

Further, the customer-purchase relevance is the third index for classifying customers in
a plurality of classifications based on abstracted data according to the monetary sum or
quantity of purchases in a specified period for merchandise of all manufacturers or
brands in a specific market, and for combining a plurality of types of merchandise and
20  classifying customers in a plurality of classifications according to the merchandise
combinations, from customers who purchase the majority of types of merchandise to

customers who purchase 0 to 1 types of merchandise.

Further, a sales-predicting method based on triple-axis mapping of customer value
employing a customer-value-analyzing computer system of an institute for collecting

25  and analyzing purchase-history data in a database, the purchase-history data including at
least (1) a customer name or customer code, (2) a product code, (3) the quantity of items
purchased, (4) the monetary sum of items purchased, and (5) the time of purchase, with

all said data collected regarding transactions of sales outlets for the merchandise,



el ectronic transactions conducted via the Internet, and direct transactions,
including transactions by tel ephone and nmail, when custoners purchq$pNgvzm5
products of a specific manufacturer or brand in a specific market. The

sal es-predi cting nmethod conprising the steps of (1) constructing a custoner
pur chase- hi story database for accumul ating data on 5 custoners that purchase
mer chandi se of specific manufacturers or brands; (2) dividing custoners
into mx n cells according two axes, including a purchase-anmount. i ndex for
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busi nessesspenifiedipenod, andauser-typs index foredlassEgingGustatmerolist wen gope ilto@ugh
guesti onnaires, and/ or narketi ng. approaches at sales outlets, questionnaires
and/ or 1Grar Risgality obeptegorien 8 aceardispde comhinatiensafsngrchapdise pHerhasedeluring the
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for products’ of” specitic manufacturers ed on in the

dat abase; (fR}chandivé;dnd @3 )dtharating a sehre@ival@ wif Bebd Y8 thes@taR-sBr@M®t i on
investnments suited to the custoners; and (7) providing a method for

pr edi ct i ngdetainsse thei quexgnt eustdneertvalugen eanhdcetpGhiredondisg of thelvestomeest nent s.
Further, a sales-predicting nethod based on triple-axis mappi ng of custoner
val ue E5 purchase-history database the user type classifications extrapolated from purchase sums,
quantities, and other purchase details for products of all manufacturers and brands,
including those of other manufacturers and brands, in a specific market, the extrapolated
purchase data including product purchase history of membership credit cards having a
common id and affiliated with a plurality of businesses in various industries, as well as
20  data obtajned through questionnaires and/or marketing approaches at sales outlets,
questionnaires and/or marketing approaches in electronic transactions and direct
transactions, questionnaires and/or marketing approaches by direct mail, e-mail, and
telephone, and customer data on sales clerks; (5) determining the magnitude of current
and future customer value and resources thereof for products of specific manufacturers
25  orbrands based on data in the database; (6) providing data for selecting effective

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

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

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



2 9 NOV 2005 enploying a custoner val ue-anal yzi ng conputer system of an
institute for overseeing purchase-history data that includes at |egsd Ny 2005
either a custoner name or code, product code, quantity, purchase sum and
time of purchase collected through transactions of sales outlets for the
mer chandi se, el ectronic transactions conducted via the Internet, and 5
direct transactions, including transactions by tel ephone and mail, when
custoners - purchase products of a specific manufacturer or brand in a

speci fic ”&B}SE;Zingaﬂglsﬁ)m& WakuQRA YAk U mBElee ybidth BE afREsNRAe fARIBSGiAS i nding
effective markéting approaches and inproving overall sales by selecting not
only cust opichasaadnstoy duty thetnincvdédi leabldithenh s0stomsit naee sr sddeprotgh future
potential value, using a custoner-purchase-history 10 database storing the
cust oner - paodsh geantity, puehgseduins ahd Lmesf phrohadseseoliceted proigh tansaetrans @€t urers or
brands, and a tofal_manufacturer/brand, custoner-purchase database that
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purchase history tor nenbership credit cards wth “comon 1ds that are

affiliat edcydtédhedidhd @derfining nﬁﬁd&ﬁ?aﬂ]@_@ﬂﬂhﬂi&l@%ﬁea—m make®sz petichtd Ny
met hod conprising the steps of (1) classifying custonmers according to a

pur chase- aamdimtprovidgoyenati szleby sdiectimgmohaslg sustbmees lavandiusenovalsgdoi f i ¢
manuf acturers or brands in specific markets are calculated in terns of the
nonet ary s @l§p 2ostemersyithigk suturepotentiahydles, usingiatcagtomsinperriistedhistone vol ume or
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dat abase, suc ategories including at 'east a heavy-purchase

cl assifi caifapBecuthulRe dbia QUHIEIRARE cedAR&L fuirEiRlsk BEhavadtdegarliing Proddefs@rage 25
classification; (3) classifying custoners according to a user-type index,

wher eby cumhofietusersiand andhinsesppeifid netreet bhsesipociespansesstoufuastionngres or br ands
are classified into, a plurality of categories n _based on data in the
pur chase- hpad/or atkgting appaoackies af poagtsl of galg, ey elerteanic Hanwgtions, aningiger cat egory
of Cus&? rreﬁ:r%né’e\@go sl,J(ria(.:tg %ﬁ%algé lClBlLk\é,p i p%];‘chase history for membership credit cards with
common ids that are affiliated with businesses in various industries. The
sales-predicting method comprising the steps of (1) classifying customers according to a
purchase-amount index, whereby the purchases of merchandise of specific
manufacturers or brands in specific markets are calculated in terms of the monetary sum
20 of purchases, the quantity of items purchased, the volume or the like of merchandise
purchased by customers or members of household units in a specified period; (2)
classifying customers into a plurality of categories m based on this data stored in the
customer-purchase-history database, with such categories including at least a
heavy-purchase classification, a medium-purchase classification, and a hight-purchase
25  classification; (3) classifying customers according to a user-type index, whereby
customers who purchase products of specific manufacturers or brands are classified into
a plurality of categories n based on data in the purchase-history database, with said

categories including an upper category of customers who purchase all types of

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



mer chandi se of the manufacturers or brands in the specified period, an
upper-mddle 6 2 9 NOV 2005 category of custonmers who purchase alnﬂnggyFmg
types of nmerchandise, a mddle category of customers who purchase one-half
or nore of the types of nerchandi se, an average category of custonmers who
purchase | ess than one-half or an average amount of the merchandi se, and a
| ower category of custonmers who purchase 0 or | kind type 5 product; (4)
creating a current custoner-value map by dividing customers into mx n

cells a@%ﬂé@ﬂﬂo_@c&é@&n&@%&fﬁiﬁlﬁa@@h‘B{agérﬁg%ft}%@%? herdiasdisd ¥Rsighrdex and
generating nunerical data indicating the structure and purchasing status of

cust onmer geaspsybbtusteaed wirl purchazs enk-balf bhmosusitithegpepuf tbahendises bor y
dat abase; (5) classifying customers by rel evance, whereby custoners are
cl assi f i edayenags catqgony of gustomadrs who pyonhesedess than erecbilfiphan ausTaaensteageo!
nonetary suns or_ quantitjes of itens purchased within each_  specified
peri ods f ofherfesehaiifesends loxyer CHEBRIY 26 R ORES SYhcpRkise B8 ddshivas a
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user type into at [ east n categories 15 according conbi nal’l ons

ner chandi s guipkfi€d) daRdndivitingahs sintktsieatd bhrHaPes 5teds of chitOmeicasimfer s who
purchase a magjority of the types of nerchandise to custoners who purchase 0

or 1 kind taghecellf based ohérditstymdrasethasmhid@inadatoased5) nlasdifyingtuatomers
manuf act ur er/ brand cust gner - pur chase- hi story dat abase and further dividing
the n cat By&leeance.vherelty qustpmersarg clpspifipd inta e phpaitypfcategoriestiise- amount

T R N
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a pluralit sl nesses I n varilous ustries, as we s data obtai ned

t hrough quessifaeftdd dng thea b flantiEtedrTbighdaRBlogRE Pafchate-Bidlopp dablidsetif .
guestionnaires and/or marketing approaches in electronic transactions and

di rect traoskcto determifSthgifesre valnaof astamad or each ckl&t(bhgfasspiyimgamismsmeby di r ect
mail, e-mail, and tel ephone, and custoner data received from sal es clerks,
and by cat By&elevanss wirsehy @istrsrs angyelassified by user type nto at least n categories

15  according to combinations of merchandise purchased during said specified periods,
from customers who purchase a majority of the types of merchandise to customers who
purchase 0 or 1 kind type of merchandise, based on data stored in the total
manufacturer/brand customer-purchase-history database and further dividing the n
categories into at least m x n cells according to purchase-amount classifications for each

20 category'i_(’;’) classifying customers by relevance by extracting purchase data including
product-purchase history of membership credit cards that have a common id and that are
affiliated with a plurality of businesses in various industries, as well as data obtained
through questionnaires and/or marketing approaches at sales outlets, questionnaires
and/or marketing approaches in electronic transactions and direct transactions,

25  questionnaires and/or marketing approaches by direct mail, e-mail, and telephone, and
customer data received from sales clerks, and by categorizing the customers by user
type based on data extrapolated from purchase sums, quantities, and other purchase
details for products of all manufacturers and brands in a specific market; and (8)

predicting sales by determining the magnitude of current and future customer value and



type based on data extrapol ated from purchase suns, quantities, and other
purchase details for products of all manufacturers and brands in aspggy i
mar ket; and (8) predicting sales by determ ning the nagnitude of current
and future custoner value and 7 2 9 NOV 2005 resources thereof for products
of specific manufacturers or brands; providing effective custoners |ist
data for selecting effective sal es-pronotion investnents suited to the
custoners; and provides a nmethod for predicting sales suited to the target
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in one of three categories, including a heavy-purchase classification (h)

f or cust omeesomers; asiqoavitdes omethod for predicting s4les sudtedio tetanget andpenditidnodn
purchases, a_ nedium purchase classification (m for custoners who account
for about 90thedrvesHeenty total anount expended on purchases, and a

| i ght - purchase classification (1) for custoners accounting for the

remai ni fig FOfhaf cisheméro b armnpethin crdgeihsiadargest pprchaseamesint fosnidiest, nuneri cal
data indicating the structure and purchase condition of custoner groups in
each cel | pnshastegnounhin the step o classifying @wstshets senopding tit pysehase amayet, ande 15
conponent percent ages. of purchase -expendi ture anmounts, quantities punbers,
or  vol umedheyipepiatrdin 8 o Ehwep@iea%&e&dﬂawélﬁs aﬂﬁﬁfﬁ@?ﬂf&hawﬁaﬁ&lﬁeﬁ ) per
person; and the nunber of customer I ddi.t,i_.on ales.for the near future
an e prodcbsamR rbafontt BTSN Sgve RS LudlaRfunt PRt e he
current  custanEE suah ' B wHOIRAN S dlBkesdRoe ke cel l's
T cach g ATatRRHE, TRRTCRGS (1Bl YoF LEROANS s PR Rt R oRof U
targetiing esslhurgdimt exghdédlo®paiohases,land ailipht-poichgsel dgsificatish @y fomn cust oners,
requests for information materials, store visits, purchases, purchase sumns,
ongoi ng purceitamess, acamubtiog i they rqmaining 26%eefithe totalammunt expesdesk@d i n t he
mar ket i ng- appr oach-response dat abase, (2) the results of the marketing
appr oaches PREhagesch cel | are anal yzed based on data in the
mar ket i ng- appr oach-response

Further, numerical data indicating the structure and purchase condition of customer

groups in each cell includes: the customer or household component percentage; the

15 component percentages of purchase -expenditure amounts, quantities numbers, or
volumes; the purchase sum per person; the number of transactions per person; and the
number of customers. In addition, sales for the near future can be predicted by creating
maps for consecutive time periods in the current customer-value map-creation step and

comparing data for like cells in each map.
LS
20  Further, (1) response data for marketing approaches targeting each customer in each cell,

including inquiries from customers, requests for information materials, store visits,

purchases, purchase sums, ongoing purchases, and ongoing-purchase-amount data, is

stored in the marketing-approach-response database, (2) the results of the marketing

approaches for each cell are analyzed based on data in the marketing-approach-response
25  database, and (3) subsequent marketing approaches are conducted only for cells

determined to be highly effective.

Further, the specific markets include at least cosmetics, soaps, clothing and apparel,

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



25 dat abase, and (3) subsequent marketing approaches are conducted only for
cells determned to be highly effective, Further, the specific narloed fov 2005
i nclude at | east cosnetics, soaps, clothing and apparel, decorations,
handbags and travel |uggage, hone appliances, conputers and peripherals, 8 2
9 NOV 2005 services including distribution and transport, and al coholic
beverages such as beer, w ne, brandy, and whiskey. Brief description of the
drawings 5 In the drawings: Fig. 1 is an exanple configuration of a

conput er system fefud (ﬁ!sﬂiibﬂgorﬁﬁmmgoﬁ Fand3fIoRb 1T Bé@%%g §\5%rbe¥ﬁ life Pased

on three indices according to the present 1nvention; i gure shows the
rel ati onshbfnbgtanderhitkee. conput er system sales termnals, and custoner
term nal s connected via a conmunication line. 10 Fig. 2 shows the flow of
operations in the nmethod of determ ning custoner value with three indices
according to the present invention. Fig. 3 shows the flow of operations in

the method_of determ ning custonmer value with three indices according to

t he presenﬂ@&ﬂ&ﬂﬂlﬂljﬁ%@m an enbodi ment of a current
custoner-value map, with (a) showing the 15 three-axes construction and (b)
show ng5 anlettenipdwingé: specific data for the hatched portionin (a). Fig. 5

shows an enbodi nent of a future custoner-value map, with (a) show ng the

const ruct | efk 316ul MarFOLh A A ATt cler 398G thEelabnd Phetilf ghal ohed

portion in IS s{orrer-v p show ng a Irment for a
speci fied petehRing cudtdnter vélie baded A8 AndiBE fRBSITgUG thOpresdtd ifehti@nd (c)
showi ng exanples of data. Fig. 7 is a custoner-value map show ng an
enbodi nment tHedfiguae slpees the edatpeshipdedtyeenithd coriptessysieim galehermmakst ant i on and
(b) and (c) show ng exanples of data. Fig. 8 is a custoner-value map show ng
an embodi newtomey tepmispls conpestedyds p gmmunigatipn lipg) showi ng the construction
and (b) and (c) show ng exanpl es of data.

10  Fig. 2 shows the flow of operations in the method of determining customer value with

three indices according to the present invention.

Fig. 3 shows the flow of operations in the method of determining customer value with

three indices according to the present invention.

Fig. 4 shows an embodiment of a current customer-value map, with (a) showing the
15  three-axes construction and (b) showing an example of specific data for the hatched

portion in (a).

Fig. 5 shows an embodiment of a future customer-value map, with (a) showing the

construction and (b) showing an example of specific data for the hatched portion in (a).

Fig. 6 is a customer-value map showing an embodiment for a specified period X, with

20  (a) showing the construction and (b) and {c) showing examples of data.

Fig. 7 is a customer-value map showing an embodiment for a specified period Y, with

(a) showing the construction and (b) and (¢) showing examples of data.

Fig. 8 is a customer-value map showing an embodiment for a specified period Z, with

(a) showing the construction and (b) and (¢) showing examples of data.

25  Fig. 91s a customer-value map for an embodiment for a specified period Y, showing the

direct effects of the marketing approach, with (a) showing the construction and (b) and



25 Fig. 9 is a custoner-value map for an enbodi nent for a specified period
Y, showing the . direct effects of the marketing approach, with (a)zglagwmg
the construction and (b) and 9 2 9 NOV 2905 (c) show ng exanpl es of data.
Fig. 10 is a custoner-value map for an enbodi nent of a specified period Y,
showing the indirect effects of the marketing approach, with (a) show ng
the construction and (b) and (c) show ng exanples of data, 5 Best Mode for

Carrying Qut the Invention Fig, | shows an exanple of a configuration of a
conput er sgcgtsg@gv Qﬁ%ﬁﬂggfaﬁa' determ ne custoner val ue based on three
i ndi ces according to the present invention. Fig. | also shows the

of calo, ahth A hBOTEAGNY fr fRatCapet LF Sporihd e levBor -

term nal s elaurchlal ons
circuit 2.&\?6}%&#5%?2?%% %l%:égftﬁ P g%g%gc as(é5 gﬁer‘JrJﬁn% wf%ten rrglglﬁgg&)dl rect
transacti opst ) khowding URdRPRE of dAtg part labeled 10 is a processing server for
anal yzi ng custonmer val ue. The processing server 10 includes anal yzing

progr ang 10a that determ ne custoner value according to 15 the present

i nvention. The nuneral 11 indicates a database server for managi ng a

dat abase 12, The dat abase 12 |ncI udes at least the foll ow ng sub-databases:
a cust omer Best (Y. - g dnt ¢ ) a total manufacturer/brand
custorrer-purchase h| story dat abase 12b and a marketi ng- approach-response
dat abase 1Bfp 13Bowhen Wabfi%ﬁ@@tﬁ%f&%ﬂ%ﬁt&%ysta}hﬂ dudigéddo 14 ' ) s a
termnal 14 allow ng the input of formdata by manuf acture when

conduct i ngdetermsint custamsacluovesedon bhree mdsenawording hethe eresentdhvebdionl Kig. serves

as a docurrent out putti n,(g§ termnpal used in mar ketmg approaches such as the
sendi ng of | disoebpwirhel relgHonghinsbatwaernibe sMpUter sted r s2lesTtRRningls A APINGSS

(at abad "1 35508 Gra S TRpEretinasty OB sy grial S o hioBit ARG &0

connected to the computer system 1 via a communications circuit 2. The numeral 9

indicates a purchase form used when making direct transactions with a customer.

The part labeled 10 is a processing server for analyzing customer value. The processing
server 10 includes analyzing programs 10a that determine customer value according to

15  the present invention.

The numeral 11 indicates a database server for managing a database 12. The database
12 includes at least the following sub-databases: a customer-purchase-history database
12a, a total manufacturer/brand customer-purchase-history database 12b, and a

marketinE—approach-response database 12c¢.

20  The numeral 13 1s a Web server 13. The numeral 14 is a terminal 14 allowing the input
of form data 9 by manufacture when conducting direct transactions with a customer.
The terminal 14 also serves as a document-outputting terminal used in marketing
approaches, such as the sending of direct mail or questionnaires to customers. The

numeral 15 refers to a local area network (LAN).

25  The customer-purchase-history database 12a stores purchase-history data that is
acquired when a customer purchases merchandise of specific manufacturers or brands in

a specific market. This purchase-history data includes at least customer codes, products

10



acqui red when a custoner purchases nerchandi se of specific manufacturers or
brands in a specific market, This purchase-history data includes at} §#g%17005
cust oner codes, products 10 2 9 NOV 2005 codes, quantities purchased,

nonet ary anounts of purchase, and the tine of purchases -- data acquired in
transactions at sales outlets, in electronic transactions wth custoners
via the Internet, or in direct transactions with custoners. A current
custoner-value map is created fromthe purchase-history data stored in the

5 custoner cgfég ﬁﬁtz&r@tra{alfecp A ;?arillg@nts @p lgl%ﬁ r | Rdnb ﬁhﬂ £ ﬁﬁ‘réﬁ&s' S

created by ing t custéoners anong m X s accor ng to two axes.

The first axXigaiabquiredit h@HASEoMER YAlks bigke if @Irectfﬁdnﬂ§$rhﬁ$élcﬁéhs<3\ﬂi$lﬁ omers in a
plurality of categories m according to amounts of pur chases in each

speci fi ed pstimets vidthe tnistnetyer m direet transanyed witlncustaiesrs.accordi ng to the
nonetary suns of purchases or the quantities of items 10 purchased, based on

the pur chagesyfet Qfsyonﬁ’élﬁlue-lfﬁ@p RN BfhShd ﬁxr@hd&%—@ﬁst&r)quﬁtd A6RY ih e
classifying customers in a plurality of user-type categories according to

combi nat i oast@her-prtithehitae dpabseaseadasdesoiteddrive Aduraprigcssied bgpeci fi ed
period - fromcustomers who purchase a majority of the plurality of the
varieti es oividieg mmdpmrimmgsmmmls agbardimgrto e ex€s. dhe firstiand it ype of

merchandi se. In this way, it is possible to analyze the 15 current val ue of
cust oners PyFchaserRmaupt méﬁx fq{éfwﬁvmayusiﬂ@r:sﬁzn A@IyralY of GategRR§SdRt cust omer
value in two %ﬁﬁ% cutiv er cent ages of

ot e ihoRaRe £ dhorrts Bty et 8%"@58%&98?{&4’ Cofpire REGHALTS Phe
next. spect f) stlepihithe (848 mofe TR AR eI AUREAARATN Stify, data f or

transactions at sales outlets | tra smtte es termnals 3

shown 1M Fpgrchdsetl thdséP ol SH¥purehasS KistoRPddtaV The ieh@ncﬁﬁbﬁmsm weat-typRSnddx fopi t 2.
Purchase-hi story data of electronic purchases by custoners is transmtted to

t he conputlessifyng estdmers i & pleratinodmsec-iyfematgonecagcording tooontbimmations oH mer
termnals 4, shown in Flg 1. 25 Purchase-hi stor data for direct
transact i of$rtiapdise parchased by icustpmpisduging saidspe@hed peodra- from customers

who purchase a majority of the plurality of the varieties of merchandise to customers
who purchase 0 or 1 kind type of merchandise. In this way, 1t 1s possible to analyze the

15  current value of customers in each cell of the map.

By analyzing maps for current customer value in two consecutive periods, it is possible
to predict percentages of customer movements and the inflow/outflow of customers for

each cell in the next specified period.

Here, a majority of the purchase-history data for transactions at sales outlets is
LS
20  transmitted from the sales terminals 3 shown in Fig. 1 to the computer system 1 via the

communications circuit 2.

Purchase-history data of electronic purchases by customers is transmitted to the
computer system 1 via the communications circuit 2 from the customer terminals 4,

shown in Fig. 1.

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

using a purchase record.

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

11



usi ng a purchase record. The total manufacturer/brand

cust oner - purchase- hi story dat abase 12b stores extracted 11 2 9 NOV 1005 data
for quantifying the purchase behavior of custoners; in other words, Eh§by 1005
manuf acturer's or each brand's percentage of sales of the total sales of al
mer chandi se of all manufacturers and brand in a specific market, including
mer chandi se of other manufacturers and other brands. Data stored in the

dat abase includes - in addition to 5 the responses to questionnaires and/ or
mar ket i ng approaches at sales outlets - questionnaires and/or marketing

appr oachesdith f&l Rahtifigitht pabaetchkbondbudionRed; in bihanwasdsi @k (i ncl uding
transactions by tel ephone and mail), custoner behavior as reported by sales

cl erks, resporsaerars aqeest hremhaipeesntagedhyalavenf ket tiotal) s ggpofcdicherchanidase di r ect
mail or e-mail, extracted data relating to purchases, including the 10
pr oduct - pupkcabmanypeuwrsansgbrarthineg sasrificaparliet; Inghiding Wrtcharahwf%éwi d that

ffili ith I busi L I l.i f i.ndystries. A
of “tuture BRBVBRERCTsGEha Rants A Soiehe 1F gRehER N TR el e Res 1o
creat ed s s BuiA0LL L oSSR CPHAANARE HSRALOL ARaBlugn da & extract ed

fromthe to manu urer/brand cus ase-history dat abase 12b,

as descri bggesiShiites i/ dNRarREALSbr8iches BANLADNIdPariRRicRO B HP&S T el evance
classifications (a), (b), and (c). The relevance classification (a)

cl assi fi estrensatiorBr(mchiingearspiRingby telephont andinailpuuabaeebehapioaaed i n order
according to the purchase's nonetary sumor the |ike and based on data
extract ed feportedbh sadpederksgdspeesésad quttiennates eadioe mefketisg kppranthss viab)

cl assifies custoners by _user tége, based on data store irLthe dat abase 12b,
into at | edgectypilpresmail gxgeac W%ng@%ﬁkﬂsﬁ%lﬂ‘ﬁ‘ﬁfgnﬁ erer chandi se

h d durj id i fLed i od, .. h
o 19 oPikE%R G Bleke BRRRL P REmyRELIm ol (BT AP & RGBS 0 o 1 ki e
type of meqahandi o vatlfis BubALSBORISIANE StFdfIRtes, di vided into at least in

x n cells according to purchase-anount cl’assifications for each category.
The rel evance cl ification (c) classifies gcustoners, gccordi ng.to various
25 mar ket | RGP ab Bl B G OET B G asea i BE AR REne RErSIanises i T o )
or e-mail gent, quantify customer-purchase behavior based on data extracted from the total

manufacturer/brand customer-purchase-history database 12b, as described below.

15  The method for creating the map comprises relevance classifications (a), (b), and (c).
The relevance classification (a) classifies customers by the monetary amounts of
purchases, placed in order according to the purchase’s monetary sum or the like and
based on data extracted for each specified period. The relevance classification (b)
classifies customers by user type, based on data stored in the database 12b, into at least

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

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

to customers of each cell.

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

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

12



to custoners of each cell. Here, sales correspondence is distributed a
plurality of times over an interval equal to or greater than the S§E§M§%§@5
period nentioned above. An "approach nunber" is attached to 12 2 9

each distributed correspondence and is accunulated in the total
manuf act urer/ brand custoner-purchase-history database 12b. The term nal 14
shown in Fig. 1 serves to distribute nost sal es-correspondence docunents.
However, these docunents can also be distributed via the sales outlets. 5

The mar ket | ISk (ﬁﬂplf)ﬁ 2§ @o&&iﬁ%&&@e Qﬁé f&h %él.?ml}]%ﬁ%dslé% ot i Rgﬂéﬁﬁer}'b?al%d?

mar ket i ng “approac ese recor responses are 1 nformation

obt ai ned f E%mbﬁﬂﬂbﬁds@@nsftér‘f}rﬂa%ﬁéeo%r Fhe (LAUATY S sﬁ&b(m id’lflgrﬂ%rb&‘lomt erials
(catal ogs), store visits, purchases, nonetary suns of purchases, ongoing

pur chases drstrﬂﬁmembstmaremaﬁegqonaad:e d@uﬁmérai iH®welat ahesegieckhegs oaosisobe
purchases. The in route for this data is the sane 10 as that for the
cust omer - pdistritax ‘haghecﬁagps@atlalsase 12a. Next, the process of operations
performed by the anal yzing prograns 10a stori ng the nmethod of determ ning

cust ones vqihu%@E&ﬂgcypgﬂ)amrés&senw@%aﬁe 1Rwedtel ARp¥skt tdife n&EIEDed with
reference to the flo arts in Figs and 3. Purchase history data is

col | ect ed wpproachset daclGdgd in(thgse racuddddonespotessaare befdratlcavebtataahfrémme 15 a
custoner purchases nerchandi se of specific manufacturers or brands in a
speci fic  mguiress. fraRogestorhels, jequests foaindpinsioo maseridls {eatalogs) sedresisiter mi nal 3

to the conputer system!| via the  communications circuit 2. Route b~ is a
transm ssi @H"Sé%eﬁ: PRFATY S\}‘E‘B 05Hﬁféh?%%lﬂngg@gé’é‘ﬁchﬁﬁeséﬁé%%%F PerMhal 4 20
to the corrpute

pati Tor | AOIC [oi% 48 P oS PHERES Tipe 3PPyl dht s g PRy e LS o
dat a orjoa 9N iRt Sihdai k. Bﬁ&&%Hénﬁe FSqH50NS wih s custoner (830"

Such data is accunmul ated o by one custorrer-purchase hi story

dat abase 1%&){'( the Br%ges(s:% gérgtrmnssypse} ed éy the a)nalyzmg programs 10a storing the

method of determining customer value according to the present invention will be

described with reference to the flowcharts in Figs. 2 and 3.

Purchase-history data is collected via routes (a), (b), and (c), described below, each time
15  a customer purchases merchandise of specific manufacturers or brands in a specific

market,

Route (a) 1s a transmission path from a sales terminal 3 to the computer system 1 via the

communications circuit 2.

Route (b) is a transmission path from a Web-page input screen on a customer terminal 4

20  tothe computer system 1 via the communications circuit 2.

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

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

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

the computer system 1 (S 22).

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

described below for each specified period (a period of about 3 months or 6 months; S

13



25 Using the anal yzing prograns 10a, the processing server 10 of the
conputer system 1l begins to generate a current custoner-value map Ry NOV 2005
classifying custonmers in the order described below for each specifi

period (a period of about 3 nonths or 6 nonths; S 13 2 9 NOV 21)05 23).
Next, will be described the process for generating a purchase-anmount index.
The anpunt of noney spent by custoners or nenbers of household units for

mer chandi se of specific nmanufacturers or brands in specific markets is

di vi ded ingg)a 5 plurality of classifications mbased on data in the

cust oner - purchase- hi story database 12a. The plurality of classifications m
i ncl udes a§€leas a hea%y-%$rchase cIassiticatioF (H), a.nedi um purchase
classifica ezsw&tw)}% desfibgd Fhegpoess For 1R WIS BYACIE5 AR INdeX det er ni ned
according to the amobunts of purchases for each specified period t. The
anount of ZFhpamohsise meneysgentiyeusomnesuon mémbdre ophoushsld unithfrquant ity
nunber, or the 10 volune of the products. Next, an exanple of the above

pur chase- amsteiendise e srerdigtnanuiacturprses drandg in speeiic markgistivdwidedante 8| j sted in
order of purchase upts, fromgreatest to |east, in a specifie eriod t.
Qs oot s HUCHRGE RESHBratlgd It CAsEh o0 Pia G SEp e PR SRR S o
classified,i V. ificatio C i % of the
foral 15 pltbrsP BB RaaE Poyeh e R AR R BT AR haes"
and the reggini : t t | i W frgation (L)
(5 24) - e B B R P b

descri bed. dkterrhined acoording €o theWsicuARIof puhhadey feihask spai Rdiopediode. THe speci fic
manuf acturers or brands have purchased basic types of nerchandise A B, or

C, based ommphet afzt purchase reh@ Gonetatyosver ofithe phecbasehitet praptityauaibas or hga.  (for
exanpl e, when the specific market is cosnetics, the types of products m ght
i ncl udéla makme fgheBiqdectA  a special whitening cosnetic B for use as a
foundati on, and a special age-related cosnetic C effective for winkles and
t he |ike.) Neft, andadmplefchastsivt pedthase-ahount alaegdficatos is preséntel. Fgsicust omer
category (ABC) for custoners who purchase all three types, custoner category
(AB) for customers are listed in order of purchase amounts, from greatest to least, in a specified

period t. Customers accounting for about 50% of the overall purchase amount are

classified in the heavy classification (H). Those occupying about 30% of the total

15 purchase amount are classified in the medium classifications (M), and the remaining

customers are allocated to the light classification (L} (S 24).
Next, the process for generating the user-type index will be described.

In this example, customers who purchase merchandise of specific manufacturers or
brands heve purchased basic types of merchandise A, B, or C, based on the data in the
20  customer-purchase-history database 12a. (for example, when the specific market is
cosmetics, the types of products might include a basic cosmetic A, a special whitening
cosmetic B for use as a foundation, and a special age-related cosmetic C effective for
wrinkles and the like.} This data is classified in six categories, including customer
category (ABC) for customers who purchase all three types, customer category (AB) for
25  customers who purchase types A and B, customer category (AC) for customers who
purchase types A and C, customer category (A) for customers who purchase only type

A, customer category (B) for customers who purchase only type B, and customer

14



25 custoners who purchase types A and B, custonmer category (AC) for
custoners who purchase types A and C, custoner category (A) for cu;tﬁ)gﬁgz[m
who purchase only type A, customer category (B) for custoners who :Q
only type B, and customer 14 2 9 NOV 2005 category (C) for customers who
purchase only type C (S 25). Next, the custonmers are divided intoin x n
cells (3 x 6 cells in this exanple) according to the custoner-anount index
and the user-type index (S 31). Next, a current customer-value map is

gener at ed Q&ggﬁggmg(f}%ggt{)ﬁ.}éﬁt‘ggggﬁ@}gsg@yyggg r;ysl)dat abase 12a by

calculating n a 1 ndicating tructure and purchasi ng status

of custoner. groups for each, cell. (S 32). Here, t .nuperical data |.ndicating
the struct art,alilrdﬂﬁtﬂrwagﬁ%v'gﬁiﬁnﬁgmdfneeﬂé%@rﬁa? cggsrlaa § CX4mRIgEpeceEIPe

i ncl udes the,cus rs.in each cell as ergen of the total, their

pur chase SE%%“eé‘é‘Etgferﬁr%‘é‘éﬁ‘f’S&‘e‘% %‘Tari%ﬁée P%ﬁfﬁvﬁepwﬁg’hésigg’; t he purchase sum per
person, the 10 nunber of store visits per person, the nunber custoners, and
the |ike. Negt apusigolh@:sionerenbigpnap idgsneratsd basgdoveheFi g. 4(a) shows the

e i agonabs AREERRGRSaRY P aERbars (1 B cculsting ertgrica s mOHa R evont al |
axis indicate user-t. L.hdex, .divided i pat he ;:Si at egori es (ABQ),
(D), (AG) iyl e ERp el ot BeL B Sa GRS, RO

pur chase- anount index divided into the three categories (H, (M, and (L).
Hence, theHegqidhomumerical dataindicating|the ﬂmﬁtaeén@Wﬁgasm&st@u&ofielsaémrs. Each

ce | T UL S R Bl Sy, SYBLRTES sPEESETNIEc TR B g
t i Si , i 4 i | f L tg.. 20 At
L e e e

above, 10f Ohukiber swtéﬁrwsiﬂ@qienberma&ﬂermjmséa%uﬁaﬁ%ﬁz AfiOthamRe oach descri bed
bel ow i s conducted so as 'to predict future custoner value. This marketing

ol Beoi T ed Tpmangd SFHEEABRIVE ol Al MR RrE S8 iRon. 2
speci fied yhile (b) shows a specific example of data for the diagonal-hatching portion of Fig. 4(a).

In Fig. 4(b), the horizontal axis indicates the user-type index, divided into the six

categories (ABC), (AB), (AC), (A), (B), and (C). The vertical axis indicates the

15  purchase-amount index divided into the three categories (H), (M), and (L). Hence, the

customers are ultimately divided among 3 x 6 = 18 cells. Each cell includes four types

of data: the customer percentage, the percentage of total purchases, the amount

expended on purchases, and the number of store visits per person. Fig. 4(b) is one

example of specific data.

20 At the same time that a current customer-value map is generated, as described above,
for the current point in time, the marketing approach described below is conducted so as

to predict future customer value,

This marketing approach comprises a relevance classification ( @) in which customers
are classified according to the monetary amounts of their purchase within a specified

25  period into one of three categories (H), (M), or (L), based on data abstracted from the
total manufacturer/brand customer-purchase-history database 12b; a user-type relevance

classification ( 8 )} whereby customers are classified by user type into one of seven

15



25 period into one of three categories (H, (M, or (L), based on data
abstracted fromthe total manufacturer/brand custoner-purchase-hi sy omay 2005
dat abase 12b; a user-type relevance classification (a) whereby custoners
are classified by user type into one of seven 15 2 9 Nov 2005 cat egori es,
including the six categories (ABC), (AB), (AQ, (A, (B), and (C) and an
additional category (D) for custoners who al so purchase products of other
manuf acturers and brands; and a sal es-correspondence approach (y ) in which

the term ] : e estyl ires via

i ect i {eesiss RS A€ AR TRATITONS, THED. (15, BIRal Y IRLESS)

Af ter - sal esdda@sila@e4 MD¥ fr Tustbmbrsi vkt 160 pOrchie é}?w&herand cust oner
data is recorded in the total manufacturer/brand customer-purchase-history
dat abase libnifactugers indiedngre anda sdey-@respuadgnbe apabarht( 12) i wiacli the) f ol | owi ng
the beginning of the marketing approach (S 34). 10 As described above,

sal es cor riespmatibheutpits sdles corr¢spoedence sunhas grestionpiiresadhdicedt mail, e-mail,

Subsequently, the responses are quantjfied to generate a
custonesr-p%lw&ﬁlﬁgg?ee‘loéi?éﬁ‘?g‘érs qfr?agk‘?eqlA(Srw%}s' of customer value is generated for
this fixed period Z based on the data stored in the total

manuf act ur Afttbsdedcaespanienceps dahrisgedioshe cystoatapadaeuitdmer Bathugs e data is 15

predi cted by conparing the current custoner-value nmap to data before the
mar ket i ng reapisted e thedpia! mapetuegr/randioystomsnpubase-Mstonedatehsso 2 &ir@ul at i ng

t he percenfa of eat custoner ex- ner s, d.new custoners for
eachpcell éﬁ‘gje?‘m?dpé&g’éﬁ‘f e’&go"ti%ér‘%%fgéﬁ%ﬂ%@ﬂégégeﬁlwl?$gy 6tal nunber of
custoners ﬁlﬁgﬁehgé%h?@gﬁ{e@cj@r the specific mnmerchandise (S 35). 20 At the

sanme tinme ustonmer-value map i s generated for the current
point in tinme, as, descri l?ed above, a future custoner-value map is begun to

be gent} at 88 dgsrribed geave; salenrorisspandencs is distriuter tosustgmers ofisash 68l ow i n or der
0P CLSTUBOTRG, W e DS s BEuOhEERRO BBt o1 10 2

index.

A map of customer value is generated for this fixed period Z based on the data stored in

the total manufacturer/brand customer-purchase-history database 12b. Future data is

15  predicted by comparing the current customer-value map to data before the marketing
approach and creating a future customer-value map by calculating the percentage of
repeat customers, ex-customers, and new customers for each cell and the percentage of

increase or decrease in the total number of customers and total sales for the specific

merchandise (S 35).

20 At the same time that a current customer-value map is generated for the current point in
time, as described above, a future customer-value map 1s begun to be generated by
classifying customers in the order described below in order to predict customer value

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

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

(L) according to their purchase amounts based on data extracted from the total

16



25 First, custoners are classified into a total of 21 cells according to the
rel evance «classification (a), in which custoners are classified in2@q§ 005
categories (H), (M, and (L) according to their purchase anmounts based on
data extracted fromthe total 16 2 9 NOV 2005 manufacturer/brand

cust oner - pur chase- hi story database 12b for a specified tinme period; and the
user-type rel evance classification ((3 ), whereby custoners are classified
into seven categories, including the six user type (ABC), (AB), (AC, (A,
(B), and (GhanéfduréfbradfidstanalpurdhalofRiorPaAGKAE 106 ) 4 Yecified LialFleiod:;

pur chasi ng a conmbi nation of 5 products including types not sold by the

speci fi ¢ mandifhacisergpe osletanadclassieoation ( B9, whakebyredssoaere aft sla@dkdiingoo m X n
cells (21 x 6 cells in the present enbodi nent) based on the

cust oner - peevehastegpa¢seinghuiing the eix usertyps GABCY,{AB)INGER), (AhéB),andKC) and
manuf act ur er/ br.and cust oner - purchase- hi story database 12b .is prepared in
advance as 2faddHpwA qugemenbragkst (i fqreustopehop easing afnsinasivadir es fill ed

out at gsales pffi.ces,. responses,{.0 uestionnaires in elegtronic

Cransact; oRedii HhipdieE HRaAcl Brod P BrAY e R s s B hns by tel ephone
and mai |l ), data regarding custoner behavior fromclerks at points of sale,
and r espondest, the epstomarpaneaiivided into wix weells@il i, 6 eellymn the paesgnt el ephone are
recorded in the tatal nuf act urer/ brand cust oner - purchase- hi story dat abase
12b al ong WMPAdEIENE):Rapeom the gastamerspurchass Tels VasedpdeXadd usectypeiindgXt he
product - purchase history of nenbership credit cards having a conmon id that
are af fil i dhedotali ibhmeaguiner/btant yussdmbriperoksssddstony databacauE2b iis pehpatediinas. Next
a future customer-value map is generated based on the total

manuf act ur edyancaagidesstiBedbalonir chase- hi story database 12b and

cust oner - pur chase- hi story database 12a by 20 cal cul ati ng nunerical data

i ndi catipng Thheis Stespotkeste quediopbsichdsied dupitualedfoffides, ebisdnedd group in each
cell within a fixed period X (for exanple, about 2-3 nonths). Here, the
nuneri cal duestionnairesan elegtrenie transactiansrand dirdctgransictions éincludiog ftransastions cel |

i ncludes the custoners in each cel] as a percentage of the total, their

pur chase s bidelghoge aﬁi F@Qﬁt‘gﬁfeﬁ&rdt“ﬁéuﬁ@fnéf behayor Jiame glsdes & npntserf saler son,

the number aggl rés{:gl?sseg% &&e@ﬁo&%{res by direct mail, e-mail, and telephone are recorded in the

total manufacturer/brand customer-purchase-history database 12b along with extracted
15  data relating to purchases, including the product-purchase history of membership credit
cards having a common id that are affiliated with a plurality of businesses in various

industries.

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

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

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

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

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

while Fig. 5(b) shows a specific example of data for the portion indicated by diagonal

17



25 person, the nunber of custoners, and the like. Fig. 5 shows the exanple
descri bed above. Fig. 5(a) shows the triple-axis configuration, whi ?Nﬂ g‘ﬂs
5(b) shows a specific exanple of data for the portion indicated by diagon

17 2 9 NOV 2005 hatching. Here, the horizontal axis represents the user-type
i ndex for a specific manufacturer/brand in a specific industrial market and
i ncludes the six categories (ABC, (AB), (ACO, (A, (B), and (C. The
vertical axis represents the custoner-purchase-relevance index and is
divided in . i i I ] ssif:kcations (H),
(M, and (t@c}ﬁé 'g?%ﬁg’%gé%géz%dﬁg%kggg&g%%ﬁp g u)E(& tiﬁ%ﬂ@ﬁ)é%rﬁas r &F gpe rel evance

classi fi camagictufBfrand ifB spedifi€indubiial mafet atdIncliABetheAR) catégemiee, the

custoners are ultimately divided into 126 cells (6 x 21), whereby each cell
i ncl udes (ARCEABINRAC)pEL) €B}, agée (Of Thbeetobladxs teprespnts dikgase sum per cent age
of the total, the purchase sum and nunber of store visits per person. 10 In
t he cust onewstaméropurelsiserelevange index hndlisghvided intd 24 isetegorigshimciudingthe

own

t -val o] t o det i What t f '
ror Chantii SEPGneer RGP e ADe Vi AN O LAFOITG by BTE O e HAGEERs SHOHEhand se
f all fact d,b ds i A kef,, t\t
U chas! ng KA SaRec B St Bty BREL 6w T e mtAR)! Bépes i
way, the CHx%tc%Q?BﬁfersairH%Itﬂﬁattgl @iﬂh@in@ii@&l]ﬁgé‘ﬁlﬁz \Qﬂérgﬂ éé]% 'cé(l][ iRludes . ..
approachi ng not only customers that current avé€ good-value for specific

nmanuf act ur geScuStiontef perd@sentaflbf 1Bk SRalChe iparBhase int PerbédhodstitROiotal thbor the
future. In addition, by conparing the future custoner-value map to the

current cuptehese-suml aed nwmaper dftstars viswsgérigeesoho quanti fy the magni t ude of
potential value of customers, thereby further inproving the efficiency of

the majket iNgeRNROLREDaluE BetbAfBing REthEX BBRYBed ShbVe IR TRuR @fsRihdrVahiie

rel evance category (H) according to purchase anounts In the future
cust oner - valapallowp oasith darerintige phiatqeasatagsol bhe’s oahagatandisy is beihgne current
custoner-val ue map. The future value of these custoners can be estimated by
t he dif f er pnisbaseriin (aljtionBy thespurghasereoff menghandizel afall magnuifacturiaissanddyands in j s
possible to detfern‘i e resqurces of fut gre yal Lt[e of cus_tomerg.

a specific market, or what the purchasing behavior of customers 1s towards new product

fields. In this way, the customer-value determining method enables efficiently

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

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

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

further improving the efficiency of the marketing approach.

LS

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

possible to determine resources of future value of customers.

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

responses. These responses include inquiries from customers, requests for information

13



25 Response data for approaches executed using the nethod for determning
custoner value with three i ndexes configured by future and current
custoner-value maps is accunul ated in the nmarketing-approach-responk®NjV 2005
dat abase 12c for storing such responses. These responses include inquiries
fromcustoners, requests for information 18 2 9 NOV 2005 materials

(catal ogs), store visits, purchases, purchase suns, ongoing purchases or
repeat purchases, and data regardi ng ongoi ng- purchase anmounts. The i nput
route for data concerning specific manufacturers and brands is the same as

that for tiheeriedgtaaBEs)psio@hass; hirshiaey pdashatogens] dagoimdphrehdseabr fepeatdat a
concerning all 5 manufacturers and brands is the sane as that for the total

nmanuf act urmrrtiasendnd dustregaeding onghagpuithsteamyowiss dihasepul Rinte By deenduct i ng
mar ket i ng approaches for custoners in each cell and quantifying the
responses $WCETRESPERHE rkEastuiers dad brange s the sirae a5 thay Wrfsssibl e to

det 1 t | i t.h l,st |y _hi i Si. dat i th
pur chase. aBTO TG i s BrefBeop s el e cofeRtifaal of o br ands. and
the cust one, BUEEHAS S BLENITNR ARG ufREor AL Lo TRMIARLUEREaHEr ands at

regul ar interva y continuously creating current custoner-val ue

maps for eagfori@afiréHaselhRfr; agkabRd260Mpari ng data for each cell, it is
possi ble to predict custoner novenent in the near future and the total

sales that,wll,b enerated by those custoners. 15 .ln pother..words,

accor di ng P9 c?lpfgwﬁpgggglfﬁ%gg&gg%ﬁl}gg ra%l&?@,ersamcwvléﬂi arb‘ﬁ%"la h@r‘gglﬂﬂeue nmap
and future r I ] Lt .0d X,
based on R Eabeine alfrofPls 26 RoRARE) MR, S AnFBl SRR pER?

manuf act ur eridwaRGonsisteitBNEEh PrEcRIASS WHdating YhedRirahasembaht inddiCaridBisket i ng
approaches are conducted for custoners in each cell. A current

cust onEr - vigipe domspecifin anahufagheersbsindsrend thalcustomep-pRithaseerelpermsrednédek foor each
specified period Y after nmarketing approaches are conducted and i ncl ude
response dai wappfacieersbeany gdegdar stesyady i n t he nar ket i ng- appr oach-r esponse

dat abase 12c. Assuming that the sane marketing approach has been executed

for cust oRmtiter] by tdiginapaty Ereatthg cunenyalstomhasyvaldeahamsofotl ehagedified period
specified interval X it is o ] ) )
and comparing data for each cell, it is possible to predict customer movement in the

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

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

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

25  marketing approach using the same procedure.

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

period Z. Within each of these examples, (b} is the current customer-value map, while

19



possible to estimate a current custoner-value map for a specified interval Z
after the 25 marketing approach using the sane procedure. The exanple

descri bed above is shown in Figs. 6, 7, and 8. Fig. 6 shows the exar@pd §0y 709§
the specified period X, Fig. 7 for the specified period Y, and Fig. 8 for
the specified period Z. Wthin each of these exanples, (b) is the current
custoner-value map, while 19 2 9 N OV 2005 (c) is the future custoner-val ue
map. Marketing approaches were conducted only for custonmers in the

pur chase- amount category (H) x the user-type category (ABC) cell for the

current CUsHQIBIe-fYRk4I8ustBRerUalieNfar. Marke R dppdoRAREs WeRRbhMAthted WM For
nore-detail ed description of the drawings Will be presented. The effects of

the 5 nar kestbmgrsappreqactiase-bmbustaateges! (H)wethe uesttypatatekorn (ABE) oeihfrer
descri bed bel ow by conparing the current custoner-value map for the

speci fi ed Perdusenicystanesr-ablegoauidisingthe xiperindrk@y pegodppr oach (indicated in
Fig. 6(b)) and the future custoner-value map (indicated in Fig. 6(c)), and

bet ween t hiloGkA Fié-detdidOTRER MAINWT théBRwWikYs WillbeSReehled cthPeFdcacbfthaf t er
begi nni ng the marketing approach (indicated in Fig. 10 7(b)) and the future

cust oned - v alatdeetmgrppicadhesdorechch nelFivgre é&fioejed ikitlge mBnehdesribrdbgibesby of t he
current custoner-value map and future custoner-value map for the specified
peri od Z afempatitgthggrrent hgomnspraue mapder the gpecifierhpasiodo¥ passienpt i ve

exanple, a ce|ll .SMN in col.um mapd row n.ing.t urrent. custoner-val ue map
confi gur edcﬁ?AWCHEg%‘E?F E%an%ﬂ?ﬂcﬂg%gﬁtegdﬁl%%gﬁmgéﬁ“{%@ufendex. 15 The cel |
SMWN i ncl udes r t - cust r.._per a T% of ,custoners,in the cell SW
Chat  have. Forian ReyaRe Rend Ml an R SE0) 398 ndiedh nES BT P Siarnaficer | ng
approach; 5 ] e cell
SN (dot a8 PESeRfeaHE] RISy BRLNABIAR o R Re RIS itk R
custoneps t(ta) ahdite ﬁﬂﬁi@ﬁt&fcﬁx@br@@hﬁ&hd}:ﬁgﬁmtﬁédjﬁl Fige7(OY\Figes khandeaufplener s
who have stopped purchasing 20 altogether). This conpletes the description

of cust onerfthei quersnt qustonfesevabs thap andduture chsternergyakippmag &1 thespgcif@dshows t he

exanpl e descr.i bed abqve. Fig. 9 quantifies the direct effect of
period £ after the marketing approach was begun.

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

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

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

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

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

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

marketing approach.

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

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

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

20



mar ket i ng approaches for the specified period follow ng the approach. During
the specified period after conducting a nmarketing approach ai ned at 7005
custoners in the 25 purchase-anount category (h) x the user-type cat%%gp\{/
(ABC) cell in the current custoner-value map, 44.8% of the custoners
remained in the sane cell, 3 7.1 % mgrated to other cells, and 18. 1%

st opped purchasing altogether. In terns of indirect effects on the cell SMW\,
there is also a new custoner percentage 20 2 9 NOV 2005 consi sting of

customers %‘x%iﬂﬁ@rf%%ﬁ%ﬁ%ﬁcf e ?figﬁgeﬁétuh%tﬁ& céllrsetoqr%%%%&fa@d&%@i s

of the new custo percentage I n custoners cone to the

SMN cel | bf tieameismarstfdripsrcantgs ivlhueld Soth@isfonvdro wiha that®torelfCiha SRENI n t he
previous period). Figs. 10(a), (b), and (c) illustrate the above exanpl e.

Fig. 10(b) ceflifoti étherscellhend mev cestemers vafof fedtret phrchased ik thei preyiaysyresiadh dur i ng
a specified period after conducting the marketing approach. During this

speci fied peyl ‘Pﬁkaﬁf(B}?ﬁn&@)‘ﬂuﬁirhﬁégh@aﬁ'@é%ﬁﬁh{i& B30 O@Y Huark Fed Blel iNGir&eSt OMEr S
in the purchase-anount cafegory (H) x user-type category (ABC) cell in the

cur r ent 5valeffects®pa ¥arkeding Ypproactidiringed specifiet perigdvifter coAl)ctiglthe not t ar get ed
by the approach remained in the sanme cell, 3.8% mgrated to the (H x (ABQ)
cell, 10 4maketinggppatcach.turowgtibis spedified peared afer dagadsicnpe thagketiogagprogeh
altogether. Fig. 10(c) shows that 21,432 previQus nonpurchasers began
pur chasi ng targstingasomeenindhs pyisbiss;amonnt oategqyy Selby usg-typrecategork (ABRET) cel |,

while 94.3% m grated to ot her ge I+ i,s _possibl o,fi0d .t h ur chase
suns, absolcﬁﬁlg?%‘(glfﬁfre?}ﬁaﬁ“gé?apa diipz%coé[ﬁf’gagl 53F thﬁﬁ‘éi’égé%?‘éﬂtimgé%ggﬁ e for

t he above g ; hSyo { yth this
data it i STPECemEHEERERe] Bl Chal CHE s MlEralen (BIRCHLPE sk Vel s,
| ndust npal 42@ph nfigdidditb WththeelBahRIs4 4% ditdpped guithishgdalipsadr ®ig LIkl e- axi s
mappi ng of custoner value of the 20 present I nvention has the follow ng

ef fects. Thbowathes2hAdpreviongnomguhdasas bedea pravsng. Of thesmdvoustamerdet er mi ne
t he magni tude and resources of current value and future value for custoners

of specifi & Tverigerd todhe Ehrx BV @l while Of 370 wigrated togther ¢adlst | ve
It is possible to find the purchase sums, absolute-count values, and percentages of

increase and decrease for the above repeat customers, new customers, and

15 ex-customers.

With this data, 1t is possible to perform more-accurate predictions of future values.

Industrial Applicability

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

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

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

25
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sal es-pronotion investnents suited to these custoners; and can provide a

sal es-predicting method according to targets and conditions of the 29 np 2008
investnments. 25 21 2 9 NOV 2005 Cains Wat is clained is: 1. (anendedg ﬂ
sal es-predi cting nmethod based on triple-axis mapping of custoner value, 5
enpl oyi ng a custoner-val ue-anal yzi ng conputer systemof an institute that
collects and anal yzes purchase-history data in a database; said conputer
system conpri sing a processing server having a group of analyzing prograns
for anal yzing custoner value, a datagﬂse server for managi ng various

dat abases, a web server, and a data i output term nal connected to a
comuni cation 10 line; said database server conprising at |east a

cust oner - pur chase- hi story database for accumrul ati ng purchase-hi story data
including at least (1) a custoner nane or code, (2) a product code, (3) the
gquantity o¥hdttiedsimedrichased, (4) the anbunt expended on purchases, and (5)
the time of purchase, wth said purchase-history data collected 15 t hrough

a0l SRl SR B0 395 P B SRS EDBEE: oS

conducted v ern n rec

by tel gph ' ; I fddC
by tel sphap 1003§£%a B ST S MRS it &N SR AU ButO thaf cSIRRE drld

rand in a specifi'c market; and a total manufacturer/brand
cust oner - phaloPasRirdhasd-hissord dital@s dathleaseaccumul ating 20 purchase-history
data includi ng product-purchase history of nenbership credit cards having a

D _ e . ' . : . .
ndust i es. g opighiesEleihcb R Weibong Ve FR Y Ao ok B,

mar ket i N9 pARREAREIRaRLIng FESMePVINE hYatMHES{drtR T8 Mg d/afibudrar ket i ng
approaches in electronic transactions via said web server, questionnaires

and/ or narddabhges, wpeh sacéreandoy dalh irpat/onmpid tenfindbidnne@atko2bcdnehepibativn, and
custor{gr cll_ata reported by sal es clerks;
Ine;

said database server comprising at least a customer-purchase-history database for
accumulating purchase-history data including at least (1) a customer name or code, (2) a
product code, (3) the quantity of items purchased, (4) the amount expended on
purchases, and (5) the time of purchase, with said purchase-history data collected
15  through transactions of sales outlets for the merchandise, electronic transactions
conducted via the Internet, and direct transactions including transactions by telephone
and mail when customers purchase products of a specific manufacturer or brand in a

specific market; and

a total manufacturer/brand customer-purchase-history database for accumulating
20  purchase-history data including product-purchase history of membership credit cards
having a common ID and affiliated with a plurality of businesses in various industries,
as well as data obtained through questionnaires and/or marketing approaches at sales
outlets, questionnaires and/or marketing approaches in electronic transactions via said
web server, questionnaires and/or marketing approaches by direct mail, e-mail, and

25  telephone, and customer data reported by sales clerks;

the sales-predicting method comprising the steps of the processing server:

21



t he sal es-predicting nethod conprising the steps of the processing server:
22 2 9 N OV 2005 creating a purchase-anmount index (first axis) of %@%bﬁ ﬂms
searching said custoner-purchase-history database at specified peri% %
classifying custoners into a plurality of classifications in order of the
anount s expended on purchases or the quantity of itens purchased, based on
purchase-hi story data extracted during the search; 5 creating a user-type

i ndex (second axis) of cells by searching said custoner-purchase-history

dat abase atcrdind ARG BRoBANLALS rRAGER) 858Uy Gaekink QBT S into 2

plurality of classifications according to user fype as determ ned by

conbi nat i R mepfpunshasdihiswig éataeenicipetitied perivdwandwl abifseg thgomergs diitot y  of
types of the nerchandise to custoners who purchase 0 or 1 type of the

mer chandi splprabyy ebetassHiaagons iplondesiof the amioub®s experdedodn prrchakesatitbe by specific
manuf acturers or_ brands purchased in each specified period; creating a
current c‘i@?ﬁ‘ﬁéﬁ-“%ﬁ&ﬁ%‘“ﬁh&ﬁﬁ%?a%ﬂ\?Pd’PFFé‘a&JBW&%Fiétaiemr@)ct%(bﬂlq@géb%éﬁamhég to a
product of the plurality of classifications in said first index and said
second i ndectedting a weatypzimgxt(feondiaxiendf cels be sedrckingtadrers in each cell; 15
classifying custonmers by rel evance by searching said total

manuf act usustonmrepugchaseshisiome datphase Atsaed $riestfedypedad airabdasaifyisgicdstemersi f i ed
periods and cl assifying custoners by purchase anount. into a plurality of
cat egor i e@t%a@ﬂimﬁaf ¢lassHifrEpRsAcCoRsg tQrupeiyRe as determingst byt sambipgiqnsens

pur chased base n ta abstracted from gaid.total., manufacturer/brand

cust omer - %%P?ﬁﬁg@ﬁ?ﬁ%ﬁ% Fk}sl%%‘a?fé B’g?é’,urﬁs%ﬁlis"é‘i‘j PO tﬁQFsStog Hﬁ@erﬁsaqdb €evance by
sear chi ng, sai r M S e- hj y.(dat abase
sear oh NUSRuitl fho PRRNAY HISLAPERRS BB v PULGHARE bR 02! 20

pl urajg t ytyps 6Bhe@Rarde® byGperifit RintifichRRED bPBfan@9HurRhase® ICHRAIp&Sfied Ur chased
during sai'd specified periods, fromcustoners who purchase the majority of

t he typespafodyer chandi se to custoners who purchase 0 or 1 type of the
mer chandi se, 25 based on data extracted during the search; creating a

cust omer - pUEGARRCs ERtY BeSndDARE hifby dividihg buligsied iAB cBlPiRdkig & the

a product of the plurality of classifications in said first index and said second index for

analyzing the current value of customers in each cell;

15 classifying customers by relevance by searching said total manufacturer/brand
customer-purchase-history database at said specified periods and classifying customers
by purchase amount into a plurality of categories according to purchase monetary sums
or quantities of items purchased based on data abstracted from said total

manufacturer/brand customer-purchase-history database;

20 classifying customers by relevance by searching said total manufacturer/brand
customer-purchase-history database at said specified periods and classifying customers
by user type into a plurality of categories according to combinations of merchandise
purchased during said specified periods, from customers who purchase the majority of
the types of merchandise to customers who purchase 0 or 1 type of the merchandise,

25  based on data extracted during the search;

creating a customer-purchase-relevance index (third axis) based on a product of the

plurality of classifications from each of the two relevance classifying steps; and
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plurality of classifications fromeach of the two rel evance cl assifying
steps; and 23 2 9 NOV 2005 creating a future custoner-val ue map by (ilgvhﬂ ﬂ}%
custoners into cells formed by a product of each plurality of
classifications in said user-type index (second axis) and said

cust oner - pur chase-rel evance index (third axis) to analyze the future val ue
for custonmers in each cell; 5 the sales-predicting nethod further
conprising the steps of sorting custonmers into custoner-value cells that

det erm ne theatRIfulutel BuRbm&Wa &Nhap 8P dividihy tEtEMElsARRI ceM@fdimed Byl ar €SOUr ces
for future custonmer val ue based on " specifiC-nmerchandi se purchase data

col | ect edproduca aif dadiatladabiseofaiedsifisatigisan sadibdaaypomden{sesaidbxis) neé sszes,

i ncluding said purchase-anmount index (first axis), said user-type 10 index
(second asuistymerzmschasd-televasemindex (third hes)toranhlyoathedutunelealug fari rd axi s) ;
measuri ng changes in tg@ custoner-val ue cells over tinme and changes due to
sal es- pr ofHStQIRREs INRASBCRBNt s: and sinul ating sal es by quantifying causal

rel ati onshi ps between sal es-pronotion investnents and sales. 15 2.
(amended) Ahsablesprdeting metighdfeithadcdagsdthgabe steppbfe- axi s mappi ng of cust omer
value as recited in Caim1l1, and whereby: said database further conprises a

mar ket I ng- a%iﬁ%ﬁ%é@ﬁéﬁ%ﬁé%&%é@@aﬁ&e {:é?fs.theﬁ(ﬁ%{é%ln%tthé'gmfaéﬁ WeentQ said

mar ket i ng appr oac sal'd anal'yzing prograns sal d processing

server COf fufifte thombreRiudndReidufled FROUMAE LXSmERRRI B436d apPr oaches and/ or
sal es correspondence including direct mail or e-mail sent to custoners of

each cel | specificnerchandisef purchapsday eslleated intsed \databaeondlusing accombpiestioar t han
said specified period, in addition to said two relevance classifying steps
for creat Phypidtires axgstintheding said purcbascedreaint tnslek (fiwsk aishiszid usstitspe 25

accuny| at | responses to sales correspondence in said nmarketing-approach
respgﬁ%e “@g’f 555 adﬁ‘l’éﬁflé’r?é FUSTPg e g P‘-‘?ﬁJ‘PB%&E‘I &8 ance index
(third axis) for sorting

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

sales-promotion investments; and

simulating sales by quantifying causal relationships between sales-promotion

investments and sales.
15

2. (amended) A sales-predicting method based on triple-axis mapping of customer value

as recited in Claim 1, and whereby:

said database further comprises a marketing-approach response database for
LY

accumulating responses to said marketing approaches; and
20 said analyzing programs of said processing server comprise the steps of:

performing various marketing approaches and/or sales correspondence including
direct mail or e-mail sent to customers of each cell a plurality of times over an interval
equal to or greater than said specified period, in addition to said two relevance

classifying steps for creating said customer-purchase-relevance index (third axis),

25 accumulating responses to sales correspondence in said marketing-approach response

database and generating the customer-purchase-relevance index (third axis) for sorting
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24 2 9 NOV 2005 custoners according to cell by quantifying the responses;
and creating a future custoner-value map according to cells in Wniclivg v 20
custoners are sorted using the three axes for analyzing the future aWJe gsf
custoners in each cell. 5 3. (deleted) 4. (deleted) 5. (anended) A

sal es-predi cting nethod based on triple-axis mapping of custoner value 10
enpl oyi ng a custoner val ue-anal yzi ng conputer systemof an institute for

col l ecting and anal yzi ng purchase-history data in a database, with the

pur chase- Qi shQk i i ; stoner name or custoner
code, (Z)JHQ pr O%ﬁct%}(g%%{eq&%lg%c{ﬁ%g%adf?ﬁtéhs &%)Sfeg’iatq}grrs pur chased, (4) the
anount expended on ur chase rchase, with said data

a E , ,and (5‘)égt%e ti of
col l ected tHFBHGH PFUR SERORERAIG MaR perordng foeellsap UFOMEEt #¥Randi se,
el ectroni g _tran: ' .via ot n | rect transactions
i ncl udi ngs'cotrtre %%g‘zlg? %éotﬁg&ba%ggfeﬁyé%ﬁgﬁgg ghned#'] rﬁrﬁ%3 P‘Iu\%gﬁ&%sﬁs %rsrgr% esac;?)’tff lt(l:'hase
products of a specific manufacturer or brand in a specific market; said
conput er system conprising a processing server having a group of anal yzing
prograns for anal yzing custoner value, a database server for nmanagi ng
vari ous 29 (deemlbpses, a web server, and a data input/output terninal
connected to a conmunication |ine; said database server conprising a
cust oner - pur chase- hi story database for accunul ating said purchase-history
data concerni ng custoners that purchase nerchandise of a specific
manuf acturer or brand; and 25 a total manufacturerl brand
custoner-ﬂ)dﬁ’%lﬁ‘&g)e-hi story database for accunul ating
cust oner - pur chase- hi story data extrapol ated from anounts expended on
purchases, 25 2 9 Nov 2005 quantities of itens purchased, and other purchase
details for products of all wmanufacturers and brands, including those of

other manyf@gleHi& A SNA-REABEE mbfod based on triple-axis mapping of customer value

10  employing a customer value-analyzing computer system of an institute for collecting
and analyzing purchase-history data in a database, with the purchase-history data
including at least (1) a customer name or customer code, (2) a product code, (3) the
quantity of items purchased, (4) the amount expended on a purchase, and (5) the time of
purchase, with said data collected through transactions of sales outlets for the

15  merchandise, electronic transactions conducted via the Internet, and direct transactions
including transactions by telephone and mail when customers purchase products of a

specific manufacturer or brand in a specific market;

said coquputer system comprising a processing server having a group of analyzing
programs for analyzing customer value, a database server for managing various
20  databases, a web server, and a data input/output terminal connected to a communication
line;
said database server comprising a customer-purchase-history database for
accumulating said purchase-history data concerning customers that purchase

merchandise of a specific manufacturer or brand; and

25 a total manufacturer/brand customer-purchase-history database for accumulating

customer-purchase-history data extrapolated from amounts expended on purchases,
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specific market, with the extrapol ated purchase-history data including
product - purchase history of nmenbership credit cards having a commz I@gaqm
affiliated with a plurality 5 of businesses in various industries, Sq I

as data obtained through questionnaires and/or marketing approaches at

sal es outlets, questionnaires and/or marketing approaches in electronic
transactions via the web server and direct transactions via the data

i nput/output term nal, and questionnaires and/ or marketing approaches by

direct nghdniities Bikdms Atchdsed @RAGHRT pdRhifRlesAlsgor poecitcsf My et hod
conprising the steps, according to said analyzing prograns, of said

pr ocessi ngasgfav@rers shbrahd n onchaiig thosd ofimtherpnamiiagerels stidranddanabase,
dividing custoners intoin x n cells according to two axes, including a
pur chase- siresifit mirkele withdhe exteapsolatad mychagerdistonydsta inelodiag praduat-purghase

categories, min_order of purchase sumor quantity based on 15 data stored in
the cust ofistoryaf E‘ﬁ@géﬁ ips&reﬁlycaaii%ér@ea fypmeadh @sﬁlfqt@hw%aipgﬂf}ht&nd a

et P L SRR S T B e R0 R LY o
SRl SSSREH At R SHLOIRAS, D0ISR Faa Ly S g g o customer

purchase @pRbadhet WP&eQforidW@ar¥RELING VA tHE weBRervEP ateMed A trhidctidis vRthe
cust oner -val ue map based on these cells so as to determ ne the current

cust omer athusputiourpat ternasial, ;andndestieanaifes agd/ohenatlatiap approadhas bydeedtbr and

cust oner - purchase- hi story dat abase, dividing custoners into cells according
to a cust ol emaile prdtelapaprsiance i ndex (third axis) for cells classified
according to a product of categories for custoner-purchase-anmunt 25

rel evance art ahisgretiaingtnaiod ebmpragicethiestdpicacspeiing toadideanliveidg, and
creating a future custoner-value map based on said third axis to determ ne
t he futur @rogatme obfaid pseaspengsservar each cel | ; the sal es-predicting nethod
further conprising the steps of 26 2 9 NOV 2005 determ ning the magnitude of

current and sédithihgs#18stRomEr-mathife-Antorh I QBEGLHividing customers into m x n
cells according to two axes, including a purchase-amount index for classifying
customers into a plurality of categories m in order of purchase sum or quantity based on

15  data stored in the customer purchase-history database for each specified period, and a
user-type index for classifying customers by user type into a plurality of categories n
according to combinations of merchandise purchased during each specified period, with
customers being classified in a range from customers who purchase a majority of the
types of merchandise to customers who purchase 0 or 1 type of the merchandise, and

20 generatin}a current customer-value map based on these cells so as to determine the

current customer value in each cell; and

searching the total manufacturer/brand customer-purchase-history database, dividing
customers into cells according to a customer-purchase-relevance index (third axis) for
cells classified according to a product of categones for customer-purchase-amount
25  relevance and said user-type relevance in the specified periods, and creating a future
customer-value map based on said third axis to determine the future value of customers

in each cell;

the sales-predicting method further comprising the steps of:
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t hereof for products of specific manufacturers or brands based on data in
the custoner-purchase-hi story database and total nanufacturer/braqgg 0V 200
cust oner - pur chase- hi story dat abase, providing data for selecting eff cylve %
sal es-pronotion investnents suited to the custoners, and providing a nethod
for predicting sales suited to the target and conditions of the

i nvestnments. 6. (anended) A sales-predicting nmethod based on triple-axis
mappi ng of custonmer value capable of finding effective marketing approaches

and 1 npr ovi @&eﬁ%ﬁfn@'tfe O% E&d@%fé@rrﬁu?%ﬁ&ﬁﬁ%? Q:E%x];ng?'v&‘lu%x? QR Sehavi ng

current val ue, but ~als ustonmers havi ng ure-val ue potential, using

a Cust OMefheMf Yo RORIYZdMPe GRORIAhSEIBNPE STBrRAdsHhsed8h Uil Lthef Or Overseei ng
purchase-history data, with said data including at |east (1) a custoner

nane or custan&rpuocise-histry dappbadusd teddeanufRrureheragdantity of itens
purchased, (4) the anount expended on purchases, and (5) the tinme of
pur chasesguswnér-pirthaserhgtaimdatahSecpbiidmpaldta for oelgetingreffestiet | ons of sal es
outlets for the nerchandi se, electronic transactions conducted via the

| nt er net , SBES-BROPOEEN {HVEREEALS YR 107Be CRAGPETS.rabd SaeYIing< Bsthod Bephone and
mai | when _cyst.oner.s purchase products of a cific mapufacturer or brand
in a specP?eILdbcttWﬁrsﬁlgﬁ %{llggit%ﬁ’fﬁ%ﬁﬁttaé' cg9§{1%(§f‘8ﬁ$mv§ftﬁgn t | east a processing
server having a group of 20 anal yzing prograns for anal yzi ng customer val ue,

a customer - purchase-hi story database for accunul ating purchase-history data
on products of specific manufacturers-or brands required for the anal yzing

prograns, ¢afeheddéd)iataldmrptediathdimethbl baded onGHpleORERY mBpisS 88&rstntdr Yadiedat abase
for accunulating data for quantifying the purchase ehavi or of custoners

f or mer chaapibkeofdindalg effeativé matketing sppooacheandisinmipmoeng peell sdedy mar ket based
on questionnaires and/or marketing approaches at sales outlets, in

el ect 1oni eelectngdint oy ystomsEs hayingicument valugnbAlsoofstoneais bayirg hight a report ed
by sal es ¢l erks

and oduct - purchase history of nenbership.cr.edit cards

w th a comi 4 maral 3SE RHoRAERTy s 1 il Renbldr Bt BUHsSt 11 es:
27 2 9 NOY,20R5 L piRhes- RS &td NI BINAL SRRISiNGst 152 $hapmeo! said
processi ng server:

name or customer code, (2) a product code, (3) the quantity of items purchased, (4) the

amount expended on purchases, and (5) the time of purchases, with all said data

15  collected through transactions of sales outlets for the merchandise, electronic
transactions conducted via the Internet, or direct transactions including transactions by

telephone and mail when customers purchase products of a specific manufacturer or

brand in a specific market;

said cpmputer system comprising at least a processing server having a group of

20  analyzing programs for analyzing customer value, a customer-purchase-history database
for accumulating purchase-history data on products of specific manufacturers or brands
required for the analyzing programs, and a total manufacturer/brand
customer-purchase-history database for accumulating data for quantifying the purchase
behavior of customers for merchandise of all manufacturers or brands in a specific

25  market based on questionnaires and/or marketing approaches at sales outlets, in
electronic transactions, and in direct transactions, customer data reported by sales clerks,
and product-purchase history of membership credit cards with a common ID thﬁt are

affiliated with businesses in various industries;
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cl assifying custoners according to a purchase-anount index (first axis),
wher eby the amount of noney expended on nerchandi se of specific 2005
manuf acturers or brands in specific nmarkets is determ ned by the é%%&ﬂ#
expended on purchases, the quantity of 5 itens purchased, the volune of
itens purchased, or the |like of nerchandi se purchased by custoners or
menbers of household units in each specified period, and whereby custoners
are classified into a plurality of categories mbased on this data, which is

stored in thesAushenRfin® HeahAsSniisheie dajadasn pobdsig khvkhe categories

including at |east a heavy-purchase cl assification, a fedi um purchase

I i fication. .and 10 |ight.- h I ifi.catian: cl i fyi

oS oror o B ruPRg o seBPE SRSa SESU R O TSI B o
'nto o priray PEOUEET e Blendral bk EnERi SRSt SRR a0dh: BBt s ory

dat abase,sp\%im nidiRets GalcBARNA RSy 1HE hutdhM ExpEhdBRBHuEHA SO uBitG w8t OoMers who
purchase all types of 15 nerchandi se of the manufacturers or brands in the

speci 5i edtepey purchased) thippsiomeiofiitbfs peirhagdr of thelike vbhmershusdihmirgiasehase a
majority of the types of nerchandise, a mddle category for custoners who
pur chase ynastombers or memberseff hohseholdpwgs of each sptrahell pariodaand wheebige cat egory
for custonmers who purchase a one-half or an aver%ae anpunt of the

mer chandi @6tomgatiarg dasbed e @ porality of celggermsen sastenghisdaes whishds 1 type of
products; 20,creati a_current,.cust r-val ue. by dividing.the custoners
Pnto m x SOE8I BE BRERrPRhES hiHeN e Ard Rithibe Frlegsrea M RE B er - ypo

i ndex an j L - da ihdi_cat . : and purchasi ng
sratus. of o anea Pekeh TR BRI e GRIHER. ARI/RARHE WA ¢

cust omer - paHt GhedRsdtladsdicatigat abase; cl assifying customers by rel evance,
wher eby custoners are classified into a plurality 25 of categories in

according t r ) ] t uantities of
pur chases waf'i% s%@?@#%&%@é%& Sr Yyﬁgiﬁgﬁgég?cgé@g%ggﬁh%@ ufacturers or
brands, baseinQdwhslpardiasd praghas of spesiit MtantflchlrerRN U AL Becldshifidd thto
cust oner - purchase- hi story database, in order to determne the future val ue
of cust onephrdBy 2f eatd§dvie2 @QBsed on data in the purchase-history database, with the .

categories including an upper category for customers who purchase all types of

15 merchandise of the manufacturers or brands in the specified period, an upper-middie
category for customers who purchase a majority of the types of merchandise, a middle
category for customers who purchase one-half or more of the types of merchandise, an

average category for customers who purchase a one-half or an average amount of the

merchandise, and a lower category for customers who purchase 0 or 1 type of products;

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

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

classifying customers by relevance, whereby customers are classified into a plurality
25  of categories m according to purchase amounts ordered by amounts expended or
quantities of purchases within a specified period for merchandise of all manufacturers
or brands, based on data abstracted from the total manufacturer/brand

customer-purchase-history database, in order to determine the future value of customers
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e

in each cell; classifying custoners by rel evance, whereby custoners are
classified by user type into at |least n categories according to

conbi nati ons of nerchandi se purchased during the sanme period, from?7gNoy 2005
custoners who purchase a ngjority of the types of the 5 nerchandise to
custoners who purchase 0 or | type of the merchandi se, based on data stored
in the total manufacturer/brand custoner-purchase-history database, and
further dividing the n categories into at least mx n cells according to
purchase-?q%% L. @Jassifications for each category; creating a

custoner-dhrc 3%¢-rel evance i ndex (third axis) by conducting such 10

mar ket i ng approaches and/or sal es correspondence as questionnaires and/or
marketing &lspyibaes esstemers iy exeviaes, etherebyuastomsrnar classifisdiborsariyicet i ng
approaches in electronic transactions. and direct, transactions, |

quest i onnHite @gleaﬁavf&ﬁe&?ﬁwwrﬁaﬂga}aﬁpwiwg% mefichandiserur thasel Sting,  and

t el ephone,, and cust r dat.a repqrted . by sal es.clerk uantifying responses
to these Hﬁrsﬁg}eipﬁaégﬁ?]g%ﬁgg?rs - %ﬁﬁ? Fia]aﬂ?{gyggﬂ}eZtX?&o&%%e 15 cells for
each S?“Hehﬂ%n&&%f 't&ﬂ]istcﬁﬁe?é‘%vgl?%u&hixéétd%ﬁ %?BP%%&?A%@F%@OQlié{thd' ng

custoners 1nto cells fornmed by a product each plurality of categories in

sai d thireoped & tAOtht8 ahdhufRaLEFbrand Qistoditd-piedREThRIoRg dRabRk adndaighéP bet ween
t he magni tude of current and future custoner value and resources thereof

for speci tlivedipg olebue tegors ithe aelbist at 6 nekllyarconiisg warukeiasagmaintappr oaches,
providing data for selecting effective sales-pronotion investnents suited to
t he cust oslessificaivgs ferosserkiraiegaay;net hod for predicting sales suited to the
target and conditions of the investnents. 7. (anmended) A sal es-predicting
met hod basedréfing kichbt@maxperchmpRblaganet indes (thimraxydbyeondietiag sidci ted in
Claim 6, whereby custoners are arranged in order tTrom | argest purchase
amouni 0t o memipdtingsippiaachéseindioe palésororebprasiefit asguesivnonesssindioc oradketiggt o
purchase amount, and whereby custoners are pLaced in ope of three

cat egor i egPProaAgles %?gesw%lgtszwswaqmdr‘réav KeRNEAPRERACRISIR SIECITBBIC| on (H)

0,
for cust ONRLSNOR: SECRHY trz];nosgct%?xg,uqtuesﬁ%{f)n%frest a%%/otrcr)rtla?f(eting approaches by

direct mail, e-mail, and telephone, and customer data reported by sales clerks,
quantifying responses to these marketing approaches, and updating the content of the

15  cells for each specified period;

creating a future customer-value map by dividing customers into cells formed by a

product of each plurality of categories in said third axis and said second axis; and

determining a relationship between the magnitude of current and future customer
value and resources thereof for specific products and the effects of various marketing
20  approaches, providing data for selecting effective sales-promotion investments suited to
the customers, and providing a method for predicting sales suited to the target and

conditions of the investments.

7. (amended) A sales-predicting method based on triple-axis mapping of customer value
25  asrecited in Claim 6, whereby customers are arranged in order from largest purchase
amount to smallest in the step for classifying customers according to purchase amount,

and whereby customers are placed in one of three categores, including a
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anount expended on purchases, a nedi um purchase classification (M for
custoners who account for about 30% of the total, and a Iight-purc@g§ggvzm5
classification (L) for custoners accounting for the remai ning 20%
(amended) A sal es-predicting nethod based on triple-axis nmappi hg of custoner
value as recited in Gaim6 or Caim?7, whereby numerical data indicating
the structure and purchase condition of custonmer groups in each cel

i ncl udes the cust oner or household conponent percentage, the conponent

percent agheea g&&gtﬁggssgrt on afBI bl i Siflers Qholikc ¥t YITE, goﬁt‘%@@%teto{%%(pe”ded

per person tra actrons per person, e nunber of

cCust Omer SsmAiM exXpreided¥n patchsses, carm&cnﬁmn}ﬁﬁtmtsefcrarsﬁﬂ@ﬁﬁn@ﬂ)%ﬁajsedlﬁé}s by
creating maps for consecutive tine periods in the current custoner-val ue

map- cr eatwlanaccstiapfoanbow GoPesfithgtotd} andf Dlightipoeciaed tisssifitadas(Lnfep. 15 9.
(amended) A sal es-predicting nethod based on triple-axis mappi ng of custoner
val ue ascusemeargacdonntang foptheCemamengs?0%, or 8, with response data for

mar ket i ng approaches targeting each custoner in each cell, with said
response data including inquiries from customers, requests for information
materials, store visits pur chases, purchase suns, ongoing purchases, and

dat e 1 °0% 0% 000l D BULENRSE, AUBHILE, ML S8 date, SEOLeh 20l Lhe,
appr oache& rta8'tedqa(2ﬂa§r’t:"!5 Ior éﬁ%?at agl%ﬁg%qm%g %?a 1'1181(:5 pﬁrTEe cture and

mar ket i ng- appr oach-response Sequen I ng approaches
conduct edyBhase ORdiSH bﬁcr.@ﬁin%r @l'cﬂt%g it @achbﬁl]hhélhdiéé 1Rd &%ﬁinhéf%r h8§se1191-d

(amended) A sal es-predicting nethod based on triple-axis nmappi hg of custoner

val ue as ¢mnpdredt parcamagepfhe Chompomeni peRentage of plochask amed) yjuhit@iespeci f i ¢

markets include at |east cosnetics, soaps, clothing and apparel,

decor¥ti ovréumnatﬁaraa@sln‘amerrctea\p@r prra@gat@@nursberznfgramwwosr Ilfléfﬁ@ﬂ a8l i ances,
di.stribution transport

conput ers_and peri s includin
o al conbrmenber o GRS, R nieRBE seRirabe e iile e dhsdlig by
creating maps for consecutive time periods in the current customer-value map-creation

step and comparing data for like cells in each map.

15 9. (amended) A sales-predicting method based on triple-axis mapping of customer value
as recited in any of Claims 6, 7, or 8, with response data for marketing approaches
targeting each customer in each cell, with said response data including inquiries from
customers, requests for information materials, store visits, purchases, purchase sums,
ongoing purchases, and data regarding ongoing-purchase amounts, with said data stored

20  in the marketing-approach-response database, and with the results of the marketing
approaches for each cell analyzed based on data in the marketing-approach-response
database, and subsequent marketing approaches conducted only for cells determined to

be highly effective.

25  10. (amended) A sales-predicting method based on triple-axis mapping of customer
value as recited in any of Claims 1, 2, 5, or 6, whereby the specific markets include at

least cosmetics, soaps, clothing and apparel, decorations, handbags and travel luggage,
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home appliances, computers and peripherals, services including distnbution and

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