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BASED ON PRI OR PURCHASE HI STORY 5 BACKGROUND COF THE
| NVENTI ON This invention relates generally to

poi nt - of -sal e conputer systens of the type used in retail stores

to record sales transactions. Mre particularly, the invention

relates to point-of-sale systens capabl e of recording the purchasing
activities of prﬁ@m APPRRNC Stﬁé)ﬁ%'ﬁ TIRGScount coupons
have | ong been used I n the packaged goods | ndustry to prompte the
sal e of specific itens to HIRCHASE INGENTIVE MAILING scount coupons are

di stributed by mail g inserts)

I n newspapers and mgazpﬁgﬁﬁﬁm%&w&fmwhas t he maj or
dr awback t hat Is not "targeted"” to consuners nost likely to
use the discount coupons Consequently, mass di stribution of
di scount coupons is not OBACKGABOIIND OF THErrﬂVUEWY and ot her

costs, but results in a very lowrate of redenption of the coupons. Most

consuners sinply ignore themor, if they use coupons at all,
di scard them becauserts§ invemkorOfelates generally td)p6meot-sild cbhﬁmﬁd@%gst%hﬁaiflm
pronot ed products. A revol utionary change in

t echni quetyRsfuser B Jatail Sé‘éﬁ?ﬁ)é?\ refosd sples ifagpactions. More pprigntarly, tthe inventgrt em

o odr i obiares’ B, pofteallsysferl tafdtle 8P YEErhihe "M Bhrdnasing gctivities of

Coupons. " cbnsumers househbm by Shombehold.c Digronst vaupdng dnee dbag teen wedtinithet ed
in the retail store,, based on the ts purchased by the

rody
consurer s Pafkaged gonds adustyy, 19, geqmpoty the r%a&gﬁfisﬂﬁug‘br‘@Hﬁcp consumers. Magy;
had been B'is%&hxﬁ%h AR iR R thaflf of a@HRERE f(ﬂibwr{ he fE03aHER M@éﬂsﬁ'

receive gm?escount counﬁn upon payl ng urc ase s at a
checkout snamﬂspam andupagazines. Th:s membdmﬂdm:ﬁmtidmehasmhs unajor ﬂ;apvhaak Ityat

des f. dis t t .e- t
Br oduct - wbh T FEERRDo COpPBIFRP B KHE 1S HEE Ehectieco Bt FRERREr CoREH e s
in 15 mass diSteibBHEH @MAResENt ddRFohist MR MMy YakteTig tin drmsPett ﬁ’dﬁer aﬂ&i e Nt
coupons generated in the store were distributed only t

consumer s GRiSts, Had readis Int Vet w rmdafu@dempnonexfrthe CoupoIgo Moqsmmersm

conpet i t1 g, ek AheleRl BT ey YaeScolNle M- ol Anih%doENCSF 12 Ggor 0@
PCT/ US98/ lihtkdést in the specifically promoted products. - 2-
A revolutionary change in techniques of discount coupon distribution
20 began with the system described in U.S. Patent No. 4,723,212 issued to Thomas L.
Mindrum et al., entitled “Method and Apparatus for Dispensing Discount Coupons.” In
this system, coupons were generated and distributed in the retail store, based on the
products purchased by the consumers. If a consumer purchased a “triggering” product
that had been previously selected as part of a promotion, the consumer would receive
25  a discount coupon upon paying for purchased items at a checkout stand. The coupon
handed to the consumer typically provides for a discount on a competitive or comple-
mentary product when the customer returns to the store on a subsequent visit. Thus, in
the system described in the Mindrum et al. patent, discount coupons generated in the
store were distributed only to consumers who had been “targeted” because of their

30 purchase of competitive or related products. U.S. Patent No. 4,910,672 issued to George



W Of et al., having the sane title, disclosed additional features of the

system descri bed in the Mndrumet al. patent. A known extension of the
t echnol ogw odi1gpkosed i n these patents is to generate ipessys17888Ipons *
based on the prior shopping behavi or of individual custoners. The

purchase transactions of consunmers, who are identified by identification 5
cards or other neans, are recorded T%nd di scount coupons are generated-in

the store. on a later store visi usi ng the purchasing history recorded
in prior visits. Although this extension of the system
descri beﬂg the ndrum et al, and et al. patents successfully
targets rfs Y1BE Wet%r‘@&t W@M@ﬁ‘aﬁawespﬂ@? system desefibadng

hi story SHEL h e 10
r emenber iIﬁtef)lﬁ:br I ng Eagf(a?gﬁt qrrgit?’l on, ténsé&'rg %ﬂﬂgﬁgﬂr}wg‘a@?ﬁég %r%%%r ce of
savi ng patents fisetm gmrwm-sncmtcospm dasedort the Ippios Sheppiresbehavior of Iindmidlial

approach of mail not i ona materials is st t St, vva
Ebeh Cofttamns, THY pieBee aRHttings of sPwuRlers rubp 3us entiied y 45

t ar ges ed cas [dpihdrdibarko Wf&bﬁed%dfmy&uaee&xﬂans b/ gbridedibd Gh %tstaxedon
wast ef ul . Accordingly, there is still need i mprovenent in targeted
t echni queslatreorstoxe visi, aisinghthe |p@mb@smgdlmmreantdedtmmnqmusm| ves. The

present invention fﬂﬂd&gh%ﬂs th%nsrfoene gf the3 system de\é\érgﬂedé%mng}n%ﬁﬁml %ﬁ;ﬁm the

foll ow ng summary. NTI ON

20 Off et al. patent§ hﬁcdéﬁsffsﬂl?yﬂ dgems/ fiahy @BnseSérd &t Bredtek au&RESthah RE pAbL Ve

generati on apparat us, related nmethod, for use with a sales

t ransact iSBPPPIBE JHEMORY) WSSt ROh mm Mgt 4l censymephaeceiving conpensoint theesiornal

and g,stqp eﬁﬁi&& 8lbkﬁg t‘Mckhfo t{oﬁ ha 'sh @‘t&% o) xfo'u 1ﬁe gf%rch@é oY av"}HQ

in genera e appara us o el nve i'on conprises neans Y

i denti f yithan for the next stoeswsit.ilhaomepeqeen! ek ald @p@dmhl@fuhaﬂmg praradtiorakans

for |dent|fgﬁ2]g lconﬁulgers 25 resenting itens for purchase; data storage
t1®

means at 1B PeHoVaY f%?CPéWﬁSFEW but mass gagings Jave ik the past
pur chasedgpy rﬁﬁ%ehdﬁf%e'téd 8R! the 9 uméts 96 cjlaQQrﬂ?:Uﬁ% gl #RAdHRicAt and
recelving recor ds of ens pur ch rom t’he ata stor age neans 1 n

mul ti pl e wastefgl; Acgradingly, thereds rmllatmezé fpu nmpmemenansmgqtmtedbmaws’@r
th the host te d.of h
cesocke tbliet A rBale SOLPLE ebiere pernsbgobubafod FARLE a8 bl s

host conprilEbedonsd et/ fOGAIES PElldHAR Sul@dar§Ccanni ng the cumul ative

dat abase 99/ 12115
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sel ect consuner househol ds ts falling within
defi ned product cat egor%%gmwigach sel ected consuner
househol d in terns of brand loyalty with respect to a pronoted brand,
means for generating_i ncentives that di ffer hased on the_ consuner

house®®l d profil e, RresRASInV@Rtiop TPSidas/iB atARCieA ABFRNTIVE SCBFTatiQLAPRRAENg t o
the sel eCLﬁﬂ SERAE HER{od) PASER léxsa sm&r@aéép&ehfaeeeﬂdhfg rggté?n RAARE S wa& sRans
e udes

within th ost computér furt I ncl nmeans rging wt he

gener at edcheckout wmma‘l \aeé apstbrer cmoﬂlaammw;cpsscmcnn ém peice filel Bntﬁﬂ dngr t her
enhances the cusH % i ncent.i The
processi n{P I V\FFHFT] the, @ppgatus é’?veﬁﬁna‘f"é@rfsﬁ%lrﬁff'é’s 95 ridentifying

purchased items presented at a checkout terminal; means for identifying consumers
25  presenting items for purchase; data storage means at each store, for holding a temporary
record of items purchased by each identifiable consumer; a host computer capable of
receiving records of items purchased from the data storage means in multiple stores; and
a cumulative purchase transaction database associated with the host computer, for
holding a record of purchase transactions accumulated over a relatively long period of

30 time. The host computer includes processing means for scanning the cumulative database



10 for generating response and redenption statistics for each consuner
profile category used in the incentive mailing, and neans for
gener at W@ 99/831dHt i on statistics indicative of how conBGHESRS/1386
recei ve the custom zed purchase incentives continue to shop with respect
to the pronoted brand. The response and redenption statistics provide a

tool for eval uating the directyor short-termeffects of the purchase
incentives, and the retention 15 statistics provide a tool for evalutating}?
the long-termeffects of the i ncenti ves. The invention

ntont s SeSRep coling pRECHRIR o PRV trcdied? BREGALS, iufle wimn g dSy ©

| east ompeoduct caf&geﬁkaumew mrriﬁbﬁmigi eﬁclﬁie%otectomﬁsuﬁiekerouwﬁom ¢ GRS 6f0 an
itemprice file. The ne nprises the steps of:, (a) identifying
grtvesdhat

i tens pm%éwlat W&hcqmqsbm atR‘PWFFéI brapd, megns f%remervmgme

resent| i
P coct afiiet bEER arftheRinAee holskhollTH6AIS, WA SAedl (oF BRAGE dibnceivee
dat asasdpr mailing todhe sal¢atadt conguraerphandelridsc Merg specificallyp thenpdocessing( @pans
scanni ng the ﬁ)gogal consuner ase de%t abase.to sel ect consurrers

ch
who hav e iitic s Bst; FRIFBUIE, fiper, ipfhites means Tor) Tergine ot 8B \2eBFrated
broader jpeafiives SRS Qék’t‘ﬁdl%d ﬁi‘c}orﬁ@trﬁaﬁhm Riht ORFAeS @nRsricas thziiust% rer s
profile based on loyalty to a pronoted brand within the sel ected product
cat egor ypur¢hgse dosemngives.i ng at | east one purchase incentive for each sel ected

based t he det fI f h d (h
G Stributing the cOBEGPeRstas meats ifhoh S8 Rosk cBmeRlsIRiabf SRt By |

CONSLYTE! for gbﬁerﬁlﬁ?/ttdﬁoxka@ﬁ@frédéﬁlpﬂﬁn sAG&IRE fesach @ofsumer profRNGaeRy higstsehol d
| evel . The neth may _ al so i nclude merging the custom zed 30 1ncentives

f or eachinsthe @@pe@vez:ms\mge rangdimeans dpr senerating epdRntiongviiistishindicative EOM bi ng
L?ﬁ. / US9 87%%%\%&94&%&%%8 customized purchase incentives continue to shozp with respt’:ﬁtr oduct
promoti oty thérprofmotsd bramdl | The rdvpofidecnd irdehptital efabistidsngrovadd aswbb doed
consuner's profi I e incl udes determ ni ng_whet her the consuner's prior

pur chase8valgating the digeet op short-term eldeqss 856‘? Pushasetinesniives addhie seteptieRiuct s
only,tel %&gl ng the
cons&érer g%fs;ggst Bm‘*ﬁ‘;%??‘g tﬁtmfoa*é%n%tl t veé(cgs %?S%éeirﬁﬂ? or "new to the
product category, Tlnﬂpecm:loneilgy alfeubd tiefmeduinmrmsarf imetheslt fomigenengtion of t he
purchase i ncent.i ve .includes either providing a npdest di ount on to
noure. - PRIEER IptAaueE. SPLRE Wiy ARels? Rt seoing Starth TR AP R S on ¢ 0
encour ag Qhé&k%ﬁtj termmalsdﬂdt&E‘tbPQ corﬁfoll%i (Wxttij hé&ssf foeen SePpicd fife0rTMRheModt O
encour age the consuner to cal fee sanple of a pronoted product,
respecti @emprlsw the steps of: (a) ldentllfnngn@nmpumhasedf an h@h@k%demabt@()s (e)
(sca | gbal consune rchase dat abase (cus zi.ng at

| caeonespiffe Saumteah BréTEine,emf Kir R ERasB (188 aing; gples, FHRBATA 3

pur chase abswﬁﬁbh\ﬁﬁthfmé c@%&&@%@h&e%%éloﬁ%oﬁ&ﬁﬁ@{ petchae ddtdbhss; ent
product categori.es, 5 erformdifferent custom zation of the jncentives

for diffdddrieclecting qorpé Gaia2eF0 fPe prometion; (e) scanning the global, SORYEET t he
| nvent i on, '}Bﬂas? @a?aﬂa@gl Ud&e%‘i%ﬂk‘gﬂerts hehd'!mabel -purcha e&%r?%wgﬂ tﬂyrp?&ﬁ§act or s

dat abase *t 0 Se consuners based on one or

sel ect ed pyottiictacavégony tor hﬁﬁlmzddnq;rb&wommgmﬁdnremlamt&mﬁmnga&aeh setectetlhe
incentives distribut ed in the distributing st eB For better eval,uation
of the& efgomspmeps profile pased; ot loyalty do & Romated de Vithintherssipctrgy producy

i ncl ude t&?eg%ﬁgo (ﬁf mﬂ?d?ﬁfzﬁ;é 0leh &R TRfrchase incentive for each selected consumer,

based on the determined profile for each consumer; and (h) distributing the customized

purchase incentives to the selected consumers, to provide targeting of incentives to a
consumer household level. The method may also include merging the customized

30 incentives for each selected consumer with appropriate additional material describing the



20 and redenption statistics after allowing sufficient tine for response
to or redenption of the incentives. Long-termeffects of the

i ncent i Y@g of18l so be eval uated by generating, at seiTeodmd7izenes v
after the distributing step, retention statistics indicative of the o
conti nued shoppi ng behavi or of customers who received the incentives.
It will be appreciated fromthe foregoing that the present invention -25 )
represents a significant advance i m4the field of automatic generation of

pur chasi ng incentives in aretail store environnent. In particular,

t he invention provides for automati c adjustnment of a purchasing

i ncent i vprdslusecpromotibe. Moree spaifically; the step nﬁf) of detprminiimgs exdcl natiested

whet her a rom)I ed &S r.a co :‘t.l ti | te pur chased. O her

Ropects PRPHR S e TERdeh dERTREIRS ifeser e corshieE s Jas RUTH RS bhe

fol | owl ngediDbeproditbted Bfinas,! &ﬁnsﬁﬁﬁﬁlé'ﬁ?ﬁﬁd%rbr ﬁx’%ﬂ@&s bflyCRMted e tHeNprohdokedt he
dr awi ngs. WO 99/1211

PCT/ US98 ptadegteategory; and designating the consumer as either “brand loyal Ha “competitive

BRI EF_ DESCRI,PTI Q\I RE. 1 I bl ock
di agr Sm SFtantt okt 5y F B GFIeBy » APTRSCHNR R Eery HE REOL Y PRTiR | on
i's inpl enpeipRechase incentive includes eithEt Providing £ niddesyadigsouns hOdiiﬁtoS@rmw)f t he
perti nent functjons perfor med by an incentive control conputer, in FIG
1; continued brand lqyalty, providings pogienisr tdistount GEURGTe tHSnEPWREE tranttt i ons

' Fra TiEhige. g ARGRGAPREE dblt i EnldfETTd Boltock Ny RGRukIB el rof N0

post - pr ocefeeisampid eps prdmbted peofuetf esperively. in the host corrputer of FI G
1, including steps fo evaluate the effects of a d| strlbu

pur chfse i ncent i vesln one variant of the method thegteps E
EMBODI MENJ;rdiRise database), (t) (custormzm 18410 Whe | ﬁrcthgfe ﬁllEé’xi’Mv@QsaI{d)(gt) Rb'l!id?&ﬁ&s Of
il lustration, the present vention pértains to a novel techni que for

gener at i dng anteasti cstmummseanc&ﬂhvp dor¢anb eelected comsuener) aresrepeated farsdiffiesand unt

coupons, based on a vari et of f or s used.ta " et"” . ons.uaoer
w1 beneeug Sfleforish, i ot RmfioRer cUiEmigbion R B faseapiges ol R
l'i kely to?rogggeéﬁntégoﬁregl but ed di scount coupons on a subsequent store visit.
Prior to present invention, systenms for discount coupon gener ation-
has b¥en by nass rra'flhﬁnglsthod of the inventiosr mayt alse dnelude SCawHBE b sglobal

recei ve coupg S [ QL th C u
purchasedc% nf%f gﬁﬁﬁe BL%{PXSS té@(j:‘esc o?f’%‘f%ﬁs\(ﬁdﬁ? g%.(‘:) ec°5u‘g’§§e ggrgﬁgﬁgﬂ
based on fé&ﬁ)rﬁ%ﬁd&tt&r WRhPA ividgw Stboﬁﬁkﬂﬁzhigsfdspwnse%d redemption rates forl the
accordance wth the_present invention, the advantages of @og

gat her | ngIMSENtises distrikaadi &n eydigributingsiendd) Wrembase e&‘ﬂ\}%‘ﬁ’h@é egitfects of

di stri but h%nmgént ve. dxstn'b@ﬁ&ptdﬂ SRethd c} H?&Pl al§ot ﬂlcﬁfdg\fhéj&eﬁ‘%f g@ﬁ@r@ﬁﬁé’ ?%sgonse

di stribution tech ue that succes nsuners
t hei r 2pri end sdsdampnng staiisico after anmwmgaméﬁcxammm@ lfmratequmc d¢basiredgmption of

the incentives. Long-term effects of the incentives may also be evaluated by generating,

on

at selected times after the distributing step, retention statistics indicative of the continued
shopping behavior of customers who received the incentives.

It will be appreciated from the foregoing that the present invention

. 25 rep;esents a significant advance in the field of automatic generation of purchasing

incentives in a retail store environment. In particular, the invention provides for

automatic adjustment of a purchasing incentive based on the price paid for an item

purchased and on whether a promoted item or a competitive item is purchased. Other

aspects and advantages of the invention will become apparent from the following more

30  detailed description, taken in conjunction with the drawings.



incentives in their hands in a package that encourages retention and use of

the incentives. 30 The system of the invention . is

i mpl enrenW@P1A1E retail store or, nore WO 99/ 12115CT/USIB/1T336

PCT/ US98/ 17336 - 6- .
commonly, in nultiple retail stores, as shown generally in FIG 1. Each
store in which the invention i s_fj_rrpl emented has a store controller;

i ndi cated- by reference nuneral 10, and a plurality of checkout
termnals 12.1, 12.2, through 12. N, referred to for conveni ence by

reference nunmeral 12. The termnals 12 have optical scanners 14.1, 14.2 5
through 14.N and printers 16.1, 16.2 through 16. N, referred to by nunerals

14 and 16. As w | | BREEF tDESORIPTEONOO® THIE DRACSWINGS ers 16 used for
distribution of in-store purchase incentives, are not needed in the
present invention. The termnals 12 are typically connected to the

store controller 1()}#?”?]309@5 HSd; %xraﬁ) ROk ed to

as the store | oop. e storé c?ntro?l? r 8pﬁggﬂa{ggesgapgte\%gﬁtgﬁls{ngéﬁj;c ases,

10 i 8cl ube present invemtioreisdntplémémed0, whi ch contains a record of each item
itemrecord includes_the ite

inthe store's joventory. FEac m.price,

and ot her data specﬁc?'cffsoa flﬁ‘écm%wmg sorRe of the, BRtiRERY fupERoRs P‘WFFBTPCQ

Cust Omer wyi £ aleftiR S6htFdToRputdrSRBRIERI1;pUr chase at a checkout stand,
f b

a sales clerk scans_each itemfor a bar code printed on the item
packagi ng. The bar FlHde 3dé&f anBewchast showing thenpeniskent fynctiohe pesfosined ginocery

busi ness in t he it.ed States,of Aneric roduct I,.codes are

st andar di%ﬂ@&%ﬁ?‘?‘o IBYIHRE oY the.hoé)%%gpf’ft%ﬁbq%}n fg?&r Ian_gusi nesses,
di ffefeent standar dsFI@y 4be d!gedchdt hlﬁ’(ﬂﬁhgfpbst-?ﬁﬁ&ssixfgnﬁeps that hfe Pérficrimed
countries, the product bar_ codes may follow different standards.

The st or eindheihgptesrmpitelof KEGudeinchidéts sepe thpalwate theeglfactseef 2 distributians
speci fi caty t. hase data control conputer 22. The purchase data
control 2%{&&3§§rrsﬁu@§?xﬁ%g'i s shown as being a separate processor connected
to the store loop 18 to "eavesdrop" on sales transaction data and

control signals tr ] [0 ny._of t 1.0a 2 to the store
controller 10. It ﬁ&%@éﬁ‘r&%ﬁé‘: %Bﬁ@%@ E@WN functions
of thespurchase data control conputer 22 could be integrated with those of

t he store controller 10. For conveni ence of design and mai ntenance,
however, it is usualAy shéwn dedshe alvhwings oeppurposest bk iflusadiiononbd pewnt

controller_fupnctions.fromthose relating to . enetation of .incentives
for consulfyegtion pertains' &8'a’ novel techniqye; Hyrsgasasion; € Pfogion gh Rykchase
"coupon”  aéntives,efichvas’ didéunt QoBhdH¥E based on aUeAsbty BF TaGbANGRAOY tabset” i t
w || be understood that an incentive may take the form of t he

fam | i ar ebeswaars vowupol bsnefit m@sofropngher incentiveay andpdosyge taarpfare s g1oi¢  An

30 o BNy TPYedREmPERUHIRY, 0 AP GRRHTHY « Qs34 TRHE YIBCEI: B0

PCT/ US98/ prekdfit invention, systems for discount coupon generation has been by mass mailings,
or in stores to selected consumers to receive coupons based solely on whether or not the
consumers had purchased a “triggering” product associated with each coupon deal, or
based on the consumer’s prior shopping history.

25 In accordance with the present invention, the advantages of in-store
gathering of purchase history are combined with the advantages of distribution of
incentives by mail, to provide an incentive distribution technique that successfully targets
consumers based on their prior shopping history, and places appropriate purchasing
incentives in their hands in a package that encourages retention and use of the incentives.

30 The system of the invention is implemented in a retail store or, more



-7- a nmenbership card having a recording nmedium or the incentive . .may
take an even | ess tangi ble form such as a digital record transferred
to the cQBIYAR{15S account at the store or at a banki ngptnaisbd/itsseon. The
"incentive" may be a discount applied to a subsequent purchase, a free
trial offer for a specific product, or a cash discount to be applied on as
subsequent store visit. As presently inplenmented, the incentive wll be
conveyed to the consumer as a pr@ce of paper, which is sonetines
referred to herein as a "coupon,” but use of the word "coupon” is not
intended to be limted to a paper discount coupon. The
pur chas e caMeendbrinpultiplerpiailatorze, dseshowncganerally m RIGbr Eath stotesinewhich

dat abase of ich is | .c ur chas

dat abase%}ejnqgﬁtg%hts Wﬁ’é&“@ew %V\QP i ﬁomf‘?‘}ﬁ'lrh ‘ﬁ‘éﬁl‘?ﬁ)py §?§Fé’ee Amee 19 of
pur chase andanspliralitpsoft Thbekot tevGhals 12.1, 1262) @roREhti2IN, Mi&k& Qbefor
various ways to link gperation of the purchase data control ut er

22 with toeavenenss by rafesence mumernl 42 She teominaly ?ehawonqc@l sqa@ﬂ@rsCldnt + Y -Rer

di sol Bsed™NERPANAM PR FIEA FE2ZI0MTE, Rkl o BV ATk R, oy

record f |Ae \iﬂl Ishertlyt becyges "appdragt, fthel phintedsi £ 1sed fod edistribugen tolﬁeml-sit@‘tm as
bei ng su§ to, nmonitoring in terms, of its purchase trﬁlsactlon

The
trigger fHY 4ﬁ9ym°FWéYeéf GF% nop gegded iy e ProsentpinyeRtion. SEhe tgrmipale 112; atgns

t hat tiab
2. At 2#&’8%%*‘62%%‘%‘3& o wa?%%%#“?ﬁ* 00 ¥ SomEARAN T B! GRS SRR

case all Mcrmmswzds ithes storea tawps lmeMretamntroller ﬂﬂa‘xasaccessno rvanousjdatgbasast he

| ocal , consuper  purchase n.the resentl rred 20 errbopll ment
of ¢ hi8 | ripeHRckagh A5 B fr<olt dTe 0o ontict BrwBls o Eropic B Socht HEBDr e Sotp e
noni t or edinventBHy. FAeR Stefl RBSGAGhINS Y ireAeplitd, | /Al Rh&OMtA BBEcfic to the item.

The purchase data control conputer 22 in each store is linked to a

renmot el y A8daTOW wsgtkr@mp ovhen Bousteier pregents Produstsaor Bems 401 perchirgsas a

per od ¢ PieRgot Hnd. 2 sy B SRICHITLRBYY S0°3 R VR Bl ol e

pur chase ﬂaikabmgeTﬁd bancedecdefBies tie productohtigedd. Ithehetdiogiocery busineesTiuit er

and consol I dat \éylth t gl obal consuner purchase database_32. Thus, the

gl obalts fatesaQ BaBEodust basyfosien are; stapdasaized ap [nifprmePrAdech v
for eaCh Codes. Ih%%@r'r thﬁ*%hﬁn&@ébs %’iﬁéreﬁtoé gaote' st?hXo 1&‘?1%39?: ﬁn zquH
time, such as a year. Larg st ora e devic cour se, ow [onger

pur chase fm sther goprurice dse pmdbei eri aukles n'mgl foHow different standivds.pr esent a one
gg?rlzgigl od appears 'I‘l?e ls)t(ca:n'e‘fi(re]q an%en gléoagn%lura%ﬁlmngmer ng%pgt%%,t referred to in thlvg)

PCT/ US98/ } é’ﬁﬁcanon as the purchase data control computer 22 The gurch&e data _control
conputer 3 so has access to a consumer address list 34, which is ideally

a 280n §ommmr| Zh ispshowduasekeing iastepamts piogessof comnasted uomhe stse peomatl 8 e

retail er chaj | b re not [ s t
vt 1 on_ aviiRroprb sales inidton L BRE e it RpdlseRAET stcin WY of e
al so al | owgrniifglsc 226! thdasdtbrencatrailePPID. "B WilEt 6f c68rsef benmdérm tHat the
consuners who, hap ?en to shop at different store chains. will be

e

di scussed fhnetipps of the pureghase ﬁatbépwl qompatar oddeqidé bmmwgtml withdhesegH thae
host CO”p‘éE Ec&%u 1@2@:9‘!0%9%-.:1 e of@&%ﬁ:{*ﬁ{g Rx%ﬁi}%& dafal Otgszu&'aﬁyt he

consuner a I‘ €ss ener a coup onsS an
mat er i Bl s deasablaohocsetpathte nhdé Itnadkmadl stbfy cdmlﬁcbl[drbﬂinbﬁdimt froimh éhoselrelating to

generation of incentives for consumers.

In this specification, the words “coupon” and “incentive” are sometimes
used interchangeably, but it will be understood that an incentive may take the form of
the familiar discount coupon printed on paper, or may take some other form. An

30 incentive may be provided to the consumer on some medium other than paper, such as



consuners by mail or other neans. The host conputer 30 nmay al so be provid d
with 10 additional consuner data supplied fromexternal sqQurces

shown) . W%434% i onal consunmer data may include addr 8§43 ﬁmt i on
or denographi c data not obtainable from the retailer address |ists.

For exanple, a consuner who pays by check or credit card may be

uni quely identifiable for purposes .gf recording a purchase history, but the
consuner's address and ot her personal data nmay have to be obtained from
sources other 15 than the retailer's custoner |ist, because the consuner

is not inglakfbeethipicad Having! 4 ?écordm% medium, 0¥r e mcentnFe' fiay gz{méﬁr‘le%sf t he

flowchart formthe nost significant steps,
pr esent tangAbhtfpnn, Sl-}ﬁara’sdrﬁgmlb?cmﬂ@'ansfnmd ¢o tmconsumM’ISIawampprthmstateed

t hat the co (0] the ut| e house uncti ons,
bt how 980k Bariking Ipgieior? Sient fEertye® snay By’ bl dobft AHiES b Aduinictilent

i nventi Oﬁuc&&e a free trial offer for d §pebiFRUSroBO&S 98 Al ¢ieh distEuRtOBIBE £Fpliédd onid St
obtai ns a product code from a scanner 14 associated with one of the

t er mi hal Sibsequenisstoreqyisist A§ presently implements, tae insentive will bp ggnvayeddodhe code,

the conp « » store
cont ol | P st £ S o ik, GRichaZRAEHIR, rerfifRd FERERI ROTE0Gon,; pur 71,01
this is ase of the wordyteoupog” iis acs infehded te beilineiced 1o xlpapaldmobhmdupéﬂ t he
conputer 22 continues 25 processing this |tem but otherwise returns to a

"wai t state" of thelhecrasehass datagontrol compuisri 22, 525,/aGeEH: tooh BeMbeoMetrdated ¢ he
itemrec NoTela) r4 4N gis
i gnor ed g!rl]% JSH etﬁ? f@%teglzbc an n{eb fr;réssg(ri‘gbag E@ﬁsuhj%? &‘:1 chasrla tdﬁﬂa g%?’gié 8111%&1?
itemap" Thesedetct hcpidom:ﬂse ngatt ts&'m, a mrecardt afobumhakecfrmsmudmls @kheddd over 40

det er m ne _whet he consuner pur.gc asr ng.the.ji.temcan be identified.

r
At the tP ﬁ’é‘ogf"r}e%‘ﬁn iTﬁﬁret #E Yarions wayg'tol photherpurchase dataqsep not
be possi kb@phfar 23 Geith Mesalds! ReRaGRASHTREss &ﬁ%lléd $the store control}é® 199442115
PCT/ US98/ 17336 - 9- tion is
usual |y mmsmﬂe@rdcﬂemmﬁmt pﬁehet inanstioy, iapd . as|disohsetl indJ).GnPatent dlod,

therefore hat . t. ero as bee fied.in g

pur poses 072 %b#a?ﬁﬂll gﬁﬁn ?‘f? m ?éﬁ’ﬂ? or f %h% g}gggﬁelﬂpgﬁi %8% will
be reor daentifssOGe dfen ¥s BBing! su ;bas tumromtonng 4R érindsi Gt pﬂrdxﬁsep@iﬁsﬁditiﬁi’ﬂ

Then, if the consuper is identifiable, the purchase 5 transaction wll be

per manentThe Haggsrofag mays fkerefosnl be smplosed tpdrxeﬁarée selgetigm ok itoms that are

i ndi cate 0 sfat e,

s i ndi caripes, B HecORinE R thy ToP BHbher guthace MRS 20 Adcnifidly ChEl 2.
of a ret arigger ﬂagqneylﬂaesdmplyergnored mrwm:hmnsa)all spurqiiayed items arculub]era tor edi t
card number of, checki.ng .account nunbe wali state
of the COW%W“ZEC‘?@“’% %r@%’r@“?r@%dﬁtﬁt’%gm the p‘iﬁfﬁr@ﬂ RIfeIT

COMPUSET EBbAimetdretnd Sheition! Abréfintlll] 08 | Maif GOPEREARIE REkborigte as
processing I nput data or out put ta The right and side of 2 shows
part of tmenitored ingurckasatransactions by ridertifiapleofonstmersonput er 22 Basi cal 'y,
in the wait state t Zcontlnua yposstheq

there any input dat ol’g&g’é%"sgama%°’é%v&?‘?ﬂt“ef Perd°gi FRDI% g‘gﬁgi4?5|;and i s
there anyrepsdtely tiochesdPhdsO cRHRASSI0, WEicH BkiMiaihe) 2 deAirsll @itatids@ ¢éfefrbd to 26 thd f
there is input data to process, t'he conputer 22 goes to the input

processi nglobal congemer purshass @mbarsg 3% Om pperiediq basisf suchasdaily, W%ﬁ%t to

Cueue 2 asOF T A mbfer, purchBs Hindit!pd i 2ol Sk B8 Tideded 16 S8 4RRE
wait stat eompagrhaid mﬁsbnaatéu aes tenglobalénbidfer puxtchssec@mr@sé 3of The the

present invention is to transfer or upload data to the host conputer 30.
Thus, as global consumer purchase database 32 contains a complete purchase history for each

identifiable consumer for some relatively long period of time, such as a year. Larger
storage devices, of course, allow longer purchase history periods to be maintained, but

30 for the present a one year period appears to be an appropriate maximum. The host



20 indicated in block 60, the conputer 22 periodically checks to determ ne

if there are any data bl ocks to transfer to the host conputer 30.
Mechani sywe dogprger form ng this transfer are wel | knowncTfuses/emsaspl e,
the transfer may be initiated as a result of a clock interrupt in the

conputer 22 or the host conputer 30, or may be initiated when the |ocal
consuner purchase database 24 is filled to a selected level. 25 -
FIG 3 is. a flowhart show ng the p'rsi'nci pal functions perforned by the
host conputer 30 in accordance with the present invention. These functions
are performed "off-line" and typically not in any store in which the
consumer cpmputess30 also hag raggesscto an congumen| addsessAlisth3dgwhink isoteallprmput er

be | Cepe i ni . ! |
Cont el 0BT atn Be BRMALS 1G8 Hefhinse frouf SUURE SO Fhernd e Sy L
retail er gtgbal nddaesd lishaob@aly perid @ie Widhibn t18¢ @bplied tHehé RastbARrabf an

WO 99/ 12115 | . )
PCT/ US98 muitiplg retailers, but also allows the consolidation of shopping histories pf individual

operatio I i I Q: SenRyi j ilers
and ménuf Juisdts UnchopBRERERGFAL ARFGRY, £k, AL VAR B skl i hthe
preferr eehfe{air m:l'owﬁtin z?entﬂamtee with ﬂi&ai;neentiorx]x thedmst coraputen 22nusks tthaglobad
magazi ne format thai featyres si.ngle "thenme", pertaining to vari ous
product CAPEYBEL %?Cﬁﬁr?%%éﬁ%ﬁg,anf’ etcﬁéﬂ@%sﬂd Sﬁﬁbgﬁ_ttgﬁe&ff@t‘e Lged i ons”
or 5 " lc%‘ﬂlp{)ﬁst aﬂ@egﬁr m&{{&?aé&' IS IndRafi #O00K 34, c{rcﬁistgiﬂuﬁonttg%ﬁfsgﬂé@ted
normal | y perforned by adm ni strative personnel and not by the conputer
22 it sel fcondwmelssoy iradldon ethbt omlans STheahost comphiee t3i0amay sisvaskepmivided wishst

ted. duct t ti th LT t
ont o8y B ChR R Ba PHEmgLRt Gt PBaw s, THG S or,
woul d conbtmértiad fBy iftfude \uatAdsé iﬂf&?ﬂﬁiloﬁfor "dgl%éértaﬂ?jic Haed nsedR&TnhBIe Srom Then,

as indicated in block 70, 10 the global consuner” database 32 is initially
scanned ttbepradler addressaligfet Foraxampleda consunemwlonpry hbyskeek a5 cradit caldl | be

dat abase Y 5o SREENCHeRnEBe At o s fintdh Puckibe e BR R,

pronot i oncdnB@n®Ss aditésy afd BEeAPErsbadl sREOdg hale tdbe ebrinadofrémpuscs othery be
sel ect ed. For _others, qualificatigon on the basis of age will be
appr opY i atian the, retailar sseustqmet ity Beqanss thejconsumeryis mot daqludedf8niigh Aot c

factors that are MDiggzapPLERId ov%ﬁﬁ fofm! (18 ﬂb&b?gniﬁcant Et?é‘sé‘r;]ffg{r}t the

pur chase database will, 1 n general, have to be supplénented
dat abas esstafidppint ofi ¢hederdsent vefiyom gpeffarhai by te compttec @2t 3 widllbé mppresiateder

| oyalty card._ or eck-cashing _card a ications. .

| e ot SRS BN ToTR Qe S BOGP SR, GHCHRRS e
dat abase 3@ ingpiadighted 36 AN@SsHidaP td defont anvt@fbhed number of the _
presel ected consuner househol ds t hat have purchased products that fit

with g2he current thdndnputpracesdingl tha computer BRofG1st FRainFrreprpducy eqflenfiomeas of

consuner househ s so i.dentifie i)l _usualdy. . ok (Tt t he
b omot T on e 1 &afigieh “Flght 57 g iR 1A B dhoiated in AISBLRS Dnd BP0
national iifpiqrBeuctidode deRi doRebutenIE keqiiledts e tdrfdspestiny itny réord fromiiey  of
factors, 25 such as geographical, region, or dates of the purchases [n the
hi st ori calstaracaptigier Hypcasigdicated in hlpek A%y Hihe dewatesrds indicates) hat this 154 so

HESUSEd t?riggglgﬁ%i&%?ﬂmﬁgle%ttmg& ?Hagecgﬁéxg:t{l?ck 44, WHE 6ér)rn 2??9&[1&%% the

search may ar I using esé a onal”’ factor

avai | @bl e,procszpigs aply ftesiattmt dsthewise @suidietoc answiie staeldiof sthe | dostputéd A
el sewhere. . ) The next step_in the progess . is tg}eﬁr file
each sel edrevonsly Jasmionedyhasveysd. thepitemgpenrd,fileggan Bgicontiggred suph %,

The sel ectyadopliRiPiap 0 A ndrlf TRd LURICARE |s¥arRle® TRER S then effectively “triggering

items.” The next processing step, indicated in decision block 46, is to determine whether

the consumer purchasing the item can be identified. At the time of scanning the item,

30  the answer to this question may not be possible to ascertain, since consumer identifica-
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PCT/ US98/ 17336 sel ected brand or brands within the sel ected produc
cat egory 9?7 Byori es. The consuners' purchase records,POHUEREBtther
hand, are sel ected because they indicate nore than a threshol d of

Interest in buying certain types of products, such as |lowfat food

products. In this step, each consunen. household is categorized or profiled
in terns of 5 its apparent loyalty to pronoted brands of products. Three
profile categories are indicated in FIG 3: consuners who are loyal to

t he promdditisaisanlly PresbhRAUS HeAShdSHOMR :rarg?%tclh(nb.}ge«‘fn %@émdgfé%‘&"‘%é%fogo are

| oyal to conpetitive brands (as shown in con

are new t'&at fe Slostebam chag rhsen simplifiest i yhig a'sgarboﬂm punpdEes Of BP)anafibe. In

| atter pr C lies, for ex | e t onsurrer who, have bought
| ow f at p1 acbg%’dgh b 'yﬁg%? HESaGHan, P‘Hﬁn&ﬁ trﬁ‘?qﬁ W@"‘?ﬁz}h%“é qomsidnes ’
category ideatific&idinris ISéfrfdrﬁ@d Then @R QOnsunir $X it Riabld) " QUPLRLQN MY

deal only with frozen foods, E consuner has purc tﬂased nmany ot her
| ow f it | Eranpaction will %mmangnﬂyrrewdcds irotheblevair cogesmer purchase database 24, as | n

Carger oq. Dtatedl itediOHEI O BRI S Yol RO MR ettt et by
bl ock 82, blobke 505 THeayaburpetr mhyns:erld@:fmﬁedoﬁpMadb&rWrdzﬁlerr@f&ﬁﬂﬁﬂsﬂm&

"continuity reward,” such as a di scount coupon, but with
di scount PFOERATE. OF SUTRHETeM anigimerediti aasd proer of checkingaacconnl nahbet. i n

bl ock 84. A consunerpjae ory roduct s be
invited to receive a}?r §3ﬁ§glp%f%§ggl ﬁ)gnegaéggs sx%ql{)gf(ocg%sm%g,o%?{rgp“%h a

t ol | - 10 eewhich ﬂmedoammecycmmemlqonamﬂmg) Whit hofunbii&dl o« fetberin néf:, such as

As indicated in block I1ing and incentive sel ection process

f

may, if nBEQRESSIPE DR 4%&%9%& &moghér“%'@a%ﬁ‘déalfe@& i 28havey privpithe hi n
t he sel ec REE, I

e theme, i Ble i jogh of R EorPRRL 20, BenielRhch s M P ol EoMBlier 7,
t he therrensmlmlglly fpoéqaeﬁledqumaom 'is "therder yny input placduc psocess, diseblfown in
suppl enen ort ach of the product categories wll, in 25
gener al , ﬁdgcsllsj ﬁmqﬂag?é cgﬁt E A FUP PRI A9 Qﬁo%é%\égr%f)wﬁdﬂsdéﬁtﬂ%bbf-‘k

Mor eovsr, 58. If therehBUimpliotista ttbagroteds! ihe chﬁlpﬁf&?n&' ?ees‘ 3 et ﬁﬁ'}ut ?E@&Qahé’ya' "

profile for frozen dinners may conpetiTive user darry
product s. SERHCRGSeSRREE; Wébrﬁb%éoalfeﬂ@fﬁf e&:tamv@usput to promstmmmnbmcyr 22

househol d C an _incentive at . takes all
hese i  PEEeRaRTRIEEbulnt 1y BR°GlbEn A LG RGBT R 14 Ry LB GeS
bef ore pritotycle terovghmie| watgstaé. ARethen oafput beodéédiifgﬂﬂﬂﬁ:uon in the cotd€Xt96¥ thé115
PCT/ US98/ 17336 -12-
present invention is to transfer or upload data to the host computer 30. Thus, as
20 indicated in block 60, the computer 22 periodically checks to determine if there are any

data blocks to transfer to the host computer 30. Mechanisms for performing this transfer

are well known. For example, the transfer may be initiated as a result of a clock
interrupt in the computer 22 or the host computer 30, or may be initiated when the local
consumer purchase database 24 is filled to a selected level.

25 FIG. 3 is a flowchart showing the principal functions performed by the
host computer 30 in accordance with the present invention. These functions are
performed “off-line” and typically not in any store in which the consumer purchase
transaction take place. Although the host computer may be located at a retail chain
administrative site, as presently contemplated the invention would be best suited to serve

30 multiple retailer chains and the host computer would, therefore, be located at an



(block 92), other mailing materials are nmerged with the incentives,. as

I ndi cated in bl ock 90. Ideally, these include descriptive text,

phot ogr aphd 89/81ds ot her material s, conbi ned into an att raOvUsSss/inBgazi ne -
format that highlights the thene and presents the printed pur chase

i ncentives. Typically, the incentive packages are designed for seasonable 5
presentation, such as for sunmer foqﬁ_selections, hol i day food sel ecti-ons,
back-t o- school supplies, and so “torth. As shown in
FIG 4, the host conputer 30 also perforns a nunber of | mport ant

post - processi.ng functions in_accordance with other aspects of the

i nvent i orPPerations §ie of an indepepdant orgaaization syvingamitinle refailern aad mansfasiekages,
and as s ' PPN r r e ted
consuner 3 pit polepElt Mthnyedlion iR Sk HiRieit Sl SNG'kierb Bl

mai | i ng vindentibes th aresttrdtivomagszinerformas thanfedtipdsan singlai ‘thenieli petaining toThe
retail chains are identitiagge frothQﬁ ur chase t&ﬁ?Sfctipn data in the

gl obal  Yariops, REqengt categoriss, For-example. the 3% benghenlthy diet seletignsp or

easi | % sonbeorabYodddl e firsdep shows IPFEG. 318, (RYGLIS ndrhislly %@ﬁoﬁﬂ@d ggnefit
of this information to provide followup mailing 15 ° or supplenental
pr onot i orasimipistratkee personnehayl nét hyhtheicomputdr 22nitsalfigAs described in block 68, a

Anot her acti vit hat b erforned a r about the tine.of .incentive
ok idetion 1 a8 of Bietf oRe biotolee mrdiucticafba abi F ghompuH ik Thar s i cs
With an produdtta®gest mah ihdi8délBok ieRemples bSvideRaFietyesk fod-fat BSodsNA/NVLYR
mailing. Athird part such a farge br and- name manuf acturer, may

thir Y, s a . . T :
have an ifit & wilk theoveralbthereof fdpalgy Aintiselgrtigns2h Theneds inditated gnbleckoT0,

Cors TP SoCy i SioaBP B ) LI, Wt il Bt

package neorsiungr households that will be suitable fdmtha geemaaos.eT s tihitianfifttieig af grct  of
the invention, the host conputer 30 . also generates results reports
104, as i FORBHeEfatabags say beowads, an thepesis pHANY eppropEateotpndision. Fag many

I ndi cat edp} : éd:‘)kﬁrg ' d
response P%%@i&%ﬁg%sogga ate er\r/mﬁ{ﬁﬁ&%oﬁdgagrfm e?ﬁﬁﬁlg%néél}\g/oeﬂésgwé g%lg%@&]

cat egory &br othess mualification oe theThmiseof age will be pppropriatef laed tformstdl atpersr theres

wi t ho regard to.indjvidual .redenption and response . behayi or, . These
types bt PP SRR Hsiidseityif, PB.h A THPE AOPRET i DR | G saEiobE)

di scount ¢eHfRRer PhrcRidecdathbaReSwifll ih eR&Yal, VRaveN@t bakeppltmened ol oufdidd I
purpose, of 30 course, is to help the manufacturer ‘determne the

ef f ect i vedagbases ifi the needadoquadifiying fagters are not contained 9o customer loyalty card or

PCT/ US98/ . N - 13- vari ous
aspects. %?é%ﬁsglr{lgr%aﬁgrapgh(f%lga% nore on individual consuners after the

pronmotional event, ahdtHechéxtdedrgrintiosedtiatilock qonshe glodbahsotBuinee pueshaver t ed
to a new brand, retained as a _brand-|oyal consuner, or have not been
af f ect®d 1ptabassBe iipAgain scanned to identify a desiredynpmbpe of Hisrrreselacisd $9NSHMERe

; . . y e . .
0 the. 1) djouSinolde Rt BR6H bulcBE p@fucts (R TEHE Ardhf B Rhu Al B0
I n particlleck 70h&hendesired aunteriofnemstier households doajdentifisi ofll mendlydbe

i ncentive packages with the consuper targetin dvant ages of a conpl ete
record of 15@63 @&f?&ﬁé? PERIPEHRR &t'ﬁeawgwg% GO SRS Qheh e 2 s bR
pur chasi ngyel DERALI i\’l%cbp;e, the desfrb® hﬁﬁbéeﬂlfa{v cehiret 1&29@&89%9%%%&&&?%:05,

receives it, based on prior purchases o
25 such as geographical region, or dates of the purchases in the historical database. Because

the purchase database 32 also may also be used to store such related data as total

transaction amounts, the search may also be limited using these additional factors or, if

available, demographic data drawn from the consumer address lists 34 or elsewhere.
The next step in the process is to profile each selected household by brand

30 loyalty, as indicated in block 74. The selected promotional theme typically promotes a



10 thhe sanme brand, a conpetitive brand, or related itens in a different

product category. It will also be appreciated that, although a

speci fi c wolpatment of the invention has been descri beRCT/HS#RA7334 f or
purposes of illustration, various nodifications may be nade wi t hout
departing fromthe spirit and scope of the present invention. Accordingly,
t he I nvention should not be Iirp'li_ed except as by the appended cl ains.
15 - What is clained is: -- 1. Asystemfor marketing to
cust oners, sai d system conpri si ng: (1) a purchase data dat abase
for storln a650|at|on W th one anaqt her data indicating .a first
cust oner teds i O DEFRS( Wjthi, the Fﬂéﬁ?ﬁifgfp RFtaCHERUY ORI CAE0EES pAbauct

and a _bra erssgaggcﬂagéfammrsxbg.@%mﬁﬂ&%e séﬁbfédgygé%e%emql% Grk N9

that said firs omer rdentificatlon was recelv as part a purchase
of said fithat aghresheld eaf Ignmahnan ‘buying certain @mes rrﬁanmdmts, sxmhegiorqv&z-fatgfood

roducts int uct cate set of t ories,

(3) moans PROecE ToARH TR (38 aamuries FBertpId o CuPETHAR oroBiat L s L
two ang | g@s apﬂa'i‘ék{t RlyaltpT tof Bﬁnﬂft&ﬂ Llﬁ&mfsab?q%dﬁs OfhfeRl ?rdﬂl@d&@é goFiRs O8er Yy
set; 4) neans” for determning a custoner identification subset

that cont andtgat@djyt Bler3: qopamers whatare lnyakwoche pramoted brangdardirards ¢hatshbwse

nosara” prB Rk el chlshled 3t ioR Fosaf td ool AR Ols POYRERCHIOE 780 MR "o
each cust qERsunhéts Whofdre aleivoid he ?t@maed produet icategoist @sBhowhdahlodk s@t l"ma
subset, if that custoner identification is stored in association

th
data i ndiladen BEPiile HA1SLORF GRDKSS, FOF EXEBRIE, ito cansyrpers who é@vwc)ﬁgbum fat
cat egofy Ofpog@! ﬂ{tg{o?%%. fagﬁmge»gﬁ’ﬁm HRFES écﬁico{a ﬁ;&&%ﬁé &£@ﬁ§uan( 89 g th

data indicatrn hat purc ased n sa |'ect ed product
cat egory |1xom;tuomf B ebcdmple,t tHer gruinotmn fay deal ronhp widi drozedi foatis,nbutathe

pr oduct purchased |n said first selected, product categor t her eby naki ng
for each ctRUSYRER has %{aﬁq Ry OfRer ot glth Bs; fhcdig ‘E’cg}é é?g@Ftsch VETagESt | on

subset a first det er % B8¢dr@sYice@Rth the invention, each category of consumer household

is targeted with a different level of purchase incentive. As indicated in block 82, the

H

15  loyal purchaser of a promoted brand is rewarded with a “continuity reward,” such as a
discount coupon, but with a lower discount than a consumer of a competitive product,
as indicated in block 84. A consumer new to the promoted category of products, may
be invited to receive a free sample, as indicated in block 86, by calling a toll-free
telephone number provided on a printed coupon.

20 As indicated in block 88, the profiling and incentive selection process
may, if necessary, be repeated for other product categories falling within the selected
promotion theme. Again, if “healthy diet selections” is the theme, multiple product
categories may be selected to fall within the theme, such as “frozen dinners,” “dairy
products,” “dietary supplements,” and so forth. Each of the product categories will, in

25 géheral, result in different sets of identified consumer households. Moreover, a
household that falls, for example, into the “brand loyal” profile for frozen dinners may
be a “competitive user” for dairy products. Because the incentives are effectively
customized by household, each consumer will receive an incentive package that takes all

these differences into account.

30 In the final step before printing and mailing of the incentive packages



(6) nmeans for generating, for each custoner identification contained in.
said custoner identification subset, pronotion data dependi ng upon said
first detwysvimagisi on for that custoner identification. PCT/US98/17336 2. -
A system according to claim1l wherein said purchase data conprises purchase
time data indicating when a purchased product was purchased. 3. A
system according to claim|l wherein_said purchase data conprises data - i
i ndi cating purchase price. -12- A system according to claim1,
further conpri sing: _ second nmeans for determ ning, for each
custoner identification contained in said custoner identification subset,

i f that cbleekohy othge mailinggnatedalsate mergedawith thasinsentivesons {ndicasgd in blgek a

sai d pr og0etieRlfy ks PLOERIE iR RE AP RE G g BBl EREhed”
i ndi cat i rigrocarpaneutive piagatins €ormhat ®at Hightighente Ikdreetagd presaucthecpimedry i s

not of said first brand, or Q(QC) with no data indicating a product

pur chas e Purehase igcestives dTgurabt ethepinsaniive pagkages wre Wdsaigsed, faniseargnatde each
CUSt OBl i . . . . i s Lon. et a
seconéfe (Pé?%ﬁéhhé%tcslﬁ %%wg)gg e %6od lé:?igﬁsn%éi g? rré)gn%?%%%égg%tgkgﬁisng 1

pr onot i orsugplies, andpo ifsels. neans for generating, for each custoner

identification contained in sgj ustoner identification subset, promption
Ut A dependi ng. oL ARAVEGBORIE bt Bie v EPBRNED A0, DEQHEYE uniber o

compr | si ngiBoRtnt postprocesiing fuSig TRACERUhRTNIR oRicF dibgery VP Ivenion: ¢ o1
r ecei vi ngFastprab abautdhe timedf mailing thedaoestive padkiages, iand as shawbdn tdécke LY, onrer
| dent kof | C&fei oL c%%si)%geir agoe Criepvgr%shtﬂ%r 8&8&%& consumer lists to respective retailers. In
general, a promotional mailing will be directed to customers of multiple retail chains.
The retail chains are identifiable from the purchase transaction data in the global
consumer database 32 and the consumer mailing list can be easily sorted by retailer and
store. The retailer then has the benefit of this information to provide follow-up mailing
15 or supplemental promotions to take advantage of the initial mailing.

Another activity that may be performed at or about the time of incentive
package mailing is, as shown in block 102, communication with third parties with an
interest in the mailing lists generated for the incentive mailing. A third party, such as
a large brand-name manufacturer, may have an interest in a certain demographically

20  defined segment of consumers. Either the appropriate list may be transferred to the third

party, or third-party materials may be received for inclusion in the package mailing.

In accordance with another aspect of the invention, the host computer 30

also generates results reports 104, as indicated in block 106, and retention reports 108,

. 25 as indicated in block 110. Results reports are based on the redemption and response rates
associated with the mailed incentives, for each category of consumer profile. These
reports reflect average rates, without regard to individual redemption and response
behavior. These types of reports cannot be generated until after the expiration date of
discount coupons or other types of incentive that are distributed. Their purpose, of

30  course, is to help the manufacturer determine the effectiveness of the promotion, in its



purchased that nmeet said specified purchase criteria to not nore than sai d \
desired u%B?l?iIS o 6. A systemaccording to claim1l fpﬁgl;@%%ggrprl sing \
means f Or nsSmtting data indicating the pronotion to said address.

7. A systemaccording to claim1 further conprising neans for printing and
addr essi ng pronotions based upon the pronotion data.

~

-2- 8. A systemaet®rding to claiml1 further conprising
means for associating with one another purchase data for purchases from
different stores and associated with a conmon address. 9. A

system agg@hdi AspelR. CRaich repdrite fo@RMBidre | i) iNEiRal QOnSRAES 24£t&1d the
response and. retention statisti (}S associ ated with a custoner
i dent i f i peempasionplorvepy, onrd helpristepmineawhetber copsusmass baye beanocywasedted Mew t hat

Fur t hor G FebisEd asdrapdsjovgl capdihery OF pRYERARARHH Brolndigh 2, oo

with a custoner idqgetwill datippeedified Wibrahther fur®idien that thevpreserdefinentios.
11. A method for nmarketing to custoners, said nethod conprising the steps

of : 5 represents)a significany agvange B she Kisld ofi autematic geReratiom ok sarseted musshas t h
. ) g Y “PYee i _ . ~asSeet b
Cata i qodibentftbs O Bard it Ghe Nfhvéhrich Shmiias O proveil ddantliel At ffled

pur chas edngenvive ciacksges dwials Ihe icahsumieri tadgetinpi atiyantiapsés shaccdmplete regstdiwer
identification was received as part , of 2 ur c,?gse of said first purchased
product ; consumer PW(‘@}’a%Fé_t%"ﬁBrai NPt 98 (tIme.y _“Sae?ﬁhoﬂ‘ﬂfé‘ A48 JPSHAVESF of
def i ned %&gﬂﬁ\iedcﬁé} %Q%mﬁe?;houaeﬁold that FecePRisGE (a8l 8n PEBF PatcHASCHOL e UDS EL
that contains at |least two an ess than all "of
10  the same brand, a competitive brand, or related items in a different product category.
It will also be appreciated that, although a specific embodiment of the invention has been
described in detail for purposes of illustration, various modifications may be made
without departing from the spirit and scope of the present invention. Accordingly, the
invention should not be limited except as by the appended claims.

15



t he product categories of said product category set; (4) .
determ ning a custoner identification subset that contains custoner
i dent i fiwatopozds stored in said purchase database that ar PCRYSWIIB®d with -
data indicating purchase of any product contained in said product category
subset; (5) determning, for each custoner identification contained
in said custonmer identification s;laset , I f that custoner identification is
stored in.association (a) with data indicating that a product purchased in
a first selected product category of said product CcaiséberiasBaaRRplades Of
said first brand, (b) wth data indigat]| that a pro in said
3 first selected product capgéc#@gi s not of SH Hﬁﬂsm,‘gBMd or
(c) with no data indicating a product purchased in sal I'r's cted
product category, thereby making for each custoner identification
cont ai neWeé dladmt d custonmer identification subset a first determnination; and
(6) generating, for each custonmer identification contained in said custoner
i dentification subset, pronotion data dependi ng upon said first
deternination for tlhqtarm%]eﬁddﬁhéﬁmﬁg gsiﬁfdﬂohlagpéﬂa@ﬁ,- for use with a safes Har¥Béthsd
according to claim1l erein said purchase data conprises Purc,hase tinme
ller with gepessy

dat a i2ndFesarding syfam havipg atleass oe pheskioutttermpisalandch storz) contro
&gﬁ(ﬂe gﬁge ﬁllé"}itﬂé &apa%&% g&ﬂglig'h . purchase data conprises data
Se€ p ;

met hod_{ ag
i ndi cating purc ri’ce. ' met hod according to claim 11,

further conprising hésSbeidetifying purchaseddedn®y pleseriéd af #chevkolit tmiRNEr
identification contained in said custoner identification subset, if that

custorfer identificdPeans fos identfpg FonsHESEY PEeSeRiNg BSMHLenPWERase; ndi cating a
6 data storage means at each store, for holding a temporary record of items
7 purchased by each identifiable consumer;

8 a host computer capable of receiving records of items purchased from the
9 data storage means in multiple stores;

10 a cumulative purchase transaction database associated with the host
11 computer, for holding a purchase transactions accumulated over a relatively long period
12 of time; and

13 processing means within the host computer, for scanning the cumulative
14 database to select consumer households that have purchased products falling within
15 defined product categories, wherein the processing means further includes means for
16 profiling each selected consumer household in terms of brand loyalty with respect to a
17 promoted brand, means for generating incentives that differ based on consumer

18 household profile, and means for printing the incentives for mailing to the selected
19 consumer households.

1 2. Targeted incentive generation apparatus as defined in claim 1, wherein
2 the processing means within the host computer further includes:

3 means for merging with the generated incentives other textual and pictorial
4

material that further enhances the customized purchase incentives.

1 3. Targeted incentive generation apparatus as defined in claim 1, wherein

) A



product purchased in a second sel ected product category of said product

cat egor is of said first brand, (b) wth data indj ' r odugt
os SuBSAs ) PEPUIEELP

pur chas sard second sel ected product category is not i rst

brand, or (c) with no data indicating a product purchased in said second
sel ected product category, thereby naking for each custoner . i.dentif.lSah kQhced
contained in said custoner identifig%ati on subset a second (5‘1"9% (et 62 gﬁm
and " wherein said step of generating pronotion data cammmmﬂuﬂm“
generating, for each custoner identification contained in sai

i dent if | it proBessingSrakansPwithibtthe hostadomnpulaPRiftie N endkikdey; sai d second
determnation for that customer identification. . .. 15, A nethod i
accordi ng to cl ai mmeAns for; SraeratingHRspansh gnd medemnsion satistics for eachyeansumeni ng a
desired f Ui, C r 4 e\ ] . 0 I+ O3

Yo DO ofily T S dhal B MG el WA 0ROl o1
associ ated with products purchased that neet said specified purchase
criteria to not nore than said desired, nunber. 16.. A nethod

accordi ng to cl ai m% flargsted,imcentiyg genaration anparaieps defipedyincclaim i yherein
i ndicafi ' - Sa 5 . A nmet hod accordin
f[ o l:l Zzlt Im 1&#1%#%%{%"9{?9?“5@1:?@1%%0@?96@%&8% further includes: I ng

onprising the st printing and addressing
pronoti ons based upmeansifer gererating aetentidnastatistics indicativg .of Aomecdnsumarscwhdi ng

t laim11.furth NP Si the st f | ati i th th
pur chase TEERIYF 1S CSRRES BErCHRS BT RTEr ShiP SRGEwshiP HEemaletowrth o

common addr ess.

1 5. Targeted incentive generation apparatus as defined in claim 1, wherein
2 the processing means within the host computer further includes:
3 means for selecting consumer households based on one or more

4 demographic factors selected with a view to maximizing response and redemption rates
5 for the mailed incentives.

1 6. A method for generation of purchase incentives, for use with a sales
transaction recording system having at least one checkout terminal and a store controller
with access to an item price file, the method comprising the steps of:

(a) identifying items purchased at a checkout terminal;

(b) identifying consumers presenting items for purchase;

(c) recording sales transactions in association with the consumers who

made them, in a global consumer purchase database;

0 =Nt A~ W N

(d) selecting a product category for promotion;

o

(e) scanning the global consumer purchase database to select consumers
10 who-have purchased items in the promoted product category or in a broader product
11  designation;

12 (f) determining each selected consumer’s profile based on loyalty to a
13 pror_noted brand within the selected product category;

14 (g) customizing at least one purchase incentive for each selected consumer,
15 based on the determined profile for each consumer; and

THIS SHEET HAS BEEN
REPLACED
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19. A method according to claim1l further conprising the step of

generating response and ret edhi digeidrag ves ®Gssoci ated with a customer
i dent i f iwetbozisor pronotions notion data JEEPEEd3¥%r t hat
custoner identification. : od according to claim11 :

further conprising the step of generating retention statistics associated -
with a custoner identification for é/\/ni ch pronotion data was generated.

21. A conputer program product st o} "ng code for specially programmng a
conputer for marketing to custoners, said conputer program product
conprising instructions for the conputer to performng the follown

g Of g
st ep§: ( 1¥h)s déstripgting, the penstamized pyrehaset inseRitves ntoadhe cselectedn wit h
one ,anothe P garel I RE: ' QIEL 4 Lyfy ion and (b)
dat 471 dée‘tryﬁ{‘?‘%?%gtg%h?‘f‘?és@Bﬁ@%gg‘é%e’fgﬁ‘%gtﬁ%g%g’ﬁ IR pSREAGIGER O PN

pur chased product, said association indicating that said first custoner

I dentification wasg receiv g as part of a purchase of said first purchased
proddct ; (2 '@aibsé Pr SmRERtonfURdrehase iRFeRtipsRR dafined iB fai Qet of
def i aedamﬁ%férc%a&p?gﬁ%%: _ .
- 5- ( sel ecting a product category subset that contains
at | dast two and Imesrginghsbe abstonfizedt ineepivedufor exhespiedted ohswaed withoduct

cateqgory set:, .. 4) determ.ni ng a custoner j.dentification subset
C pes 900 hoPhiate, adcisinme! tertal BT e bR PSR L chase dar abase
that are associated with data indicating purchase of any product contained

I n said product category subset; (5) determni ng, for each custoner
i dentli fi cation cor® & methadrfor gereration efvpurchase incentives as defined in claim 6,

2 wherein the step (f) of determining each selected consumer’s profile includes:

.

determining whether the consumer’s prior purchases have been of
promoted brands, competitive brands or products only related to the promoted product

category; and

designating the consumer either “brand loyal,” a “competitive user,” or

- . )

“new to the product category,” respectively.

1 9. A method for generation of purchase incentives as defined in claim 8,
wherein the step of customizing the purchase incentive includes either:
providing a modest discount coupon to ensure continued brand loyalty;
providing a greater discount coupon to encourage brand switching; or

providing free sample information, to encourage the consumer to call for

A A WN

a fee sample of a promoted product, respectively.

1 10. A method for generation of purchase incentives as defined in claim
2 6, wherein steps (¢), (f) and (g) are repeated for different product categories, to perform

3 different customization of the incentives for different product categories.

1 - 11, A method for generation of purchase incentives as defined in claim
2 6, wherein the scanning step (e) further includes:

3 scanning the global consumer purchase database to select consumers based

THIS SHEET 443 BEENJ
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i dentification subset, if that custonmer identification is stored in

associ ation ith data indicating that a product purchased | first
sel ected %ngg%:lr‘gmcat egory of said product category subset a??%’%%@r"# first
brand, (b) with data indicating that a product purchased in said first - -
sel ected product category is not of said first brand, or (c) with no data

I ndicating a product purchased in sajd first sel ected product category,

t hereby neking for each customer identification contained in said custoner
i dentification subset a first determ nation; and (6) generating,

for each CeAldHEESHr nitRddemoE AR ALREEd VAP Fiedy F0'HhdXiRlzind hid a1 on
subset, pronption data depg?&gl ng upon sale‘g first eg‘éterm na'gzlmoéﬁg%troh%dng?&

cust omes i sedemrrtionznates for the incentives distributed in the distributing step (h).
-6-

1 12. A method for generation of purchase incentives as defined in claim
2 6, and further comprising the step of:

3 generating, after allowing time for response and redemption, of the
4 purchase incentives distributed in step (h), response and redemption statistics for each
5

consumer profile derived from the determining step ().

1 13. A method for generation of purchase incentives as defined in claim
2 6, and further comprising the step of:

3 generating, at selected times after the distributing step (h), retention
4 statistics indicative of how consumers who receive the customized purchase incentives

5 continue to shop with respect to the promoted brand.
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