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and effect of advertising and marketing programs using card transaction data.

[0004] Background

[0005] Consumers spend over $7 trillion each year on products and services that
are distributed amongst an enormous number of participants. Compeﬁtion for consumer
spending is intense and has steadily grown over the last two decades accompanied by
increased marketing and product proliferation. Currently, there is more than $233 billion
spent on advertising and marketing by companies in the US alone. According to a study
by the Federal Reserve Bank of Dallas, more than\30,000 new consumer product stock-
keeping units (SKUs) are introduced annually today compared with only 4,400 in 1980.
All this marketing and introduction of new products in the consumer market is for the

same basic objectives: build new customer relationships through prospecting, enhance



profitable custoners. [0006] The net result of al

this activity is that consuners are not only being
wonowsidaiad by marketing nessages but they al SOPOBWS208/018444

choose between many nore options than ever before.

For the players in the consuner market this nmeans that

each dollar spent on marketing is having | ess of an

i npact and becones nore costly as conpetitive

loyfltyegRlUaptirdls | Fﬂé@teﬂﬁfaﬂé OSwAIRMEbm KAMRL @estdvhéh, ANCESINe Mbst
busi ness cycl'es and quicker conpetitive reaction to

8 vival and profitability is predicated on
pro %%&%gwﬁ% to make qU| ck, accurate and meani ngf ul

CISIO n. where cate end and
l‘"’ﬂ@st of 1 Enieg Bt B G ashity BaBR BhoMhrafie neliSiyhies
[0007] Therefore, to be successful nanufacturers
inupdated ymarkstiee Bessogesdut thep glsa drve tarchoessibaivera many mage
commit significant effort and capital to understanding
optivosthah evérhsfae.eFarth¢ playee irethriconsugenmarkes thinayeany that each
product, why, when and where; (b) selling the right

dolfar esbiacén imarkekiag i IGRing! T8 o€ b IndgRt addChecBineambRGtostly as
consuner feedback to try and inprove their products

conefti S bGP cﬁ’fve% BS . n@%rfrgél?ﬁth (sﬂc)rtetnﬂ{ggo%tsf g:% nc%/t?l%s and

consuners that buy 1e nmost requent IFy an

qulcl?er {:orm)%ii&ve r(f,ag{lg%gp I§]-“Q'AWE qe Prgﬁ%'a%”&yne ] Sedlcz% &1 fhe

nfornEtlon reqU|red for effective anal yses have seen

ab lfa © gyighy aoprairand greanigeiie deqisiensn \M%ew torpllocate spending
consuner-oriented conpanies find thenselves in at

anddromstomost effeqtivelyjarget andaeath theghs anstemetsave spent
billions of dollars on warehousing and anal yzing

[000Tiei r OVThegefbre, todbe\WhcctRéTDY, BMBRAURES MéTHAGH/20d Sérdite
[ 0009] However, gaining real insight into custoner

robﬁ@ﬁ\ék@ﬁelﬁéfo%édl th cARmBESBAENY efrdht fild Gilihl 199RdertBnding how

achi eve since causality and predictability are very

':%%%/oqle 091 y)néf?{nnlﬁlgg]\x}hg ¢ buy(fngr[tﬁ%glrlJ }Sro%%@ wily, whe%aaln whaeped (b)

entor

to

o

selling the right product in the right marketplace; (c) gleaning consumer feedback to try
and improve their products and services or to design new ones; (d) targeting the
consumers that buy the most, most frequently and most recently; and (e) targeting those
customers that are most likely to buy.

[0008] Analytics and the information required for effective analyses have seen a
more significant role given the situation consumer-oriented companies find themselves in
at present. In the past decade, companies have spent billions of dollars on warehousing

and analyzing their own data.



[0010] Referring to Figure 1, a table show ng

adverti senent expenditures between 1999-2001 is
wohkbasgiat ed. As shown, conpani es spend mar ket PAG/US2004/018444

dol l ars across a range of different nmediuns, both

nationally and locally. This activity is designed to

bui | d awar eness, induce prospects to buy and build
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results from a lift in sales but with little ability to understand whether a customer’s
behavior is really changing over time. The inability to measure a customer’s behavior
over time and tie consumers’ behavior to marketing makes it difficult to determine the
optimal marketing mix choice of product, price, positioning, and packaging.

[0012] With marketing budgets reaching into the tens of millions for some
companies, this lack of clarity is a major problem. Even with a measurable medium, such

as, local, store-specific and product specific offers, which is fairly easy to measure,

companies can measure response but have a hard time understanding what is really



time a simlar purchase occasion arises for a

custoner. [0013] Marketing is just one part of a
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Mer chandi si ng, operations, customer service are al

part of the offering that a conpany nmekes to its

custoners and prospects. In addition to nedia

expenditure, conpanies commit hundreds of billions of
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consuner needs and insight. [0015] Perfornance
effectizeniesnof doatsiomp avsle svithl respeette trese atghs existor pformation isrthe
financial efficiency and return on investnent.
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therefore better predict consumer behavior, relative to the market, in response to specific
changes in its offerings.

[0014] Given that market information can inform all types of decision making,
there are five specific information areas that define a company’s need: performance
tracking, media tracking and effectiveness, product assortment and pricing management,
location/market optimization, and consumer needs and insight.

[0015] Performance tracking encompasses all measures of an organization’s

financial efficiency and return on investment. Depending on the financial model of the



exanpl e, marketing efforts would nost directly be
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activities. The key financial data include net sales,
gross margin or profit, expenses, net profit, assets,
liabilities, inventory turnover rate, etc. Market data
used in financial performance indices are sales
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If these key metrics show increases, the promotional activity is considered to have been
effective. These qualitative measures are tract«:ed in parallel with hard sales and share
data to provide some degree of confirmation that the survey data moved in the same
pattern as sales. If data is available, sales and shifts in sales volume are tracked within
key consumer target group segments identified in the marketing objectives.

[0017] Media effectiveness and media mix modeling currently used at major
packaged goods ntanufacturers and some large retailers attempt to determine a more

direct linkage of marketing and promotional activity to top line growth. Additionally, the



provi ded the best return on investnent. Typically,
nmore of an effective or efficient nedia would
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continue to optimze the mx. Data used in market m x
nodel i ng i ncludes market inputs, i.e. the type of
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and the location of the business itself). The
flyerspdtal) sdsSessemian ter@e bpbdch ph@aSIUTESTetfectitd Q5 aViRltiofRo Bpline
share as the key revenue indicators. [00181 The goal

perfoﬁaﬁlg@ PI?%H{})% ﬁ?{%géi&tx arfhiysed &@%Bﬁd@fé‘é 0 ﬁét‘éﬁmhé v&%’étﬂ ﬁ{&flé ng

oducts dat the right prlce

. u need while s | t.a ousl
prov@egﬂg%ﬁ%t get\frpr?gd%veg me Ean'}"%plca@g éllogge Siie gve 0 g\f/fécllent me&ha
roducts_ requires kno consuners and hom1t ey
WOHICF ﬂ%é%l&leﬂwet prrehageccandd %?13? yswﬁg%ﬁ?é‘rto SORGRUG AR oBfigize the
trend surveys, focus groups, and test nmarket studies
mix. Bt usedrironanketmix oedebing diohides meries inputier.s t tha &ineef
Specifically, know edge of the product's life cycle,
promoviet dhdmddidiadvatsingroapons] fiyers billwardsygmrthamiediaoveights by
forecasting sales. Indicators of demand (sal es and

time $418¢ §atiGally ¥ Qe%txcgrﬁﬂy ol ndfr%tdﬂrcf&taoeﬂfaﬁ%@ hrid @€ location of the
I nvestnent "to plan an eva uat e perfor nance. Sal es are

busmg:sglr tTh%%na %,Iﬁls( h{é‘g “blg%ﬁ) » Y &HQ% oi*yaiseg 95 IiC an Ian?i @1’1§§ as the

, econo & eust Orer ion “such
as reaallon to the product prior to Iaunch and test
key reygpaeindica®tf t s to hel p predict consuner accept ance.
00191 Ensurlng consumer demand for products requires.
[0018] et er niThi ggalvifimanagipg prpduetpsastnasnt apd piifedhdeliysriag|thy right
entails segnmenting consuners of a conpany's products
produats\WDiRG M PAde33d APEIT coiSABRANGHSMAMI simultanequsbymsetintzibe
needs are simlar and devising products and services

comptaﬂy %ﬁﬁnc‘iaﬂ 984s.S S&18ctin@ anf/B L dével IPiriis6 ducieré ghieR RO Wl cdpelof

nar ket forecastlng research hel'p to reduce the risk of

consll L R BEKOC SR s s cont s,

focus groups, and test market studies are common means of obtaining this understanding.
Specifically, knowledge of the product’s life cycle, whether fad, fashion or staple, is
important to forecasting sales. Indicators of demand (sales and share) go into tracking
return on assets or investment to plan and evaluate performance. Sales are forecast by
taking into account historical sales volume, economic trends and customer information
such as reaction to the product prior to launch and test market results to help predict
consumer acceptance.

[0019] Ensuring consumer demand for products requires determining which

products to offer which typically entails segmenting consumers of a company’s products



category is necessary to drive product devel opnent and
sel ection to assure future denmand. Determ ning
wonRiasicngs3st r at egi es and setting optimal price pOTASS004/918444

also critical for ensuring demand. For packaged goods
and ot her products with longer |ifecycles, identifying
the optimal price point begins with exploratory
research to understand the trade-off between vol une
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retailers and service providers alike. Cbnpanles with
Setingree| | ocations nust al so sel ect trade areas and

specific store sites that wll generate custoners
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what tﬁey consider to be the competitive set and how they make purchase decisions, what
else they buy in the same visit, etc. For example, knowing that all parents go grocery
shopping with their young children has led cereal manufacturers and retailers to place the
child-targeted brands on the lower shelf where kids can see them (and demand their
purchase).

[0021] Deciding in which geographic markets to enter or expand is a critical area
for manufacturers, retailers and service providers alike. Companies with retail locations
must also select trade areas and specific store sites that will generate customers while

being consistent with the retail strategy. The location decision is critical because of the



optimal performance in that market. [0022] |nformation
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product's target group and/or the drivers of a

successful store, then |locating the regions, trading
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[0023] The information used in market and location optimization includes socio-

demographic characteristics of the target group and population, such as, location of
current or prospective customers, physical characteristics of a site such as traffic patterns,
parking, business climate and regulations that could affect construction, hiring practices,
identification, location of competitors, consumer spending on the category, and |
population and economic outlook to help forecast future demamnd.

[0024] Producing and distributing products and services for consumers

necessitates identifying and satisfying consumer needs better than the competition.



custoner satisfaction. [0025] Cbtaining consuner
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difficulties in gathering it. Market information is a
of cofisuhietrsctalcafiure anttadesn festylerchutaetecistivs e produdt esageodayne-time
It is also a business need that spans industry
consuRRIRBREPs orldaGzoti) PRk My OF tHitBe 5tOdieS take/prapeietayt Rksduréh
conpany, different types and |evels of users. For any

in LY. seqs [ o
custopRURHEY (SRR kngdndia) 4Fs GREUT kB (R O Echrl
. working together, need to use market information from
attitudesei r own perspective. The three players are
manufacturers, retailers and advertising and nedia
[0026genci dhis eod S maviehintoemation hps WAbSMNG VEnoticediuAs & Tgylt, an
sell themthrough retailers need market information
entird iad gttyedasigrosvingaroedd conbener compduies to belgairthplate andtarget
mar ket and how 9 WD 2005/001631 PCT/ US2004/ 018444
markB&s mEQagds AAd thehdife fheBREfedtieREk] BSEd b thebiest avikblaharket
purchase it. They also need market information to

infongl?ﬁﬁ, a %g a? %&eﬁ%mﬁf@ﬁgﬁi hi&lclsidHs Q)ﬂliﬁﬁ g)tﬁé\‘ Eﬁaj (Sﬂ;jdEﬁviti;E@.e

( cult _ _rranu cturers I1s t _tt ey O Nno
Howorn Sh@G ket LEGEL e L0 oS BAPHITELTartd §A1 1DG RotB Rt IServe

the needs of players in the consumer market space due to the difficulties in gathering it.

Market information is a critical business need in the consumer market today. Itis also a
business need that spans industry segments, the value chain of an industry and within a
company, different types and levels of users. For any industry segment, the value chain
comprises three types of players who are consumer focused, who while working together,
need to use market information from their own perspective. The three players are
manufacturers, retailers and advertising and media agencies.

[0027] Manufacturers who build products but sell them through retailers need

market information to determine how well their product is doing in the market and how



gap about market information that needs to be fill ed.
[0028] Retailers interact with consuners on an ongoi ng
woaseisposi3nce consuners are the core conponent POT/USh®it018444

busi ness. Since how they interact, who they interact
with, and what they are offering are the critical
conponents of their business, their need for narket
information is even greater. The |ocal nature of each

best ©ita¢ate the oight intdntiveomahalgeonsudenppuramsedt. dT idyeal snueed market
t he custonmer base between stores, and the variations

inforiAtio & RAEIstan@ Row! B 3Rdngt e prédiitedvePtides dThe difficulty facing
site-specific market information. In addition, since

mandf&lt@elsGE that {Heg gt@‘f’lbtn Weldrt SRORY RS cnS GHARNrEMin fW1Bdge

real -tinme mar ormation"to neasure how frequent
hanges i.n.marketing m,x effect behavior is needed.
gap aﬁ’@%fgirﬁﬁelflg)mgﬁl@ %‘ﬁ’%feggs t1preb(‘§r{ﬁ1rc?g't bei ng able to track
and know how a custqner that walks oQut of their store
[0028]ea) | y Rripilgyputeragd vithronsumagrypib An QRENIR G hass Figee oonsypers are
often? Where el se does the custoner go for simlar
the cpreadmpbscht Whtheiribesidessy Singe hbwrthayointshas s who theypinterdes sweth,
at one store vs. the other? Answers to these types of
and Wikt SHidy QRS offériqGire thlcriticd Rempsnedts dfaleit businessathieiinred for
frommarketing and pronotions, to nmerchandising, to

markt ﬁ]?or?iaﬁ&‘lf‘ki RBn Bibref B dBcal YBlure OtHadh 88aiffstéib Ah8 local geo-
I C t wo

specl oyal ty and charge cards, which are

avenue etail.er,s use t ai n LNSi ' S
dem GG E ARty i 3plef pERLANRRT S ol 18 tne Hifiigns in

t hese deci si ons gn except for_,changes_in sal es. en
competiign eans getaileat yfee pegdsie-seesticp folﬁf?ma%noﬁp @E%&Pn’ since
: being retailer specific and.do not informthe retailer
retailors inteact with carsumess faerventlyy ongeing viahtime markehinfonmagion to

fromother retailers 10 WO 2005/ 001631
meafEThdioROPnOdBdel in [nitRIdding Ady effectdichyy iants meeded

agenci es are responsible for creating the marketing

[0026P! | at er&hildts SHTR YrofPAM AR WHRItS tAREark & kabWeiow 4 Sustomer that
better target and sell to their customers and

walkg %ﬂﬁi}tthea}% sth regrgﬁ@?l%ez% e%.o @Iag Hl%scﬁ?tg%\?lgfgt%& befot?@? dﬁgigl oif{e}{?

_ asure 'veness of I'ng an tter
Whegélﬁeeg#@g %?cglptgglgﬁtgo (f:olfrss}rr?i arrprotgllfll 57 %Vh%ﬂ]sa ylrlixgirngacﬁgm to choose to

purchase at one store vs. the other? Answers to these types of questions impact all
aspects of retail operations, from marketing and promotions, to merchandising, to site
location and design. Yet, outside of store specific loyalty and charge cards, which are
two avenues retailers use to gain some insight into customer behavior, retailers have little
to base these decisions on except for changes in sales. Even loyalty and charge cards
suffer from the problem of being retailer specific and do not imform the retailer on where

else customers go and what else they buy from other retailers.
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as they forma critical conmponent of selling their
services to their clients. However, neasuring nedia
weht@sanieseness has al so proven to be one of theCcmajSe04/018444

probl ens facing the advertising industry today.

[0031] As discussed earlier, market information is

val uabl e to marketers and other functional users

within a conpany since it has the potential to inpact
[003d| | typebvenisingdadinydimagentiss arg rebppsililenicretiog thermarketing

as an exanple, market information that infornms on
collatstal @sedddyaninvdirnaad apeé FdtgilefrBiodRttertargel fMdaell td theirlt@stomers

operations function within a retail conpany, whereas

and p@?e'h{‘iﬁt rbdpEQS. MR tﬁEbetcBﬁﬁ)aﬁlgi %é%llﬁ? tOTRKREd Y effectlveness of

ectlveness s rel evant to the marketing function.
markg—tmgsatnﬁeo%ﬁf B@ﬂ}&eﬁ%l c%s%n‘[elfr] B V\f Fé]b% %r\]/f:otr IaPene%ltre \ rf:levant
I si ons that need 003 At the
as th"tYi 1 aCHieal cpppRentp ?fé‘l:‘}gstH%ﬁ%e et dients; OéYeé(ﬁft’
Ievels wWithin a conpany with strategic decisions
measpanggedia gBediyveness hat alsepionemighemne of thepesjert nroblams facing the
deci si ons bei ng nade by managers and tactica
adverdising $ndustsy belayng made by anal ysts and j uni or nmanagers.
At each level, the type and nature of interaction with

[0031]Br ket Asrtﬁwug@weeﬂlef SndkdtfifoRRdtion IO Vauatle ﬁ)yxﬁ&ee%eﬁeﬁq%ther
to cater to these intra-company differences in

oS OB T A 1 st o
.} 0 nS|b|I|t|es ed to be offe
decislogoUSRE Boirast el b SxatBplen ik r b ngan B informs
- anal yst and nanager and al so support the nore
on sitgtsplgetiay and pesformangs iselgvant e theopergtionscneion vaithin a setail |
11 WO 2005/001631 PCT/ US2004/ 018444 [0033] Referring
comptany,Filgueas nirked infbmedtiod itlzed isfornod oremadoemgié fiacyi veretsais relevant
organi zational structure is illustrated. Top

to themBkbling/RficticH, Biis B¥ABUhdt \RulEHE &R functibidl §Séts vkikth
setting the strategl c direction for the entire conpany

withif} %&ﬁg&%t é&l eveﬁ{gg o sePbLEIGIdnY Y nedd6 bs W%ﬁ@.r ted by

ivision that takes care

[00323t rat egAt the same time, these types of decisions are made at different levels
within a company with strategic decisions being made by corporate management,
operational decisions being made by managers and tactical decisions being made by
analysts and junior managers. At each level, the type and nature of interaction with
market information is different. Tlius, a system needs to cater to these intra-company
differences in the user base. Within each of the above industries, sectors and corporate
functions, tools for a range of job responsibilities need to be offered. A system needs to

support activities for the more tactical analyst and manager and also support the more

strategically focused activities of senior management.
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pl anni ng, real estate and market planning (including
site location), finance and systens. The strategy is
wonpiseoesi ed and t he busi ness nmanaged by thr eeptaaiSemali18444

di vi sions: nerchandi se managenent, narketing, and

store managenent. Merchandi se managenent procures

product assortnments and sets prices that consistent

with the overall strategy. Marketing is responsible

[0033]or dr iR&férfing mBigaR2, b bRick idtageand ofal exsmphipregail
managenent is responsible for all store-related

orgar%hbl‘{dl tsi»fuct{n@"ié HRkfged t B e)&ﬁlﬁﬂ}& tdr\éh EYecufiVPENRERittee,
contr ol human resour ces ) and store appear ance.

charg%% %tﬂ]se% %k?e st&%‘éﬁbcﬁl{%% %rpﬁ)% %te%tl?e; c%rrgfé.ﬁg c{%n%ﬂxqgégﬁanclal

e organ zatlon ype Fon

| evel of detai]. varies dependin func on and
prodycgyify, arg-gipportst-hyis é OTPPTRLF @Y&%ﬂ‘@ PR q‘B %érséfﬁk?glc
supports seni or managenent at the corporate level to
planniie; eahesiate prdmarketplagping fiacludisg péslocations ifmanectand systems.
cascade down throughout the organization. Strategic
The sphtepy & imphensantrd apd elst businessmartegad by thateathctimabdinsgms:ar e
we in; what should our business be in the future; who

merchdndis@ %anﬁg&ﬁé?lffﬁﬁﬁketﬂﬁain@sﬁ:&e Phtnagmbi Metdh@fdise Mahgement
what do we want to acconpllsh Strategi c planners
&

proa? ﬂ&@&?‘c‘t ?sespe : }%tg Gnd §e9§‘€ré 25 RS Blat OhsisBint With g{egﬁ;&emnsufa !elgg?

ancl a or nance consuner an enogr apn

trends to k arning fro S S
Marka%%s’emwsnﬁlﬁ% R IR AR R a—
so wWithin the corporate functign is the real estate
respogslblfpfw dbperegrited apByity, including sipfh groduetiviygeeaseLegtrol,
mar kets in which to expand and add stores. This group
. humahZedN0r2d QBRY) aad StoreREPLd8RE04/ 018444 sel ects the store
sites using a conbi nati on of geo-denographi c data and

[0034)nf Or MeNThiRBt dif arldriadifits aRRalstEthiGugha@GRS Srighikdtion, btk type
avai l ability of parking. [0036] The information used

of apgﬂ?#lgﬁ allf¥le¥ a(ﬁ’@llet%ﬁ vABEAED nga% le ShuRoh SndliehE1e Fo1rﬂ]

er ent hi's group 1Is prl y, concerned wit

0 and estimatin d for
examBle il o el e P o B RSl hSsorPRte tevel
focused on deci di ng what,
to determine the strategy and business mission that will cascade down throughout the

organization. Strategic planners answer questions such as:what business are we in; what
should our business be in the future; who are our customers; what are our capabilities;
and’what do we want to accomplish. Strategic planners synthesize a wide cross-section
of information from financial performance data, consumér and demographic trends to key
learning from all divisiohs to determine the future direction of the company.

[0035] Also within the corporate function is the real estate group responsible for

determining the regions and markets in which to expand and add stores. This group
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itens in what color and in what quantities to order.
Past performance and consuner trends would inform
woOheisroodsci si ons. They al so have i nput into WheCEUS2004/018444

pl ace nerchandise in the store. Insights into
consuner shoppi ng behavior are used to make deci sions
such as placing kids' clothing next to house wares
because wormen shop for house wares and often these

selec hiapperesitbawsinChtdnehigatioh@f gedrdemodrephibd data ahdinfiemation on
i mpul se. [0037] Store managers are concerned with very

traffid bét{e?ﬁse Q@cebﬁlﬁH@fS aitORallabiBNIT paking, Ndi vi dual store
design and | ayout, visual nerchand|5|ng and cust oner

[00362] ervic ell'h%l'{g%olr&lXt on u%gc? Bﬁaﬂﬁﬂé&%&sé‘ Frﬁng%eﬁ.%n {ﬁg{sg)%qs Yﬂuttg'

ontro ng ohddon g nag ng e

ers use sal eg and ex e data an ro.abl ar
differgp) S R, 2ilR SR ERREGER NG ?C“f‘inr%@f‘gﬁ{f e dmany %
information as it relates to store |ayout and desig
produstaymadRde DR ATidE poinENIlicanisp 06B&)matiow if fornsed gp é@l@pg What
deci sions being nade that require market information,
itemd ineviay palsr aid ip vdpequantities to sedes. Bést pérforimanar amdtconsumer he
two main characteristics of best-in- class narket

trends woﬁrmfdrarthaf BedidiéhsO URBY hlsd hie igitantaRechetd e plieal ity
of data. The quantity c aracteristic of the data

mercRand®¥n B st@6C Hfs%%%’ ém édrﬁ]a‘? §ﬁo;$ﬂ% lge%ﬁ i bPAgE uE to make

ranularlty of e quallt data I's

he inter-.cgn | the dat
decisfins TuCes RISTSRGS YR 3E PBEH E@?ﬁd"ﬁ?ﬁa“@ﬁ%‘ie Woen Bt
hi storical read over tine) nmerchant share (anong
house wigyss end eften theseshepreryphaye Ph%‘?félﬂ fqréNh\Oa% thgy b lothssen
segnent |evel) are the main drivers. Therefore a
impulseccessful , best- in-class information and market
i nsi ghts business has the follow ng key val ue drivers:

[0037C CUr ac$toRf maners AR doBBern€l! Wikl béxfidifferoft idsnésagant, swh,as
tinmeliness of information, historical tine-series

\@aéa dek 6R2Psust h¥réhahBERE MRY AR mANERIRELty.

indi &?R ei%?gg%ﬁ? Qﬁe ?n?ﬁﬁnatlongneeds f% be accurafe
Store maneEgerosJ ate 51"5,‘(? !:harge%i%vllch con?rolhn% o€ cdtn& x%anaglng employees. Store
managers use sales and expense data and probably are able to access selected consumer

insights or trending information as it relates to store layout and design.

SUMMARY OF THE INVENTION

[0038] Given the types of decisions being made that require market information,
the types of players and users of the information, the two main characteristics of best-in-
class market information are the quantity of data and the quality of data. The quantity

characteristic of the data allows for accuracy, timeliness and coverage for granularity of

data. The quality of the data deals with the inter-connectivity of the data. Here, the trend
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make real business decisions. The infornation needs to
be granul ar enough to allow tracking of specific

wohersgess3in of ferings and marketing mx at a | 8CaUS2004/018444

| evel for effective neasurenent of inpact. For
ongoi ng operational and tactical decision making, the
tinmeliness of the informati on becones critical.
Under st andi ng the inpact of a particular marketing

(or histbried] egyl oxectile) itei mershann sHae(atronp comeetitorsg and the buys
close to real-tinme information as possible. To

profild (8 ReFARhI1 &g?deﬁ_ﬂe@&)ﬁzﬁrlé kIR Bhin ARREG S TRERRIEH siiessful, best-
changes in offerings and marketing m x on customer

. ehavi or: [ 2st | . I : ' .

invcle SR Hllon L P TEb AR phOuR AL AL s
based on rel ative perfQrpmance ures,. the . L

aceurfir g TP RIS A GHOEN By BUGRoF LpLqiigh,historical
performance, custoner base, usage, etc., to a

time-segies evailabidioipearshany sharsinfosmation, and bwwer profdigonal  and
| ocal level. To wunderstand "who" is buying and

[0039] nt er adthk hfomnationameedsnp e yccurdte andprojavtablepso Hasn boused to
allow for very small, localized custonmer segnent

make3BAbYih€s defisigad. "THEEARIrMEfioH ndeBS tolidt CFrhrﬁﬂz& dRoigh foallow
optim ze |l ocal marketing m x and nedia activities.

o . e . . :
wecking 3 e UGS i By ARE ot Bk 5L PRGNl K Rffecive
i nformat,ion byt al so provide anal yt.i cal .expertise.to
measiSn LG RRTto.L o APRPE TR ORGP TR el
Broadl y speaking there are four categories of 14 WO
timelpggsyitis ipfornrtm bepotsa cotied., Wnderstandipg ?hepmpﬁfé@ a particular
i nformati on providers, secondary. information provider,
marketig) sprategy nd Hecigiomwindevsto procted oonuires asjoseite neal-timg041]
Primary information providers which create consuner

inforfXBidiEAs poddiplemalol dderstasd Rgtifg behavidtal chdngaetdadbyfchamges in
panel s ‘and surveys to sourcing it directly from

offerfB8 Lﬂchh&x%ﬁ miPof BRinSer boRAARIRE YnfoRthRI0NHak Rallow tracking
provi de ect

rs c geo- denographi ¢ i nformation on

oS S RHRL 1 65 SOOI

primary information _providers. AnaIR/ti c tool pr ovg ders
measures, the information has to allow a user to contrast thieir performance, customer

base, usage, etc., to a relevant competitive set at a national, regional and local level. To
understand “who” is buying and interacting with a company, the information has to allow
for very small, localized customer segment analytics to gain meaningful insight into how
to optimize local marketing mix and media activities.

[0040] There are many types of participants in the information industry that not
only capture market information but also provide analytical expertise to help companies

with their decision-making processes. Broadly speaking there are four categories of
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which integrate nmultiple types of information, create
anal ytic frameworks, data manipulation tools and
wopbtismorat i on nodel s, for conpanies to use w t RCTHSR004/018444

dat abases. Consulting firms which nostly specialize
in a particular industry and expertise, provide
consulting based help to conpanies with their
deci si on- maki ng processes. [0042] Fromthese

players fpanmaegt infornmtion pibeiders, savopdany egoinaion pewateal analytic tool
different types of market information that they can

proviaeh¥, ARGRaSulfisy fimikehavi oral , attitudinal, and geo-
denogr aphi ¢ segnmentation data. In all cases, conpanies

[004HS€ thig bt of AR08 dr&viBGE Walch HBHELRERAY AR SRR Xion
ofrer er

t'heir cust ase dnd prospects, and to in

. causality bet n__chan made. to their .marketing m X
wsing RO TR IR R SHEEY I HEE Agea Troc
.conpani es do the best, they can do with the hest .
partigipafing apgrehants: |Seeondanoinfhimation propidsrscolleqt gep-gemogrgphic
short of reaching the goal of being able to accurately
inforpratioh on custorsersriony pblio sewcesdhat chmpanies iweltaeprend t¢ 7oK Iwn
Wth multiple sources of information in the market,
custdnite dstabdses, iok fofh @ithry tiyfotrRation@iréviddre MAhalget toel pduideiso
the inability to match custoners and behavi ors. That
L . . . . > ed
which $nt §t§ oG Fes gpmaﬁiaﬁén,%&éaké arfRABAR Gl oFlss s

sur 00 people to try and collect rich

Jul Liodj nensi.onal .1 nformati an. ver, r
R e S AT A S e
expensi ve taq do continyously, and suffer fromsmll |
Consglitng| tums;which wesiiysspeeiakize R @ativalr MApsniRd FRefiss Previde
any detailed analysis of the custoner base across
consvltihg based helpde sompardesawith et deeisign-makgmprpedssdsmar y
information providers try to generate the best
[0042)vai | abiremthededhformaddr pratiders, mpanies taerssveral differgnt types
. conpete for marketing research dollars. There are two

of m%&ﬂnﬁ)&‘ﬁﬁfﬂ&?ﬁlam&géﬁl Bu3kceds ® RRkiorhl) %.ttftﬁdigﬁéli ?ﬁlegeo-

gat hers custoner behavior and attitudi na

demﬂt),é}%pgxlil%she g%lur%%%gﬁ(% flﬁg.d I gp&lsg‘s, ‘:&%an‘iés%%g t}}imni’orh{éftigﬁ e

understand and segment their customer base and prospects, and to infer causality between
changes made to their marketing mix and product offerings and performance. While
companies do the best they can do with the best available market information, they still
fall far short of reaching the goal of being able to accurately predict consumer response
and buying behavior.

[0043] With multiple sources of information in the market, there is little ability to
join them together due to the inability to match customers and behaviors. That is why
consumer companies still engage in customized surveys of 2000-5000 people to try and

collect rich multidimensional information. However, these surveys are prohibitively
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custonmers over tinme. The second business nodel gathers
transactional detail from nmerchants who choose to
woaodsiooigate. In this nodel, the participati ngPCT/US2004/018444

conpani es self- report information and can use the
collected information for their anal yses and pl anni ng
pur poses. [0045] Even the best avail abl e market
information today is gathered utilizing methods that

expendive t®do EdiBintionsey, Yind 8dfesr Gronesmall saprpdasizeaisshes that erke themaall
first shortcomng is |lack of granularity and

but us@&gffo?ﬁﬂy depitie¥EYal§ e oP AR RUstbMELBABhér0Es BHERS [BcdtioRsnd
sna sanpl e sizé and therefore is not granul ar

enough to allow actionable tactical and operationa

OVer thlei si ons accurately at a local level. At the sanme

time, panel information,, which pays custoners, for
(0044 hoi  PRRGPHERIBIUSRPINISTS M B5BRTE R e, post gy lBble gpprket
bias as well. The projection of this data is based on
inforreatianaqmadoasimegs petbay compae farmalstips sesearch dpllass Eaerg are two
denographi cs and therefore nmakes little to no
main 8hdifese Ardelk dtiat bredised. dTlad fist @feqratieesecus{of®4 bihaPatr and hat
is gathered through cooperative nodel or point of sale
attitudinsata hRRYA shnFefORAPARAL (HAPQRKAPRRFOHESIonWit 4 SGNSE 6f
to participate. 1f participants decide to pull out,
the data is j j :
custolptiy (13 ey Th€ o d B Chuel Llrpflapi B3 dotil fom 5
PCT/ US2004/ 018444 ., inforpati o 0 neasure rel ati.ve
merchaTiIuRO QISP AR PR B h PGl {1 g GBS el
greatly decreased. [0047] Another shortconjng of the,
reportrinfératatiom g erause theepptlpgtedhindormation, for §hquw’élglya%%@n anning
real tinme data and |l ack of tine-series data for each
purpdsest oner. Surveys are conducted roughly once every
quarter and it is difficult to associate themin order
[0045]0 PT OUHER (R besPRGEBIE raBigk irFbrntiish ety idehissredutiliiet a
f'rom cooperati ves does not typically capture customer
specific i ti hered is
metn RGBSt B B glaf e MR piRRE SPREEARID SRE hRlnke

and w it evol ves over

lack <t')fL gnrear'lularity and accuracy. Survey and panel information suffers from small

sample size and therefore is not granular enough to allow actionable tactical and
operational decisions accurately at a local level. At the same time, panel information,
which pays customers for their information suffers from potential selection bias as well.
The projection of this data is based on extrapolafing results to the US population based on
demograpflics and therefore makes little to no allowance for individual preference.

[0046] Data that is gathered through cooperative model br point of sale (POS)
feeds is dependent upon companies” willingness to participate. If participants decide to

pull out, the data is left incomplete. Without these participants, the usefulness of the
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[ 0048] Anot her shortcom ng of the market information
is the di sconnect between custoner information and
wonesgaoision data - the inability to answer, " ROD/US2004/018444
buyi ng what and where." Even in the packaged goods
i ndustry where detailed SKU | evel information and
conpetitive data is widely avail able, conpanies are
only able to link purchase behavi or and custoner set
informh@ado aieasine vedative afarket shat hndicindoges infcugiempd ehavisr bas
result, even with conprehensive purchasing data and
gﬁaﬂyg@ﬁgﬁ%dnndeling tools, marketers can only take a
push" approach by controlling variables such as price

[0047j‘”°I di Ao lck{%ﬁgﬂo%mﬂp{étof Bt inAPlng i véalﬁ%lla I’Em*%i is the lack

argeting cust oner segrren

| hei r de 0049 er r oduce
of reah e et Gkt hm “Siexircn BrerhsiomyT SuRGiF ondhagd
al | faII short of the key data-based val ue drivers
roughiydenveict e duarier|and it is diffienlt to fezasiats themip prdst to produce an
i nformati on busi ness. Accordingly, enbodi nents of the
ongoipg ésodtrdt custoraertehaviontdta fremamoperhtived dpest mod tygacally sapture
data to address these problens. [0050] The nunber of

custof@f §pebidic dRforrhtRMAE thedéTorel daffiotde As@XOAmMiastap@ bugiegr i s
huge, wth the nunber of daily transaction al so being

beha\%ijénﬁho%gévol\Té%%emhﬂe one enbodi ment of the present
i nvention, access is provided to card- holder

oadp2nSaSi a0 e s detald hng 1T, V020051 0010 lgﬁwsﬁ-bsween

amounts, twenty-four hour active custoners, %
custopngf inforgatien ﬁ%&@t&@%ﬂo@rdam -dhe)nab lé)\@fwca@é‘wne ho s buying what
Furthernore, such data is captured in real tinme, and
and wheee.'t Bvdrnhia t]smpqok@ed igpeds industyrvaheraidetajled i G tevel information
statistically significant information at a |ocal

and cbRipetitive dataid diddlp Available fodngdad s ater dhilysailé toolinkdairehasd S0
provi des great nmerchant coverage as well. [00511 In

beha\ﬂgxomg,’hst%fﬁ@? Shie BB of fsulvBGs Y LHBM nunfBee bf pdple. LA Rshlf

stem ftor providing market 'insights
e SR, SR SRR N ol Bty
only ’Icaﬂg gr“gl?sthl” ggprggghabgac%gfrol\ﬁgg rvgllm léshs%cltl arlsalg]r%%%tnd (c)hstnbutlon but
are not able to “pull” by targeting the right customer segment and stimulate their demand.
[0049] While many players produce market information on customer buying
behavior, they all fall short of the key data-based value drivers identified earlier for a
successful market information business. Accordingly, embodiments of the present
invention utilize card-holder transaction data to address these problems.
[0050] The nilmber of card-holder transactions that are executed per year is huge,

with the number of daily transaction also being quite large. Thus, in one embodiment of

the present invention, access is provided to card-holder transaction data detailing
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dat abase configured to store at |east card transaction
data, the first custoner information database
woandsiogused to store at | east customer and housenmiseno4/018444

information identifying card holders, and the

transaction database is coupled to and interacts wth

the first custoner information database to associate

the custonmer and househol d identification information
accurate-td tHehsena g erdndationsanduntn tvkatyafoua hoaradtienalsydniargland a

servi ces conponent that includes a plurality of

multi /YR dnkf%ioA Mkt @) pbdus©Rer. "PEHHRBorel RhABAITY Edptdrtd in real-
nodul es providi ng marketing anal yses based at | east

. n, the inter I r i :
time, S4 6T R YL cAEIORR atedflet SRACAN MR M mation
report i dul es .provi de rketing-related reports

ot 195 LIgYF1a 1 PSR, SO P RBTI Pigia 9 e dey Gy riBg ch
the anal ytical nodules; a panel card conponent

coveragar@siwalked to create a transaction questionnaire based
at least on the card transaction data fromthe

[0051] r ans adh ansthetahodmesnaofithe prased diwestions shaye isqwovided hgystem
questionnaire; and a val ue shopper conponent

for proOfAlrgdHARE: ihelghE dhpiesifid dRheM 1SR iRBbasP kaeraha ihdudes a
custoners identified based at | east on the nmarketing

transa%ﬁ% %ﬁgtgﬁase taﬁc? a R g@ﬁ%ﬁ&'iﬁoﬁh%&pﬂgﬁ&gﬁ', twhereid e transaction
ques t

Ionnalre, an e assocl ated responses to the

t [ .1 2005/ 001631 PCJI/ 8 .
st O S R S0 B 5 ET TRCHA i
im0 L = P 0E T e B DL

data from purchases made with stored-val ue cards; :
holdere ard thertransactipn datrbase i doopled bodnd interastsTeith the first customer
~identifying card hol ders of stored-val ue cards;
inforMas@t&itatasé toassiidte the digantl mid datehorndertifieaticumfarmation
and household information to assign the custoner and

with ﬁx%%ﬁ&f(}?ingaétﬁﬁ%{é{?& ER8 ahdlytidaD§erGiBEst o pAnEH That GG
provi

ta.
I ng marketing anal yses based at |east on the

sessi ng; ovi di et L ng- r :
porl 55 P B IS DA L EBRN i
generating a transactio uestjonnaire b d at |.east
analyps e et O PR bR AP B rerpefion AR
- least a response to the transaction questionnaire; and
custoprepvifdinmajioa databaset and the reporting modules provide marketing-related

reports based at least on the marketing analyses provided by the analytical modules; a
panel card component configured to create a transaction questionnaire based at least on
the card transaction data from the transaction database and to receive responses to the
questionnaire; and a value shopper component configured to provide targeted sales
programs to customers identified based at least on the marketing analyses, the marketing-

related reports, the questionnaire, and the associated responses to the questionnaire.
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sal es program based at | east on the marketing
anal yses, the marketing-related reports, the
wquesstooisnai re, and the at | east one response POTHUSE004/018444
questionnaire. BRI EF DESCRI PTI ON OF THE DRAW NGS
[0053] The preferred enbodi nents are illustrated by
way of exanple and not I|imted in the follow ng
figure(s), in which: [0054] Figure 1 is a table
[00523howi ngn ey erdtha embolinexpente presas ibehiias thdR39 praidid;a
[0055] Figure 2 is a block diagramof an exenplary
meth&?fo?@}ov‘i)c{iﬂ RiaA&t {rRiRls c%hlrpHQihg'.f Reeivih @allraBlsditich dhtd fom

an overview of a Miarket [Insights ReSource (MR) system

in _accor.dance.,w th e ' .
purctaty R GHE PSR B SR Bl bR Bh R omgrian
dentiYigE GREEHET TLRE GHEC PSR SHUE B 64 HamSaction data and the

PCT/ US2004/ 018444 [0058] Figure 5 is a block diagram
custogienendigpusetwld mformation tressiga the ¢vstomerard houspholgsiaformation to

accordance with an exenpl ary enbodi nent of the present
the carwandactieti d4t8GodNiding garletig asalpsel baseld atlleast amthehsydssigg;

mul ti ple exenplary types of reporting and anal ytical

provi@RaRirkdiino6elatddatpdrl®adddRt EMSHAAThE Pfdvide ¥ Srkeliflg analyses;
accordance with an exenplary enbodi nent of the

’ . o, . : | . ' n

s RSSO A b FORRk U fp B Oy o
.sources to be integrated.in accordance wth.an

receipE ALIEAY § TSR rai rBrectinn ApEOme: Fdunyidive = pensd
Figure 8 is a block diagramof a data architecture for

sales progmarm bassdiat lspstiondhe maketirgsanalyseh theopatketin goelated genarts, the
systemin accordance with an exenplary enbodi nent of

questidimaipe, ané e 4t toastnineoesponse to the questionnaire.

BRIEF DESCRIPTION OF THE DRAWINGS

[0053] The preferred embodiments are illustrated by way of example and not

limited in the following figure(s), in which:

[0054] Figure 1 is a table showing advertisement expenditures between 1999-
2001; |

[0055] Figure 2 is a block diagram of an exemplary retail organizational structure;
[0056] Figure 3 is an overview of a Market Insights Resource (MIR) system in

accordance with an embodiment of the present invention;
[0057] Figure 4 is a block diagram of a MIR system in accordance with an

exemplary embodiment of the present invention;
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[0062] Figure 9 is a block diagramof a firewall
privacy protection nethodology in accordance with an
weoexersmhaisy enbodi ment of the present inventi onpCTABB®L/018444

Figure 10 is an exenplary flowhart of a method for

creating the MR transacti on warehouse 310 in

accordance with an enbodi nent of the present

invention; [00641 Figure 11 is an exenplary flowhart
[0058)f a mEtiheels fid blacldiiagratlgib@iRy the infbdiath ilei tHedMIRSystem

transactional file in accordance with an enbodi nent of

uses inABcRiLRE 'ﬁh ah R ERbIaA e mb AR oﬁ&%r@sgﬁ%nbéﬁﬁﬂ‘

exenpl ary owchart of a method for adding custoner

nd household identifiers to the.tran [ L. f4l .

[0059ind appentt ﬁés adiélf) gll( flagramshow (irjl galPlﬁlgkfegeﬁ{ gl%fo@g%re %‘é)ﬂr{le%omng

information to_the customer information %géaba,se in
and applydiad sansbilifies thabthe Mikoyaicmerp chrate Heagspidarss with an

i nvention; 20 WD 2005/ 001631 PCT/ US2004/ 018444 [ 0066]
exemplaguerebadmery oftheepresept imventionpwechart of a net hod for

determning the weighting factors in accordance with
[00603N enbadgure Mtis Hblotk Qiapraatefd datnatelitdchine thaDéables Hieglifferent

14 is an exenplary flowhart of a nethod for

hiabAgkdl; laQ Bx ARSI enbolirAG# Of fRpE@ent

Sourc\?\ﬂog&%@ {r%‘%géﬁﬁ%cr??@dg?é ?ﬁgag?esrgl%%&i nventi on; [Ogbg%]
inve Fll ﬁ_ure 15 is an exenplary flowhart of a nmethod for

%8 iodic processing in accordance with an enbodi nent

Q

f the present jnvention; [0069] Fiqure_.16 is a bl og
[0061; agra 1@fre§ﬁ5‘ﬂ/l[’ Clbgﬁg¥anb%é%‘?%%1ﬁ€‘6%%ﬁ@riar?omponent Stne

accordance with an exenplary enbodi ment of the present
businessieacitiicoture foo SENIR-systaneiniaecordancenyithcdn exemplagyeipodiment

tailored, targeted card process in accordance wth an
of thepresant Evgntonpodi ment of the present invention; [0071]

Figure 18 is a block diagram of a panel card data

[0061&?5 ? ﬁ;qggiherg gﬁf& IBI;IO\QIS Efa.%gag?"f iR pETRyETteeiidtoBERBAblogy
in accordance with an exemplary embodiment of the present invention;

[0063] Figure 10 is an exemplary flowchart of a method for creating the MIIR
transaction warehouse 310 in accordance with an embodiment of the present invemntion;
[0064] Figure 11 is an exemplary flowchart of a method for adding custonner
information to the transactional file in accordance with an embodiment of the present
invention;

[0065] Figure 12 is an exemplary flowchart of a method for adding customer and
household identifiers to the transactional file and appending detailed segmentatior and

demographic information to the customer information database in accordance with an

embodiment of the present invention;
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[0072] Figure 19 is a block diagramof a panel card
architecture in accordance wth an exenpl ary
wenbdonsnt of the present invention; and [ 007BCTiSZ0n018444

20 is a bl ock diagram of an exenpl ary conmuni cati ons

cycle for the panel card application in accordance

w th an enbodi nent of the present invention. DETAILED

DESCRI PTI ON OF THE | NVENTI ON [ 0074] Reference i s now
[0066Tade i IFiglat aB lis dncexermiplaely flewtimriadf atrheth@d f£8 €@dermining the

i nvention, sone exanples of which are illustrated in

weightl BGERTR Ot REcWwANLR BBbodihebiGhe hickét iRl S
indicate |i ke elenments, showi ng a system and net hod

or eval. [ th QQ ef LLd s]
moegnd nar%éﬁ%%ggﬁ¥3%F§§§$ﬁg?ﬁg cé?%ﬁﬁégﬁig%?%%ﬁﬁﬁg ggelt
shoul d  be understood that the disclosed enbodi nents
penetggtion il yn aseardanes yitlyn ?fﬁsocﬂmléfrﬁfitwrﬁ?&f InygHRA;
2005/ 001631 PCT/ US2004/ 018444 nmay be enbodied in
[0068]ar i oudigurd 14 it aar examiplaey flowelart dflseméthed fos peripdic processing in
necessarily to scale, sone features nay be exaggerated
accordandgiwithnanzembddim&h ofhdeiresehisinadntipay t i cul ar
components. Therefore, specific structural and
[0069]UNCt i GN@lre A8 P4 biRclddiaglaRSEHhin MIFe hahePERd Rikhodbl¥epsied
to be limting, but arée nerely a basis for the clains
e ' ' ' one skilled
sccofiiceubER SRBE} bl FodtBRhor B preb SEEILAAE"E Vet o
0075] FEurthernoye, el enent e recited as being
10078100 ol dEore g & HPlopl ST A By Bt EREIERees i
el ement s bei ng connected together in such a way that
accondnegeavithhanexsmpbarh enbedimeaiefibepreseneingentianal | y | ocat ed
bet ween the specified elenents, and that the elenents
[007Ho spediifured 8ixybloek diagracsfarbanal darkdala msouroy mbdceordance
relation to one another. Certain conponents may be

with 98 8£dnh 189 efibolipidAbof BEbRE&Rnveh@o@Ne anot her. In such
I nstanceS, it is expecied that a relationship so

h t8ri . '
R
. t iy i tact .wth h other. No [y,
i B oA e B, o h

[0073] Figure 20 is a block diagram of an exemplary communications cycle for

the panel card application in accordance with an embodiment of the present invention.

DETAILED DESCRIPTION OF THE INVENTION

[0074] Reference is now made in detail to embodiments of the present invention,
some examples of which are illustrated in the accompanying drawings, in which like
numerals indicate like elements, showing a system and method for evaluating the cause

and effect of advertising and marketing programs using card transaction data. It should

be understood that the disclosed embodiments are merely exemplary of the invention that
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conponents, however this is not a requirenent. Still
further, sone structural relationships or
wonri@mhedsi ons may be designated with the word PCT/US2004/018444
"substantially.” In those cases, it is neant that the
rel ationship or orientation is as described, wth
al l omances for variations that do not effect the
cooperation of the so described conponent or
may BOERbedEd 5. valioas/ald aRefnetivd foems.0THd figlres abe nGIMeodsRirilly v
of a Market Insights Resource (MR) system 300 in
scale2omty AR nidylta e@ﬁ‘gg?i‘a%é@ér%%uﬁﬁ@@ﬂi %Wde&flls Bhﬁarﬁ&ﬁﬁe nt

|nvent|on|s illustrated. In the preferred

compt%ﬂpl%g é}gfore\hﬂfechﬂc%tﬁx%ag g}xc? ﬁxgxcﬁé)r@? détcsff d1%gf§seylh%em are not

ransa card ana

. s 320, the car 0 and t val ue
intendegt g he imiling. brEre o Y 3 b G ageprssmtaitWﬁ Rasis for
the conponents 320, 330, 22 WO 2005/001631
teachingryngskiled inthe o varirishsmpley rerpegsenfyinyangiondi ng a
base set of data. The card anal ytical services 320 can
[0073]nc| udeFudrtheinsort adlerenty/indy b@recited aitieing ‘ftbapled? Use oSthiser
buyi ng experience. The panel card 330 gathers

termﬁaera)gyl EBfitempPlars BRieAR befigOnAbeesl bR if Sfch aRvAf @AERReXK.
t he questl onnalres are tar get ed custom zed event

may gé {)ﬂ’l?l 20t o¥1§1¥ts ﬁ{t%rgtﬁLaﬁy c%pe%rb% mgélgeas‘f)@?ﬁ% agpeﬁtstﬁthat

I'p W sys

hopper 34- tar e ram, ena
the ef?g}egﬁéﬂtsgece o Bancht CpdRribindieor RiayEbls fiastoh i opdapther.
shoppi ng program | nplenmentation of the MR syst em
Certadp corapenepisanayche dsssribed asbeing cadiacsnts to prg aesher-slnagygh
card nenbers. For exanple, clients are provided :
instanees) igistexpectédthatoarelatibeship sbechiasictenizedstall bg intpupodted to ragad
operational effectiveness; nerchants are provided wth

that th®8b8ipdrfentsQire lobREQPRxMAE td ShetNBtha€ GESHot hbcessarily in contact
participating custoners; and card menbers are provi ded

SR DA
com st B P, RN

relationships or orientations may be designated with the word ¢ substantlally.” In those

cases, it is meant that the relationship or orientation is as described, with allowances for
variations that do not effect the cobperation of the so described component or
components.

[0076] Referring to Figure 3, an overview of a Market Insights Resource (MIR)
system 300 in accordance with an exemplary embodiment of the present invention is
illustrated. In the preferred embodiment, the MIR system 300 comprises the MIR
transaction warehouse 310, the card analytical services 320, the panel card 330 and the

value shopper 340. The MIR transaction warehouse 310 links the components 320, 330,
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buying trend and tracking of custoners, buyer behavior
assessnent with custonmer characteristics overl ays,
woeers/weall tine reporting, accurate, factual daC&US2004/018444

granul ar neasurenents of many attri butes, evaluating
t he sal es inpact of marketing prograns, potential SKU
and departnent |evel detail fromparticipating
nmerchants, etc. Using the MR system 300, questions

and 34C &gether By proeidett o kgakeliofidatauThe net sin abyaizpkdertiorssi20 can
prospects, business potential, etc. Exanples of

mcludeCtHélts Q@iﬁﬂroﬁﬁﬁ%tlhs@é}ﬁs inﬂ?ﬂ@ @8nsu‘ﬁ¢é? byihBe%kpbiidRe. MAWpahd1@¥rd
live; ey watch, listen to, read wher e t hey

330 gaﬁm@x%%’onmtr n?floﬁl?atfog%ltng Lﬂ%lestma(lf‘es ?&%em%ﬂ@ﬁesﬁ&ﬁl\éﬁjes

ou, your co on vacatlon

afuII ran raphi.cs; e

e PRSUTAEL et BT Se APyt g b e Bl PP in b &
npetitor questions include: what _are their

relationshiriwigh Hs:Mihsstear 200, 1ervaikes:skapivs 340 inh aresied seleygogram

2005/ 001631 PCT/ US2004/ 018444 |oyalty do they enjoy;
enablinghaérchangs tolredch castemensevhodiaae aptedqin &t achoppihgprogram.

their trends; etc. Exanples of prospect questions
Impleméiﬁdtiéﬂ%f davIit BRYenb 800 caiRbddeBeheiietd ¢lleays, sltdghiants and

what's their loyalty; what they watch, listen to,

card mE88s. Fgﬁé{am‘fﬁé\l\}%fé{f@snaﬁg ﬁ{(}hf?d : r ﬁ tto yﬁgréxﬁe&ielr 8t&sion

m)grap I CS el se they buy;
ness t i al .0
making, Eifma RereRionth e uGRramGrRoaR S VPR oRlE nalghts to
mar ket, adverti se . and nmanage; what share you
improvernsefits apdgesess/ip SREICHPBL RS AISKTTE ANg SRt erberscare pEyided
stores; what to spend and how to spend; who to reward
opportanﬁtiewm@and)edeﬁtelamprece'tvcoffISIIBO781 Referring to Figure 4,
a bl ock diagramof a MR system 300 i n accordance

[0077]W t h  arhe@WERBY}stsny 3G01R @Ble® Rionitbr ddily jpurelaso everty aimd ¢amn
is illustrated. In the preferred enbodi nent shown,

prov1d£: Ql?chl\é% j{é)éﬁg | esa%!aﬁ% bﬂeﬁdﬁ%ﬂtsﬁgre%%rﬁ)d@ﬁﬁcéo %ﬁﬁg-year

n one or nore servers conputers

oo BSOS R S M 0
charac%(f)l(s)tléooqgrrléyss,er?ea? ?e%l t?me reporting, accurate, factual data, granular
measurements of many attributes, evaluating the sales impact of marketing programs,
potential SKU and department level detail from participating merchants, etc. Using the
MIR system 300, questions can be answered regarding custoimers, competitors, prospects,
business potential, etc. Examples of customer questions include: where they live; how
they live; what they watch, listen to, read; where they shop; what else they buy; where
and when they travel to you, your competitors, on vacations; who they are - a full range of

demographics; how they buy; what are the trends; what else they buy; etc. Examples of

competitor questions include: what are their strengths; what are their weaknesses; what
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nore software applications stored on one or nore
conputer readable nediuns (CRVME). In the enbodi nent
wehowoidshe M R server 410 is coupled to the MPBI/US2004/018444

war ehouse server 420 and conprises the card
anal ytical services conponent 320, the panel card
conponent 330, and the val ue shopper conponent 340.
The M R war ehouse server 420 represents or

loyaltyadd they atjoy;elhat amrtheir sessorhdrehih&etistizmseleit Boa thear tednds;sc.
310, which contains financial card transaction data

Examﬂlémlﬁés@)@éttquéﬁfo%} incHRIB! Kove e Buy;Skliré acBkdien tRdt dHop!
cards, nmgnetic-stripe cards, and any ot her financi al

what’sS3Réif E)géﬁ?%att ﬁle Lglk btk ﬂ) Hédt i %flmﬁﬁ- tHQf@l M3 they

war e S€ serve cont ar ns data suc

exenpl . ar homn i n.the ous V|r n t .720
are - A SERRRFY vHRL g S bt Elst e BVesTc. BB %"ﬁ@?ﬂa%ss

one or nore databases and can reside on the

potentigbgyestionsiipcludg; vhorethewsipuld arow; bew ﬂa«‘drﬁheﬂi%wemdv@me
2005/ 001631 PCT/ US2004/ 018444 w th one or nore

and madage;wisat 480 shape zowshonish levieyhdrel torpeinfstaressand hersrte chose
nore information providers 450, and one or nore

stores; Wizt FRgPesd 480how 8o sheREIWIRY 16 réwikd a@d Gvho tb dRvEldphEERET .
[00791 Referring to Figure 5, a block di agram show ng

[0078]t Ne | glgnquﬁi\%:@ﬁlélﬁ@ﬁ tlﬁ yé%alﬁ ‘?\ngQQt €90iif accordance

accor an exenp i ment” of the present
i nvent.i on i,s ,shown. . .The cl.i.ents 430,(Fi qure,4) of ih
with o BRI SGERE AT IR r et ] ohon B e “rithe Brerbhé
manuf acturers 510, retail ers 520, . nmedi ndors 53
ermbod i Rh: 1 MR e AC0us fplomentich i S elapocs Figfen 100

consuner -oriented businesses. A client provides the
residingaomparieg mate serivérs/ceBputess, speeiflivally, e MiResurgend fband a MIR

anal ysis. |If needed, purchase transaction details 560
warehbiise Fee£420. Imatta'na‘lereﬁibﬁﬂﬁ&ntsatheal{ﬂbsﬁeemBOOiodmj)rihes driesor

MR system 300. The purchase transaction details 560

more ﬁﬁggv %\ﬁgaloﬁ sthred GPRRMA Bthroldh Eﬁ'eadaﬂlé Hﬁ:dmms (CRMs).
t shown, the canpaign details 550 and

In the %{5{9 % gnf’egle ho@mS ﬁl%é\flﬁ{]seg\?etr %fllb B c%ﬁ?lea Ec?the MR &{;bttrg% se s

avi or eari nghouse t ase
120 SR e B L5085, AL 28 cofoen
330, and the value shopper component 340. The MIR warehouse server 420 represents or
alternatively comprises the MIR transaction warehouse 310, which contains financial card
transaction datlta from credit cards, debit cards, smart cards; optical cards, magnetic-stripe
cards, and any other financial éards known to one skilled in the art. Thus, the MIR
warehouse server 410 contains data such as the exemplary data showwn in the warehouse
environment 720 of Figure 7. The MIR warehouse server 420 can include one or more

databases and can reside on the MIR server 410. The MIR server 4 10 can communicate
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purchase transaction details 550, 560 in conjunction
W th custonmer segnentation detail, nedia overlay and
woroasvamsidet ail i n programm ng applications tecrmuaedo4/018444
and evaluate return on advertising investnent
ef fectiveness. Such progranmm ng applications can
reside in the MR server 410 (Figure 4). Preferably,
the MR system 300 then presents the analysis to the
with dilei o2 flor@ 8lieafe4 30( oMDsremére ey identifiers @4@; lonb eflmogxihformation
[ 00801 Card Analytical Services [00811 Referring to

provic'ltérght'g(? aﬁ? ofe & BGE n%r@&@%’ﬁ@@% RGwoH 4702&% eheanRhREY

reporting and anal ytical capabilities that

he M te is Ius ra
[0079 eport %ﬁfgeyrg 0 alﬁgl‘xrﬁ F%g{:ocg p?glbanf sk%owu%g he ﬁﬁfgﬁgatmgrg%at the
pl et hora of questions,, such as; cﬁ 005/ 001631
MIR gystom 2eses irasgordancgygith an ?ﬁm@m ambo ‘%Prese&h d
|ifestage, travel patterns; (b) when do they shop -
inventioe gpsbnwy. dhd clients410 (hregvire é) ofit myysj@nﬁﬂﬁyarslﬁelpde for
relative to marketing expenditures; (d) where do they
examﬁié?ﬁanuﬂi@ﬁﬁﬂﬁ 10prenslets 3205 medliawediduts 530, birbydviertzing agefads
ow do they shop the point of sale mx, the

540, SRR aﬁ?%ﬂﬁf‘c&fsmﬂb‘{ L GianebusRiBshed.f A chbdip r&ﬁdésthW1%n

Itemlevel preferences. [00821 Using the anal ytica

detallgﬁgﬁl yos{hgtl\}é - Syis o{emtdﬂﬁ)eijrgl‘mﬁha dcf‘s ?%e?égg PE.FET)aJeQHn%@Q details
560 5% O BOre (RS LPS HR E 5P 8 RSP AR BV RelePt S00E B

custoners and prospects with distance and tr adl
purchasewansaction|details 6 6% pasninglude g appemied SKU datat indhe

reports - conpare behavior to marketing spending,
embdiRnég sh®mi, thatadiiaignadetails 568 and purpluse travsaetionsdetails 560 are

provide data for purchasing analysis and nerchandi se

put ifth % b flln@ %Ehdif‘ibr@?ééhﬁglﬁi%e tifn@ seriRId4RbaseSTa Residitg mné .k f, the
markets at all geographic levels, |ook for

MIR%] GoNtd & He?ﬁfo ks slﬂ)%&fpﬂ{e%fﬁ §s e‘gﬁ 8§60 @&?th%%gﬁﬁ?ﬁkﬁ? and 6)

ntTal ow’ st ores segrrents hi'n a
store perfo tive.to. a
U R TR S i BP0 0 P et 84,
media overlay and merchant detail in programming applications to track and evaluate
return on advertising investment effectiveness. Such programming applications can

reside in the MIR server 410 (Figure 4). Preferably, the MIR system 300 then presents

the analysis to the client as one or more reports as described next.

[0080] Card Analytical Services

[0081] Referring to Figure 6, a block diagram showing multiple exemplary types
of reporting and analytical capabilities that the MIR system 300 can create is illustrated.

The reporting and analytical capabilities can answer a plethora of questions, such as: (a)
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or geography; (8) market sensitivity - answer
guestions of efficiency, marketing and investnent;
wO2osloyality - repeat buyers and contact w th PCT/US2004/018444

conpetitors: (10) leading economc indicators -
aggregated at an industry or nerchant |evel correl ated
to other economc factors; (11) channel analysis -
trends show ng customer buying preferences across

who ik Slapingy- RAbgrphicgnd hifsrgk Stravell@ikteris] @) sk db tiey shop -
where do custoners live relative to prospective

frequ@dc‘y%ﬁd trb e habifs’ &@WH}}QHOQH&}I ﬁ{oba relativé@s blabeking ex dpendltures @)
|

c aracterlstlcs buyers and prospects for rect
wheré@(; tﬁ%& ts Jetls%ll C r%éh%&yo}?o&@%a}{ ?b \tpaé/gl]; é) 'hggr c% g%i“éﬁ%f)s

the P‘QP‘E%EP . B0l B LSRRG SRS e

G ven the almost imtless questions that can
prefeigpeasnti al | y be answered using the data, the analytic

and reporting capabilities of the MR system 300 can
[008%)ui | d AFsingnitle asyiviafl ¢capabififiés afahé MR pastéra §o8, thé &tllowing

target different types of uses and users within a

analyBik @PBS ddtdifidd: €1 profilli -/RRPE# EHE 2R GRREHGS pfofles of
i ncl ude: canpai gn response package,” benchnarking

it ?ﬁéé‘ﬂﬂ%ﬁ%@ﬁﬁﬁz A
o TR B AR (TG

are further descri bed_bel ow. [0084] The carrpal
compaeeishaver o aeR ki caending fAnNagaRmMt HIRNS1oHE) 6y oiRwelysis -
a canpaign affect sales and market share; who
provibe dath fdrwhechdsing awllysinand ravhandisg mdk delediion ‘detisions; 45 iparket
how much of the sales increase was increnental; what

scan CQumRaROMaktR ABAll SeopRiphic 186@ls, eddkefot coneentaiidnybll ch store
| ocati'ons and cust omer segnents wer e nost/ | east

demogi‘%a '}’lﬁgsta gxﬁéﬂts WQ%FMEHM DEowW SOKRARd S@IARSHRNIN a

quest conpany's market share

store 2’8 elfqg }é ra?we% Xer% "%Eﬁﬂ %lr(% Err%g tr ?év?r%: ee\é?)r L fles bﬁf customer

dr|V|n% profits and | oss results;
or gegg)r ggegket sensitivity - answer questions o 101ency, marketlng and

investment; (9) loyalty - repeat buyers and contact with competitors: (10) leading
economic indicators - aggregated at an industry or merchant level correlated to other
economic factors; (11) channel analysis - trends showing customer buying preferences
across industry and among channels; (12) site selection - where do customers live relative
to prospective sites; (13) targeting criteria - identifying characteristics of buyers and
prospects for direct marketing; (14) POS/SKU analysis - profiling of buyers segments of
specific goods or services; and (15) competitor analysis - profiling aggregate competitor

groupings.
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pi cture; where el se do custoners shop; which custoner
segnents are nost likely to shop el sewhere; and where
woO0dse1asonmpany nost vul nerabl e to conpetiti onpChySRoopo18444
of offering, by geography and custoner segnent.
[ 0086] The reachi ng custoners/prospect package can
answer such questions as: where do they live; how do
they interact with the conmpany's marketi ng nmessages;
[0083jow ofGiwen teailthokt lindyesd questinhaihbeehngotkntiallybadnsiveretiusing
what has proven to be nost effective; and with which

the dfith; &h@ BRdLy tReHAB B ortin OB AbilifiBEo fAHS MIRE B SO REH bulldv\%round

pr of |I|ng package can answer such quéstions as
hi
SpGClﬁE 9%;51%% I&?HME‘Q’ : E}éa‘f Vﬁéﬁ@&?}k%é ;ggge%ﬂ@gge{%ﬁ%%p Ic
OO 018444 terns i s the househo
ProsP&S’i‘Pﬁ?o °p or® TROHRY F%c agesycal fye a‘i"é“ﬂaf?é‘ TR HRAC S8 hy

segnent ; hom1|s t he custonmer base changi ng over tine,
benclgyadq%d@d@géarewg QAIstmey¥Prospects NRpkage L B MEHREPSPRSW

does the conpany's custoner base conpare to
profibiogpeekagey slsappjrpdasiet phokagd spimdnindpekage, gmt&imgémﬂqeting

answer such questions as: how often do the conpany's

and t&rg Sl Bckadel) Bk 6f tkdeBpdring parkagiied fulthedesyAtzl belw.

customers/ prospects buy, at the conpany's store, at

[008%!he CONRE %%ﬁ erés‘pgﬁﬁﬁz Mg@tcaﬁ SnsWef svfc'hﬁgn%fofqg > how did a

Ver age puré) mer segnment oes

comgERAEE R AR o Gt U '%ﬁu%ﬂﬂv&%a]m%w ﬁewﬁ“ g

package can answer such guestions as: whe
lift la@u dowrrandh of dhaisles ipgieasa s incesmentalaybat cwaems% e'&fne{lqs avere
conpany's stores versus conpetition; and what are
not effacttieageswhioh storeeliosations and custrees scgmemﬁewcnelnp)sb( lepstfeffgeted.
di fferent stores. [0090] The direct marketing and

[0088]2r get | Ti: RACKALRINGPACKIRE V&I arueNstH Etdtions an Svhat lehied
are custoners' contact characteristics; what are their

com;g:aﬁz{%mﬁet% ﬂﬁr‘é Q]ﬁ& E%ﬂeﬁlah&r? by, Q%%?aphfcfbgé reﬁﬂ% f&c&?ﬂ%ﬁ%ﬂr@ fwhat

In 1 run a ow does t

elemgr(x)ts & Wost effective in driving profits and loss results; what is the competitive
picture; wheré else do customers shop; which customer segments are most likely to shop
elsewhere; and where is the company most vulnerable to competition, by type of offering,
by geography and customer segment. )

[0086] The reaching customers/prospect package can answer such questions as:
where do they live; how do they interact with the company’s marketing messages; how
often should they be contacted and in what form; what has proven to be most effective;
and with which customer segment.

[0087] The customer/prospect profiling package can answer such questions as:

who are the company’s customers, by segment and geographic area; what are the buying
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i nprove contact efficiency. [00911 The preferred
enbodi nent of the MR system 300 are able to deliver
wohes®oig3ackages to different [ayers of a cli eRCTAIS2004/018444

organi zation, for different types of decisions and

uses. Therefore, the tools and functionality of the

MR system 300 can include nultiple possible

front-end reports and formats. Because preferred
patterfsTivadat ¥R Bouséhdld eorbdsiticey Boe @ridOenkitiet aehacuvaimdrgHed

graphi cal user interface (GUJ), the reports and

segmdRT R 8 thEARtRRer %als%thaﬂﬁgqsg oY tilte byl 88lle ABFakARIaBYE RV
high-1evel queries as well as deep anal ysis depending

coms Sl 3P llnd A SR ERL 0, Lol

avai | abl e through preferred enbodi nents agf the

[0088] 1y e 16 shoPpmEReSRs BaskoEs e EnPeY VUeh BB eassasahow ofien do
[0092] As for reports, a report can include market

the copeyanp’s custameisshop mlative 4sthegempefitigm Whatsaorustomeryprospects
their custoners in terns of sex, age, presence of

buy, 4thhd cbirgranyt ¥ioee, af the velpetitions stovesnwhatticthe Bixe of terptrage a
mar ket popul ated primarily by affluent professionals

purchhée By 8R%8RErSepOS Card oM Bses Mif chifipat dedle Lo@fRtition; and how
recessi ons need not be as sensitive to changes in the

docu§§ﬁkgﬂ%&ﬁﬁ§8ﬂﬁg%ﬁﬂ§?@$¥ﬁ%%8C°“'d address shifting

nographi cs a a . For exanple, a nmarket

radi ti.gnall efined as "ol der professional.s" mght
ooss ™ 196 Sehedye wadgeerian After nolH GHeSTb i Bigippmers
towards a younger, trendier consumer. Qher exanples
shop;iwhatt engdheiy Ggveh hahitsabthe eampany’ ngferes yeusus ¢ampeltipysnd yvhat
view of its market may find itself henorrhagi ng
are purolsdses@is®mens fead ar malfe intone &ip bitdtonadidfelmt steresi n t ouch
with their market; (b) the nmacro econom c conditions

[009d]hat By BStaRR ke inS Hnt tarbSinpQUASKHER ca® Answee S fuestions as:
behavior; (c) the capital market volatility that may

what ?%:;c%gi%glte%e cc?ﬁ!a&%hé}gctkﬂ@ﬁég;xxzdl?ﬁ arefidit ﬁeg?&fgng iﬁ/‘ﬁﬁrﬁe%ﬁﬁggé; goes

cro econom c conditions t

i SSRGS P ERROR AL ke 18Pl e

experiencing sone | ocalized business upsw ngs
improyesoniashdfbeigicyof whi ch may lead a
[0091] The preferred embodiment of the MIR system 300 are able to deliver these
packages to different layers of a client’s organization, for different types of decisions and
uses. Therefore, the tools and functionality of the MIR system 300 can include multiple
possible front-end reports and formats. Because preferred embodiments of the MIR
system 300 include a web-based graphical user interface (GUI), the reports and formats
can be customized by the user and can allow high-level queries as well as deep analysis

depending on the level of interaction required. The following paragraphs describe a

number of exemplary reports available through preferred embodiments of the invention..
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store to stock up on "inpul se purchase" itens. [0093]
A di stance/density report can answer questions such
wagooswoye3iar do their customers |ive from t hePCT/US2004/018444
stores, how far are they willing to travel to get to a
store; what is the optimal tradeoff between how far
they are willing to travel and the "val ue" they
perceive (in terns of price or sone other product
[0092]t r i butAy fot hepyriararepmt édnrincludiomantteneetor Wydamitd)eudhiaght
kind of customer is the store's location; what is the

I e
A g o S e

veh%?@%{\%‘heéjc k g'r ex&[ngf opdloﬁcgct é fl’méfcglatb S elheal? gx\ilv?etsrs]lgnals

qués ons as

res 29 WD 2005/ 00 631
hkersfe? &/1 a&re %eﬁi%qdﬁ%weg?vw@%a ngt be g seqsitiye to

store, when a custoner shops at a golf store, do they
changesdn theaatipnat scenepikhe tepel calald addressrsbifting dernographiesnd
(this information nay |lead the golf store to expand
attifutles. rRon geamyple gombrked tedditionglly defineti lae “dldsti profepedriady” might be
di scernabl e over time; does seasonality, promotions

undef; %%)ﬁ%r&?oa%& 86 mIvAEHM RS reReh4BY $hifS toVehrdl d yYRinet, GBRE& consumer.
avi or how frequently do particular custoners

Oth V\E&%mgﬂ‘ei%%&&? 62%3 |t dla Yt gtﬂ-l;g% lofi 4 A o g@{eﬁrﬁ&ﬁ of ﬁm&ﬁ% nay

ves uency an equency pur chase;

! C in-store onoti ons | ocal /' n t|
find sl e orfeinB Ot i TR eog B F S SRHer B ol Lt thir
frequent custoners. [0095] A conposite conpetitor
markgty gr)tthmﬁcra 1gsoRamis genditions hat mey paesaghwshifidn consumer or
particul ar stores conpare, to the geography within the
segmantchehatieg (¢)ythd smitel marketevobailisthatmyy &ffecti the sbles of luxury or
conposite conpetitors may be doing even better in the

betfef-REvEBRAID (d) thedki@d 3bdnsinic ¢cndRdhE Bafag tatl @b aldcikzed Qet
conpetitors driven by advertising or convenience; and

of ﬂu?chgﬁﬁé Béﬂmﬂﬁ@t ﬁé@ﬁdt‘ﬁ%g?(?tlhgglﬁgr | LQhe A8 '(é/)egorﬁé{ mbfi&ts may

store or

efforts.such

be WS’P;?}}%%%@“’SHW%‘&%‘%‘&{P@E% 1§)swmgs pre-lgnov&ie&ge ol%%vhlch may lead a

store to stock up on “impulse purchase” items.

[0093] A distance/density report can answer questions such as: how far do their
customers live from their stores, how far are they willing to travel to get to a store; what
is the optimal tradeoff between how far they are willing to travel and the “value” they
perceive (in terms of price or some other product attribute) they are getting; how dense
with the right kind of customer is the store’s location; what is the “pull” of the store; and
how far geographically does this extend?

[0094] Spending profiles can be generated, the profiles are reports that can answer

such questions as: how much do customers spend at the stores and why; do they buy
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[ 0096] A market potential report can answer such
guestions as: within a market, are stores getting
woheisroof@ir share of target customers, given tReET/US2004/018444

denogr aphy and customer behavior in the market; is

the store located in the right area, given the

products it sells; and given potential and

conpetition, should a retailer consider |ocating
compéetithintarp pedds st theasme stord; lnhenn eastameyshops atg dodfttore] BOBEy

A market share report can answer such questions as:

also theWmARKCApREhaRe atCdhsdabiVBdlothing@tdrelthid @ﬁsnﬁatﬁ)h%ﬁz leadths &l f
what is the potential to capture nore; what drives

store }:)(J;o gncisﬂsalraﬁée 0 geo@fo ?IO%E%Z’B% ﬁg%ugftfi\g&g&érhﬁﬁﬁgmgﬂg over time;

t1ons, “eas envi ronnent,

custonrer _seryvice, store, brand rice, qualit .
does seapapaliDopromyiry dore Gher P oAtV ing Bp apias pphevion
PCT/ US2004/ 018444 determ ni ng whether a market is
how fxequently @ PaENpEAFRUSMEETShepdiom seentlyhavepartigilaristomers
between growth com ng at the expense of the
shoppednphitidrivenfrédushesadridrgequmayest putshasebarsbdielocal @r fitore
category." [0098] A market sensitivity report can
promefiSiei 1sedPiatdusisidveising Sucdsedinsetidting \dorhant ot ess fragueait
to changes in the environnent; and what are these

custoﬁjggr)ges. [0099] A loyalty report can answer such
questions as: how |oyal are a store's custoner to

hat st ; t hey. | | t .
oot e bR RPN b et B P o
partiGi RToNSOMPABLO 5 ESRETBY DA BE PR CoBOr GUME SrUSS
be

may not realize that their main categories my -
may begt, bngcomiposité campssiters magtbetdoing even bavier indhg radewreeor
| eads custoners to either experience nore choices or
natioh#llyy; iFpéforgRihcarelsive & cqmipeticors fdvenebyeadpertising or eyevengree;
chain may not -realize that |ocal supermarkets and

and ig LY SR AOCRIBVO TR R BorddBveh by Gd EilegdBy DX itRiFRSpadiiSular

ns sol utions have ‘captured the category. They may
need, t 0 rket thei ' ' r ge
sors 255 SR 080 O e oo Ry
[009661)(I ste nA(E ?na?lzet %otregt\{\aq rrgpsort can answer such questions as: within a market,

are stores getting their fair share of target customers, given the demography and customer
behavior in the market; is the store located in the right area, given the products it sel1s;
and given potential and competition, should a retailer consider locating additional stores
in the area or pulling back.

[0097] A market share report can answer such questions as: how much of a
customer’s wallet does a store capture; what is the potential to capture more; what drxives
these shares, e.g., locations, advertising and promotions, ease of shopping, store

environment, customer service, store brand, price, quality, selection, availability, brands;
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program does the return on investnent (RO) of the
program pay for itself and what do custoners in the
worodsabiesal ue (younger markets may place nore varws20m/018444
price than conveni ence and ol der markets may react
nore negatively to degraded service than younger
mar kets). [0100] A channel analysis report can answer
such questions as: what channels do target custoners
deterrpingigewhethidiat mgRerg stahbCspaidive (thid idsfilds ehiedifoRace between
(younger custoners tend to sanple and buy nusic
growtBtbis HRSDeleIRihLdbMRIBES (B8R hhfd8) &P Broadening the
experience o an in-store transaction);” do nultlp%e
ghannels have synergy for particular stores; should a
Store go conpletely online or stay by its "bricks &
licks" strategy;. how successful at 31 WO 2005/001631 .,
[0098pcT/ US2O0aTKGH IPARMVIHERPPY! S 3RS WER sHAMAEstions e%ig\pmﬁeﬁsgtlve is
target segnents versus the conpetition; nost mgjor
the magkehol changes irethe gnvitnnmentraod mduat dreithese ehaogeset channel s
to branded online retailers |ike Amazon.com what is
[0099]t abow loyhiel fepott sarpamBner §uthiquestidas 4 kowoyel afe a store’s
shoppi ng at Amazon.com and not at the stores online

customBARNBALstPOYUrSRe HEL10PR S tiR!stRE BhEcdnfRhE buying in the cate%]ory
di scretionary spendi ng over nulti'ple channels |ike the

| nt er net d.in-sto : r
at ey SR ut PrRb gL FUAE Ry e § T R B Bt ot o
product) and subsequent oneﬁ Hﬂro h direct channe|s
a fow|FagieuLaR aNGSsATRS BIpres APy Rt Evaltes HOHBSH R FARSOUCURAN RS
conflict cost a particular store or a national chain;
meeting withfienes cogwstitiorcin thomarketiwhishdeads cusienaers tgeither experience
custonmer to their own channels or to the conpetition
more Chéieesaorsowimplygdthitstteueirei dor exaalpleg an epe ¢ant ¢jmin may not
i nvest ment decisions); is channel conflict necessary;

realiz8Might |81 WePthSkRIdScontéhidtRY storRhat A WG engSh B frames and
nmeans that you' ve net a |l atent consuner need, however,

s gl USRS PR Yk MBS D B gt

S e S

program; does the return on investment (ROI) of the program pay for itself and what do

categ

customers in the market value (younger markets may place more value on pfice than

~ convenience and older markets may react more negatively to degraded service than
younger markets).

[0100] A channel analysis report can answer such questions as: what channels do
target customers prefer; what dem;)graphics drive this preference (younger customers
tend to sample and buy music online versus older customers preferring the experience of
an in-store transaction); do multiple channels have synergy for particular stores; should a

store go completely online or stay by its “bricks & clicks” strategy; how successful at
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ot her information sources - both third party and
client specific - in order to forma full picture of
woOheosrei@i| purchasi ng environnment and to propeCiyS2004/018444

del i ver against the reporting packages and anal ytic

tool s descri bed above. To build attitudinal,

awar eness, and geo- denographic detail on custoners,

the MR system 300 can integrate the transaction data
partiovldrivhesetsyvianhptufing tirdedsdgynefiatvarsud e dvhipesyat; @msBRgjoean

pull in specific data sets fromthe client to append

retailef akdoWbRsSurbing MEAChtePAR bhaAnels 64! BaBdERY orfiRt Fetaiferdlike
the SKU can be "appended to the transaction data. In

e [ nt al
Ama il A TRl 181 8 bfef s BT o RGN
enbodi nents of the MR offerings to fully epable the
Amagely R d 116 e siTesenliag ehagaels RO ehstemezs Alocate thes o
. 2005/001631 PCT/US2004/ 018444 [01021 Referring to
discretiqngriespendiag by arultplg ghannelsflikg tepplnterngt end inestorg pyrchaws; do
that enables the different sources to be integrated in
cons@neranalas teinmfirstpuachasxarptae fto “enblytitheprdduot) ahd subsequent
present invention is illustrated. By conbining

ones @@68sH @Hroct ORRINGEIR Nke the PHokATTIRE Biferhét! RIVBIUCR GoestdA@nd¥’R -
system 300 can neasure a w de range of buying

conﬂ% S’%f ig%aﬁicula? sttolr'beorearmﬂgflleﬁ%ﬂéingsig Q%ewaﬂgggﬁ?’c? :d)E} UikddN16se

rrses two environnents,

. warehouse, envi ronnent 720. of the. .M R warehouse.server
their §550met 19 iheir Siym chaeln ar (O ThEFAmPRTISGR Qe 2pSar Ky B dltertien
envi ronment 1740. The MR activity warehouse
can datyg larap pvastmppiglecisiongk ischanneh cendlistaesessargandresing customers
card/ headquarters chain (nunbered 1), card nerchant
to yofmnowh ehauheld)simplp mbaps thetasitvet metradatent consuwen mbet, boweer, is
card custonmer (nunbered 4), househol d data sources

the ekpunsdRERskab) (tiR whsR¥it @hMa lgledaddbysunsaiasr behindoa(cohping
The data sources (nunbered 1-6) can be stored in the

storeMWReNAE & RUSEre RESNEPERIRS. (Figure 4). The client

proprietary 1nformation énvironnent 740 includes data

010Gy & T SPrele er i ajeh R g et Sl G e B 4 gty

((nunbered 9), store clientele_ (nunbered, 10), pr ospefgﬁ
other(lﬁfﬂ%gp@dsources - both third party and client specific - in order to form a full

picture of the retail purchasing environment and to properly deliver against the reporting
packages and analytic tools described above. To build attitudinal, awareness, and geo-
demographic detail on customers, the MIR system 300 can integrate the transaction data
with relevant third-party data. The MIR system 300 can pull in specific data sets from the
client to append to the MIR’s transactional and customér data, e.g., the SKU can be
appended to the transaction data. In one embodiment, there are at least 12 fundamental
data building blocks that underlie the preferred embodiments of the MIR offerings to

fully enable the relevant tools to be used as shown in Figure 7.
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11), and advertising market canpai gn prograns
(nunbered 12). A custoner and nerchant firewall 730
weepaEr@ias t he war ehouse environnent 720 and t ReTaiSR@®AN18444

proprietary information environment 740. [0103] The

war ehouse environnent 720 connects the various

transaction data sources (nunbered 1-5), which are

proprietary to card issuer conpany and made avail abl e
[0102]t 0 t heRJrRng ysFigite30Q bldcR dikgrag 6P RAts arAHediB T00 that

publicly avail able data sources (external data

enable§6BH IS EG ent AHIHRES 1B be Gategrifed r@é@cb%ﬁ&: WRK b BfempIfg

transacti on data sour Ces can be from vari ous
embodfjn'lf a?f‘ ﬁlgt resterqtqggern gn 1Sa1hg§tateisc'lu %;’r%zan{rl%gg é %g{eg,f’rfrlerg:ﬁgﬁt

cards and any o n ial cards known to gne_33
and camppig GpERAHIE31the %@g {SBAIE £aR measuaR 2 WISk TePgE PERIVARE

In one enbodi nent of the present invention, an
behavipnst & thetemboedinent slicymatitei datn samgtues HXrrommaises foocess
takes the proprietary transacti on data sources
envirofmetf)elieMIR -abjivignelarelouse efivirohiem 720 dfhiaé MIR warehouse server
transformati on and enhancenent of the data can take

420 (FIRuACH anEMRA A MBObri@hryilRrAAich dnPirS@Aéht t700 OTEE MIR act1v1ty

external data sources (nunbered 6) that provid

wmeho%%@%&gmeﬁt %nqcﬁa&ecfatacs%ﬁfc%gg ' QA}MEééaﬂf%%%ﬁ%lh

propr etary a sources
f natlon ra d enh ncenent s,can
(rumbezga T, iR b CBy e D g ﬁbasaﬁﬁﬁae%?f} el gard
in the MR server 410 (Figure . rlses t he
custontep (numlierast Hnhaisehniddata g@gce%mm%ﬁmbﬁ amzlf xternal data sources
| i nkage/ overlay 722, and behavioral clustering 723.

(numbdtod§p The deta grunes Smesberaf B6) tan Hectorekinghe MIRdwirehdse
appended to the proprietary data sources. The
server 207 } W5 3).PTRCEfcht Frdpriét@iyahHrisidh d@irbget TA0RiJud es data
tables fromthe detailed transacti on data where

sourceb %Hlsc%ﬁ eg&ﬁl gr&?ﬁr%'t (hulﬂﬂe L), ¥ﬂo%’€émlls‘zﬁ§rh KFE] 8) gﬁrchase

sunmmar | at aset that can e USG
T 7
e BRI R e o TP Q5554

11), and advertising market campaign programs (numbered 12). A customer and

merchant firewall 730 separates the warehouse environment 720 and the client

proprietary information environment 740.

[0103] The warehouse environment 720 connects the various transaction data
sources (numbered 1-5), which are proprietary to card issuer company and made available
to the MIR system 300, to demographic and other publicly available data sources

(external data sources, numbered 6). As mentioned earlier, the transaction data sources
can be from various different financial cards? such as credit cards, debit cards, smart

cards, optical cards, magnetic-stripe cards, and any other financial cards known to one
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[0105] External data that is custoner specific is
appended through the |inkage/overlay process 722.

wohies/wef3ers to finding specific information i RCTAS2004/018444

proprietary data for a particular custoner that is
al so available in the external data sources (for
exanpl e nane and address) and which therefore can
provi de a common el enent to append the data sets
skilled irothe tatte In oddembddikeg e/l thegpreseyt iprvativasan/idforimatidmur t her
described later in at |east Processes 1.2, 1.3, and
transfofmation[d8d QRhanktH&Ht pratesy S HROpSRES thahSachith BAtARouFRE 2
can be appended to the propr|e¥ary data by the
[ r . r
(b BLFS) B iqnfete B8R SR G0 Rndion apd Wi Gl e 128
custongers al on veral. rel evant data el enents d 34
can takipfase oK EERAM oEe Jaido At iiRaSh Sxiemel A sairces Aumbered
data about a simlar cluster available fromthird
6) that prgvideslsmogephisodid otheepatomerinkutnation thebiraeppended do the
connections to other data sources are nmade. For any
proprietary dath sowpesci fi ¢ data, neither custoner-specific
i nformati on nor conpetitive merchant-specific

[0104] 1 Nf or MAL iEBrieAdnRRNsBARAatoR and eRitHndéBerd Ptdtess can be
Transacti onal product specific information can be

e L
compr AL 1 SRR S S o ton S A RS
speci fic information can be pulled fromthe client

behavierab@pstering 123; rifhesathice Processes Federie Aew estsrnad dalg inarespdgd
descri bed below with reference to the various data

to the ppoprietary datasoirees dlHe-si@matipn pekssRRf eefeisrtg cedating summary
Figure 7, the card/ headquarters chain data (nunbered

tables ftom tifedetdiRalntadeactlan dath Mhafeiti@sdcbotidl detl OnkRYVIAMIT
refers to a nmerchant code that defines which industry

customglt%ggﬁﬂﬁmﬁﬁfedqﬁ eRaRY daka%eti that cBin Be udHAlE 'ap;;éiiﬁ Rt ;Hr? . The

re, apparel store, electronics, etc nane,
s g ORTh T SRE RN pilglabier e 2) ean
[0105] External data that is customer specific is appended through the
linkage/overlay process 722. This refers to finding specific information in the proprietary
data for a particular customer that is also available in the external data sources (for
example name and address) and which therefore can provide a common element to
append the data sets together. The linkage/overlay process 722 is further descri bed later
in at least Processes 1.2, 1.3, and 1.8.
[0106] Other, non-customer specific external data can be appended to the
proprietary data by the behavioral clustering process 723. This refers to the statistical

process of creating clusters of like customers along several relevant data elements and
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code, latitude and |ongitude, MC key of the nerchant
and additional links. [0109] The card purchase

wonrersgaodsion data (nunbered 3) can include therpuushag®1s444

anounts for each transaction, the currency, the date
or the purchase and the node. [0110] The card custoner
data (nunbered 4) can include an individual
identification key, e.g., an Abilitec key, the

linking exttérhaldiateeabdul osigiiludesteradvaiable friva thied pardde, As slooautiere
details for each custoner and |inks. [0111] The card

are seRedl p6INEY WhetabehnePibTR €6 BfhePdats urded atcUififdel R B@yaﬁml d
identification key, e.g., an Abilitec key, the

st S MR, i e i
mfom?}%%’% BRS A EE iR brp PGk Plor s Pek P B n gan
provi ded by conpani es such as Acxiom_ Carita

be matsh%ﬂe [Feecifreat épléérntral@@%wn [datp e Fhome EW@YIP@ clysterng

(nunbered 7) can include a selection of nerchants
process A23 isdnether cleypeibed tate .in pOizdst Prothsest .6 te 1 detAaiyl cudtamer
(nunbered 8) can include size, history, |eadership,

specifip ifoRhatdA, or pichasefspedific Biférdiation E4hlHdgul[EH Eropiithe ktisie
itemdetails (nunbered 9) can include the SKU, price

proprié 1nﬁ%gﬁorpénvﬁ@ﬁxﬁeﬁt%0 tublfng(é%il Q0desdibedl WBVRA with reference

corresponds to the purchasé transaction details 560

ure 5. tore clientele data (nunbered
tothe‘iﬁouégﬁtasﬂ‘gfﬁ’{o@uﬁlﬂrvgt'e abel experience, frequent
shopper information, etc. 7], The prospect data

[0107) nynb Refarring)sill snFignes Laléeqaﬁi;lfﬁ cprlawptlers e 944 et 1)

key, e.g., an Abilitec key, the latitude and
can in¢lodeydataictiatinglte the Mithkey @&/ Caefies to armderalaand oede theitdgfines

for each customer and |inks.
which industry segment the merchant is in, e.g. hotel, department store, apparel store,
electronics, etc), name, and links.
[0108] The card merchant data (numbered 2) can include the name, city, state, zip
code, latitude and longitude, M/C key of the merchant and additional links.
[0109] The card purchase transaction data (numbered 3) can include the purchase
amounts for each transaction, the currency, the date or the purchase and the mode.
[0110] The card customer data (numbered 4) can include an individual
identification key, e.g., an Abilitec key, the latitude and longitude values, the geo code,
account details for each customer and links. |
[0111] The card household data (numbered 5) can include the household

identification key, e.g., an Abilitec key, the latitude and longitudinal values, the geo code

for each household and links.
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[0118] The canpai gn program data (nunbered 12) can
i nclude nedi a events, retail pronotions, nanagenent
weko@iwegsl etc. This data corresponds to the caOpaiSgw4/018444
details 550 in Figure 5. [0119] Referring to Figure 8,
a bl ock diagram of a business architecture 900 for
the MR system 300 according to an exenpl ary
enbodi ment of the present invention is illustrated.
[0112] The oVEieakierral afth k@G tes(AuBO&ed aNinbiadé ase fiobeekta@fal data
having three levels: an information nmanagenent | ayer

sourceS bfbvid®ly doRipahi @GR heE Wk RRTRMrithd RifmBL0.A @RGkIsen,, etc.

management deci sion tools 830. Thé | nfornmation

manag nt | ayer .810 deal ith.t constructio
01131 P S sl oS RS et 4 RBA ik B s
i ncl udes the mani pul ati on 36 WO 2005/ 001631
that arqomRetisQIB4/ 018444 of the MR data assets, leading to
the basic extract, transformation and | oad processes
[0114]of a Biestuedeiaiddata(nunileredad)icon ingludsisirgsiistoty, leddertshins,
in one enbodi nent, the information nanagenent |ayer
promofdde) etdnef thdeHental ue added capabilities 811, card
i nformati on warehouse/ dat abase 812 and purchase

[0115]t F ansagfd picHde! ifhR 88l AumbXRAP) 6 iRbluld e SR Y ricradRd

capabilities 811 1 nclude nodeling, inference mning,

o AR BTt SRR B S s

- apglications residing in the MR server 410 (Figure
in FigW§ 5. The card infornation dat abase 812 can i ncl ude

data relating to the custonmer, merchant and purchase.
[0116]The puFhstatare cligniele date (umbraedlfisan inghde prkate fabelide

data relating to the store, clientele, conpetition
experiéney Sidquent shopbet afpmiagion, etc.The dat abases 812 and 813
can reside in the MR warehouse server 420 (Figure 4).

[0117][ 0120] THNRo4pREH datd (nBmb&ed 18 4! iRHIRS ThdivRRBid8riicdeRh key,
with the 'placenent of a product set into a real

T T e

As Usual ) prqocesses of a client, the MR system 300
foreaqhscuétBF’@r?‘BiD Sfined tuned to the needs of a client.

Thus, in one enbodi nent, ) )
[0118] The campaign program data (numbered 12) can include media events,

retail promotions, mainagement strategy, etc. This data corresponds to the campaign
details 550 in Figure 5.

[0119] Referring to Figure 8, a block diagram of a business architecture 800 for
the MIR system 300 according to an exemplary embodiment of the present invention is
illustrated. The overall architecture 800 can be described as having three levels: an
information management layer 810, user interface environment tools 820, and
management decision tools 830. The information management layer 810 deals with the

construction of the base product set of the MIR system 300. It includes the manipulation
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the user interface environnent tools 820 can i ncl ude
anal ytic precision 821, benchmark conparisons 822,

wousiswess1opportuni ties 823 and cause and ef f eBCT/US2004/018444
assessnment 824. The tools 820 can reside as one or
nore progranm ng applications in the MR server 410
(Figure 4). [0121] The anal ytic precision 821 is based
on how nuch data is provided to the MR system 300

of th@NIRR 4848 16kt tb R MR esitadt %ﬂﬂmﬁ@%ﬁdﬂ@ad &ocesses ofa

provi de statlstlcally S|gn|f|cant sanpl es.

standd RIS nE TR ‘%‘8’?%1’?‘5’?- T, £ o R B ga’ﬁggna%n
mangEgnE Rt M BaHes V41aS SRR St AR Y- GBI o)

%&%gr aphy/tradi ng area, 37 WO 2005/ 001631

warelugpe/deibass /80 2 sudiurchase Enassetionodatabase 8 KK UExagnles of e value
benchmar k conpari sons 822 can be based on a variety of

added agyiabilgies At hinakidg ewgeling) inferpn@uhing) ovartays,esutmmeaize and
share of wallet, etc. The business opportunities 823

clustéf RpsREEst Uhetd @ﬁablﬁtlé@ﬂﬂaﬁ Be provaldd by PRogrid@iing &bplications
capitalize on, such as pricing opportunities,

remdﬁ{gtqggjiee]' iR ’ser%larﬁ%gp eQ{) The %&‘&‘iﬁf Ptﬂat@oqu%&a{ G § 12850 fuﬁ:ﬁude

Ilng cate site selection, vert|S|n

busi ness o nities 3in Iude

dtn e T RS S SEBS ST ARG B s
The cause and effect assessment 824 .provi des the

813 eanfincluda,dasy relpting iq the stoss: cherrtler Sompperition lyenterycand ggmpaigns.
media m x optim zation, |local verse national nedia

The getamersefiland 8i 3 camgside tmpe MIRt wamhouse sarvérci20 (Egursablgn,
etc. [0122] The managenent decision tools 830 all ow

[OIZ(gr t heTlgxaet Madrfadderdiirolmeht-toble 820 dbalsyifehs pRodaat 6fa

e aspect includes the ability to drill-down fromthe
[ I
prodﬁ@tgg't }1 aﬁljeal d\}\ﬁ@ En]osrﬂ% éé'Hv Imtéxﬂtgntl Woﬂ?‘%’éé‘%gé\ﬁfﬂ@é@aﬁflty

USRS 510 B, R
systex) ?OQ égtgiqgg %@ %@ﬂ%{oﬁh‘% g@]tdg gg%\/l glll:zqnzﬁ"lrl"vlfé}rﬁc}n% egnboglment

applications/drivers: enterprise drivers 831, store
the useninterface environment tools 820 can include analytic precision 821, benchmark

comparisons 822, business opportunities 823 and cause and effect assessment 824. The
tools 820 can reside as one or more programming applications in the MIR server 410
(Figure 4).

[0121] | The analytic precision 821 is based on how much data is provided to the
MIR system 300 and how much data the MIR system 300 requires to provide statistically
significant samples. The benchmark comparisons 822 can include such choices as SIC
(Standard Industrial Classification) based category spend data , customer segment (for

example, Personicx segments (a product of Acxiom Corporation), geography/trading area,

37



drivers 832, operational drivers 833, and
product/ nmerchant drivers 834. The enterprise drivers
wO82dospam3i ncl ude testing, business nodeling, | RCUEBLIV4/018444

anal ysis, what if scenarios, cluster analysis, data

m ning, etc. The store |evel drivers 832 can include

| ocation, size of store, price positioning,

pronotions, |ocal advertising, inventory, etc. The
merchaesalet, 83U, etdr ThedreactBdak camparisohs822 caartpdiaggd on a variety

managenent, SKU-detail appending, perfornmance

of factbFsaakh %geo@fh%hy’,'p_Bpﬁlﬁﬁ&{ vdr§e [btdIBhart 0€ MallgU&S. THOBusIness
product/merchant drivers 834 can include warranty,

opport?hii%%?f%%g %@h&&&ﬁitie@ ) Wh&ﬂicligﬁ’@ Y‘Ha&r Rt ngtﬁ%%; such as

siness architecture 800 1s able to handl e

R e R e e e A R S
38 WD 2005/ 001631, PCT/ US2004/ 018444 trans %%iopﬂ
categaieasife selpaiioneadviertisiigr &€ SRe BYSIRESEPRROIGAKIES 3 include the
informati on systens to synchroni ze busi ness functions
reportaigdnteryat, ke, clady owmeskly, proothlyets. Thalcawse and effpetiagsesimeant 824
custoner information frommnultiple data sources for :
provideR @ dificac®r K phrtioalapuppiketsd nogage sush ephictliaesixaptimization,
expedi tes updates and nai ntenance processes for data

local ¥ ShaYSA %Qédiag%lgcen%é ﬁc‘in%’i/céf'nﬁeﬁsﬁﬁmﬂ%&Eiaﬁ,%am&;@i\gh,qeftc.

e custoner ross all enterprise touch-points.
01241 n_a _preferred. enbodi .
(0122}, o s Th wlpfbsrieB SEN IO 87 Mgy R ind pinialoR e g
mer chant - specific informtion to be_ accessible by.agne
level Ipjsingsy eongeis.cARRIASTPIBRITIcs by dndrilldgen fom the high level
preferred enmbodi nents, information flowi ng fromthe
inforntien ivtatthbincressinglevtle of détaihthanill take thewlipnidntoghe user
protected through encryption and decryption on both
interfSde@@Sirornashp kedts 890t R dedirdus acaled k #Yis toodsuain résidecasromt ioomore
is nmeaningless if access is not authorized. The
ERDnObr GikREORRRe MR dervBY AT uSPAL iThiogie
progriéﬁ:%or |Hon fnrormthe client is falc?ia(]l]itatgﬁ t hr ough
he of fir YN i . RILACRSS
emboficel Hordore o N picay Gl EHE el Bidhr £, 86
. safeguard the pri y gnd prj,vac f. car er .
drives GanqReTABnl IV o S P S PO e Qs
firewall is shown in Figure 7 as . . .
drivers 831 can include testing, business modeling, in depth analysis, what if scenarios,

cluster analysis, data mining, etc. The store level drivers 832 can include location, size of
store, price positioning, promotions, local advertising, inventory, etc. The operational
drivers 833 can include campaign management, SKU-detail appending, performance
tracking, and JIT (Just In Time) techniques. The product/merchant drivers 834 can
include warranty, display, quality, pricing, bundling, and trends.

[0123] The business architecture 800 is able to handle large-scale database

environments of hundreds of millions of customer records; accommodates real-time
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firewall 730 and further described next wth reference

to Figure 9. [01251 Referring to Figure 9, a bl ock
wdizegroam3of a firewal |l privacy protection sysPemiuSE04/018444

accordance with an exenpl ary enbodi nent of the present

invention is illustrated. As shown, a firewall 730

separates the client environnment 740 and the MR

envi ronnent 730. Ina preferred enbodi nent, the MR

transdctiang aeédsOehabRE @liettston3dfdpeational BAd irFernh afich SRRBMEEr
names or addresses. Each consuner and househol d has an

R e T

s P B ML L AL OB
by the Acxi Co tion. The k ks 39 )
SR TR N L -

provides links that facilitate enterprise-w de
enablena single savewats \iew obthercusiamer domese gl gniegmiseConehrpeints.
personal detail should never be individually shared
[0124)r 1 evdakeeferfditerhistRithérit] thaMIBrsykiesh 300l aliewisestha-specific
access to the custoner transaction data w thout

inforfReOM SYmMBIRint e cHiSIhAIRAt i dSto MR AcYRSIBR YyNBXe 8F BordWbh-card

consuner specific information is contained within the

) card i ssugr c ' R.fir I [

souef @ st BRANSD bl il 15l B o R e
clients query. 0126] The R transacti on rehouse

databaes 50 BRLPHN A B (UG o ool A fFerybion on

specific nmerchant data can only be revealed with .
both gideswi Gaipted with thiaise ofdeyhaneh infarmation saneenipglgsHid access is not
- aggregated with other nerchants so as to shield the
authdized.i Thesféguardirpvecubtemer-ngd ifeechaat-shecifisuinforomtipa fisonsthe

firewall. If a nerchant client 430 (Figure 4) wants to

clienfR TRAitGtell HfolESHUE LSe $ fildRall OO AEWAlIGN botE WY pbeess sense and
merchants are selected wth each nmerchant having | ess

oSSR RHARR B il B TS L
identlstieels gg gl%rc\f\l{artltts] speeacﬁjﬂc iplfac;{'ringt?onr.1 oSurcT:R rﬁ%e&va']?ig s%%%’n in Figure 7 as
firewall 730 and further described next with reference to Figure 9.

[0125] Referring to Figure 9, a block diagram of a firewall privacy protection
system in accordance with an exemplary embodiment of the present invention is
illustrated. As shown, a firewall 730 separates the client environrnént 740 and the MIR
environment 730. In a preferred embodiment, the MIR transaction warehouse 310 does
not contain consumer names or addresses. Each consumer and household has an
identifying key associated with it, such as an AbiliTec key. An AbiliTec key is a

commercially available, numerical national identification key for all US names and

addresses and phone numbers provided by the Acxiom Corporation. The key masks
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share of the total marketplace. In this way, there is
no way a client can see specific conpetitors
wonb@rooedsi on. [ 0127] The three processes #1, #PCTAS2004818444

shown in Figure 9 describe alternative enbodinments in
which a client 430 can interact wwth the MR data and
architecture of the MR system 300. A description of

each process shows how the identification key system

individGalG@ehtingdd Rovides Ink fieat Pacilitate eherprizé-wWilliinsranahens

specific information, allows all of the functionality

custoRBLdadd fnfd Sgr;ﬂﬂ)ﬁ %ﬁb\ﬁh&%ﬁoﬁﬂrdefah%héﬂlﬁanﬂér|E@ l1’1§d1v1dualﬁy shared

conprom si ng consumer or mer chant privacy. [012

Y e T S T
flrevvall The report re riteri.a can incl ude

withoybleyiag feho thecs ng@e@%ﬁa@vﬁu@w&rw&&a@lﬁc
cust oner, nerchant and tinmeframe i nformation. The

informasiaania nentaiverswithin theyeasd issusreampany’ s YReijaweld 73 hwhere it can

smal | statistical clusters in the aggregated data

be usétloathtingeopdentsgsaphicitibutes saih thients gietaset is then
passed back across the firewall to the client. [0129]

[012(ﬁ r oces sig R MRAr&lsh&idh WRhotkS d QnéRRanstcMnRnames and
I'nformation to a group of <clientele. For the

sel ect,i on rlte he i denti
addred s MSP B Phpte %&%ﬁa@r"gﬁ%@% AT f e
across the firewall. The i |f|caE|on key Iﬁlf ﬁ
merclpal REeEe i B B 20EREtoV AP ermFEhits sasto shield Re
custoners having related attributes q(l . geaogr aphy,
specifier Somierer leavingtba crd ifuerseompany s Sirgw bdg amsrehapiclignt 430
(HH) segnentation systemthat places each US
(Figuh®4i5@4i0d © dofiiparednaenits Tdthregmpatitionh severhi orrdhiants atd-Salected
speci fi¢ consuner and denographi c characteristics. For

with %ﬂmrﬂlan{aﬁa[ VR e Stha & SMBiBerkeén Ak f iR t6@PmhARplace. For

amat | c dlfference bet ween the consunmer behavi ors of

examyg o) E:%,sl,gl N tme:rc%a{'n{s 'v{&lf QURh Ll i eaacﬂ %éfm? 1g Endr@thteﬁl% 5%

y ]us I'ng out,
s R e LR LT s
competitors information.
[0127] The three processes #1, #2, and #3 shown in Figure 9 describe alternative
embodiments in which a client 430 can interact with the MIR data and architectiare of the
MIR system 300. A description of each process shows how the identification key system,
in conjunction withl the protection of MIR merchant specific information, allows all of the - ’
functionality and offerings envisioned for the MIR without compromising consuiner or
merchant privacy.
[0128] Process #1: Depending on the reporting or analytic task, report request

criteria is passed across the firewall. The report request criteria can include benchmark,
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i

310 and the relevant custoner set is selected. The

buyi ng behaviors of this aggregated set can be
woaopwbediand returned across the firewall. | nPOT/SR004/018444

wor ds, when the nmerchant sends over the key, the

custonmer is identified for internal purposes but what

goes back is couched in segnent or "birds of a

feather"” ternms. [0130] Process #3: A client could

custord B nechapOind tin®ffragil ifforR&¥Rn. Iid-rklevalt chnkyifier infargadodt &
by passing an encrypted version of the sixteen digit

aggregzﬁé&'irﬁ'@gxﬂﬁf StAERATC LR ORShe hdlRedatddCi@ éelecﬁﬁtgpﬂ&ﬁs. The

nvi ronment can de-encrypt the account nu r and can
thep link. the account nu i dentification ke
resuiphlbsh Y fheh B B GRRAH PR b LRIl SR, ' (e "
custoner belogngs. As in Process #2, these aftributes
(0129} ¢t h&HeSRE 12 et CHiEht 1KY VIR aPPsisER ifRrRiioni A 8B UR g
the rel evant custonmer set is selected. The buying
clientbleh &or the seledtionrivibia2(he Sdaptifie8ionkey foyscacionet Sidentified end
aggregated set is conputed and returned across the
" encrypictl @né bhssed dtréxs iy firewalls Thevientifidacion ey shkei desswg/pted and
over the key, the custoner is be identified by the

used tlggﬂcegs Yt 88130 CustRhers hidki fézzirtecpé’cfrﬂﬁ&% $e.BYkeopathy IP@Sonicx

I's couched in segnen "birds of "a feather"

samb] b e hg L AS005H) GBealeintod Hfe i s
o R R S e AT S S S bR o, 12"

the data ready for use by the aforementioned front-end
demoptaphigmbhiagtatistisas Feresxanpleg Pensonipreallayysimarketgesito gaeghe Thi s

section, al so covers sone ways of extending the
(dramittoadigfaeheaetmeanahocasuidditbehaviomspif theeaffl ves weteing paweé right
’ type information, specifically through a Panel ' Card
next & 66 e -yolitblBRlilyASst HadfigSHi@ thnd AR thelithBarld fheR0GamE

can include the tfransaction data that is captured
approgﬁg{él.ﬁ)d{ eflﬁge Wé(;t@feb?xtésségéétﬁ%r} g@%&ﬂ&f todRERMR tfSfRE0E Waf%‘ﬁoﬁ%

_ \ [ I's data can be used by t
310 alxld ﬁxeaxgﬁlvlarﬁ%%étgrggf set 1ts 321%&%'3, Il“ﬁe gl?yiggr g&%{/%(rjs c];f%is lé'tg’gereéa%elzd set

can be computed and returned across the firewall. In other words, when the merchant

sends over the key, the customer is identified for internal purposes but what goes back is
couched in segment or “birds of a feather” terms.

[0130] Process #3: A client could analyze point of sale (POS) SKU-level buyer
segments by passing an encrypted version of the sixteen digit card holder number across
the firewall. The MIR environment can de-encrypt the account number and can then link
the account number to an identification key and determine to which attributes segments
the customer belongs. As in Process #2, these attributes are then matched to the MIR

transaction warehouse and the relevant customer set is selected. The buying behaviors of
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rel evant information added), balanced to accurately
represent overall consunmer distribution (to renove
woizesa®1d3m t he custonmer base), and then scal edPap/uSE004/018444

represent relevant consuner spending. In addition,

I ndustry-specific biases need to be accounted for.
Creating the MR transacti on warehouse 310 can require
several datasets to be used to append rel evant

the aggeegatedrseris amtipued efbweturnedf aerosathiediretvall.t he otlewwords, when the

transaction data in order to allowthe front-end MR

merchaRPRIndS 84dr PRsSkdyOthe ¢a§6:%8r ik BE identifieEBY the@OUIR sy SemF0KBE
i nsights di scussed above. The data preparation is

I
internaf F3G81e2 66 PR pocs e Kol i drP ol ot Preair o
transactl on war ehouse 310 in accordance with an
enbodi ment of the present 42 WD 2005/001631
PCT/ US2004/ 018444 invention is illustrated. Creating
[0131] MR tarmaetionisarehqusth war ehouse 310 i nvol ves cl eani ng
the data and creating the rel evant code books to
[0132] ensur &hishettioredetdiBrihe protess bptwhich the MIR trahsacton warehouse
etc) are accurately captured. The nethod begins with

310 cal’b@6RaRd Frot thehey Shibabtith datpaMdi the plocelat & irdol@rih @ghking
card transactions (File 1) is | oaded from a dat abase

the datjg_r?eag}f fori8€ b% gﬁ q‘oder'%%ﬁdﬁ%ﬁ QR dRbRs ?pl&;a%oﬁp AMihin the

eane o renove any l1'naccuracies 1In

the w,.yweekly transaction dat a,
MIR s 1B Sepdfon S8 R3Sl PR S ar Serfishe fledFiSition,
basi s hovvever one ski l I ed in the art r ogni.zes th1§l
warehqpse 31 torcapiire eonsepercaneli thep laf%ﬁrlelt,ypw %1? Bgoygh a Panel
and/ or other basis for entering the data e.g., every
Card comapsacti on, after a set nunber of transactions, etc.
Overall, Process 1.1 filters the inbound records to

[0133]2pp! i Q@dlgcu@%(ﬁbmeé tiRMIR caRrepaiah diclidep@ds, transaction data that
standardi zes data attributes, and limts the nunber

is capt?r{1 d Queharpd cﬁﬁ%sh%%nfepddd@% t4R5dcRBh 88 Deird. 9 Hé%derby

system 300, its applications, and ad-

s i LA T 408 e

transactlonflle(Fllel afile Iontalmng
relevant information added) balanced to accuratelyq represent overall consumer

distribution (to remove biases in the customer base), and then scaled up to represent
relevant consumer spending. In addition, industry-specific biases need to be accounted
for. Creating the MIR transaction warehouse 310 can require several datasets to be used
to append relevant customer and merchant information to the raw transaction data in
order to allow the front-end MIR applications to address the critical needs for market
insights discussed above. The data preparation is described next.

[0134] Referring to Figure 10, an exemplary ﬂowchart of a method for creating

the MIR transaction warehouse 310 in accordance with an embodiment of the present
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the transaction records (each record for a card
transaction) for a period of tinme. 2. Filter the input
wdav@/doased on predeterm ned filtering busi nesBCTaiSe®4/018444

For exanple, only records with certain record code

val ues are retained, and records contai ning account

nunbers starting with "0000" are dropped. One skilled

in the art could use other known filtering rules. If
inventioadeslnstrated. dateating the MIBrtrekactios varchopss B0 idlvassiaaging

| ook-up tables to convert data formats. For instance,

the dath @n€ Bfch@f thy Zdfe PRI Mook t0RnéiRé HRAMRE: K20 krfbindtRBl (Bame,
can be used to convert the inbound one position

i e G R S
raw in%ﬁ l(d%)o %Ea?% rl?la}l%c{l oo o(g ﬁ@ 1)18 ?oa eé 559"1}1 go Pfee gl. &Xe&l

standard Oracle data format (MVDDYYYY). 3. Convert the
card mnﬁwapen Aetabse 84¢ ghoverindjeure abartdocl@ang@ ip eV inaccuracies
channel code. 4. Retain the followng attributes for
in the mwbwedlemanspetivoaksi. dy a posfepgi engbaglithend; ther pedtimidic data is
attributes): record code, account nunber, MCC(Merchant

enteredbig sueénrcrlg dhiigmoed&)one skilb@ irtkht ast rédoBhittes tia dataasah be
(bin nunber), nerchant zip, nerchant |ocation

enterec? ﬁélﬁ%g l/arle}gpgf St ARAS otRP 9?s'iﬁefb? Qﬂgﬁn% ‘géet%té % Nevery

Store the resu tlng stre
wansaclR TR U PIREC b GSASonE Y KRR PRt T éne
. st andardl zed |ng a Merchant Codebook ile (File Zb
inbounghe w.aaeléqe@ & APEPHNLY anddransastipp Bpss. stan %@ dataattributes,

|ncludes t he
and limits the number of outbound attributes to the variables being used by the MIR

system 300, its applications, and ad-hoc support.
[0135] Process 1.1 includes the following steps:

1. Read input data from the periodic transaction file (File 1), e.g., a file containing
the transaction records (each record for a card transaction) for a period of time.

2. Filter the input data based on predetermined filtering business rules. For example,
only records with certain record code values are retained, and records containing
account numbers starting with “0000” are dropped. One skilled in the art could
use other known filtering rules. If necessary, data transformations are performed-
using look-up tables to convert data formats. For instance, to correct Y2K
problems, the following look-up table can be used to convert the inbound one

position century code (C) to an outbound two-digit century code (CC). Thus,
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followi ng steps: 1. Create a uni que standardi zed
nmerchant key in a Merchant Code-book file (File 2)

woaooseacds1i mer chant based upon the nanme of st or eCTAISE008/018444

nunber, merchant city, nerchant state. 2. Assign a
merchant zip code to each standardi zed nerchant key in
File 2, whenever the nerchant zip is not provided,
for each nmerchant. 3. Build nerchant-nmatch vari abl es
faatesldaaki ng up nerchants to include: nane of store,
store nunber, nerchant city and nerchant state from

theibiRr chant | désuhdCestinyf | Bl Outbdnd\OerdBs/ 01631
PCT/ US2004/ 018444  4c)Look up the r(@@hant fqr each

C ngﬁj tion in- qp|e 2 tob obtai.ngbhe standardi zed
rchan % EZ)% 5. tou »up llll:‘ Ill:‘lblla'gg,,ltjl h card
transaction in g { ke *A“daru. zed
n‘é’PEmeI?éffm & %ﬂ%ﬂﬁtatf?fgla%@émg ‘mer chant key,

., the standardi zed nerchant nane, store nunber

: &Qveﬂéh%\?QS(P&ﬁu of Splerertiey raederto arstangdpnd MR, mbawnsl opde.

record in File 1.1 A And 7. Store the appended

. tRetaisdld folowirectribates forfsubseqien? Arocedsirg(dropping all vdes data

transacti on data with standardi zed nerchant. The

f rtribaws ) gecRi Bt Adk ot RbifbES M@%é&él%t BasBIfRGE88 Chdé),
Transacti on Entry Found in Type chant Codebook

A61d 0t B AondhSBin o e AR fiith i 10GkGRa"

(state), POS entry mode, and merchant description field. And

5. Store the resulting streamlined and modified weekly transaction record in File

L.1A.

[0136] In Process 1.2, the merchant codes are standardized usirng a Merchant

Codebook file (File 2) which uniquely identifies a merchant. Process 1.2 includes the

following steps:

1.

Create a unique standardized merchant key in a Merchant Codebook file (File 2)
for each merchant based upon the name of store, store number, merchant city,
merchant state.

Assign a merchant zip code to each standardized merchant key in File 2, whenever
the merchant zip is not provided, for each merchant.

Build merchant-match variables for looking up merchants to include: name of
store, store number, merchant city and merchant state from the merchant

description field.
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M C Yes Assign zip code from codebook M C No Report
in Exception File [0137] In Process 1.3, the
wonersgaodsion File 1. 2A is sorted by the accounPCmusbma/ 018444
preferably in ascending order, and a nmerchant category
is assigned to the nmerchant for each card transaction
in File 1.2A. Process 1.3 includes the foll ow ng
steps: 1. Look up the proprietary classification code
4. ookl théemefeamit f&iadaek) odrd t@ashketiaoin Fifed © (btainathd ptabddrdiged
the nmerchant standardi zed key (obtained from Process
Imé&chaabRMe) . record code, and MCC code (the record
code and 'MCC code are retained in Process 1.1). File

e G A R R

merchant( category codes to File 1.2A so that each

MRFERRRAESE or each card transaction is assigned to a
mar ket segnent (e.g. department store, retail, etc).

6. Aprendihe standargizsd ﬁtﬁé@amksﬂysaet, therstandardiniq@smeprehamtinamis
dat abase 1.3A, which now includes transaction data
viitdrh nsinberdty gstate chndeni e trale tdatmant thetratsactio atcogbimyEileThEA.
dat abase/File 1.3A is then used in the bal ancing and
s&@l 1 ng processes (to be described later). The
follow ng exenplary table is produced as a result of

7. th&%qﬁeseﬁg&%n&d t%%éé%’lgﬁ g Eds RFNET eRaRhicH ASwiihdigdds! on

Action urre Yes Assi gn pr oprl et ary

cl—itlr ase?cltlgh a’ta w1 stan% edlzeg merc 9 'Pll1oe t%ﬁg ng ie}pem Fi;ztﬂ:I)le 1S

produced by Process 1.2.

Transaction Entry Found in
Type Merchant Codebook Action Required
Visa Yes None '
Visa No Add to Merchant codebook
M/C Yes Assign zip code from codebook
M/C No Report in Exception File
[0137] In Process 1.3, the transaction File 1.2A is sorted by the account number,

preferably in ascending order, and a merchant category is assigned to the merchant for
each card transaction in File 1.2A. Process 1.3 includes the following steps:
1. Look up the proprietary classification code in the Merchant Category Codebook
file (File 3) using the merchant standardized key (obtained from Process 1.2
above), record code, and MCC code (the record code and MCC code are retained

in Process 1.1). File 3 is created based on industry classifications.
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Add to codebook [01381 The raw transacti on data that
is cleaned and prepared in the processes in Figure

woQoosawiaescri bed above, does not contain PCT/US2004/018444
customer-specific informati on except for the card
used in maki ng each card transaction. Referring to
Figure 11, an exenplary flowhart of a nmethod for
addi ng custoner-specific information to File 1.3A in

2. acppesthihe dookked-hp aterehahoehtapent caales toldleplr 248 emthat eucknt i on
is illustrated. The nethod is used to create a naster
C Y- QARY fot BRIttt Badtioh §s AkigHed RRARSKEFehBerk-({4) t hat
contains relevant customer specific infornmation.

Fi 4 6 7/vare extracted fromone or nore
dg%g aseélgégrreb%?ﬁgftac?'y to the card issuer .conpany which

together are uysed to create File . TA. ch ..

3. p%gﬁF ﬂaaapvldaifrmg%@wa?@r%faﬁﬁlei% 5%%@85?5%W&lww
further described herein. In the nethod shown, there
ainclydgs trappeefiansdagaswith standardiged mewhantand mepchartpatpgory. The
processes are described below 46 WO 2005/001631
Pddtabis2(Filé /1 381k 4Hen 1s6d 8Dthe Balaneisg arld stalirspepro€ésbes (th Heo
create a netadata table that identifies all
hQesceiBed Bfer). "Bie HRbwWing eﬁ@rﬁ?{aﬁ}ﬂlﬁbklifﬁromb a§ ak&bult Of Brocess
HHD I D. The table is then filled wwith HHD data for a

sf.er account of each custoner, and the
maSter-account file of each custonmer is saved in File
4A—Fr-S—provi-des—the—keyHnk—to—the—transacti on
ot a i #mﬁ?'ngunflll.nSA The followi.ng_is .an exenpl ary

ot Merehant GssilisntioBucled as a/cBSRReAyredpr ocess| 1. 4:

el d St@eedebeply | engtlhh Fornmt HH Nunber 1 10 10

imeri ¢ Clist omer Nunjbéssigniproprit@ry NiassificationAcct. Se g.

hnber 21 30 10 Nurmrerli ende &er=cordNunber 31 48 18

nar act er Ngata Sour cleRégaen Fcéptioft Filgar act er

Add to codebook

227139k

[0138] The raw transaction data that is cleaned and prepared in the processes in
Figure 10, as described above, does not contain customer-specific information except for
the card used in making each card transaction. Referring to Figure 11, an exemplary
flowchart of a method for adding customer-specific information to File 1.3A in
accordance with an embodiment of the present invention is illustrated. The method is
used to create a master customer information file or database (File 1.7A) that contains
relevant customer specific information. Files 4, 5, 6 and 7 are extracted from one or more
databases proprietary to the card issuer company which together are used to create File
1.7A. Such proprietary databases are kHO\;VI‘l in the art and not further described herein.
In the method shown, there are four processes: 1.4, 1.5, 1.6, and 1.7. These processes are

described below.
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St andard Busi ness Code 53 54 2 Nuneric CC'S Service
Code 55 56 2 Nuneric Acct. Pure Ind. 57 57 1

wGChersaoian Acct. Sub Type 58 58 1 Character BOTS200a/018444
59 59 1 Character Stat Major Code 60 60 1 Character
[0140] In Process 1.5, using the account nunber, card
hol der specific data attributes are extracted from a
File 5 in one of the card issuer conpany's proprietary

[0139fat abasRscdseN .JanedFitdis tddredte aiitadpRaswie that RehiiesASt er
account HHD File 1.4A to form File 1.5A [0141] In

housa{o@@secﬁét hbidPa c€hRE Eeﬁ%@ﬁ ehakdla HE{W Ilﬂaﬁ“ Othb Hb@lefl'fﬁled with

code, ocatlon Direct Marketing rea
etc. cte
HHDgcﬁ g%) ﬁ)er pr geﬁ PRPEES) gf e&%l ggéer t m@%{[?rdaccggrﬁgﬁle of each
conpan ho d Ie |nfor tion and appended
CUSTOIRPT B %%6%51‘9&1% lof/io SFpi“PVé ef t%%eY[l o1thg transactiopiatan File

st andar di zed custoner nane and address information is
1.3Aexthe sellaaving isam sxpoplacr mpiadasa tablegprodutad abasesuls of Proeess 1.4:

card issuer conpany and appended to File 1.6A al ong

with an encrypted nanme key or Abilitec key to formthe

mgster custmggar 47 WO 2041e/[00163d4 PCT/ g0 4/ 0184 dhat
detmm&; FiTe T 7A The flolTojng exelj‘gl aly TRQhRric
I:l.‘E ﬂﬂs.o‘ilﬁlqtf ar ? lEﬁ; ILLG"‘u‘jjh ’:':g::l © HH I\l?OIJCI Olszﬂrle‘iC
NS e Sedn UL, Nyber 211 100 180 Numer i 40 Ader, NEmCHC
NUARSE: DUmBer 10 Nuneric 31 48 18 Character
Data Source Code 49 52 4 Character
Standard Business Code 53 54 2 Numeric
CCIS Service Code 55 56 2 Numeric
Acct. Purge Ind. 57 57 1 Character
Acct. Sub Type 58 58 1 Character
Emp. Ind 59 59 1 Character
Stat Major Code 60 60 1 Character
[0140] In Process 1.5, using the account number, card holder specific data

attributes are extracted from a File 5 in one of the card issuer company’s proprietary
databases for each customer and appended to the master account HHD File 1.4A to form
File 1.5A.

[0141] In Process 1.6, select household information (HHD zip code, location,
DMA(Direct Marketing Area), select demographics, etc.) is extracted from a File 6 in
another proprietary database of the card issuer company with household level information
and appended to File 1.5A to form File 1.6A.

[0142] In Process 1.7, standardized customer name and address information is
extracted from another proprietary database of the card issuer company and appended to

File 1.6A along with an encrypted name key or Abilitec key to form the master customer
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Acct. Nunber 31 48 18 Character Data Source Code 49
52 4 Character Standard Busi ness Code 53 54 2 Nuneric
wWQCHB/08er3vi ce Code 55 56 2 Numeric Acct. Purgecrtns2009/618444
57 1 Character Acct. Sub Type 58 58 1 Character Em
p. Inp. 59 59 1 Character Stat Mjor Code 60 60 1
Character Account Specific Data... HH Denographics...
Census Data... _ AbiliTec Link Standard Name &
databA¥d i ®s 1.78at EheHollanigRgemplaghtable Repoticat a9 8 résal b®Processes
[0143] As a result ofg Processes 1.1 to 1.7, the two
1.5, 1fd 435 pr databases used by the MR system 300 and
retained in the MR transaction warehouse 310 are
created. One is a transaction database/file (File

1 B3A-—theother—a—~eystoner—tntormptionrdatabase/fil e
(.J_I_e_l_%}sﬁ_secaum Nt dﬁﬁbﬂ%%d
nuMbENambeme dat abases dan |col9 ellat d9and Nuymgrier gct
wi_Cuostomer Nnwbeérer . Al S0, 1kl || o2her| r d0evadiunarist grrer
i hAgetrdey oNufmberrogr aphi 21  Var B@bl |es,10and Namgprient|s) can
nowche Nafsied. [ 0144] |Regerr|i nggt g Fiigur € Chdracei
eXERR fW¥ee dGQechar t af o Mt hegl Tlor  fddI|ifhardeipT|0Mer
]‘:".‘ t é&a%h‘éingsét‘:}(’fcé“ TeLs 1[0 4Te ITHTSaATHy ik ric)
| S Are) frdl |SASLL’ S ImELY etarted

selnosmice oty qoo b ol e 56, e o NUmSTIC,
cli [ AcetPurge Ind. 5T 57 i Character

Acct. Sub Type 58 58 1 Character

Emp. Imp. 59 59 1 Character

Stat Major Code 60 60 1 Character

Account Specific Data...

HH Demographics...

Census Data... _

AbiliTec Link

Standard Name & Address

Data

Balancing weight

Penetration Factor

[0143] As aresult of Processes 1.1 to 1.7, the two files or databases used by the

MIR system 300 and retained in the MIR transaction warehouse 310 are created. Oneisa
transaction database/file (File 1.3A), the other a customer information database/file (File

| 1.7A). Because both databases contain card numbers, the databases can correlate and
interact with one another. Also, all other relevant customer information (demographic
variables, and segments) can now be added.

[0144] Referring to Figure 12, an exemplary flowchart of a method for adding
customer and household identifiers to the transactioﬁ file/database (File 1.3A) and
appending detailed segmentation and demographic information to the customer
information file/database (File 1.7A) in accordance with an embodiment of the present
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information fil e/ database (File 1.7A) in accordance
W th an enbodi nent of the present 48 WO 2005/ 001631
wOeGCHseR304/ 018444 invention is illustrated. PCOASI®4/018444

1.8 uses the input files 1.3A and 1.7A to assign

custoner and household identifiers to the transaction

data based on the card account nunber on each

transaction. This creates the master transaction file
inventioh isdataRasie Frbdeke1.8.u8&)thé hplt files WUBAANEN. 1A d3sikALaitOer

and scaling processes (to be described below). Process

and hotsefoldS@ehtifieksh mfads&ttigﬁ B30t BRASES addofM number on

conpani es, such as | nfoBase and Personicx to append
nt s..and [ denD
o AR T Se%rﬁaa‘fshfﬁ iR BRI B TR e e PR R i,
dat abase, File to form data e Fi 9
used inmthp Galpachig Sca@wogﬁﬁseém é‘a“ﬁ%ffr%elR‘é@ 1’@0535 ¥ises

Abilitec key Iink that was described above. The :
custonivh ifenmation dathbdsds frameompeanian quau s birfeBastandfiessonisx to

File 1.9A, referred herein as the MR s custoner
appendigpmbais and bthebdemogdishik variablee nbiapreserntrig tienistesna databases to

processes as described next. [0145] Bal ancing and

the cusBsAdr 1Hf3rr[19c§04"ﬁiata_5g§‘e PRXY 7ACtd fokthYddtsbds oPRII&MOA. tTfs is done

database maki ng thé transaction data in File
e G HEA S B ERAGH or me

Vs SR B BRI 15 £ B i s e

custoner/ household in File 1.9A (the MR s customer
MIR’sgastamasdatabase, is alsaiesed inthe Jplentingeandsealing prpegsses asdggeribed
customer distribution has tq be conpared to an
next. overal |l consuner distribution. Then, a weight is
assi gned based on whether the representation is over
or under a particular custoner segnent. For exanple, a
wei ght is assigned to each of the

[0145]f]?|€§glpcr§?ga§{dfs%gﬁ&hol ds in a segnent to nake their

_ ISactr ons unt | ess than those custoners that are
in n
[0146] a Sﬁ%anX% acttlt\]n@c;' 1sI t% bléllpa(rjlger tlile Bgtg%gsnet %dg mﬁqng the transaction

data in File 1.8A representative of the general population distribution. As noted earlier,

the card issuer’s customers are a skewed sample of the population. Therefore, a weight
can be assigned to each customer/household in File 1.9A (the MIR’s customer database).
In order to calculate these weights, the customer distri bution has to be compared to an
overall consumer distribution. Then, a weight is assigned based on whether the
representation is over or under a particular customer segment. For example, a weight is
assigned to each of the customers/households in a segiment to make their transactions

count less than those customers that are in a segment that is underrepresented.
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WO 2005/ 001631 PCT/ US2004/ 018444 [0147] The foll ow ng

exanpl e shows how t hese wei ghts can be cal cul at ed.
woabswoissshows how by geographi c segnments, howpPCaUS2004/018444

hol ders are distributed based on education |evels.

This is then conpared to how the popul ati on (using

I nfoBase) is distributed by geographi c segnent by

education level (Table 2). Table 1: Card hol der

[0147Di stri [k ifslbwik@ethrsls Heiws Howsthes¥Brei&ad carl B dalculated. Table -
Di stribution Segrrent I nfoBase Denpo (Ex Education) a b

o o TSRS S Al L 2

; . 0. 60% 00 49
ccucepoRZS15. 9950 ‘6%1?“250“’?6‘%3? AT pgzeﬂla@ et 500,
.2 é‘g 30% 2720 40% 6, 78700771707? Tabl e 2: | nfoBase
distrilaytediby 2eegraphidssewsni by qdveationterel Orible®obase Geo
‘ Distribution--Credit card Geo: DVAL HHs) Segnent
Table] InfCablseddgddistribBiorEducation) a b Cd e Total 1 HHs %
HHs %ChiddssfeHHs % HHs %  HHs % 1 1, 000 1. 00% 2, 000
2. 00%dst&br 1. 00% 2, 000 2. 00% 3, 000 3. 00% 9, 000 9 2
Geo: DPMAPDREM0R. 000 2. 00% 1, 000 1.00% 4, 000 4. 00% 4, 000

Se gmént0 0% k58hsd %H%A(Exmucation)

a b c d e Total
HHs % HHs % HHs % HHs % HHs % HHs %
1 20 1.00% 100 2.00% 200 3.00% 400 4.00% 300 5.00% 1,02015.00%
2 5 0.60% 3 0.40% 8 1.00% 49 6.00% 33 400%  81612.00%

70
Marginal 340 5% 340 5% 1360 20% 2040 30% 2720 40% 6,800 100%

Table 2: InfoBase Credit Card Household Distribution
Infobase Geo Distribution--Credit card
Geo: DMAL HHs)
Segment Infobase Demo (Ex Educatlon)
a b C d e Total
1 HHs % HHs % HHs % HHs % HHs % HHs %

1 1,000 1.00% 2,000 2.00% 1,000 1.00% 2,000 2.00% 3,000 3.00% 9,000 9
2 3,000 3.00% 2,000 2.00% 1,000 1.00% 4,000 4.00% 4,000 4.00% 100,000 14
70

Margina 10.00 10.00 20.00 30.00 30.00
1 10,000 % 10,000 % 20,000 % 30,000 % 30,000 % 100,000 100

[0148] Table 3 shows how for each cell, the right weights are calculated. For
example, for cell 2a, the card holder distribution has 0.6% of customers in that cell (Table
1), the population distribution has 3%. Therefore the weight assigned to each card holder

50



Mar gi na 10. 00 10.00 20.00 30.00 30.00 1 10,000 %
10, 000 % 20, 000 % 30, 000 % 30, 000 % 100, 000100 [0148]
woas@oB3shows how for each cell, the right webgius2@am18444
cal cul ated. For exanple, for cell 2a, the card hol der
di stribution has 0.6% of custoners in that cell (Table
1), the population distribution has 3% Therefore the
wei ght assigned to each card holder 50 WO 2005/001631
in celP@B A4S0 4). 04184,48e péntra@d fadior is500 (B05)6)ThisAé 68d ih bR
scali EdsatHapR CB@&E@ {n the nE8QedtRA0Gha)is, kbt Sarll ﬁol‘d&e’ ) sbé}nent
2bisk valéﬁﬁb 1608 cHsBMERS Tthl%@ttvdg (E Q‘iﬂ Qe Bsl @d{b
t
e

custo! holgl?r?hl%ggAia%gls ueﬁle?%es e (z%.rﬂl s%? or 2 arcﬁén data.

cust onmer/ househol din File 1.9A

- "-w.—-‘n "-; 2 =Tala ne ansaction
Welg&h@abe apphes to Gard Eﬁll%r?‘disﬁ’gle& Hdnetration Factors Wi ght
to be applifebhse Pe®ar d | ssuer Customer HH | nfobase
Segmidaho Segndin EquestiGigucation) a b ¢ d e Total Bal- Bal -
Bal - Bal a Bal - Sal b Penet- arci ng Penetd anci ng Renet - Total
anci ng Pengi anci nggenet - an@ang Penet BaRrci ng Bal- Bal-
rati @gndf€iafiding PehaD a}ﬁhg Ipehét 'aﬁ&ng\é’eﬁ& lafih E"Pe\t’l\@l’- cing Penet- ancing

Ir:gf:lt %ﬁého\ﬂé ;y@é'i%ﬁ %ﬁcﬂ% gﬂ hratu!&:rf"qgaglé &Pt\gélg %efgh ration W'elgh
. 00
66 6

6) é Factor

8.82 060
A i
% 17609 Ol\/bé . 81]%56(%2 §% Q 71 3 0 12255 1.17
14.71 1.00 11. 03 0 75 14.71 1.0 [0149] Referri ng to
Figure 13, an exenplary flowhart of a nethod for

eqU|va ent

70
Marginal 2941 2.00 2941 2.00 1471 1.00 1471 1.00 11.03 0.75 14.71 1.00

[0149] Referring to Figure 13, an exemplary flowchart of a method for
determining the weighting factors in accordance with an embodiment of the present
inventioﬂ is illustrated. Using File 1.9A (the MIR customer database) and a file derived
from Acxiom’s InfoBase and Personicx databases (File 8), Processes 2.1 and 2.2 create
two files that give the counts of customers/households in each segment. Specifically,
Process 2.1 summarizes the number of transactions households using Personicx cluster
code, DMA (Direct Markefing Area) and income. A transactional file Personicx, DMA
and income summary file or database (File 2.1A) is created and contains the following
attributes: DMA, Personicx cluster code, income, and number of households.
Specifically, Process 2.2 summarizes the number of InfoBase Households by Personicx

cluster code, DMA and income. An InfoBase households by Personicx cluster code,
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determining the weighting factors in accordance with
an enbodi nent of the present invention is
wokbassiated. Using File 1. 9A (the M R cust onePCT/US2004/018444
dat abase) and a file derived from Acxionis |nfoBase
and Personi cx databases (File 8), Processes 2.1 and
2.2 create two files that give the counts of
cust oner s/ househol ds in each segnent. Specifically,

DMARA GRS eZsuriatiity drzR&bhREFIIPDDAN iDdredté BuiribohiaRShe
househol ds u3|ng Personicx cluster code, DVA (D rect

follod}{ﬂé KRLbRGs: 'ﬁ%?/p\ @M@ﬂ& code, tiﬁc%ﬁﬁzaﬁﬁd ARaber bF h&lseholds

sonlcx I ncone sunnary ' e or database
.o File [ d an e
1015°it 2 Bl A% SR BTN Z%m%aés%ﬁ"éﬂ&zw the
nber of households Specifically, Process 2.

above ARl ablos hansh ahioe pachieelin Ppssiseal BioRioEsS »Zeﬁscomputes the cell

Personicx cluster code, DVA and income. An |InfoBase
percehiags whishatgudly thedwousehpids ircd calk (for RMde PesonivgOcluster and income
2005/ 001631 PCT/ US2004/ 018444 DVA and i ncone sunmary

rangek) digided byl HeabmbkousEhdids i DM\, isstraisactiond] iowdeloddiéedl weights
the followng attributes: DMA, Personicx cluster code,

file of' c‘ikﬁ&’dﬁ@e (Pfﬂédz U0 efeall aRPLSRRAM M8 folldviAe HhritkthQe BIERS

.4 corrput e the distribution (percentages)

Pefsoewwfustceggsﬁ?% e A R a8 B Bl s,
per cent age equals t he hou oId a f
Procespc4 CP@PEEﬁV@J Eq k Gl Bergntage BRich 64 %‘a&e) E’?\? S%g?lds

the total households in DVMA. A transactional household
with g efetlit wesidgieell (for PMAp Persanigh aluster md incomayngesy disiidedtbydhe
and contains the followng attributes: DMA, Personicx

total BifoBdse hoaeHelds imbddhe, Amanizxetiorad hbwsebal ckld sieightsdile et |
percentage. Specifically, Process 2.4 conputes the

databhé'éf @ ﬁ@QQlAQ g4 breRBY SRIGoASEnHE FalloRaRdtEHubs: DMAQ BRssonicx

ouseho ds wth a credit card in cell (for DVA

el I PR g D
2.
fles (300 55 opi £ shin et TR0 5l rfifthe o

Per soni cx cluster code, incone, nunber of househol ds,
weighta that weesshown die [Trblp i thsreheee exam@leout put

[0151] Process 2.5 computes the cell balancing weight for each DMA by
Personicx cluster codes and iricome ranges. Specifically, Process 2.5 computes the cell
balancing weight which equals the InfoBase cell percentage (DMA, Personicx cluster and
income ranges) divided by the cell percentage (DMA by Personicx cluster codes and
income ranges). An InfoBase household cell weights file or database (File 2.5A) is
created and contains the following attributes: DMA, Personicx cluster code, income,

number of households, and cell percentage.
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files of Process 2.3 and Process 2.4 are then conpared

in Process 2.5 to conpute the weights that were shown
wonoosabia13 in the above exanple. [0151] Proce®B6TAIS2004/018444

conmputes the cell bal anci ng wei ght for each DVA by

Personi cx cluster codes and inconme ranges.

Specifically, Process 2.5 conputes the cell bal ancing

wei ght which equal s the InfoBase cell percentage (DVA,

[0152]Per sorpr6eessh 43h&l a S%Aﬁhs thdd6 WFEhEADIESMIRIcitoRer @cﬁaﬂa@é
cel | percent age ( by Personicx cluster codes and

(File 1! | 9 PG ta ;cgg%t/p&gg?@gg,&%a fr%e%} egé& 104 % S e
augmemﬁsﬁfs%»és%ﬁ%ﬁ%@p ot SRR o LBl % e

WO 2005/ 001631 PCT/ US2004/ 018444 [0152] Process 2.6
table of Kde\28fpends these wei ghts to the MR cust oner

dat abase (File 1 .9A) such that each

cust oner/ household has a weight attached to it. This
augment ediieldt abase i|s Stdie jouEqilt | Lehgthqr Ehdtmabage
P HiANuddwer f ol | owt ng [i s 1an jexegpl aryig t dbi@nédic F| | €
y : art End ngt h>For maty;q HH ] 1 10 10
utﬁ%ﬁiﬁh&ﬁeﬂw N “;U,%-f ?.i.h%g ?\. I\%Lgllﬂ II%Q\%[ Se g.
B3t oci o Sourloo bod 18 o5 Aiends GivE:
satmseucHtedhess Cade4%3 5452 Nunefti ¢ | Chapastssor vi ce
Cotmdanl Bgirespiady i ¢ Abct|. Pérage | Ad. |SYurggric :
CeCI8 Seevice Godet . Sub Type 58568 (I Char gd¥wneric
Acct. Purge Ind. 57 57 1 Character
Acct. Sub Type 58 58 Character
Emp. Imp. 59 59 Character
Stat Major Code 60 60 Character
Account Specific Data...
HH Demographics...
Census Data...
AbiliTec Link
Standard Name & Address
Data
Balancing weight
Penetration Factor

O\ =2 —> NN N

it |t | et

[0153] Referring to Figure 14, an exemplary flowchart of a method for
determining the penetration factors in accordance with an embodiment of the present
invention is illustrated. Starting with the count files that were created in the balancing
process (Files 2.1A and 2.2A), Process 3.1 computes the penetration factor which equals
the InfoBase households with credit card (for DMA, Personicx cluster and income
ranges) divided by the households (for DMA, Personicx cluster and income ranges).

Process 3.1 creates a penetration factor file or database (File 3.1A) containing the
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Emp. Inp. 59 59 1 Character Stat Mjor Code 60 60 1
Character Account Specific Data... HH Denographics...
woensue1d3at a. ..  Abili Tec Link Standard Nane &paudisems/ 018444

Dat a Bal anci ng wei ght Penetration Factor [0153]
Referring to Figure 14, an exenplary flowchart of a
nmet hod for determ ning the penetration factors in
accordance with an enbodi nent of the present

followinp weAbiitedd DMAL Pérssicagiader cotl@ihdong:, WirthbBer dfdoasholds,
files that were created in the bal ancing process

penetratibh fRSor2: 1A and 2.2A), Process 3.1 conputes the
penetration factor which equals the |InfoBase

househol ds w,t.h credit ..card (for Per.sopi.6X
01541 7 5t BP0 it P (et datos g B MR ehol as

(for Per soni cx cl uster, and, | n¢co ranges) -
househp{dza&egwsuﬁoreﬁrém%@ 234 BRRBRFEIFigH! Fig bese UpPD Shegp the

dat abase (File 3.1 A) containing the 53 WO 2005/001631
DMA, Paspnise dosteioagls 4nd InffoBassnemezanges ites: 6A Bvhoutputs the file

Per soni cx cluster code, incone, nunber of househol ds,

(File 3 paneThafdllowingis o kexerhflafy4dblPoDEWS324: 2 t hen appends
the penetration factors onto the MR
househol d/ account/customer master and bal anci ng wei ght

| iles ba%?el&pon The TR e BT SIS %ﬁnﬁétUSt er
" X |l1,a; fntoBase— COME 1angeS T Fhye 20A clillu' out puts
t.be\I“cerfE:!c?,Z‘ Thra—-piH w..'Q:" llﬁieé)(('e.'plary
1 mer Nm\nlbgr a2 o | 11 20 18 ' T Numeric

Acct. Seq. Number 21 30 10 Numeric

Acct. Number 31 48 18 Character

Data Source Code 49 52 4 Character
| Standard Business Code 53 54 2 Numeric

CCIS Service Code 55 56 2 Numeric

Acct. Purge Ind. 57 57 1 Character

Acct. Sub Type 58 58 1 Character

Emp. Imp. 59 59 1 Character

Stat Major Code 60 60 1 Character

Account Specific Data...

HH Demographics...

Census Data...

AbiliTec Link

Standard Name & Address

Data

Balancing weight

Penetration Factor

[0155] Process 3.3 takes File 1 .9A, adds the relevant weights to each transaction,
and also computes adjusted transaction am@unts (amount*balancing weight*penetration
factor/ for each transaction record). That is, if a transaction was for $15 and was made by
a customer that has been assigned a weight of 2, and a penetration factor of 5, then that
transaction represents $15%2*5 = $150 in spend. These factors, attached to File 1.9 A, and,
File 2.6A (MIR customer information database) represent the core MIR transaction
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Field Start End Len Format HH Nunmber 1 10 10 Numeric

Cust oner Nunber 11 20 10 Nuneric Acct. Se g. Nunber
waRoddoid31 Nuneric Acct. Nunber 31 48 18 Char aBCEMUS2004/018444

Dat a Source Code 49 52 4 Character Standard Busi ness

Code 53 54 2 Nuneric CCI'S Service Code 55 56 2

Numeric Acct. Purge Ind. 57 57 1 Character Acct. Sub

Type 58 58 1 Character Emp. Inmp. 59 59 1 Character

warehcdisaB 1 VRiferinatioal eha6 G B8d for Ghaya&t Blie a bndSRAGIHt Sre
Data... HH Denographics... Census ta... AbiliTec

then s&hrﬁ&z%ﬁt%?q}% RoulseRd Fﬁbd?gg{fﬁéﬁ (l)(ﬁ:)Dat a Bal anci ng wei ght

Penetration Factor cess 3.3 takes File 1
. 9A, ds th hts to each transacth%pe,

rel evant wei >

101561, 1" o £ Sl RS SO e mietis (g Heombiie

(anmount *bal anci ng wei ght *penetration factor for each
customer FRstgEdate Ry hewsshelyl numbeg; compute pdiysted speadingi(Omonas™ f or

$15 and was made by a customer that has been assigned
Balancing\®ieight * peneratiam thctorpfon edchat¢onds shoriapize adjusied speading by

that transaction represents $15*2*5 = $150 in spend.
househble &Rl thechit key;ahl aaRhdhBtelishéding®y: howséhold and merchant
key file containing the following attributes: household number, merchant key, merchant
zip code, merchant state, MCC code, and adjusted spending.
[0157] The next two processes (Processes 3.4 and 3.5) are designed to scale-up
the total spend amounts to represent total relevant consumer spending. While these
scaled-up totals are not required for relative comparisons, they are necessary if any
consumers spend total information is shared with clients. Process 3.4 computes the
scaling factors, e.g., MasterCard and Visa scaling factors, computer the scaled spending
amount and summarizes the results by (merchant state and MCC code). Process 3.4
computes scaling factors that allow the total to represent total credit card sales. This is
done by using spending information, such as Visa and MasterCard spend information
(Files 9 and 10).
[0158] The specific steps of Process 3.4 are: merge the MasterCard and Visa sales
files by merchant state and MCC code and summarize sales; merge the adjusted spending
by household and merchant key file and the Visa/MasterCard sales together by merchant
. state and MCC code; compute MasterCard/Visa scaling factor for each merchant state

and MCC combination. The MasterCard/Visa scaling factor equals the MasterCard/Visa

sales divided by the adjusted spending; compute MasterCard/Visa scaled spend which
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File 2.6A (MR custoner information dat abase)
represent the core MR transaction 54 WO 2005/ 001631

wWOQaHsWek304/ 018444 war ehouse 310 i nformati on POEUSRE®4/018444

used for analysis. The adjusted spend anounts are then
summari zed by the household and nerchant key. [0156]
The specific steps of Process 3.3 are: nerge the
transactions and the customer master data by

equals liesRiRod dbpendihetimes thediseer@alidgis e statipg fdtor gsupAn@izet  *
Bal anci ng Wi ght * penetration factor) for each

Mastexrc%&w%a sHEIEehd By AtbrdhahEthts ROk, aﬁlpdiléﬁ@ﬂ{ed and

nmer chant key; and create adj usted spendl ng by

Masteljf&#?’@ mlsgalgg JI@I r%ﬂ?é?ltc ﬂﬁec)é dfa ggsejggé §|4Bxl)rggnt§im? the

utes: ouseho ey,

mer chan zi p, code, and
following; HARA Speklnr aate[ g@%’vgfo h aﬁtsséfar@f%%ﬁf:%e&fé@gr and
ég;ocesses 3.4 and 3.5) are designed to scale-up the
MastenCgrd{Visgsealed speadint s to represent total rel evant
consuner spending. Wiile these scaled-up totals are
[0159]not r €fhe nextischlitig faetoais tu go Cranperedis ond spérday tétakrelevant
necessary if any consuners spend total information is

consurﬁéi%?@ﬂh mldlﬁulﬁg ea%,ﬁtamlPreaq eTRis s dorRANPHIRSs 1.5 VheRGoY &Y

ors, Mast er Card and Vi sa scal i ng factors,
govem?%&"fféfﬁﬁw%*“%ﬁ%??t GoBRRA0G BT (O AT AEAH)S

onmput es, sc fa tors that,all.ow the tot to .
are usqdég‘r%g@aﬁfﬁ a2 Gy i S nd S S0 . ol s
usi rljg\fspendl ng i nformati on, such as Visa and

3.4A apd 3156y ctain facions. orheesprafic steps ofdyoeesadd arg mergatinag]

The speC|f|c steps of Process 3.4 are: nerge the
Mastedasd/¥is@acalingrfdctdf eferamk dide with thedJ By camsuscliaato ematsare givch
MCC code and sunmari ze sal es; nerge the adjusted

cross-eReddt fide bPineRamniahed @ a86igh fRICEHAR regdi®); thérge tidslisefrom

Vi sa/ Mast er Card sal es together by merchant state and

sep 1 EIROEC CATRDOCIRR| 5 SNk e L Bl e
by MC{@ rt%% gg/ §gor§ecs%lnlldju9g ltlgxfég Coded ul?rlnrsnmt‘lgeeMasterCard/V isa
scaled spend by census region and NAICS codes; merge the results from step 3 with the
DOC U.S. spending estimates by census region and NAICS codes; for each census region
and NAICS code compute the total consumer spend scaling factor which equals the DOC
spend divided by the MasterCard/Visa scaled spend; and create the total consumer spend
scaling factors reference file or database (File 3.5A) containing the following attribuites:
merchant state, MCC code, census region, NAICS code, and total consumer spend scaling
factor.

Referring to Figure 15, an exemplary flowchart of a method for periodic processing in

accordance with an embodiment of the present invention is illustrated. The methods
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sal es divided by the adjusted spending; conpute

Mast er Card/ Vi sa scal ed spend whi ch 55 WO 2005/ 001631
wOCHIsWBp304/ 018444 equal s the adjusted spendi RGTHUSRES/018444

the MasterCard/Visa scaling factor; summarize

Mast er Card/ Vi sa scal ed spend by nmerchant state and MCC

code; and create the MasterCard/ Visa scaling factor

reference file or database (File 3.4A) containing the

describ&@ AWk Bikafdlthé Woigh®Sind PRIGHBAL ars uddPon Mpdridarsiusis to
Mast er Card/ Vi sa scaling factor; and MasterCard/ Vi sa

suppl%? Al Bl G ltnq i/@ﬁ%%)ls gﬁﬁ) @?ﬁé%l%tﬁ‘é ?lé n@ch@é%téf)f nﬂ iel Qse¥Phe

onrcre spen evant uner
| udi h, h
four £ et g B bR P B%f‘ﬁ%ﬁ@h‘ig 4 a‘éfﬂalg
data sources such as the rtment of Comme )R
factoraprd gigps & gaiabigor Bilatar th@t is aic{eéroe atﬂﬁrlror%weflﬁ i @6&@

and census region. Qutput Files 3.4A and 3.5A contain
transatties warehause 330 afihthatg@agio e usedpy MIR fRorndend sIn3hg prefesred
nmerge the MasterCard/Visa scaling factor reference

embodidedt, thd MIR Bnddcifon waeBsiSe A1 Qissubpletened Sn hagieRly basis.
Cross- reference file by merchant state to assign the

r i
The oI e Ao LERAT R ACPUR A bin do Yl

oo SR O s ST PR

scal éd spend by census re and I CS c
onto qaﬁbtraeeamqrsrerqrénmgrg@ oo &Sﬁ’mrrh@e et Ve &Mr‘dreﬁ ard &
esti mates by census regi on and NAI CS codes for each
Visa selisg factoe gifemncedfild bjnieGsantotase sehME@cadedo pppeat the
consuner spend scaling factor which equals the DOC
Mastér0aRridvida ydatiag flyorioh®d dybls trasaetio/rvécrd; megk de rspuis dronathe
create the total consumer spend scaling factors

secon?gf ?rvﬁﬂf:@le kdthiEoRburtid spdSRallp! thétoPreBNince @M By MlcRBiaitiitute

omnng attributes:” nerchant state, MCC code,
and hi@glcpie Ig%r?d th'e\%&ac\l’?oﬁs%gn%r sféﬁg lgaeﬁfn% fa&@ﬁ&ﬂggﬁchm tion

ef'erring an exenplary
flomchart of hod f.or er| drc ssing.in
record; compute for each recorcs the proj ecte spen om% quceh equag tﬁe amount

multiplied by balancing weight multiplied by the penetration factor multiplied by the
MasterCard/Visa scaling factor multiplied by the total consumer spend scaling factor;
append the projected spend amount to each transaction record; and output the following a
transaction record having: record code, account number, MCC, sale date, amount,
merchant (Bin num;ber), merchant zi‘p, merchant location (state), POS entry mode,
merchant description field, standardized merchant name, standardized merchant store

number, standardized merchant city, standardized merchant zip, city proprietary

classification, customer identifier, household identifier, balancing weight, penetration
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accordance wi th an enbodi nent of the present invention
is illustrated. The nethods 56 WO 2005/ 001631

weOeCHssRB04/ 018444 descri bed above create theragiughiog/ 018444

and factors that are used on a periodic basis to
suppl enent the data in the MR transacti on war ehouse
310. Process 4.1 applies uses the four factors that
represent the bal anci ng wei ght, penetration factor,

factord MhstePCarl WasaSealingictof, AGthIoBsui spetidiehingdfaciat, pasededr
ile 4.1 Athat is added on a periodic basis to the

Spen%&n%;ﬁ{@?%ﬁé&%rﬁﬁﬁ huse 310 and that can now be

ront-end. In the preferred enbodi nment,

the MR transacti on warehouse 310 i s supplenented on a
weekly basis. The specific steps of Process 4.1 are:
nmerge the transaction data file with the custoner

[0160fPenelCagdit a file by househol d and append the bal anci ng
wei ght and penetration factor onto each transaction

[0161] ecor d;Whike the trahectiaswintouse 310 inkhides ratsagticagnformatianread
MasterCard & Visa scaling factor reference file by

custofef fifariiatish, ah@e aretheldrl] daeterhéntodaese filker ehhdice tHeamtlie
Visa scaling factor onto each transaction record,

of MIEE 5&h Js:f)?ocfu@ts%gtiiﬁ t%nr ﬁ’:iﬁs%&i%ns SRCQBOnRE %Ritﬂﬁe}s,rbt% ;@né ot

coénsume spend scallng ractor reference file

ner cha tate..an code to append &h
reatuff5 E AT iy AP S3 Bet S RERE R AR B
record; compute for each record the projected spend
specifigranheaFaat ing Goaguaer faneh gochgiﬂ 1155 i gone through the
bal anci ng wei ght nultiplied by the penetration factor,
Panehidrtl icpinpentnb§3Q (égura/B) tleadditian, \vasbmewhers san epidn epd provide,
mul tiplied by the total consuner spend scaling factor;
via weppesd ihtbrchémjbeth ealimfenihfamation atddepetpurcimssdatailsqp.g.,
record; and output the following a transaction record

SKUQ@H@X).Bﬂ?l:enﬂ) Eé‘ﬁf:ﬁiaﬁ@cﬁzir ﬁﬁ%&ﬁri%&?f&%beciﬂ@@edﬁ 3hrd tAaéaRtions.

rchant (Bi'n nunber mer chant zi p, merchant

i RER1 4 PGy R LB TR S it s
o FErchart FLOLS, DT oS00l 02
proprietar classification, custoner identifier, .
uniquecand gowkerful igdustiyfand purchase £ACEery sedifininsighisn die selpgien and
construction of the panel questions are tailored either by the information needs of specific
MIR clients on a more general-purpose basis by the MIR management. The panel
questions can be influenced by any aspect of the specific transaction (e.g., industry
segment, amount, day, location, merchant).
[0162] Using web-enabled interaction, each panelist is expected, on a periodic
and frequent basis to provide either additional purchase detail, or answer a brief set of

questions. The web tool is designed to simplify the process and to prompt the panelist for

relevant responses. The panelist can be motivated through a reward system, e.g., a free
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57 WO 2005/ 001631 PCT/ US2004/ 018444 factor,
Mast er Card/ Vi sa scaling factor, total consuner spend
weceadsioogs3i act or, projected spend anmount, and pPOTASREA/018444

transaction. [0160] Panel Card [0161] Wiile the
transacti on warehouse 310 i ncludes transaction
informati on and custoner information, there are
several data elements that can further enhance the

wallet Ustigbiefor Bikir Mnfdly, auaRata andEsmblete itfoiraiation f The panelist’s
transactions and custoner attitudes, etc. One of the

enrollnfu%@(:éﬁ Beuaé tHerhﬁpMpBaﬂes‘ofathiﬁ” aftelihints ttHatEWiiﬁ e;ﬁéﬁd@ the MIR

client’s needs'in a flexible, purchase specific and
ea { S [id.n
system%‘m% n%nss B SR B B e el R Ao RS
3 dition, card penbers can .opt-i.n_ and

Othemgﬁe ar%leﬁpau%@sbégl@& Fihcrnapelisty” gAmesde FF“EfE&'FPPSQt ive

|nfornat|on and deeper purchase details SITU,
[0163]depar tThereombpuing oicthe aanel date wathrotiey M&sefonnafg@m@cbmploy

specific credit card transactions. This increnental

statistige ezhniqoé ot in thecatitohratclogduigrepllicallyeandalenigyaphicalipy s
. With scanner information, purchase information, and

&mﬂaﬂl’@té& b coé@hé@b B@arﬁi@ﬁiﬁﬂfrﬁ:ﬁhd)r? arftfdata ot bARE Bancl Yegtifes
and powerful industry and purchase category specific

the apﬂrg\g‘e{l ?Hh% co;[%e © ﬁg &{rg %s@l?g 1ns?1gﬂi%£1 rcya?ltﬁ l.tnl'lﬁcrggs@(gs

| ONs are ore he in orna i on nee

usage %ﬁa@ie B fkﬂéeﬁw ool ARSI CHPIRG recriiaied Eors BRtRGS 96¢ exdsting

be |nfluenced by any aspect of the speC|f|c

portfoliq errps Pextiod A SR@I’%IZ@d fqeyissionprogfagnent , anount, day,
| ocation, nmerchant). [0162] Usi ng meb enabled

[0164]i nt er eRJafemng teBighrepln e blosk diagrasx peah MIR consampepanstli ¢
and frequent basis to provide either additiona

mfonnahl&m«aé@s gRdchicd byhe pReIGEd Sorpdreht $80 iPhccoftl#nss Wihan
he web tool is designed to sinplify the process and

ey Pl GOS0 T
starts mﬂ‘ga cargholder maqqng a purchase with his/her card. The purchase details are
then transmitted to the MIR system 300. The purchase transaction is stored in the MIR
transaction warehouse 310 (or MIR warchouse server 420) as described earlier. When a
client requests panel information, the client selects a model, the appropriate panelists are
linked, and the transaction questionnaire is generated. The target panel questionnaire is
transmitted to one or more cardholders. The cardholders accesses and responds to queued
questionnaire, e.g., using a web-access and email communication. The questionnaire
responses aée then sent back to the MIR system 300. The questions and answers from the

questionnaire are stored in a database residing in, e.g., the MIR warehouse server 420.

The questions and answers are combined with transaction, other panel and scanner data.
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"opt-in" agreenents that will provide the MR system
300 with rights to use of the data, but will also
detail limtations that could otherw se hinder
participation (e.g., sale of the panelists' nanes to

The datd ik chepidvidgl)to tHetln] e khehcaivht aucageothe ha vitathe! MRt a
with other MR information can enploy statistical

systeﬁl%@hrﬂxbﬂg%ﬁ)e{%BHéA’QoﬂnBu{ePe art to match geographically
dermographi cal I'y SI mlar clusters of consuners.

[016 Canner efenf or Srn % 1agrra9nn1ﬂ)t0r}>q“rat gcjl %ar eted card
equ r& rPﬂ% E consuner . g
I sSsui ng instituti on C {)16 it fromincr eased usage

Proceghih AeStdeeg AR P BRI Atpd e preentinyengion is
recruited fromeither the existing portfolio or as
illustyatad; Asfshawsytbe dptamie questiquaaitetstloetiqn prgeeasrean ipglgdp general

Referring to Figure 16, a bl ock diagramof an MR
purpdse qacsieningdenedics 1730p¢lreat-specifiertopies 57 1 aansaetibnbdata 1840 as
panel card conponent 330 in accordance with an

descrﬁ?éﬁ RER1RY, ﬁn@ﬁﬁﬁfjbdﬁ R4rdR61dEAR e 750, EBIRIMAIR Ry éth 'p%afe% and
| Tustrated. As shown, the process starts with a

transr?lﬁg g@a?foge%r ta@e@@c&g%&ﬂ%ﬁ% ﬂé?nrsan s%] Jt? tpﬁfaaﬁfs Fbg Rﬁlga{%d based

chase d to t
stem 300. Th urchase t.ransaction is ored in the

on thﬁ% RSSPPURRS  BERCUSIS i B G084 51 P o iF M&mﬁ%m}ﬁ&e find

server 420) as described earlier. Wen a clie
preferabljinsesive fotastad, dyiaprieaedstpnnaipe I@nhemefeé@ﬂ@mb@dlanent the

nodel , the appropriate panel.ists are |inked, and the
questidraa'saht;lwes puikeddvwomenus: Sanplgarstiatsedn inthalet whaytelse did

panel questionnaire is transntted to one or nore

you i PRI eIl ohlE iedr FHuHUEKS whes RDEKIS/caRHop SRR Rdhere@lse
queued questionnaire, e.g., using a web-access and

i{Blob; SRV (RefeleRSRORNE A Y6

doy en sen q%%%ﬁe %% s?gﬁﬂeﬁ&gﬁgp% he quest| orl1sl"y "
syer s fromthe questionnaire are stored in a

pay,&rg@gﬁ@%ge YOLRTEHASG S, e.g., the MR warehouse server
The quest | ons and answers are conbined with

[0166]r ansadteferrng & Rigurepkss a blogk diageamm aEthe gape] camdglata resource in

accordance with an exemplary embodiment of the present invention is illustrated. The
figure illustrates the different data pieces in the overall data model and how they are
connected. The data model for the panel card is related directly to the primary customer-
transaction-merchant data structure detailed in Figure 7 (data sources 2, 3 ,4 in Figures 7
and 18). The panel information environment (data sets 13-17) refers to the data
architecture of the panel card specifically and are linked on customer, merchant and
transaction based triggers to each other and to the MIR data wmehouie. The specific data

elements of each dataset are highlighted in the boxes at the bottom of the figure. Each set
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WD 2005/ 001631 PCT/ US2004/ 018444 The data is then

provided to the client, e.g., the client accesses the
wdav@/mwiait he M R system 300 using a personal eomuSk@a/ 018444

[0165] Referring to Figure 17, a block diagram 1700 of

a tailored, targeted card process in accordance wth

an exenpl ary enbodi nent of the present invention is

illustrated. As shown, the dynam c questionnaire

of quesﬁbﬂqmmemmsluemnhﬁﬁéslng gaRERA linked kdpaelists (13),
questionnaire topics 1730, client-specific topics

d b and
Pand;il’é@rln%é?%é@%% At N hn
t.s a tail red ted uestionnaire.
belonea??s LR dirar g %Lfe%ws%%a“ﬁgﬁ Tipked tp @
transactions. Panelists can be aSSOCIated W th one or
card Gystomep a0 sapMInaiesdransacipay a3 sgt ofanerchants. Hhqserdingly, each
dynam ¢ questionnaires. In the preferred enbodi nent,
questionevithijn e guéstinnrmineds ¢ustoimidessandubiited m/\mpmﬁsrs;ardsmpmr- The
guestions can include: what else did you buy; provide
compittibaiof therjuastionhaire iy aucked wgd the pahelist voewadyae deteapined
agai n; where else do you shop; what did you purchase;

based¥ifthe %rﬁbiﬁ%’dn M&Wn@%eﬂéﬁd&%ﬁﬁ%ﬁ&d RO Vinidiifksy BFthe PAY;
what didn't you purchase; etc. T10166] Referring to

[
avestpfgfeotiog accé%aagé&%%&&% aﬁgsiaxrg %na@t@%ﬁ!bqﬁ‘e%m with
of the pres vention is Ilus ted The
experiqnes RmEd B Dt 4iet B B9eEHE P %ﬁeﬁ. bl a5 menes %%\9% the
data nodel and how they are connected. The data node
respohssy pro¢rss prchenly sedevant greptigngpradpaged tecthe panelist he pri mary
custoner- transaction-nmerchant data structure detail ed
The featudes grifunctlonatintof tikopamelbsar®appication sanfdudedsngitudinal]
18). The panel information environnment (data sets

prograsr al-t@naﬁﬁéseéo%tatc@n{aﬂaﬁgeﬂ@h@featﬁfe@ hinb@edtiohsl tedhniqgues, Bad €l

card specifically and are l'i nked on custoner, merchant

trlgg%ﬂgeliﬁtnhﬂy g@‘fotnk.oﬁxﬁgﬂgsdoﬂ%éﬂﬁﬁﬁd P@gc date?ﬁd?ﬁ%sé %gﬁ?é g g?e-

time %%?Qyo%aatgﬁ Sc?str]aeggref?igglfz ent gsflil%g @.IPCI? 8@2'?16 %%%gm}lg %)Qnel to

understand specific customer behavior. Preferably, panels do no include survey

interactions. Contact management features can include application features that manage
and control customer interaction through tracking of questionnaire volume and response
tracking to ensure quality. Motivational techniques includes techniques to maintain

customer willingness to participate in the panel. These techniques can include means to
ensure that transactions are maintained or increased for panel customer participants, that
questionnaires are answered with a high enough response rate, and that the responses are

in a timely fashion. The triggers/selection options refers to ways in which customers are
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WD 2005/ 001631 PCT/ US2004/ 018444 of questions (16)
are linked to questionnaires (15), which are linked to
woaneliosiss (13), panels (14) and a dat abase CORC®IUSR0VE/018444

the answers (17). That is, each panelist who bel ongs

to a panel and who receives a targeted, dynamc

guestionnaire, will be linked to a card custoner who

consummat es transactions at a set of nerchants.
selecteA¢eriattidigition iIepaRls @uastyObusyd dmihRirdifote i teamsaitioas hsd

custon zed and routed to a panelist card custonmer. The

real tuﬁé)é”%hﬁtthé%%ar?fnlﬁaﬁ@a guaabipneai re is tracked and the
panel1st’s rewards are determ ned based on the

[0167]??@: Flﬁltgléagﬂelf%];{dgcg%htnrg belho\erlllllr;[ Hroc%gst feﬁ‘%tlf nlgcll‘.:l(i;ﬁﬁ ethree
target.ed, questionnaire retransm ted n e-nmail
compogenty CE 9%10@%%10@1}%%3 &€l Waé%“éran A& f@é‘g ring
purchases Pull down nmenus sinplify the response
analysiiprogranencand diehy/progreet/ia atbuyrred thepmnckaed pryyiags vdiotrieeds
panelist. The features or functionality of the panel
specific atigiveapaid iasightdront austomerk kit bneg ok quebtiops. dQftathese
alternatives, contact managenent features;

clients TR ¥kl at hetcﬁ&lityﬁréﬁib@@t defiiéithe busides riﬁifoﬁﬁhﬁ&ﬁ tHUR % required
options. Exanples of "I ongitudinal program alternatives

which ¢ C{.l’llclél §e ghcgqgfon{’lét@ as %hé? le(grﬁlaﬁgﬁl [SRRddl, W&#hfe't&get

quest on a an ongol ng pane
pecific custo

under st .
populah %, BB S AREPORIEISdES P Tt db BTy Sho L begapelchrd client
managenent features can jnclude appllcatlon features
managerigtrespansibiditienenn ingduda dosigaingttherdghtiratearch studih managingrihe
tracki ng of questionnaire volunme and response
delivettyraad lkey garhmeterssofithe gsamkcht spch Mbthe vight wiggér ¢emitntiogqusesthe
i ncl udes techniques to maintain custonmer wllingness

right pbul B#dit dfCufteiners tb tdrbe, tﬂ@@@h menfdtiofae tHab ®AINbe wesd fothe study,
i nclude means to ensure that transactions are

and thérma?)fng £ whtch iR as&S "fl%ropaﬂar};%fd B ?E\%Bamlgers.ar%the

pants, t hat questi onnal res are

- "H%ﬁ%ya“f‘ AT e e B EREHR B

referstovvas i.n which custoners are %
applicgtipmperogtimgdhe Q@p}lg}g@ggﬂ eenaging the execution of the study and do the

analyses on the information collected that will be delivered to the client through the client
manager. The responsibilities of the panel card analyst/programmer can include the
selecting the rules, composing the email messages, composing the web based
questionnaire, scheduling, providing the analysis and reporting, controlling the execution
of the project.

[0168] Referring to Figure 19, a block diagram of the exemplary panel card
architecture in accordance with an embodiment of the present invention is illustrated. In

the embodiment shown, the panel card architecture includes one or more databases.
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sel ected for participation in panels or surveys based
on their history of transactions and real tinme events
woOheds/oaa31i nitiate a questionnaire. [0167] Theprpamskoo4/018444

card client managenent process preferably includes

three conponents: client/prospect, a panel card

client manager and a panel card analyst/programer. A

client/prospect is a buyer of the panel card services
These ddigbassseds inchpiechd MIR anawetion aacthousei3g0] tHer e list ségiser, she

about one or nore questions. Oten, these clients are

quesuo@saalkeema@ and Y8e CArd SR TRE QStASAEE (éigf File1.589). RUSIRESBed
information that is required which can i'nclude such

earlier, tﬂé P/ﬁ@a}lgﬂtl u)ﬁé%%uée%? gicﬁfae Id taqglggf to %ﬁ’s Eﬁg

popul a tlon 'S accur cy ahd
e time for the 0 The anel dclie .
merchm S e Per S0 0F Bene i g ea R el b o lgfﬂrw@ﬁ%e
i ght research study, nmanag |ng the delivery and key
details A casiemers vherare prroledsiadhepangl dawabes wibl be gewvarded,gger
events to use, the right population of custoners to

limitatioas, pedferendes, awigme otler radevant infirmatioh thatcars bel uedrintthwepanel
study, and the analytic tools which will be used. The

proces# aNQ quetidhnaineidigiysdan iRIERTHE fSesBbs dndeh eisiflieys.dVR &ard
who build and execute the research study through

membér@&ﬁﬁ@agé el it SE ent2R 4 8%&11&:9 HemS% fﬁﬁfcrlgﬁ&li@of e card

questi onnal res, managl ng t e executl e stu

holderwoqae Sed e R arplleledh, ae eBiEfrer fhsa it %ngp

manager. The responS|b|I|t|es of the panel] card
card apyhaqlty@t 785 BgpHiamencivatich ALEdirhapy énd g ok for erpfigyeng and
rul es, conposing the email nessages, conposing the web
deliverirgstbel quar,tiemIaimm siwhrae Cosfimitl UThepanepeand aptplicptionesan start a
anal ysis and reporting, controlling the execution of

commiri€atibh @y &€ that {i¥d683 dEXBkfng emgild 10 pahepattidiPants, dovelssite to
di agram of the exenplary panel card architecture in

o FESETASS6E o) ARSFLIER ol epeaserymopuashae
prov1d%%§%%fs%ic%§ﬁmu Irg%ll nel ug%‘;’)aﬁg% i it willbe dg)%tqulag’l?e%‘ts ?e%vard

programs, etc.

[0169] Referring to Figure 20, a block diagram of an exemplary communications
cycle for thé panel card application in accordance with an embodiment of the present
invention is illustrated. Preferably, the communication cycle starts with one or more
questions from a client. For example, XYZ client would like to know what type of
customer would subscribe to a “frequent oil change program?” Fromm that question, the
MIR system/environment identifies customers who can answer the client’s question. This
is done based on evaluating transactions in the MIR transaction warehouse to find

individuals who have made a relevant purchase, e.g., on April 14, John Smith spent $275
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These dat abases can include the MR transaction
war ehouse 300, the panelist register, the
wquesstdoossmai re |ibrary, and the card nenber dabaibase004/018444

(e.g., File 1.9A). As described earlier, the MR
transacti on warehouse 300 can include data relating to
transactions, nerchants, card nenbers, etc. The
panel i st regi ster can include history information,

at Joe’ $1@hrajd. SORR theIBIdDA®IaEs We badneseRoted] dridllsi afe $dne tp aedustomer
how they will be rewarded, I|imtations, preferences,

notifyiﬁ%fﬂeﬁr{}{at%é?g srefaeéeﬁaqu}&sﬁdﬁ% 5 TRérh @adsht of ARSIt 8E.,TaD
the panel process. The questionnaire library can
i ncl ude t questipons an he .surve I
panel cm%ﬁﬁe‘dgﬁealggg &u@g%oers g {ei]sta‘lxﬁet%mieegrcrlea)rﬁl vé’?rl-gléﬁe %% Bt her
.denpgraphi.c criterja of the card holders.,to be, use
questiong Intthe Prsfeed cmbodimgyh|anduferagive qysstionRpls SProviged
by the panel card application, e.g., a _design engine
individualcind gl iBdiPidunbangwarsdpecifiogiestions tharats gilpted gonddress the
delivering the questionnaires such as Confirmt. The
overallphiegd questiof. @aek endighdndicidoals brswer these quustionscand they have
cycle that involves delivering emails to panel
been sBAfbiifdPARyFed By WHRS tHeR thelrele@hrlt Q¥pod A8 seRBRtLPamkPare sent
answered by participants, a voice response unit (VRU
t will provide custoner service, the anal yses and
tOﬂ“”%ggérting that will be done for clients, reward

progr . etc. [016 eferring to.Figure 20. .a ck
[0170] 4 agr 3%35?1?%% m%%\%ﬂ;%%ﬁ?@a?ﬁsﬁ ona@%?gﬂ}e&?ﬁ he
panel card application in accordance with an |
systeme riihe dirshsnamplf is wringot eustamper spenging anglysesswhich assiptgiRgd.
: Preferably, the comuni cation cycle starts with one or
merchaid t@geteligsspeothss. f sing eard hokdat datd-comtginechpl.e cotivizerciallgnt
woul d |i ke to know what type of customer woul d

availabls! R G RBhicS, cRustdrs, 2afeBRte, PérsoriflaRAS) datn) eHodslR arfdr Bialyses
that question, the MR system environnment identifies

can be I‘&g&%%gg&gﬁ%% ﬁ@@ hER" Al dliBEhifid 1GHed HHUER b ay indi{idRal

eval uating transactions in e MR
e B RSB ol e L Pt M1
targeteirgrcssgecstglz T:E'itefi%? 5th ?ne\rlgt)larzltoig gll)lg (t)ol glsl:el thigérli{g%g tO(;‘r /t}E)e]fr8<fra%:7 list
providers to produce a targeted list of prospects.
[0171] An exemplary methodology uses store/category profiling and target
building and contains and manipulates information that is only available under the card
issuer company’s umbrella (on the MIR side of the firewall). For a particular merchant,
the MIR system compiles all card members who shopped at that merchant or that
merchant’s custom category (for example, 9 West might be the merchant and Upscale

Women’s shoes might be the category). The MIR system can produce arx analyses on

these customers, which might include: distributions across key segments/ clusters/groups;

64



at Joe's Garage. Once the individuals have been
sel ected, enmails are sent to the custoner notifying
wohermihat there are a set of questions for theors2004/018444

answer on a website., e.g., a panel card website. The

i ndi vi dual goes to the website and answers one or nore
guestions. In the preferred enbodi nent, an interactive
gquestionnaire is provided to the individual and the

mean ¢onghayisCHs I kay SapientsS petemtial estipheasd byosegntidhad; add €arget modeling

tailored to address the overall client question. Once

using BRAHERA DA UnBiFrSeABSWRRe tiBREt RYESTI Ons and t hey
have been summari'zed, anal yzed by MR, then the

rel evagpt r (ts_ar.e gener n e nt h
01727 o ESthod ERE) et RN sl SRl uRr Bhsb b0 b
functionality of, the MR ystem The_first exanple i
customss/ prysReCtsyQicoTiER is SEEHANME tﬁ?ﬁswgge%n%félﬁr%g fhgpe eyl of
mer chant targeted prospecting. Using card hol der data
segmenis it sabeenede(l Oif The Shelfat ekt are commsreiabhiavailable, already
clusters, InfoBase, Personicx, etc.) data, nodels and
existingrsagnietlustanthhbecaabe avedhid vhihe bussbomér hadep Theseinchaatsuch
V determ ne detailed (but not at an individual |[evel)

segmeRfs @k PLRSNiSE, P&, bn&/HSSiIRSHsP OSPREL rePB#GnighP 8&ErrAnE that 9
used to define appropriately t(argeted prospecting

Crit. e v e
west i pURE i pL RS TREERRTH ot Bl BASORAE chRERE B 1125 W

list of prospects. [0171] An ex | ary net.hodol .
could {hef g0 & BPR AR DgB A (RSt PR FRySSRmoraicy i s s Ao i

contains and mani pul ates information that is only
clustersfy e 123 P EMIR féandetdeSpead §lustass udfsingipymeystatistiotr el | a

(on the MR side of the firewall). For a particular
clusterimy/ clgarhting tobl dilthe sard basespamiing, dsmeagiaphi, finammidend

who shopped at that nmercharit or that merchant's

lifestyfelififPRbG6H, @ S@indard et of @geg%gme&s Wakbel®peh! Eaeh tiomer is
mer chant and Upscal e men’ s shoes m ght be the

assign?ﬁ{eogagsoergﬁ')e{xt. 0 ?}g)%a&ﬁ?%ﬁtc%mg}ﬁ? 'alet%grgﬁg 9@’\&@’[8 1? :},?E%??Q%i? Biggest

St Oerss, ude i ons
acr oss ke nts/clusters/ar 005/ 001631

increawlc%g%% /i% %%ﬁguer company’s S¢ N & Pﬁ' wrdzissuer compariy

can then create a scoring algorithm which can determine which. US households were
segments 6 & 12 using only commercially available information (for example, card issuer
company’s segment 6 may be highly correlated with InfoBase Home ownership and car
value information.) 9 West could then go to their mail shop and target any census
household in their trade area, based on the algorithm using only InfoBase data and no
card issuer company’s specific information, is segment 6 or 12. (3) Card issuer
company’s Custom Spend Clusters-- Similar to #2 above, segments are customized based
only on the customers in the base who had shopped at 9 West or the upscale women’s

shoe category. Using sound statistical clustering/segmenting tools on the card issuer
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mean conparisons of key segnents; potential estinmates
by segnents; and target nodeling wusing information
woOhads/oas31be projected to the segment |evel. [ @4TA}S2004/018444
Since the key targeting drivers are the segnents that
represent their best custoners/prospects, one step is
determ ning these segnents. There are three | evels of
segnents that can be used: (1) Of The Shelf -- these
compahfy& EReERNE, Riograpiit] Hindtctal aid lif2aHle infxxiation) g custom set of
segnent/clusters that can be overlaid to the custoner

spend @%ﬁgents-r Qﬁglfx éﬂ}é*%*)ééq}% sﬁHé39ase %5199@@5&10’1‘3& Pﬁﬁc‘fx‘b’ﬁbt%ﬁler is then

m an nmmons. A typical report m ght
ssigni b etadl b i gra ek niF b ot 8 e &) @G g biegest

West coul d then go to thejr_mail sho n get., a
increapie MySIORISTISR BIASSURT GOaeRY 5/ SHER SSPBEhthf & f?s Thateut Shvieg
or 12. (2) MR Standard Spend Custers -- Using sound
compasyaan shencadate ajoosing pigaythseyhishideiegmingd Waicb /S h@selml@
base spendi ng, denographic, financial and lifestyle
were depmenteBt& 0D usiig sShigrwdametreielly afailableinfosmaivar(fes exsnple, card
devel oped. Each custoner is assigned to a segnment. A

1ssuertc)${‘?1‘p91"i}l s BERAEmEAS b Be HRhBY dorRRitdd WIS InfoSase Slohiend
heir "bi ggest  1ncrease in custonmers in card issuer

ownertsﬁ crl%ar ahR R iRt g)89a st C%chjthle ?b‘ ﬁfth@l? H’%ﬁ%}iop il target

reate a SCOI'I n orit can term ne

o S S 5 FRFRGepiip kR dnfiate

i ssuer conpany's segrrent 6 may be hi ghly correl ated

data apdl nh cardfissBerseonianiss spgsificsipfosmation. éssegmend qer 12.
information.) 9 West could then go to thelr mai | shop

[01733nd t apg@Erchay neagrveans to takerthe podfdinigrio theaiext leveldé detrida,
based on the algorithmusing only |InfoBase data and no

whlclpé"aﬁl%e a§§ié?ﬁodﬁ@ﬂ(@ﬂly) ¢t nSdR€faint $egmichf RVERAIIORe piodusteuipin
Card i'ssuer conpany's Custom Spend

can begchlé%ar% s t&ie%b% %r%ﬁhhg a#c?Tﬁ?ﬁte ild%§ Bh{dah ¢8'd8wn one more

custom ze customers in the base

| level. V\gq g)gg%ﬁc{p ﬁqualyglpgpc\&ﬁtt gﬁﬁt(l)'l 3% aals a w‘i%%I%EB V§est ﬁ&(f Ss.

clusteri ng/segmsntl tools on the card issuer. 5. WO
PUmMpXUSHMEFIES be fatingsivd 4 /To rgemplish this, merchant specific information

such as SKU sales (outside the firewall) needs to be merged with card issuer company’s
information by the account number making the purchase. Once the information is
appended it can be summarized and segmented as before, eliminating any customer level
information.

[0174] The information is delivered as a set of reports delivered to the merchant
or available online on a regular basis, In addition, if the card issuer company’s Custom

Spend Cluster option is exercised, a one-time report describing these clusters can be

66



conpany's base spend, denographic, financial and

lifestyle information, a customset of spend segnents
wonodsionidashe Upscal e shoe base can be devel opedpPCEaS004/018444

customer is then assigned a segnent. A typical report

m ght then determne 9 West is getting their biggest

increase in custonmers in card issuer conpany's Shoe

Segnents 6 & 12. The card issuer conpany can then

providdde alBers tiCREInBAts ab @61 dppban ottofinedeibiy BV dillable hlabdses)S
househol ds were segments 6 & 12 using only

spemﬁ@%h‘ah%ieﬁa%&ﬂn@%@@ information (for exanple, card

uer co hoe segnent 6 may be h|gth

orrel th Info car_val ue
01787 ot or et 3#% iBe GRS U Pas T Gop PR Analart v
and target any _census households in their trade area,
daytime sepnlaion fhetomt §lsime FRstrion ga@ang cardmanmales geqieqds, aprscific
no card i ssuer conpanies specific information, is
merclemtrene trédeoared By ZIT0dan3e dafinet. dhepotts am}/maamanthg userkley
the profiling to the next |evel of detail, which can

mercli@itsHor bdiRr Bitddugion( BEh)nedispapRr/sdi@tiisieigs@rtand ditedt. Al |
the product outputs can be.the sanme as the store

mark&[r%f dnbi! 'té}g t?l‘[éd Bﬂﬂf?ﬁg 1R agélﬂ&e i aSB mERh&RN e GBI to

or exanp , Instead of analyzing 9
st oners as heel vs. punp
benc%agt( 8?@ @la@ﬁ%atbaemg?q%?orr?g ﬁ?ugﬁtggg’seiro acconpl i sh this,
hant specjfic information suc .sales .
[017@ 0 ut si der aparticplapglignt Jocaaenfa %WB@P@%@H&@&%@

i ssuer conpany's information by the account nunber
Areajmgj Gljcagnd a) wardhoemberOwbe shdpped aff thatralientbystors aregopailgdd
it can be summari zed and segnented as before, :
what @ldinged ol thferyation $¢ andewhat Bivgd custonien segahént they bEAF4]. The
The 1nformation is delivered as a set of reports

distafi®!th k‘t%fc?lg chieulbRa A8 E&Hﬁlﬁﬁze s iffbRhhiRd %' @5thhdd@n@ Beginent

regu ar basis, In addition, if the card issuer

(for e())( ?P%%toreqx’l'% ) 0(%0&@%&@1'# %P 800 ﬂ% i §mﬁé§5i§(h§ glgre d

repor descr ese C ers can

2005%@216%% SgélpTérgsg)g@P/SOlS444 F&li?e\i‘: trde?}dlgvazf*g?@&ﬂtée Sea so

databases
profiles and potentlal can be determined. The information will never go back down to the

individual level from this point on,

[0177] The information can be delivered as a series of maps and reports to the
client. Thé client can use these reports to determine a proper marketing plan and category
management. In addition, the client may want to direct market to all segment 1
households in the true trade area (as provided by the list providers in the marketplace, not
Card issuer companies) to get them to come into the store. Although this is still a large
number, it should be smaller than the mailing to the entire DMA and save thousands in

mailing costs.
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specific selection criteria can provided. [0175] The
foll ow ng exanpl e includes a nerchant trade area
wanalsywiaiusi ng daytinme popul ation factors. UBCWmES2004/018444

transaction data and card nenber geo-code, a specific
merchant's true trade area by ZI P can be defined.

Reports and maps can be used by nerchants for better
site location, |ocal newspaper/advertising inserts and

[0178]di r eclln thEEbR@Vina@xanple] @r getriatige mBthol ay buigdindreports is

accurate trade areas nerchants are able to benchmark

discus$R8 i WhiTh TIEA BIC AR U RRFLusBE COHATR s Y Pularlly Q%)cr\ﬁledlzo r
a particular client location in a particul af

et S ESF I PO LI (8T8 o SRl o e
oo OB s b R B P gy s

to store is calculated and sunmari ze this information
An exepplaty prasiveiecannacladey (8 skaminingrdetailadrpesactionsdast using @ pard

100, 000 custoners, 60,000 live within 5 mles of the
issuer qintpaaica bake and cOndruof seginosts sadhensithoss dgsveibed dbove Tixe, those

summari es are then benchnarked to the area so

that defrb pkdpRnaficto RehfRtA apatidilaPRaf PERANcE 81 reslitthg general
information will never go back down to the individual

segme%tg\@!glspgc?ﬁ% RUSitdP 16061 Rkl &&zﬁﬂerz%‘gréh%e‘arsgﬁltck Bhincan

vered as a series of maps and reports to the
client. Th | i ent n use.these reports to,determ ne

collabafagyith 2 Hasite d FHATNTIPE SRS CRrEgErnt REREGSHIADI| or
addition, the client may want to direct nmarket to all

examplee i ieprssible thgade Micy's 2 asiibem foicthie hilling;logg apdythen match
provided by the |list providers in the marketplace, not .

up the Gastemérsardenmuntoanwethi tbs Maty bijjetnd tektraat tlee Sotrdevehdesail from the
store. Although this is still a large nunber, it

bill. (HIRIEHADEtesHEhEK ubddad rédiCe fiRbd defibftb@hdviers €nd i*shertDin”
and save thousands in mailing costs. 67 WO

o SRR EETAEERIAAA O 318 pcbechl v 1
allows clients to apply this short form to all their own customers in order to determine
various propensities such as: propensity to buy a particular item in the store; propensity to
shop on price; propensity to stay loyal to the store; propensity to shop often; etc. These
segments and propensity indicators can continually be updated and can be made available
to the client.

[0179] The range of data and analyses that can be used to make informed business
decisions include category, organization/unit, and brand level data. The applications of
market level data can be broken down into four groupings: category; brand/unit;

aggregate consumer profiling/targeting and analytics/market mix modeling. Category-

level data can include historical data on the category describing the conditions in which
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di scussed in which CHAD/ CART nodels are used. CHAD is

a popul arly accepted nethod of reducing a | arge survey
woypes/oic3exer ci se ai med at segnenting peopl e i RCO/USRG0R/018444

sets of behaviors or attitudes into a "short fornf

wi t hout sacrificing predictive accuracy. An exenplary

product can include: (a) exam ning detailed

transaction data using a card issuer conpani es base

the or%mzaﬁ@ﬂ shd biahd BS@WRBA furttishin@and, 06HBind@ KithiikPeEmabove
i.e., those that describe propensity to behave in a

e 8 B0, AR O OB  vn
s SR RS S ot

basis only. For, exanple, it is possible to go to
categqy spendingiird/s knithpehased; PRE mondh V9. i KO (e agp Paet &Hr vs.
match up the custonmer card nunber with the Mcy bil
YAG,Radt ¥oar Vadtast YiearGKuhdjensub-cdtegaryl level data {Where laivdilable(ds)in the
the CHAD technique is used to reduce these sets of
Airlinb @&ldueirgy; Sustémeérs Wil tikély havedefins@ bothfthd culégond Mg aiind
coomonly in all data sets (e.g. age, sex, zip code,
b Clyd t 1 iy t form
appardl fnd qoy Sl et HE € WA B, SpBRR LMD LR e
vanri ou ropensitie uc S: DI ' t
Data o5 e Bl o APRL BBl L e binct SREE ol B lfefer,
price; propensjty to stay loyal,  tp the store;
segm%t%@ewngeienaewo%e BRSIBAS, ce cSoCipHEEIORaD r8EARS: and
propensity indicators can continually be updated and
psychographies segthents/hirdpeite lifestyle/prschasing segmemy 78h ay phird patye
of data and anal yses that can be used to make i nforned
overldyulata)egs Perbenics). Aviarkethied gidetiBceybe yddressed, the questions can
organi zation/unit, and brand | evel data. The

includRP B ritG@ftéODIn@erstafBb K Ble deBMEl maREGO CBAIRE BinRKBR askydis
into four groupings: category; brand/unit; aggregate

oot RO AUSEL OLIPRAE S AR SR ey
o GEIE P 5 RO 2 12,80 concl o I

organi zati on and brand have been functioning, and,
[0180f onhi nBmngihusinessfusyitabare data can include data that is defined category or

sub-category, any business must have an accﬁrate share metric reportable at national,
regional and trading area levels. Tracking share performance is most useful at the weekly
level so that marketing and promotional activities can be more accurately assessed
through regression —based modeling.

[0181] It is valuable that business-to-consumer businesses understand who their
customers are (and who their “best” customers are) and what’s important to them. Once
identified, marketing programé are developed to ensure continued loyalty of current

customers, win back lapsed customers, and/or attract new customers/increase share.
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predi ctions, helps to shape the form ng of business

obj ectives and provide fuel for new products or
wohRbt@riongs. Exanpl es of category reports and aRairysS2®4/018444

can include: overall category spending and/or units

pur chased; past nonth vs. YAG (year ago), Past Qr vs.

YAG, Past Year Vs Past Year(s); nmjor sub-category

| evel data (where available as in the Airline

[0182]dUSt I YAicofdifglPeiodivhédts bff MER Yy Shel @ndliettaa & f fiRtplestie
category (e.g. retail apparel) and any sub-categories

1nvérﬁlog oﬁggsqo majo to?B u‘ﬁﬁ? Bk a§%@ér?1§.gce%efn’c f A1fShativPRleftc to

y geograp per busi ness

ui.rement s d cus owever defined
PO%?“?&%C&L‘?&M»?E&@?MS Rt S
sychogr aphi ¢s segnents t hi r.d- e
prof ifingitergeting Ml&?&@é.%&r&%@&éfﬁ‘gwscee e Sroagy dizjidgd g two areas:
overlay data, e.g. Personicx). Marketing questions can
ideinefy mg der sussomer targetisegnienis asd ragking the Isuesess af@ny metdhaedizing
to understandi ng the general nmarket to conduct a
andSirbmatiora eored aist thedeasegiadis.enconpass all macro
trends; how is consumer confidence/spendi ng changi ng;

[Olgﬂat ar eAftlt[tﬁlsghrtﬁ‘J‘ﬁ%tﬁ e hﬁ?ﬁ&ﬂ@%ycrﬁgﬁ With refefth8Olo these

and/ busi ness unit share data can iInclude data that

or r .
prefeefl SbEuch, 6931 p e EECE) PRl bEROpHRERR D achicve
nati onal , |o and trading area levels. Trackin
thegHas or PEHRGIoRRHC O iSO GRad e 0aEe 1B BRRR JhveR eyl be
so t hat narketlng and pronotional activities can be
appatenbtoeaneskidlied iy thessteiesesicon thisidisglpsuicegdetbs pessent frysation
nodel ing. [0181] It is val uabl e that
enconphssessll siwhaasificationbatsi eqevaleatsunder st and who their
custoners are (and who their "best" custonmers are) and
what's inportant to them Once identified, marketing
prograns are devel oped to ensure continued |oyalty of
current custoners, wn back | apsed custoners, and/or
attract new custoners/increase share. 69 WD
2005/ 001631 PCT/ US2004/ 018444 [0182] Accordingly,
enbodi nents of MR system and net hod of the present
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invention offers a major opportunity either as an

enhancenent or alternative netric to POS data in
woavesgord3es that are credit-card intensive. AgBCEWSRm@4/018444

consuner profiling/targeting is directed at targeting

activity can be broadly divided into two areas:

identifying key custoner target segnents and tracking

t he success of any nerchandi zing and pronotional

efforts against these segbRINIS. [0183] Al though the

i nvention has been described with reference to these

pr ef ar fesslr& BB RPbRovidHd¥ Brk%mﬁ@i hidRYrSpriiy.d be nade

by those in the art to achieve e same or simlar
fﬁ%é”ﬁ%%g%%ﬁ?ﬁas@%%ﬁ%s2%@“46%5%%%&2&08 el SFe R

based.on fhi i scl Qqsure, and the present invention
Gaigess,

custrperdpformation dat °[RYi fi cations and equival ents. 70
WD 2005/ 001631 .PCT/ US2004/ 018444 CLAIMS 1. A resource
syst em thsrirappastip defgbase eardiguraddp ghrreatc leapirdard wignsaetion data;
transaction database server that includes a
t r ansacthedirstdati@hes mfandtian flatalsdse confitaned to stofeodatriedst on
dat abase, wherein: the transacti on database confi gured

t o st or gustdmér@d hoGRhsldtifRARAMN it Mk card RS1dEHs! &id
custoner information database configured to store at

| east %aﬂgg%'ﬁofg‘ H?tﬁﬁﬁ%‘ ﬁ%ﬁé@g W dlﬁ?etrggtg vk 'ffréf'cﬂ%omer

card ho ers rans I on ase Is coupl
to and inter th the first custoner ..infqrnation
ot abas ogh daihisd ¢ fSodiit M Gt nd ool
identification information with the card transactlon

data; aldeatilcaioninforreation sdthithe eard dninationdataat

includes a plurality of reporting and analytical

o d ghrdspalytienl seraiops canaponmidbitdsclpdasai piuredityraf kepbiting and

anal yses based at |east on the interaction between
analytieal nbdnlsgchd anlydrRtiaheseschilng ridrkéing stsdll¥H¥® based at least on

I nformation
the interaction between the transaction database and the first customer information
database, and the reporting modules provide marketing-related reports based at least on
the marketing analyses provided by the analytical modules;

a panel card component configured to create a transaction questionnaire based at
least on the card transaction data from the transaction database and to receive responses
to the questionnaire; and

a value shopper component configured to provide targeted sales programs to

customers identified based at least on the marketing analyses, the marketing-related

reports, the questionnaire, and the associated responses to the questionnaire.
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dat abase, and the reporting nodul es provide

mar keting-rel ated reports based at |east on the
worods@biazg anal yses provi ded by the anal yti cal pavaiSk@gnis444

a panel card conponent configured to create a

transaction questionnaire based at |east on the card

transaction data fromthe transacti on database and to

receive responses to the questionnaire; and a val ue

shopper conponent configured to provide targeted sal es

progranms to custoners identified based at |east on

t he2mahk systdifl ofB1ainY $.85herdil the BpdrEhE ABILRS fchde:
reports, the questionnaire, and the associ ated

P AR A0 6y TS g
d f
Rt TR S R

dlstance density, and denographic of custonmers; and

a sBEend Faesing m@%%@wé% PEYidech qasrelation repertzof customer

correlation report of customer behaviors to market
belgwionsliormarketcspendingnéndtalcagoamge mbsdasedon thh Grdt cussémer

customer information database. 3. The system of claim
infdrmaltioh idb@baseonpri si ng an appl i cati ons dat abase server,

the applications database server maintaining the card

anal ytical services conponent, the panel card

conponent, and the panel card conponent 4. The system

of I t ard anal yti erv
corrr%onegnf};ISte fdgmél &ﬁ%’%fcg)m" 51p%ﬁn ]af’fgﬁ?ﬂsrffﬁfalgﬁsi’? SghYgr the
?nhancggeagt nodul e conf| gﬁfeed to receive, the card
apRlicaiions defabasessrvaT BAdaRiag dresar analyticalsaridess compensnt the
transaction data based on predetermned criteria. 5.
panpheard yemponeast, apfl dierpanel oatteosipenetite i nf or mati on and
enhancenment nodul e i ncl udes:

4. The system of claim 1, wherein the card analytical services component
includes an information transformation and enhancement module configured to receive .
the card transaction data and transform and enhance the card transaction data based on

predetermined criteria.

5. The system of claim 4, wherein the information and enhancement module
includes:
{
a first module configured to generate at least a summary table from the card

transaction data summarizing transaction details on individual customers to create a

dataset for use in appending additional data to the card transaction data.
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a first nodule configured to generate at |east a
sunmary table fromthe card transaction data
weumswiaing transacti on details on individual PCT/US2004/018444
custoners to create a dataset for use in appending
additional data to the card transaction data. 72 WO
2005/ 001631 PCT/ US2004/ 018444 6. The system of claim
5, wherein the information and enhancenent nodul e

f W, thersybteel dfdism Sawheeintte mickmation andli ghins@nient mpgdeled

custoner-specific additional data to the «card
furthdr'idlis@st i on data based on the created dataset. 7. The

systemof claim®6, wherein the information and

ConRRgETE e”‘ﬁl#%?%n*&ﬁre& 4B IR RA, Ml ORI G e

data to rdtrans ctlon dat a based on the
card Fansagtion %?tl%?é On‘é‘em‘F’ﬁ@ éiﬁtéfeém of claim1, wherein the

custoner information database is coupled to at |east
one dat abase external to the systemto receive and
append custoner segnentation and denographic

i rf.oFrepdysem dfeldimes, ewhstetmthe irfomindtion sedlodntiancement module
identification information. 9. The system of claimS8,

furthéUhé1&ss: conpri sing: a nmaster transacti on dat abase
configured to store the card transaction data and the

asa?@?ﬂd% 1%?&‘ gﬁ%ﬁ g@ﬁ;&:eﬂ@iﬁ?&@t&n& ctld &laio thPdatI'&?the

system o her conprising: a secon

cust omrer nfor tj,on dat configured to store the
cardgﬁ%qlaﬁtl"@rd%ﬁase %g’&ﬁ{ﬁa a‘@%ﬁ‘%l fication appended with

t he customer segnentation and denographic
information. 73

8. The system of claim 1, wherein the customer inforrmation database is coupled
to at least one database external to the system to receive and append customer
segmentation and demographic information to the customer and household identification

information.

9. The system of claim 8, further comprising:
a master transaction database configured to store the card transaction data and the

associated customer and household identifiers.

10. The system of claim 9, further comprising;:
a second customer information database configured to store the customer and
household identification appended with the customer segmentation and demographic

information.



r WD 2005/ 001631 PCT/ US2004/ 018444 11. A nethod for
provi di ng market insights conprising: receiving card
wonensgaodsi on data from purchases nmade with st oretASal0uwe18444
cards; receiving custoner and househol d information
identifying card holders of stored- val ue cards;
assessing the card transaction data and the custoner
and household information to assign the customer and
holis.eAahathodfop providingimirket eigh®radmiprisirgact i on dat a;
provi di ng marketing anal yses based at | east on the
as BREIVINgTard RAHoR BB J6e bl Base Al diftEROTHS RRS G,
at | east on the provided narketing analyses;
geperat.i ' ti | re based .at .| east
o e Bt ANEALA B AN NERE BB 3 Blo B fores
I | east a response to the transaction questionnaire; and

vau%?%@%ding a targeted sal es program based at | east on
the marketing anal yses, the marketing-related
r epEPEYE tha\eard ranseptignrdata and theeustoneerzand kousehald énformation to
response to the questionnaire. 12. The net hod of

assignl th¢ enstoiner\ahd heasehaelH énformmatiodito theardkiehnsagtion daai S
conprises: providing information relating to

di progitiy, matkBEAd dhaly3rbadeRIEADH the @b sesgitpt ONers; and
providing a correlation report of custoner behaviors

OB BT R R B R T p o « TERAGE TR oy abriine
and%%%lng:;ein at | east one of the store-value cards

generating a transaction questionnaire based at least on the received card
transaction data;

receiving at least a response to the transaction questionnaire; and

providing a targeted sales program based at least on the marketing analyses, the
marketing-related reports, the questionnaire, and the at least one response to the

questionnaire.

12. The method of claim 11, wherein the providing marketing-reports comprises:
providing information relating to distance, density, and demographic of
customers; and

providing a correlation report of customer behaviors to market spending and talent

management.
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one of. a credit card, a debit card, a smart card, an
optical card, and a magnetic-stripe card. 14. The
wortdsmdicdi claim1l, wherein the providing t hePCT/US2004/018444

assessing the card transaction data conpri ses:
transform ng and enhancing the card transacti on data
based on predetermned criteria. 15. The nethod of
claim14, wherein the transform ng and enhanci ng
cobdpr Tsemethod efienit il howladreih etisdst ansoftker storfeaklle dakdyincludes
the card transaction data summarizing transaction

one 62k afellft cOd, h BBV Al snedSdaRITRA Spiichl 64reBlaRd @ n%ﬁl@ﬁ@-&tﬂpe
for use in appendlng addltlonaF data to the card

cardt ransaction data. 16. The nethod of claim 15, wherein
the transform ng and enhancing further conprises:
appendi ng custoner-specific additional data to the
card transaction data based on the created dataset.
17, The method of claim 16, wherein the transformn
anlf eRiemethad of elainn &F, whewnip theguavidiag dlag @ssessing the car
non- custoner-specific additional data to the card

transpetéonglata Gomprises:a based on the created dataset. 75 WO
2005/ 001631 PCT/ US2004/ 018444 18. The nethod of claim
1 Ltrads@urinied argiosBanciig e cird GRh3action adtsl LRBRESE pRdetermined
cust oner segnentation and denographic infornmation to

critefife customer and househol d identification information.
19. The nethod of claim 18, further conprising:
storing the card transaction data and the associ at ed
cust oner and househol d

15. The method of claim 14, wherein the transforming and enhancing comprises:
generating at least a summary table from the card transaction data summarizing
transaction details on individual customers to create a dataset for use in appending

additional data to the card transaction data.

16. The method of claim 15, wherein the transforming and enhancing further
comprises:
appending customer-specific additional data to the card transaction data based on

the created dataset.

17. The method of claim 16, wherein the transforming and enhancing further
comprises:
appending non-customer-specific additional data to the card transaction data based

on the created dataset.
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identifiers. 20. The system of claim 19, further
conprising: storing the custoner and househol d

woderstaoidscat i on appended with the custoner PCT/US2004/018444
segnent ati on and denographic information. 76

18. The method of claim 11, further comprising:
receiving and appending customer segmentation and demographic information to

the customer and household identification information.

19. The method of claim 18, further comprising:
storing the card transaction data and the associated customer and household

identifiers.
20. The system of claim 19, further comprising:

storing the customer and household identification appended with the customer

segmentation and demographic information.
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