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BACKGROUND OF THE INVENTION Field of the Invention The present invention
is directwo woetbe advertising, marketing, and sal es of PQ@Tgr0sis3cand
services. Mre specifically, the present invention is directed to the
offering of goods and services to consuners using targeted advertisenents,
and may include the neasuring of the success of the targeted adverti sing.
Description of the Background 15 The Internet is a powerful source of
comuni cation. However, ventures to generate e- comerce over t he internet
often fail, or MBRLHODANR ARAIAIS RGE [AR]s

i nvol ving bulk mail, national online nail orders and advertlsenent | i nks.
O c anies that profit in e-conmerce, many serve as the mddle party
between the custoner and a retailer or vendor. Exanples of this include

bi ddi ng sites, such as Ebay(r) 20 and Ubi dOO, and online ticket services
such, as Priceline(r), THBACKGROUND OFFBHEERNIIEINAION. These m ddl e-party
sites do not incur retail and storage costs. Rather, these mddle-party
sites provide information, and extract profits fromthis provision of
information. Traditional Internet advertising, such as that using banners
on websites, or pop-up browser w ndows, has not typically been successful.
Thi s mayFled af theilavégsod 0 the 25 fact that once the novelty of using the
advertisement website fades, there is nothing to renind consuners to return

for information on ddltlonal bargalns avin ackage . deal s
Addi tional ly, it naﬁe B@Sﬁﬁd@%ﬁnﬂ%ﬂ% mecﬁwﬁ%ﬁa mﬁg %FB%@PQ%‘&%OS

prodygt ds nReR3 L6 A sﬁg i 83419@]?1%3&1% ihjeRfon @&réc@edptroqlg bERERS Pf the
potentia uyer to phyS|ca nmeasure the product’s quality and appeal
bef ore ppoalsagidgervives go admeumerihwmg tdngeted edietiseraents, gaidf megnnciudpalbié ment

to & CUSLomel DUChass ol b UBaOTalldly | notances wherein the item

Description of the Backeround

15 The Internet is a powerful source of communication. However, ventures to
generate e-commerce over the internet often fail, or exhibit lackluster performance,
including ventures involving bulk mail, national online mail orders, and advertisement
links. Of companies that profit in e-commerce, many serve as the middle party between the
customer and a retailer or vendor. Examples of this include bidding sites, such as Ebay®

20 -and Ubid®, and online ticket services such, as Priceline®, Travelocity®, and Expedia®.
These middle-party sites d(; not incur retail and storage costs. Rather, these middle-party

sites provide information, and extract profits from this provision of information.

Traditional Internet advertising, such as that using banners on websites, or

pop-up browser windows, has not typically been successful. This may be atiributed to the

25  fact that once the novelty of using the advertisement website fades, there is nothing to
remind consumers to return for information on additional bargains, savings or package

deals. Additionally, it may be undesirable for potential buyers to purchase a product on-



bef or ehand, or wherein the custoner does not have prior know edge of the
item Naturally, this inpedinment does not exist when a custoner enters a
convent i owelo3®6wpe, exam nes 10 merchandi se for sal e, anacpuarsohesas t he
item based on the exam nation. Coupons, such as those fromtraditiona

paper advertisenments, or fromretail websites, have historically been a
source of revenue generation for conventional and Internet stores. Coupons

serve taq.bring attention an .establish ' r.oque
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i ncreasi ng custoner inconveni ence. Coupons have |imted appeal, because

coupons require sigpifdnsaiich af iRkt feh fritBrioe hapdr AbeticansiieE floa rdifrat e,
clip and/or print out particular coupons for particul ar establishnents.
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consumers through undesirable repeated use. Additionally, coupons require business

20 employees to review additional paperwork while processing sales transactions, thereby
decreasing employee efficiency and increasing customer inconvenience. Coupons have

limited appeal, because coupons require significant effort on the part of the consumer to

locate, clip and/or print out particular coupons for particular establishments. Also, there is

a significant burden on the consumer to correlate and carry various coupons, dependent

25  upon the particular establishments that the consumer is to visit. Moreover, there is

historically no reminder to the consumer that updated or new coupons may exist for a

particular establishment.

Therefore, there exists a need to dispense savings to consumers without the use of
coupons, and to link the Internet with the convenience of a conventional brick and mortar

30 store in an effective advertisement program that provides measurable marketing.



to at least two potential respondents. The nethod includes recruiting at

| east one retailer to provide a plurality of advertisenents, recordi ng at
| east onewproafsi3e3s of at | east one of the at 10 | east two poTArsDI/ed637
respondents, providing at | east one saver card to each of the at |east two
potential respondents, targeting at |east one of the plurality of
advertisenents to a targeted at |east one of the at |east two potenti al
respondents, wherein the targeting is responsive to the at |east one
recoPded profile of the targeted at |east one potential respondent, and
providing at | east one transaction to the at | east one targeted potenti al

respondegivivMaRY OF CHIONSCENTION at | east one targeted potenti al
respondent to the targeted at |east one advertisenment. The response to the
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wi t hout Pﬁ@n@@éespéﬂd%upons, and links the Internet with the conveni ence of
a conventional brick and nortar

The present invention is additionally directed to a system for providing an

20  advertising program. The system includes a program administrator in communication with
at least one retailer, wherein the program administrator receives a recorded profile from at

least one potential respondent to the advertising program, a message generator
communicatively connected to the program administrator and to at least one of the at least

one potential respondents, and a plurality of saver cards, wherein at least one of the saver

25  cards is distributed to each of the at least one potential respondents. The program
administrator receives a first targeted advertisement from the at least one retailer, and the
message generator generates a first message, in accordance with the first targeted
advertisement, to a targeted at least one of the at least one potential respondents
responsively to the recorded profile of the targeted at least one potential respondent. The

30  program administrator receives an activation of the saver card of the targeted at least one

potential respondent as a response to the first message.



store in an effective adverti senment programthat provi des neasurable

mar keti ng. BRI EF DESCRI PTI ON OF THE DRAW NGS 10 Under st andi ng of the
present iwoesbewBm Wi || be facilitated by consideration ofPCrhso$/edcBow ng
detail ed description of an enbodi ment of the present invention taken in
conjunction with the acconpanying drawi ngs, in which like nunerals refer
to like elenents, and wherein: Figure 1 is a block diagramillustrating a
system for provi di a i i | ow
o ageam 11 ustrati i At AR RESELLhRlRes Shautlo i Rncu e 8l

ef f ect i vefhwspons, andlliekd the lngrneEivithirtee Sorven@nscofevomsieotional buslt aat mogaan
exenplary registratjion screen for use in th resenﬁlpl nv t| on; and 20

Fi gure 45t 18 a8 eHfeetiycadBertisgmend Prograp dh aépforvb Ve H‘rgi ni strator
for use in the present invention. DETAI LED DESCRI PTI ON O: THE | NVENTI ON |t
is to be understood that the figures and descriptions of the present 25

i nvention have been sinplified to illustrate elenents that are relevant for
a clear wunderstanding of the present invention, while elimnating, for

pur posesBRIEEIES CRIPRION ORTEHE DRAWINGS f ound i n a typical marKketing or
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di agram j kb usis ekt ﬂ)ghléle eqyrﬁ%rggna;ig“f}gfeupr oviding a targeted nmarketing

program The system 1 |nc udes targeted nessages 12, such as e-mail 10
nmessages, generated at a program adm ni strator 14, V\/ner ein the nessages 12
are generated Figure 1 is a block diagram illustrating a system for providing a

15  targeted marketing program,;

Figure 2 is a flow diagram illustrating a method of advertising, and

of measuring the effectiveness of advertising;

Figure 3 is a screen shot illustrating an exemplary registration screen

for use in the present invention; and

20 Figure 4 is a screen shot illustrating a front page of an administrator

for use in the present invention.

DETAILED DESCRIPTION OF THE INVENTION

It is to be understood that the figures and descriptions of the present

25 invention have been simplified to illustrate elements that are relevant for a clear
understanding of the present invention, while eliminating, for purposes of clarity, many

other elements found in a typical marketing or advertising method and system. Those of

ordinary skill in the art will recognize that other elements are desirable and/or required in



in accordance with instructions 18 of at |east one retailer 20, and wherein
the targeted nessages 12 are forwarded to a plurality of select custoners
24, such WO Bleses3 csutoners that express a wllingness t@®ChaSosolche
program wherein the select plurality 24 is determ ned based upon the
target criteria 26 of at |east one retailer 20. The select plurality of 15
consuners 24 may respond to the messages 12, and/or may interact with the
retailers 20 and/ or ister f t he | file
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20 in communication with the program administrator 14. The present invention atiracts
customers to businesses by targeting select customers with discounts, sales, promotions,

and other incentives.

The targeted messages 12 may be, for example, emails, telephone calls,

internet messages, such as instant messages or “ping”s, mobile telephone messages,

25 including short messaging, PDA messaging, or messages included in communication
overhead, such as the overhead associated with television or cellular telephone
communications. E-mail advertisements, for example, are highly selectable as to the
desired recipient, easy to generate, and low in cost. Targeted messages 12 improve name
recognition for businesses 20 in the program. However, it is preferable that the present

30 invention not allow for “junk email”, wherein customers 24 are overwhelmed with targeted,
or non-targeted, messages. The blockage of junk e-mail may result in less deletion of

targeted advertisements by customers.



18 of at |east one retailer participating in the program or of the

adm nistrator 14. Content 10 may be varied by the retailer 20, by the
admi ni st re0®B/047493 or by the adm nistrator at the instructPCerusos/oiche
retailer. The retailer 20 may forward the instructions 18 for the

formul ati on of advertising, and the criteria for desired target audi ence
for the advertisenent, to the programadm nistrator 14. The retailer

may additional | Y f@w@%@grmeacﬁ&msﬁgmroﬂ ér{é‘?at@sdﬁf'er{aﬁ%&gegﬁ{es geg 9ot hﬁhe
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t he sel ect er t iain
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criteria 18 nmay I nclude the buying history of the consuner
reci pients of 30 the targeted nessage 12 are identified bz t he program
admi ni strator 14 bin swdercid nyaihtain ipieragt aoh penstineisp At & the eprogagt, onev s 24,
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ent r30  agusiomergndhe awstoraen pipSles A dic wsiatler muthe advprisereny sHunisEABrAItydhey

program administrator, at every day, every other day, specific days of the week, once a

week, once a month, at specific times of the month, or at specific times of the year.

The program administrator 14 forwards the generated advertisement 12 to a

plurality of select customers 24, wherein the select plurality 24 is determined based upon

25  the target criteria in the instructions 18 from at least one retailer 20. For example, the
retailer 20 may provide target criteria that all program participants having children, or that

all program participants under age 21, or that 50% of program participants that responded

to a previous advertisement from that retailer, receive the current advertisement 12. Thus,

the target criteria 18 may include the buying history of the consumer 24. The recipients of

30 the targeted message 12 are identified by the program administrator 14 by searching for
program participants, i.e. customers 24, that meet the target criteria 18 according to the
profile information 30 of those customers 24 entered at the program administrator 14. This

profile information 30 may be generated by the customer 24, through registration, and/or



tracki ng of custoner responses at the programadm nistrator 14. Profile
information 30 nmay include address, age, salary, maxi num nunber of

adverti sewerns®63es time period, interests, shopping habi P€T/usn3/03e87 | i ke.
The program admi nistrator 14 may allow for the consuners 24 to respond to
10 the nessages 12, such as by naking a purchase online through the program
adm nistrator 14, and/or may allow for interaction with the retailers 20,
such as avi di.n perlinks to_the. iler d/ qr | for
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identification of the custoner 24 at the retailer 20, by a swi pe or scan of
t he 1Pavepdriysiratos 14. phurther, prafilganformation, 30 anash fersexynmie eanaisiineg atghe ¢ he

retail erpx%granl &rﬁm'ls‘éﬁ'tﬁgr' VIR fegﬁ.o-hé d&tgﬁz@e, Lerably oﬁ@fe%oqglddaub%'@.t he
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retailer to the program adm nistrator 14, such as over a communi cative
connection 44, or by manual entry by the adm nistrator 14, thereby
al | owi ng t he progr Addammilhy, sespansss 3#4otte advertesententstdeeunpingiat thearemrlen2@at i ve
response_34.0f 30 .cus rs. .24 t pecific advertisenents 12 recejv by
e cons i diae The fREeled RSP BT dRanat iy W b e P A R 1o
appar ent sic dsh3stie $6é bk @davdr calte3@r The kaveP LRI ¢ Ricludbd S ERNtiBOAhSftRe t he
at least one retailer of the effectiveness of the targeted advertisenents

12, %hd tusterher 2hypsspiciased thsrewidasuelt 4b1 e megnee: tng. bRucedreror identiicsdemned
fromt hen&rgggr[ and that customer identification is associated with the profile of that customer at
the program administrator. Thus, the saver card 36 may be used at the participating retailer
20 to identify, to the program administrator 14, that a targeted customer 24 has engaged in
the behavior desired to be elicited by the targeted advertisement 12, such as by entry of the
25  identification of the customer 24 at the retailer 20, by a swipe or scan of the saver card, or
by a like data entry, such as by manual entry, by the retailer 20. This identification is then
preferably forwarded from the retailer 20 to the program administrator 14, such as over a
communicative connection 44, or by manual entry by the administrator 14, thereby
allowing the program administrator 14 to correlate the positive or negative response 34 of
30 customers 24 to specific advertisements 12 received by the consumer 24. These
correlations 50 may be sorted in any manner apparent to those skilled in the art, in order to

produce reports to the at least one retailer of the effectiveness of the targeted advertisements

12, and to thereby allow for measuarable marketing. Further, data scanned from the saver



7 WD 03/067393 PCT/ US03/ 03637 5 card is recorded into the transaction
record associated with that saver card, and into a transaction record
associ at edowswbérsdbhat retail er, wherein each of these tran®atisonoysarords is
mai nt ai ned within the program adm nistrator. The transaction may i ncl ude,
for exanple entry into the retailer store, a purchase in the retailer
store, recelpt of a discount in the retailer store on a purchase. 10
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pur chase transactions résulting fromthe advertisenents 108, statistical
anal ysi sretfilet kterd orampachasens based on the advertisenents 110, and the
reporting of relevant statistics to the retailer 112. At step 101,
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at a par% T Versi paper arges $17 per
squar e i stduvedf cadd 804, keidings tasgbmtbadvemsdmynts Tdnmgm‘tmnts 10émnanrhwramaurchase

advertisement nmay cost 00 for, a 4" 5" advertjse r_day,.wth no
abi Ii%y tansaeiengresy ‘é‘ﬂ&l%fﬁnbﬁlet %eﬂﬁ%%ﬁé% staptical @?ﬁ*ﬂs ?%Bi rﬁﬁéﬁ%{%’f@ﬁst hus

provi desy | ApLAVRa, KRRRBMEALY 16 AndSRER 80 & Wf?el%n@gt‘é@s!tic%%d g rétaygsoENt , at

a reduced cost over Enomm aévert|3|n grans. Suitable retailers may be
assessed, or accessed, via any nmeans knomn in the art, such as
t el ephom cally, vi Attstep 1071 wtanlets may be coHled titels orcagupble masketingeprpgiea:.

Sl 20101, LSLALLSE T PEE! S0 B IS3E LR bR g BefihPaglndo, e
Local bugidigsses e td Slotideiafichia ¢hstemeiis@BioBEh discounts or special deals available
20  over a targeted advertising service. The enrollment fee may be, for example, a fixed price
per month, such as $250, to allow for participation in the program. In the prior art, at a
particular University, a local student newspaper charges $17 per square inch of advertising
space per day. Therefore, an average advertisement may cost $300 for a 4" by 5"
advertisement, per day, with no ability to measure return on the investment. The present
25  invention thus provides improved capability to assess return on advertising investment, at a

reduced cost over known advertising programs.

Suitable retailers may be assessed, or accessed, via any means known in the
art, such as telephonically, via the Internet, via door-to-door sales, or the like. Suitable
retailers may preferably be those retailers that are local to the customer base, or potential

30 customer base, of the advertising system. Local businesses and retailers having greater
familiarity with a local customer base will have an improved ability to assess the needs and

desires of customers, and will thereby have an improved ability to target advertisements.



famliarity with a | ocal custoner base will have an inproved ability to

assess the needs and desires of custoners, and wll thereby have an
i mproved WbI0B06B93 0 t arget adverti senents. 8 WO 03/ 067393CPAUROIMEB37 03637 5
Further, custonmers will nost |ikely spend noney for products and services

in local communities before traveling to nore distant shopping | ocations.
Additionally, custonmers react nost positively to advertisenents of a
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frequently resent invention is, however, readily expandable w th
respect wd 1f¢feth9gIrﬂ!‘ieéﬁlb’alf@ﬁyTgléBé\ﬂm@g% Qhersmetaogdplogics eEEcreegnEraeiption
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audi ence, mruni ty nt e ur e saver

cards ar ﬁlrﬂjuatirnlgmmmdefmy ptaémrr&mamé 1didaﬁt1aﬂfbe rthe ﬁhpl@meﬁmﬁmeﬁf tt&rp:tesent
potential customers of the advertising system A saver card_nay

exafl e, IVER{KD, dHe te Bienfegirthal wayREHE ﬁué%%wicaﬂ&rhém ACCEET B thﬁ%"@ﬂ%ﬁ@f} or
other foggof rﬂaﬁe%E(%Jehﬁ?t | Phe tp %@ﬁt RN ord % '}ﬂ)%vlﬂf yregfﬁgb% nﬁ%blg hgiggavers

program such as , a drivér I'I"'cens e opener,
such as B:slk@yablahmpmmplaen@mﬁm@rs outs1det ofde hdcal demmllfrmtgairllocalmndnurﬁﬁesSaver
cards ma,¥ rovi ded at no cost to the cust.oner ma be provided for a
sui t abl el 1% Mg OB B (RsnBPandsd\iare Wiledensiag aB@eB‘Ffb\YF 28y B §°am5%1wess or
retail eroﬁg}gédinsnaﬁ{}g,_ol led in the program or may be provi ded by

adm nistrators of the advertising program Alternatively, saver cards nay

be obtained in response to custoner requests received via
20 At step 102, saver cards are distributed to customers of the advertising

system, and potential customers of the advertising system. A saver card may, for example,
take the form of a keychain card or "credit card" type card, or other forms of identification
that serve to identify members of the savers program, such as, but not limited to, a driver's
license, bottle opener, such as a keychain bottle opener, or student identification card.
25  Saver cards may be provided at no cost to the customer, or may be provided for a suitable
fee to the customer. Saver cards may be provided by a business or retailer that is enrolled
in the program, or may be provided by administrators of the advertising program.
Alternatively, saver cards may be obtained in response to customer requests received via
telephone, by the Internet, by e-mail, or by any additional means of receiving customer
30 requests apparent to those skilled in the art. Saver cards may include thereon a
methodology for data storage, such as a magnetic strip, or an integrated circuit memory
chip. Alternatively, the saver card may have thereon printed a numeric or alphabetic key

code, or a bar code, for tracking purposes of the card. Preferably, saver cards are



tel ephone, by the Internet, by e-mail, or by any additional nmeans of

recei ving custoner 30 requests apparent to those skilled in the art. Saver
cards maywprsloenses t hereon a net hodol ogy for data storagepPCIush3/ess3n
magnetic strip, or an integrated circuit menory chip. Alternatively, the
saver card may have thereon printed a nuneric or al phabetic key code, or a
bar code, for tracking purposes of the card. Preferably, saver cards are 9
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t he saver card may sign on to, for exanple, an Internet site associ ated
W th t hePi9gfReti ng program or an adm nistrator thereof, in order to
regi ster as custonmers in the marketing program A registration screen nay

be provided by th 1134 S I . t.he I ation
scr geon illustrat edlR |t ?\tg ilgg’réedsg)m&f ﬁélgb%retg gg‘%ggg}gn@%?lﬁg%tn,tgh%’%%%rﬁbfe’
regi st r ati biterast sithassvetatesl wigh thehearketitgopreprang od ah hémaastertorkbereaf, ¢th ofdet hat

custoner, wil| be associated with data within the marketing program_ For

exanpl e, ‘OREISEH ST GHEY AT DR PrOgiAe MaiPeitREPD SEPELRAY DPRFRYAL i on
to al |l ovy B 4d@fsREABE bPheYrodhIRl siSiOHE 'I:reéfétfatﬂioﬂ bl WhRtralBiR §3, such

as interests in particular retailers. For "exanple, the custoner y enter
a nane, h § ordérreddemesiment, vpdre péestatinnmabére, web sidg, iths cusiémbm lbhd ¢, saamd/ or

may _.answer ,a ries of praofile questions, . such.as those related to eating

20 i orPra et Rieinet S e ufeitd S ade ol o Gul-Reree Ty File art
any numbefanifie, tHél@8dtbABS hoM@iheDE sA%K @Erdofay Retek §EIsthAhRImEHST TBllow tihat  at
| east one question, preferabl provi des contact information sufficient to

al | ow t arsgeiating Qffthafpustemes with partioutar iercsisstuchnes intgrgsts eparasatrectagers.
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one enboglf gdbiespindVdrempy @sEk a series of profile questions, such as those related to eating

20  and/or shopping habits. It will be apparent to those skilled in the art, any number of

questions may be asked of the registering customer, that at least one question, preferably

provides contact information sufficient to allow targeting of advertisements to the customer

by the marketing program.

At step 106, and as a result of registration in step 104, targeted messages and

25  advertisements are forwarded to the saver card holder. In one embodiment of the present
invention, e-mail messages are employed in order to forward messages containing targeted

offers or targeted advertisements from retailers to the saver card holders selected by those
retailers as most likely to be responsive to the targeted offers for advertisements. For
example, each retailer participating in the marketing program may provide a series of

30  criteria from which customers to be associated with advertisements of that retailer are to be
selected.  Alternatively, retailers may provide variable criteria for the targeting of

advertisement to customers, based on particular marketing efforts of the retailer.
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invention, e-mail nessages are enployed in order to forward nessages
containing targeted offers or targeted advertisenents fromretailers to

t he saverwoasm@étsad ders sel ected by those retail ers as nmo®CTIUSk&D3IE31 0 be
responsive to the targeted offers for advertisenents. For exanple, each
retailer participating in the marketing program may provide a series of 30
criteria fromwhich custoners to be associated with advertisenents of that
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pri nt i ngamofelectronicexaipph assodted | veigh BN iGpediuRan basinedsi atedambled 61f& or
hyper | i nkcgld busi ness, A targeted offer or advertisenment preferably
i ncl udes?HRrisRRFRIGHEIFFblbINCRIdes s erticemprt th dheia ox eird halder torvesit e apthider,

and/ or sg|fGtscRbt i f i h
r got ed 16 sl B LEHASEs BrRhOLIShiile HERTIERICE ThORuiRinpRhocslBfipe
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retailer qr ?usi ness, or may. be prqvided to fhe systemdirectly by the
ret 31’5I erataPazf, OPOPAER BRI 15t &F BHOSHELPTITE% O BIRY itgihe st diredty Bphone,
or regul @k refBbd viaAforSERRhplOSintdiANSAC kit BorRL @or, %-&Qﬁ,o{e%ﬂo@e? drakgyhpl ders

visit retailers from which targeted nessages were sent e transaction
dat a gatieiled may include, for 20 exanple, that the customer performed a
desired task in response to the nessage, such as visiting the retailer, or

reking o pur chese KB e E5 b bR b Bl bl
and/ or nehichl daypetddt Rlesthgedwede patt Y Thecigdrgeetith 848 gficréd @fay idth@ledghr t O

' eC%rOd ! Q);[a?npaer] %hgqt{é %&sltgr%ep {)gr ornqugdtahc?ésirgg %ask in response to the message, such as

visiting the retailer, or making a purchase from the retailer. At the point that the desired

transaction occurs, the saver card of the user is preferably scanned, and/or manually entered

by a party located at the retailer, in order to record into the marketing program that the

desired transaction, due to the targeted message, has occurred. The merchant may, for

25  example, swipe the card in a magnetic strip or bar code reader, or manually type in the

letters and/or digits of an identification number. The mechanism for reading or entering the

saver card identification information may be communicatively connected to the program

administrator server via, for example, a modem, intranet, or internet link. Transaction data

may include, for example, the time, date, amount of transaction, item purchased, service

30 purchased, quantity purchased, retailer involved in the purchase, identification of the

purchaser, proximity of receipt of the targeted messages from that retailer to that purchaser,

and/or the success rate of targeted message from that retailer to that purchaser to-date. In

one embodiment of the present invention, the information regarding identification of the

11



desired transaction, due to the targeted nessage, has occurred. The

mer chant may, for 2S exanple, swipe the card in a magnetic strip or bar
code readwp,030673pBnual ly type in the letters and/or digi PETASORMB637

i dentification nunber. The nechanismfor reading or entering the saver
card identification informati on may be conmuni catively connected to the
program adm nistrator server via, for exanple, a m)dem i ntranet, or
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bet ween the nunber of e- mail advertisenents, or the timng of e-mall

adver t i seamsaetionsitiat tdseumembealfafdiast helders ﬁ]g,atchCGIYGr tha samril edeertisementsc dur  on

behal f of_ .ca arLs t hat e the..e il.advertisenents,,.in order to
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may additionally include a 20 corrparl son of the return on investnment of a

gi véP preRyRRaTiseR of, thegieirn op invesine of @rggmnapfggram of a retailer to other programs

of that retailer, or to other programs of other retailers. Further, the statistical analysis may
aid in the identification and/or targeting of particular markets, or market segments, for
promotions. Thus, the success and/or probability of success of a marketing program is

measurable due to the statistical analysis.

25 At step 112, the results of the statistical analysis are reported to the retailer.
It will be apparent to those skilled in the art that either the retailer, or the administrator of
the marketing program, may perform the statistical analysis and provide the report thereof
to the retailer. Reports of the success, and/or failure, of marketing programs may
periodically be provided, for example, in daily, weekly, monthly, quarterly, and/or yearly

30 formats. Reports may be available to the retailer by, for example, regular mail, e-mail, or
log-in and review on a web site of the administrator, or of the retailer. Alternatively, the
data necessary to perform the analysis may be sent from the program administrator to the

retailer, and the retailer can then correlate the data and/or formulate the reports, thereby
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of that retailer, or to other prograns of other retailers. Further, the
statistical analysis may aid in the identification and/or targeting of
parti cul awoman&sps, or nmarket segments, for pronotions. PoWAIS03/BE3IBUCCESS
and/ or probability of success of a marketing programis mneasurable due to
the statistical analysis. 25 At step 112, the results of the statistical
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pr ogr am béwspapereedesiiip,ifavesnipdh, correlated with the 15 adverti sing costs,
is substantially constant, due to the fact that the program of the present

I nvention is not bageq of.d BE Ug«%%{nt %xfetﬁitiBﬁ &A}rp%&lﬁﬁéﬁ@aﬂ?ﬁ €O wih! the
fluctuations in néwspaper readership, for exanple.

step of forwarding advertising to cardholders, the step of forwarding surveys to cardholders.

20  These surveys may assist retailers and/or the program administrator in gaining desired

information, such as information that improves the success of future promotions.

Cardholders that complete the survey may receive a reward, such as a special, limited

promotional message.

Figure 4 is a screen shot illustrating a front page of an administrator for use

25 in the present invention. The front page may provide for log-in of customers, and/or
retailers, of the marketing program of Figures 1 and 2. Log-in to a web site may include,

for example, a sign-on with a unique user name, identification number, or password, to the

web site of the administrator. Further, log-in to the web site of the administrator may allow

for the retailer to vary and/or change criteria for receipt of advertising from that retailer, or

30 of content of the advertising of that retailer. Log-in for a customer may allow for

generation, and/or variation, of that customer’s profile.
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The nethod of the present invention nmay additionally include, wthin the
step of forwarding advertising to cardhol ders, the step of forwarding
surveys twoaandiiad ders. 20 These surveys may assi st retalPCerssoamdspr t he
program adm ni strator in gaining desired informati on, such as information
that inproves the success of future pronotions. Cardholders that conplete

the survey nay receive a reward, such as a special, limted pronotional
message. Figure 4 iR ay5E"ReRE ﬁQ?tprb%hHSYJraEidﬁ%lé‘ Eérefaes q&g%uaam@ﬂ and
adm nistrator for use 257N the present |nvention. front page may
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PCT/ USO 3&38013F, ﬁ1denﬁhé famler,pta@dlt RofeRneas] pr@fild mlforﬁ»aaaml eiterie hdvetigseniont
custoners and retailers, such as log-in for retailers or custoners,

|i sti ngstagetiggrt P‘?:‘feﬁ%‘{“i%@oqt@%teﬁsldé§°§sseF1é‘P]§i1}3@P‘ée assessed as being of
particular interest to the particular then-1ogged-in custoner based upon
cooki es on the compyi&rorRldihfiglskAlStRLEH WlHrre&%HFZE thefd Qi YBhd e font BALT €St
to the retailer or the custoner, such as news or classified

advert i searshioss dbihe praseiasyenitive mey Heagplamented @ithds depasting ragethe kpiriher
adm_ni strator .of .t he nmar ram b site al | wfor t he

custoirer SCORRaF Bie ibfiGiPR: dbe (PeRbESRTRPE Al bk BB Biasttims He e o,
criteri agordyeklidhses@AtatidndhA@amdioas. adverti sing content, as discussed
her ei nabove. Those of ordinary skill in the art wll recogni ze that many
nodi fications and variations of the present invention nay be inplenented
wi t hout departing fromthe spirit or 15 scope of the invention. The

foregoing description and the following clains are intended to cover all
such nodi fications and vari ati ons.
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14 WO 03/067393 PCT/ US03/03637 5 CLAIMS What is clained is: 1. A nethod
of distributing advertisenents to at |east two potential respondents, 10
conprisiMyo mseenas ting at | east one retailer to provi de aPpirarsad/iiey7? of
advertisenments; recording at |east one profile of at |east one of the at

| east two potential respondents; providing at |east one saver card to each
of the at least two potential respondents; targeting at |east one of the
plurality of advertisenents to a targeted at |east one of 15 the at | east
two potential respondents, wherein said targeting is responsive to the at

| east one recorded profile of the targeted at | east one potenti al
respondept ; providing at | east one transaction to the at |east one
targeted ial respondent upon response of the at |east one targeted
potential respondent to the targeted at | east one advertisenent, wherein
t he respwiseitdhaitee id:argeted at | east one advertisenent is evidenced 20 by
activation of the saver card associated with the recorded profile of the
targeted at | east one potential respondent. 2. The nethod of claim1,
further conprising: gathering data of the at | east one transaction of said
providing at | east one transaction. 25 3. The nethod of claim2, wherein

sai d gathering daigdCeridsaainzetd/ctiethehfierodal seasf twb hRtatial eapbndones,
transaction to the recorded profile of the targeted at |east one potenti al

r espidhdenempmgiagied i n the transaction. 15 WO 03/ 067393 PCT/ US03/ 03637 5 4.
The met hod of claim 2, further conprising:

recruiting at least one retailer to provide a plurality of advertisements;
recording at least one profile of at least one of the at least two potential respondents;
providing at least one saver card to each of the at least two potential respondents;

targeting at least one of the plurality of advertisements to a targeted at least one of
15  the at least two potential respondents, wherein said targeting is responsive to the at least one

recorded profile of the targeted at least one potential respondent; and

providing at least one transaction to the at least one targeted potential respondent

upon response of the at least one targeted potential respondent to the targeted at least one
advertisement, wherein the response to the targeted at least one advertisement is evidenced

20 by activation of the saver card associated with the recorded profile of the targeted at least

one potential respondent.
2. The method of claim 1, further comprising:

gathering data of the at least one transaction of said providing at least one

transaction.

25 3. The method of claim 2, wherein said gathering data comprises recording the data of
the at least one transaction to the recorded profile of the targeted at least one potential

respondent engaged in the transaction.

15



correlating the transaction data wth said targeting, wherein said
correlating generates advertisenent effectiveness data. 5. The nethod of
clai m 4, worshendxonprising: 10 repeatedly targeting effe®Cirns03/03637
advertisenments, in accordance with the advertisenent effectiveness data,
to at | east one repeatedly targeted of the targeted at | east one of the at

| east two potential respondents. 6. The nethod of claim2, wherein the
transaction data conprises at |east one of the group consisting of
transaction time, transaction date, transaction amount, itens purchased,

15 retailer involved, and respondent identification. 7. The nmethod of claim
1, where#n salbe metoddifahind@ypribsesomsisang:i shing an e-mail account for
each of the potential respondents. 8. The nethod of claim1, wherein said
targeting conprises sending an email to at |east one of the established

e- mai | accountmelﬁfhgg theA tmylsaoannfdata pwilyi ghichgargetingly heiesi rigidocogelating
conprisin rogram a |stra in communication with at | east one
retailer® ?é%@f?ﬁ@ne E?EWWS df-strator receives a recorded profile
fromat |east one potentlal respondent to the advertising program a
message ener 0 nj catively connected to said program adm ni strator,
and 25 0 at #%5@? gng lnﬁhéug%mp@gg@m%%e potentlaF rgspondents 16 WD
03/ 067393 PCT/ US03/03637 5 a plurality of saver cards, wherein at |east one
of said plurality of saver cards is distribyted to each_o e at | east

one ot ent i al rPEYpYHdwIBEERS RhestivP ATSHEPRIGY IRATRY ‘WF§?¢%@6@ YELAMRE
first tapgeloo Advel ISk oan:‘il fkﬂ}ysﬁg%&iaéit the Q%é%ﬁﬁ ak &y ortNGF BBk el n

sai d message generat or generates ssage, accordance wth the
first talegstted patbnént iesmdents. t o a targeted at | east one of the at |east
one 10 potential respondents responsively to the recorded profile of the
targeted at | east one potential respondent, and wherein said program
adm ni st 6at or The asstiwelsofaclaiat 2] waticontheftrankection data comprises at least one of the

group consisting of transaction time, transaction date, transaction amount, items purchased,

15 retailer involved, and respondent identification.

7. The method of claim 1, wherein said recording comprises establishing an e-mail

account for each of the potential respondents.

8. The method of claim 1, wherein said targeting comprises sending an email to at

least one of the established e-mail accounts.
20 9. A system for providing an advertising program, comprising:

a program administrator in communication with at least one retailer, wherein the
program administrator receives a recorded profile from at least one potential respondent to

the advertising program;

a message generator communicatively connected to said program administrator, and

25  to at least one of the at least one potential respondents;

16



saver card of the targeted at |east one potential respondent as a response
to the first nessage. 10. The systemof claim9, wherein the first nessage
I S gener awod3nae73vhe targeted at | east 15 one potential r@eSparsdsote3T n
accordance with target criteria fromthe at | east one retailer, wherein
the target criteriais wthin the first target advertisenent. 11. The
systemof claim9, further conprising a correlator communicatively

connest ed |t 0 $RBIR! AR YR NRELA! R leaslBRE S UyBANGraBRY bR S AP LadBLOEN S

transact i on da each saver °~ card activation e systemof claim
11, wher éistribsisaddo eastr @fl tht arleasp dat petentivd raspodeatst one recorded profile in
accordance with the transaction data. 13. The system of claim 11, wherein
said correl ator generates advertisenent effectiveness data in accordance
with the transaefeirosidptagran 4dmitieraystesivafa fisaianpedd adveeisenient fiem the

transaction data co I ses at | east. one of the nsi sting of
t r ansact Hoksasti RS rettngﬁsé@fiw reify sad W%ﬁ%eaé?lil%ﬁtc’ér%ﬁ%ﬁ eg|at e P ETaded,

retail er adc'ai’d%!né{@%thWﬁfs?%?&?&ﬁé&veﬂ%@ﬁ%ﬁtf Il Qe o FeasTBife DAL EMLAT ofit T M
1, wherein sald saver car rises one selected fromthe group
consicst i paofential arespogd et cresmnsivela toathecwderdedrdofimnaf thedtargated ot lldagense. 17
potential respondent, and wherein said program administrator receives an activation of the
saver card of the targeted at least one potential respondent as a response to the first

message.

10. The system of claim 9, wherein the first message is generated to the targeted at least
15  one potential respondent in accordance with target criteria from the at least one retailer,

wherein the target criteria is within the first target advertisement.

11. The system of claim 9, further comprising a correlator communicatively connected
to said program administrator, wherein said correlator gathers transaction data of each saver

card activation.

20 12. The system of claim 11, wherein said correlator updates the at least one recorded

profile in accordance with the transaction data.

13. The system of claim 11, wherein said correlator generates advertisement

effectiveness data in accordance with the transaction data.

14. The system of claim 11, wherein the transaction data comprises at least one of the
25  group consisting of transaction time, transaction date, transaction amount, items purchased,

retailer involved, and respondent identification.

15.  The system of claim 1, wherein said saver card comprises one selected from the

group consisting of a magnetic card, a bar code card, and a driver’s license.
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