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COMMUNICATING WITH A COMPUTER BASED 
ON THE OFFLINE PURCHASE HISTORY OF A 

PARTICULAR CONSUMER 

CROSS-REFERENCES TO RELATED 
APPLICATIONS 

[0001] This application claims the bene?t of and priority 
to US. Provisional Application Ser. No. , ?led Dec. 
30, 1998 (Attorney Docket No. 7791-0045-25 PROV), 
Which is incorporated herein by reference. 

BACKGROUND OF THE INVENTION 

[0002] 1. Field of the Invention 

[0003] The present invention relates generally to the use of 
a computer network, and more speci?cally to a method, 
system, and computer program product for communicating 
With a computer associated With a particular consumer, 
based on the consumer’s offline purchase history. 

[0004] As used herein, the term “online” refers to activity 
having at least one aspect that is performed over a computer 
netWork, Whereas the term “offline” refers to customer 
activity that is generally not performed over a computer 
netWork. For eXample, using a computer to buy books over 
the Internet is an online purchase, Whereas buying groceries 
in a grocery store is an offline purchase. 

[0005] 2. Discussion of the Background 

[0006] With the proliferation of computer netWorks such 
as the Internet, mcre and more households are able to access 
Wide varieties of information quickly and easily With their 
home (or Work) computers. The increasing number of ordi 
nary consumers Who are noW accessing the Internet has 
opened up a neW avenue through Which commercial entities 
can deliver their advertisements to consumers. Through 
computer netWorks such as the Internet, advertisers are able 
to display banners to computer users for purposes of gen 
erating brand name recognition, distributing promotional 
information, etc. 

[0007] As evidenced by the numerous amount of literature 
in the ?eld, skilled computer programers have developed 
and re?ned a variety of methods for accessing, manipulat 
ing, and disseminating database information over computer 
netWorks such as the Internet. Thus, various methods of 
storing, delivering, and displaying information are Well 
knoWn in the ?eld of computer netWorking. Similarly, 
standard protocols and architecture have been developed to 
communicate over Wide area netWorks (WANs); for 
eXample, TCP/IP protocols and architecture have been 
developed for communication over the Internet. Moreover, 
various languages such as Java Database Connectivity 
(JDBC) have been developed for performing database 
operations over computer netWorks. The design and imple 
mentation of various methods of database netWorking and 
Internet communications are described in Liu et al., “Man 
aging Internet Information Services,” O’Reilly & Associ 
ates, Inc., 1994; Comer, “Internet Working With TCP/IP 
Volume I: Principles, Protocols, and Architecture,” 2nd ed., 
Prentice-Hall, Inc., 1991; Comer and Stevens, “Internet 
Working With TCP/IP Volume II: Design, Implementation, 
and Internals,” Prentice-Hall, Inc., 1991; Comer and 
Stevens, “Internet Working With TCP/IP Vol. III: Client 
Server Programming and Applications,” Prentice-Hall, Inc., 
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1993; Khosha?an et al., “A Guide to Developing Client/ 
Server SQL Applications,” Morgan Kaufmann Publishers, 
Inc.; Hamilton et al., “JDBC Database Access With Java, A 
Tutorial and Annotated Reference,” Addison-Wesley Pub. 
Co.,. 1997; and Francis et al., “Professional Active Server 
Pages 2.0,” WroX Press Ltd., 1998; each of Which is incor 
porated herein by reference. 

[0008] Currently, advertisers are able to implement a lim 
ited form of targeted advertising over the Internet. This is 
accomplished by sending a block of data, such as a “cookie,” 
from a remote host or server (i.e., a Web server) maintained 
by an advertiser to a computer (i.e., a client system) that has 
access to the remote server via the World Wide Web. A 

cookie, as used in netWork and Internet communication, is a 
block of data or state object that a Web server stores on a 

client system. When the client system accesses a Web site 
Within a limited range of domain names, the client system 
automatically transmits a copy of the cookie to the Web 
server that serves the Web site. The cookie may include a 

unique cookie number corresponding to the client system. 
Thus, the cookie can be used to identify the client system (by 
identifying the Web broWser) and to instruct the server to 
send a customiZed copy of the requested Web page to the 
Web broWser. 

[0009] Since cookies are also used to track a consumer’s 
online activity, a Web server can deliver targeted advertise 
ments to a consumer’s Web broWser, based on the consum 

er’s online activity. For example, if a cookie tracks the 
various IP addresses accessed by the consumer’s computer, 
the Web server can deliver ad banners to the consumer’s 
Web broWser based on the IP addresses the Web broWser has 
accessed. Thus, the cookie can be used to record the online 
activity of a consumer, and information regarding the con 
sumer’s tastes and tendencies can be inferred from the 
consumer’s online activity. Using this inference, an adver 
tiser can try to target speci?c advertisements to speci?c 
computer consumers, based on the record of the computer 
consumers’ online activities. That is, the advertiser can try 
to eXpose the computer consumers to advertisements 
designed to appeal to their particular tastes and interests. 

[0010] The targeted advertisement can be implemented in 
several manners. For eXample, the advertiser can generate 
Internet banners that contain targeted ads and are visible to 
the consumer When the consumer accesses the advertiser’s 

server, and/or the advertiser can automatically generate 
e-mail messages and send them to the consumer if the 
advertiser has the consumer’s e-mail address. 

[0011] The disadvantage of generating advertisements 
based on online activity resides in the fact that a consumer’s 
actions on the Internet (Which are knoWn to advertisers 
because of the cookie sent to the consumer’s computer) may 
not be strongly related to the consumer’s preferences as a 
consumer in the offline World. Thus, a consumer’s activity 
on the Internet, including online purchases and access to 
various Web sites, may not re?ect What the consumer Will 
buy at a shopping mall or supermarket. For eXample, just 
because the consumer has accessed a large number of IP 
addresses corresponding to ?y ?shing Web pages, there is no 
indication that the consumer prefers one brand of diet soda 
over any other. 
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SUMMARY OF THE INVENTION 

[0012] Accordingly, one object of this invention is to 
provide a novel method, system, and computer program 
product for delivering targeted advertisements to a consumer 
based on his or her of?ine purchase history. 

[0013] It is another object of the present invention to 
provide a novel method, system, and computer program 
product for associating a consumer’s offline purchase history 
With a particular computer used by the consumer. 

[0014] It is another object of the present invention to 
provide a novel method, system, and computer program 
product for providing advertisers With information relating 
to consumers’ observed offline purchase histories Without 
divulging to the advertisers the proprietary information of 
another, such as the consumers’ customer identi?cations 

(CIDs). 
[0015] These and other objects are achieved according to 
the present invention by providing a novel method, system, 
and computer program for delivering a targeted advertise 
ment. The targeted advertisement is selected based on a 
demonstrated purchase behavior of the consumer including 
an actual, monitored, or observed offline purchase history 
associated With the consumer. The targeted advertisement is 
then electronically delivered to a computer associated With 
the consumer. Thus, With the present invention it is unnec 
essary to make inferences about the consumer’s offline 
purchase behavior in selecting the targeted advertisement 
because the targeted advertisement has been selected based 
on the observed offline purchase history of the consumer. 

[0016] In an embodiment of the invention, the computer 
sends a ?rst identi?er to an advertiser. The ?rst identi?er is 
preferably a cookie or any other type of identi?cation 
information Which identi?es the computer or consumer. The 
?rst identi?er is also associated With the consumer’s 
observed of?ine purchase history Which permits targeted 
advertisements to be delivered to the computer in response 
to receiving the ?rst identi?er from the computer. Accord 
ingly, the targeted advertisement may be sent at times When 
the computer is knoWn to be online. Further, the targeted 
advertisements may be sent to the computer from various 
locations and/or devices, including any device capable of 
receiving the ?rst identi?er and identifying the computer. 

[0017] In another embodiment of the invention, the con 
sumer provides a second identi?er to a registration server. 
The second identi?er is preferably a CID, a bar code, or 
other string of characters or digital information that identi 
?es the consumer. The registration server associates the ?rst 
and second identi?ers by linking the ?rst identi?er and the 
second identi?er in a memory. With this embodiment, it is 
not necessary that the advertiser delivering the targeted 
advertisements be provided With the second identi?er since 
the registration server use the ?rst identi?er to identify the 
consumer to the advertiser. Thus, if the second identi?er is 
proprietary, it does not have to be shared With the advertiser 
for the advertiser to deliver targeted advertisements to the 
consumer. 

[0018] In yet another embodiment of the invention, the 
consumer is classi?ed by assigning to the consumer a 
purchase behavior classi?cation. The purchase behavior 
classi?cation is based on selected purchase behavior crite 
rion and the consumer’s observed offline purchase history. 
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The targeted advertisement is selected based on the purchase 
behavior classi?cation assigned to the consumer. Thus, an 
advertiser can select targeted advertisements to deliver 
based on the consumer’s purchase history classi?cations, 
and the consumer’s observed offline purchase history does 
not have to be provided to the advertiser for the advertiser 
to deliver targeted advertisements. Preferably, one or more 
classi?cations are stored as data ?elds in a single record 
corresponding to the consumer. This record is generically 
called a “targeted ad pro?le.” 

[0019] According to a further embodiment of the inven 
tion, the targeted advertisement is a promotional incentive 
generically termed a “value contract.” The value contract 
offers the consumer a reWard for complying With a given 
type of behavior. This behavior may be a prede?ned change 
in behavior or continuance of an established behavior. 
Preferably, the behavior is de?ned as a minimum number of 
purchases that must be made Within a predetermined time 
period. Accordingly, it is possible to deliver promotional 
incentives that are targeted based on the observed offline 
purchase history of consumers. Further, the delivery of 
promotional incentives to certain consumers may be 
avoided. Consumers for Which delivery is to be avoided may 
include consumers Who already comply With the behavior or 
consumers Whose purchase histories demonstrate a reluc 
tance to remain loyal to a particular brand. Once a consumer 

Wins a reWard, the reWard is preferably presented to the 
consumer in a retail store. Thus, the reWard provides an 
incentive for the consumer to visit the retail store. 

[0020] In another embodiment, the consumer is reclassi 
?ed by assigning to the consumer an updated purchase 
behavior classi?cation. The updated purchase history behav 
ior criterion is based on the selected purchase behavior 
criterion and the consumer’s updated observed of?ine pur 
chase history. The targeted advertisement (e.g., a value 
contract) to be delivered is reselected based on the updated 
purchase behavior classi?cation. Accordingly, the targeted 
advertisements delivered to the consumer can be updated to 
re?ect changes in the consumer’s behavior. Moreover, the 
effect of different marketing strategies may be monitored by 
tracking consumers’ responses to being presented With dif 
ferent advertisements. 

[0021] In yet a further embodiment of the invention, the 
consumer in a particular purchase history classi?cation 
receives a unique personal identi?cation number (PIN) 
based on his or her purchase behavior classi?cation. The 
consumer receives the PIN from a computer generated 
printout at a cash register, in an e-mail, or off of a person 
aliZed Web page, for eXample. The consumer is also pro 
vided With a telephone number of an interactive voice 
response (IVR) provider. If the consumer telephones the 
IVR provider and provides his or her PIN to the IVR 
provider, then a targeted message, such as an IVR message, 
is initiated. PINs may also be received from a computer 
operated by the consumer, in Which case targeted messages 
are delivered to the consumer over a computer netWork. The 
targeted messages correspond to the purchase behavior 
classi?cations of consumers and include targeted advertise 
ments, promotional offers, and/or instructions on hoW to 
receive a reWard. If desired, consumers are reWarded for 
providing their PINs and receiving targeted messages. 
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BRIEF DESCRIPTION OF THE DRAWINGS 

[0022] Amore complete appreciation of the invention and 
many of the attendant advantages thereof Will be readily 
obtained as the same becomes better understood by refer 
ence to the following detailed description When considered 
in connection With the accompanying drawings, Wherein: 

[0023] FIG. 1 is a block diagram illustrating a system for 
associating a consumer’s computer With his offline purchase 
history and delivering targeted advertisements to the con 
sumer over a computer netWork; 

[0024] FIG. 2(a) is a draWing of a data structure for 
storing the offline purchase history of a particular consumer 
in the purchase history database 8 of FIG. 1; 

[0025] FIG. 2(b) is a draWing of a data record for record 
ing purchase information associated With a single purchase 
in the data structure of FIG. 2(a); 

[0026] FIG. 3 is a draWing of a data structure for storing 
a table of ?rst identi?ers (cookie numbers) associated With 
second identi?ers (CIDs) in the registration server 14 of 
FIG. 1; 

[0027] FIG. 4(a) is a draWing of a targeted ad pro?le 
implemented as a data structure and stored in the advertis 
er’s server 18 of FIG. 1; 

[0028] FIG. 4(b) is a draWing of a data structure for 
storing a unique personal identi?cation number in associa 
tion With a CID. 

[0029] FIG. 5 is a ?oWchart shoWing the general process 
for implementing the present invention With the system of 
FIG. 1; 

[0030] FIG. 6 is a ?oWchart shoWing hoW the purchase 
history database may be populated With the observed offline 
purchase histories of consumers; 

[0031] FIG. 7 is a ?oWchart shoWing hoW consumers may 
register according to the present invention; 

[0032] FIG. 8 is a ?oWchart shoWing hoW registered 
consumers may be classi?ed according to their observed 
of?ine purchase histories; 

[0033] FIG. 9 is a ?oWchart shoWing hoW targeted adver 
tisements may be delivered to registered consumers; 

[0034] FIG. 10 is a ?oWchart shoWing hoW a value 
contract may be implemented in accordance With the present 
invention; and 

[0035] FIG. 11 is a ?oWchart shoWing hoW the present 
invention may be used to send targeted interactive voice 
response messages to consumers; 

[0036] FIG. 12 is a schematic diagram of a general 
purpose computer system 100 that can be programed to 
perform the special purpose function(s) of one or more of the 
devices shoWn in the system of FIG. 1. 

DESCRIPTION OF THE PREFERRED 
EMBODIMENTS 

[0037] Referring noW to the draWings, Wherein like ref 
erence numerals designate identical or corresponding parts 
throughout the several vieWs, and more particularly to FIG. 
1 thereof, a system illustrative of the present invention is 
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shoWn. The system includes stores 2, 4, 6; a purchase history 
database 8; a ?rst computer 10; a telephone 11; a second 
computer 12; a registration server 14; an analytics unit 16; 
an advertiser’s server 18; a Wide area netWork such 
as the Internet 20; various computers linked to the Internet 
20. such as Web servers 22, 24, and computers 26, 28, for 
eXample; and an interactive voice response (IVR) provider 
29. 

[0038] Each customer or consumer is provided With a 
customer identi?cation (CID) that identi?es the particular 
consumer. The CID can be any identi?er that is scanned, 
read, or otherWise entered into a computer system at check 
out. Preferably, the CID is represented as a bar code so that 
it can be quickly scanned at checkout, although any other 
type of machine-readable (or non-machine readable) imple 
mentations for storing or displaying identi?cations may be 
used, including magnetic strip and computer or memory 
chips on a card (e.g., smart cards). EXamples of possible 
CIDs are credit card numbers, debit card numbers, social 
security card numbers, driver’s license numbers, checking 
account numbers, street addresses, names, e-mail addresses, 
telephone numbers, frequent customer card numbers, shop 
per card identi?cations (SCIDs), or shopper loyalty card 
numbers issued by one of the stores 2, 4, and/or 6, although 
any suitable form of identi?cation may be used. 

[0039] The stores 2, 4, 6 may be any retail location, point 
of sale, or other location in Which of?ine transactions are 
made by consumers. The stores 2, 4, 6 record purchase data 
for the consumers that present their CIDs at checkout. The 
purchase data includes information such as the location of 
the purchase, the items purchased, the price of each item 
purchased, and CID. The purchase information can be stored 
electronically in a general purpose computer in each of the 
stores 2, 4, 6 and sent to the purchase history database 8 
periodically, in real time, or at any other time When it is 
desirable to update the purchase history database 8. 

[0040] The purchase history database 8 may be imple 
mented using any desired structure including any type of 
computer connected to any type of storage device including 
magnetic disks such as one or more hard disk drives, optical 
disks, magneto-optical disks, memory chips, or other desired 
storage devices. The purchase history database 8 stores 
purchase data received from the stores 2, 4, 6. The purchase 
data may be stored in separate master records for each 
consumer, as described beloW With reference to FIGS. 2(a) 
and 2(b). US. Pat. Nos. 5,832,457, 5,649,114, 5,430,644, 
and 5,592,560 describe techniques for collecting consumer 
purchase information and for storing such information in a 
purchase history database 8. US. Pat. Nos. 5,832,457, 
5,649,114, 5,430,644, and 5,592,560 and all references cited 
therein are incorporated herein by reference. Additionally, 
techniques for collecting consumer purchase information 
and for storing such information in a purchase history 
database 8 are described in other patents oWned by Catalina 
Marketing and/or Catalina Marketing International. Each 
patent oWned by Catalina, Catalina Marketing, and/or Cat 
alina marketing international is incorporated herein by ref 
erence. 

[0041] The ?rst and second computers 10, 12, the regis 
tration server 14, the advertiser’s server 18, Web servers 22, 
24, and computers 26, 28 may each be implemented as a 
general purpose computer (e.g., the computer 100 of FIG. 
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12). The ?rst and second computers 10, 12, the registration 
server 14, the advertiser’s server 18, Web servers 22, 24, and 
computers 26, 28 may be appropriately programmed to 
communicate With one another over a Wide area netWork 

(WAN) such as the Internet 20. 

[0042] The ?rst and second computers 10, 12 may be any 
computer that one or more consumers can access, such as 

home or of?ce computers. The ?rst and second computers 
10, 12, may also be implemented as interactive television 
sets or other structure suitable for receiving interactive 
advertisements. Interactive television systems are described 
in US. Pat. Nos. 4,847,700, 5,721,583, and 5,552,735. US. 
Pat. Nos. 4,847,700, 5,721,583, and 5,552,735 and all ref 
erences cited therein are incorporated herein by reference. 
The ?rst and second computers 10, 12 may be programmed 
With any suitable Web broWser softWare that permits the ?rst 
and second computers 10, 12 to retrieve Web pages via the 
Internet 20 from remote computers or servers such as the 
advertiser’s server 18 and/or the registration server 14. The 
Web broWser softWare may also be used to transmit regis 
tration information provided by a consumer to a remote 
computer such as the advertiser’s server 18 and the regis 
tration server 14. 

[0043] The registration server 14 is a Web server pro 
grammed to receive, store, and/or transmit various type of 
information, including registration information, purchase 
behavior information, and information for identifying con 
sumers, although the registration server may also be imple 
mented using any type of computer. The registration server 
14 may additionally be programmed to generate records that 
link various types of registration information received from 
consumers and the advertiser’s server 18. 

[0044] The analytics unit 16 may be implemented using 
any desired structure such as a computer programmed to 
analyZe purchase data (e.g., master records) received from 
the purchase history database 8. Thus, the analytics unit 16 
may be programmed to receive purchase behavior criteria 
from a remote computer (e.g., the registration server 14 
and/or the advertiser’s server 18) and apply those criteria to 
the purchase data in the purchase history database 8 to 
classify consumers into one or more purchase behavior 
classi?cations. As shoWn, the analytics unit 16 communi 
cates directly With the purchase history database 8, the 
registration server 14, and the IVR provider 29; hoWever, the 
analytics unit 16 may also be connected to other remote 
computers (e.g., the advertiser’s server 18) directly, via the 
Internet 20, or through any netWork. 

[0045] The advertiser’s server 18 may be a Web server 
programmed to send and receive registration information to 
and from a remote computer such as the ?rst computer 10. 
The advertiser’s server 18 may also be programmed to 
exchange information With the registration server 14, to 
associate a remote computer With one or more registered 
consumers, and to deliver targeted advertisements over the 
Internet to remote computers such as the ?rst and second 
computers 10, 12. Different types of targeted advertise 
ments, include Internet banners, real time moving videos, 
video information, animation information, audio informa 
tion, online interstitial advertisements, electronic mailings 
(e-maits), interactive television advertisements, and any 
other type of message, recording, and/or display. 
[0046] The Internet 20 includes various netWorks and 
gateWays for linking together various computer netWorks 
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and computers such as the ?rst and second computers 10, 12, 
Web servers 22, 24, and computers 26, 28. The advertiser’s 
server 18, the Web server 22, and/or the Web server 24 may 
be appropriately programmed With server softWare for deliv 
ering Web pages to remote clients or computers such as the 
?rst and second computers 10, 12. The Web servers 22, 24 
may be any servers connected to the Internet 20, including 
servers that are maintained by one or more advertisers and 
programmed to deliver targeted advertisements to consum 
ers via the Internet 20. Likewise, the computers 24, 26 may 
be any server or client With access to the Internet 20. Thus, 
the computers 26, 28 may be home computers on Which 
consumers may register With the registration server 14 or 
Web servers programmed to function similar to the regis 
tration server 14 or the advertiser’s server 18. 

[0047] The IVR provider 29 is any system that includes at 
least one computer programmed to store and play IVR 
messages to consumers. The IVR provider 29 exchanges 
information With the analytics unit 16. Consumers use a 
telephone 11, for example, to provide inputs to the IVR 
provider and receive IVR messages from the IVR provider. 
The telephone 111 is any device suitable for sending inputs 
(such as voice or touch tone commands) and receiving IVR 
messages. 

[0048] It is emphasiZed that the system of FIG. 1 is for 
exemplary purposes only, as many variations of the hard 
Ware used to implement the present invention Will be readily 
apparent to one having ordinary skill in the art. For example, 
the analytics unit 16 may incorporate the purchase history 
database 8. As another example, the registration server 14 
may incorporate the advertiser’s server 20. To implement 
these variations as Well as other variations, a single com 
puter (e.g., the computer 100 of FIG. 12) may be pro 
grammed to perform the special purpose functions of tWo or 
more of any of the devices shoWn in FIG. 1. On the other 
hand, tWo or more programmed computers may be substi 
tuted for any one of the devices shoWn in FIG. 1. 

[0049] The present invention stores information relating to 
each consumer’s observed of?ine purchase history and iden 
tifying information corresponding to each consumer in one 
or more memories such as a hard disk, optical disk, mag 
neto-optical disk, and/or RAM, for example. The stored 
information may include the purchase history, CID, cookie 
number, and targeted ad pro?le for each consumer. One or 
more databases may store the information used to implement 
the present invention. The databases are organiZed using 
data structures (e.g., records, tables, arrays, ?elds, and/or 
lists) contained in a memory such as a hard disk, ?oppy disk, 
optical disk, or RAM, for example. 

[0050] FIG. 2(a) shoWs a master record 30 for storing 
purchase information for a particular CID corresponding to 
a particular consumer. A separate master record 30 for each 
CID is maintained in the purchase history database 8. The 
master record 30 may be implemented as a data structure 
that includes a ?eld 31 for storing the consumer’s CID as 
Well as a table 32 for identifying and describing each 
purchase made by the consumer. The table 32 may include 
one or more linked lists, for example, or an array of purchase 
record. 

[0051] FIG. 2(b) shoWs an exemplary purchase record 33 
Which may be implemented as part of the master record 30. 
The purchase record 33 includes a ?eld 34 for indicating the 
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shelf keeping unit (SKU) Which is a distinct product such as 
“one 2 liter bottle of Brand Z soda,” a ?eld 35 for the 
universal product code (UPC) Which is usually seen as a bar 
code on a product, a ?eld 36 for the location of the purchase, 
a ?eld 37 for the price per SKU, and a ?eld 38 for the date 
of purchase. Additional ?elds and/or columns may be added 
to the purchase record 33 as desired. Preferably, the master 
record 30 and/or the purchase record 33 contain at least the 
information used by the analytics unit 16 to identify or 
classify consumers, as Will be described beloW With refer 
ence to FIG. 8. 

[0052] FIG. 3 illustrates an association table 40 for storing 
information that associates a computer With a particular 
consumer and master record. The association table 40 may 
be implemented as a data structure including a list 42 of ?rst 
identi?ers linked to a list 44 of second identi?ers. As shoWn, 
the list 42 is a list of cookie numbers. Each cookie number 
corresponds to a cookie that has been sent to a computer as 
a result of a consumer registering online With the registration 
server 14 (described beloW With reference to FIG. 7). 
Accordingly, each cookie number identi?es a single Web 
broWser run on a computer that Was used by a consumer to 
register. The list 44 is a list of CIDs, each of Which 
corresponds or is linked to the adjacent cookie number in the 
list 42. Each CID in the list 44 is also stored in the purchase 
history database 8 in a master record. Thus, the association 
table 40 links a Web broWser (via the cookie number) With 
a master record (via the CID) for a consumer Who used the 
Web broWser to register online. The association table 40 may 
be stored in the registration server 14 or any other suitable 
storage device including any of the devices shoWn in FIG. 
1 (e.g., the registration server 18). As technology progresses, 
cookies may become associated With individuals and not 
directly correspond to a Web broWser, and the invention 
includes the use of identi?cation methods other than con 
ventional cookies. 

[0053] The association table 40 may contain additional 
lists and/or ?elds. Fcr eXample, it may be desirable for the 
association table 40 to include a ?eld that identi?es the 
association table 40 if multiple association tables are gen 
erated and stored. Preferably, the association table 40 stores 
at least one list of identi?ers Which are also stored in the 
purchase history database 8 and Which identify registered 
consumers. 

[0054] FIG. 4(a) is an exemplary targeted ad pro?le 446 
for storing information relating to a consumer’s purchase 
behavior classi?cation. The targeted ad pro?le 446 may be 
a data structure that includes a record having a ?eld 448 for 
identifying the consumer. As shoWn, the ?eld 448 stores the 
cookie number associated With the consumer. The targeted 
ad pro?le 446 may include additional ?elds for storing the 
consumer’s purchase behavior classi?cation With regard to 
one or more purchase behavior criterion. The targeted ad 
pro?le 446 includes three ?elds, 449a, 449b, and 449c, for 
three purchase behavior classi?cations: Brand Z loyalty, 
Heavy Snacker, and Healthy Household, respectively. Each 
purchase behavior classi?cation may be given any score 
(e.g., an integer), a describer (e.g., “Brand Z loyalist” or 
“Heavy Brand Z User”), ?ag (“1” or “0”), or rank (e.g., “50th 
out of 50,000) that the consumer has received based on 
selected purchase behavior criteria Which are discussed 
beloW With reference to FIG. 8. 
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[0055] The targeted ad pro?le 446 is preferably generated 
by the analytics unit 16 or another device in close proXimity 
to the purchase history database 8. HoWever, the targeted ad 
pro?le may be generated by any suitable device including 
any of the other devices shoWn in FIG. 1 (e.g., the regis 
tration server 14). If desired, multiple targeted ad pro?les 
may be generated for each consumer. Also, the targeted ad 
pro?les may be updated as often as de sired to capture 
consumers’ behavioral changes, i.e., changes in purchase 
behavior classi?cations. 

[0056] FIG. 4(b) shoWs a data structure 460 that includes 
a ?eld 470 for storing information identifying a particular 
targeted message such as an IVR message stored in the IVR 
provider 29. An IVR message includes one or more recorded 
voice messages that are played for a consumer. Different 
messages may be played in response to inputs received from 
the consumer over a telephone netWork. The input may 
include information that is delivered orally or by touch tone. 
For eXample, the IVR message may begin by playing the 
consumer a message that states, “Speak or press ‘1’ if you 
prefer brand X over brand Y; speak or press ‘2’ if you prefer 
brand Y, but Would be Willing to try brand X.” Thus, a single 
IVR message may include numerous sequences and/or 
variations of recordings to be played to the consumer, and 
the input received from the consumer at each prompt deter 
mines Which particular recordings of the IVR message are 
played to the consumer. 

[0057] The data structure 460 also includes a ?eld 480 for 
storing a list of PINs associated With the IVR message stored 
in ?eld 470. The PINs may include numbers but should not 
be limited to numbers and may include, if desired, alpha 
betic, typographic, or any type of identifying information 
including CIDs, telephone numbers, cookie numbers, any 
personal attribute such as voice, ?ngerprint, or facial char 
acteristics, and random strings of alphanumeric characters. 
The data structure 460 is generated in the analytics unit 16 
and sent to the IVR provider 29 so that the IVR provider 29 
can receive a PIN from a consumer and play the correspond 
ing IVR message. Multiple data structures such as the data 
structure 460 can be generated so that different IVR mes 
sages correspond to different lists of PIN numbers. Each 
IVR message is associated With a particular purchase history 
classi?cation so that each consumer hears an IVR message 
that re?ects his or her offline purchase history. 

[0058] The data structures embodied by the present inven 
tion include the data structures shoWn in FIGS. 2(a), 2(b), 3, 
4(a), and 4(b) and described above. Alternatively, any other 
desired manner of implementing the data structures embod 
ied by the present invention may be equivalently imple 
mented so that the desired functionality and corresponding 
practical application are achieved. 

[0059] FIG. 5 is a ?oWchart that shoWs the general 
process for implementing the invention. Each of the steps of 
FIG. 5 includes tWo or more substeps Which are described 
beloW With reference to FIGS. 6, 7, 8, and 9. 

[0060] Referring back to FIG. 5, the purchase history 
database 8 is populated With the actual, monitored, or 
observed offline purchase histories of consumers in step 500. 
Further details of this step are described beloW With respect 
to FIG. 6. The offline purchase histories are organiZed into 
master records, each corresponding to a CID or other 
identi?er associated With a particular consumer. 
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[0061] In step 502, each consumer registers online using a 
computer. As a result of the registration process, each 
computer is associated With the offline purchase history of 
the consumer that used the computer to register. Further 
details of step 502 and the registration process are set forth 
below in the description of FIG. 7. 

[0062] In step 504, the registered consumers are classi?ed 
by assigning each consumer a purchase behavior classi?ca 
tion. The purchase behavior classi?cation is assigned to each 
consumer according to prede?ned purchase behavior criteria 
applied to the consumer’s observed of?ine purchase history. 
Further details of this step are set forth in the description of 
FIG. 9. 

[0063] In step 506, targeted advertisements are electroni 
cally delivered to the respective computers of registered 
consumers. The targeted advertisements are selected based 
on the purchase behavior classi?cation assigned in step 504. 
Thus, a ?rst consumer using the ?rst computer 10 may 
receive an advertisement different from the one received by 
a consumer using the second computer 12. The difference in 
the advertisements Will be, at least in part, caused by 
differences in the ?rst and second consumer’s respective 
purchase behavior classi?cations. Further details of step 506 
are described With respect to FIG. 506. 

[0064] FIG. 6 is a ?oWchart of the process of step 506 of 
FIG. 5 and shoWs hoW consumers’ of?ine purchase histories 
are observed, recorded, and updated. After starting, in step 
50, the consumer’s of?ine purchase information is obtained. 
This information is obtained in the preferred embodiment by 
a computer used to implement a sale or sales transaction to 
a user and may utiliZe a general purpose computer or point 
of sale terminal. If a point of sale terminal is used, the 
purchase history may be obtained using an optical scanner 
Which scans a bar code, UPC code, or SKU on the purchased 
product. 
[0065] In step 51, the consumer’s observed of?ine pur 
chase information is received in the purchase history data 
base 8. The observed of?ine purchase information can be 
delivered from the stores 2, 4, 6, to the purchase history 
database 8 via any suitable means, such as an electronic 
communications netWork or physical delivery of computer 
diskettes, tapes, or other portable media containing the 
purchase information, for eXample. 

[0066] In step 52, a master record corresponding to the 
consumer is created based on the offline purchase informa 
tion received in step 51. The master record contains at least 
one identi?er, such as the consumer’s CID, that distin 
guishes the consumer’s master record 30 from other master 
records in the purchase history database 8. Steps 50, 51, ,and 
52 may be repeated as necessary to generate master records 
for additional consumers, as Well as to update existing 
master records by appending neW information to an existing 
master record. 

[0067] FIG. 7 is a ?oWchart shoWing hoW the registration 
process of step 504 is performed. In step 54, the consumer 
uses Web broWser softWare on the ?rst computer L 0 to 
initiate the registration process. Registration is initiated by 
the consumer’s selection of a button or other graphic image 
on a Web page associated With the advertiser’s server 18. 

[0068] Then, in step 56, the advertiser’s server 18 sends a 
cookie to the ?rst computer 10. A cookie is a block of data, 
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a state object, or identi?cation information. The cookie sent 
to the ?rst computer 10 includes a unique identi?er, such as 
a cookie number or other string of characters, that is stored 
on the ?rst computer 10 and at the advertiser’s server 18. 
When the Web broWser running on the ?rst computer 10 
accesses the advertiser’s server 18, the Web broWser sends 
a copy of the cookie, including the cookie number, back to 
the advertiser’s server 18. In this manner the advertiser’s 
server recogniZes the cookie as being sent from a particular 
Web broWser program associated With a particular con 
sumer. Since the same cookie may be sent to, and recogniZed 
by, any server Within a prede?ned range of domain names, 
other servers, such as Web servers 22, 24, may receive and 
recogniZe the cookie (as Well as the cookie number) stored 
in the ?rst computer 10 if the other servers have domain 
names in the requisite range. In an alternate embodiment, 
instead of identifying the Web broWser program, the iden 
ti?cation information may be used to identify the computer 
of a consumer and/or the consumer himself. 

[0069] In step 58, the cookie number is sent from the 
advertiser’s server 18 to the registration server 14. The 
cookie number may be sent from the advertiser’s server 18 
to the registration server 14 by placing the cookie number in 
a URL (Uniform Resource Locator) statement. Thus, a 
cookie can be assigned When a ?rst Web page provided by 
the advertiser’s server 18 is requested by the ?rst computer 
10. The ?rst Web page can contain a link to a second Web 
page provided by the registration server 14. When the 
consumer selects the link to the second Web page, the cookie 
number can be placed in the URL statement for the second 
Web page, and thus sent to the registration server 14. 

[0070] In step 60, the consumer’s Web broWser jumps to 
a registration Web page served by the registration server 14. 
Then, in step 62, the consumer registers online With the 
registration server 14 and, in the process, provides the 
registration server 14 With information, including an iden 
ti?er found in the master record 30 (e.g., the consumer’s 
CID). The consumer may supply the registration server 14 
With information about the consumer to generate an online 
pro?le for the consumer. The online pro?le may include 
information such as the consumer’s name CID, e-mail 
address, product/brand preferences, demographic informa 
tion, Work address, home address, Whether the consumer has 
any babies, and Whether the consumer has any pets such as 
a cat, dog, bird, or ?sh. Preferably, the online pro?le 
includes at least one item of information that is stored (or is 
to be stored) in the purchase history database 8. While 
referred to as an online pro?le, the pro?le may be generated 
or obtained on an offline basis, such as by ?lling out a card 
in a grocery store, for eXample. Other forms of registration 
may include a consumer entering registration information at 
a kiosk in the grocery store after scanning the bar code or 
alternatively sWiping the magnetic strip of his or her shopper 
loyalty card through a magnetic strip reading device. The 
pro?le preferably includes information of hoW to transmit by 
computer information to the consumer, such as the consum 
er’s e-mail address, IP (Internet protocol) address, or any 
information Which may be used to electronically send infor 
mation to the consumer, including, for eXample, through a 
paging device or a portable computer. 

[0071] In step 64, the registration server 14 stores the 
cookie number received from the advertiser’s server 18 and 
the CID received from the ?rst computer 10 in memory and 
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links the cookie number to the CID. Accordingly, an asso 
ciation betWeen the consumer, the consumer’s CID, and the 
?rst computer 10 results. Once the cookie number and CID 
are linked, the registration server 14 can use a cookie 
number to locate a particular master record in the purchase 
history database 8 based on the CID linked to that cookie 
number. Further, the registration server 14 can use a cookie 
number to identify a particular consumer to an advertiser 
Without divulging the consumer’s CID. 

[0072] Accordingly, after steps 54 through 64 have been 
performed, the consumer has completed registration With the 
system. Additional consumers may register in the same 
manner as described in steps 54 through 64 so that a list of 
cookie numbers and associated CIDs is generated for the 
registered consumers. The list of cookie numbers and the list 
of CIDs may be stored in the ?elds 35 and 36, respectively, 
of the association table 40 of FIG. 3. 

[0073] Different servers, such as Web servers 22, 24, 
including the registration server 14, may be programmed to 
perform the same function as the advertiser’s server 20, and 
thus, servers other than the advertiser’s server 20 may be 
used to initiate registration in steps 54 through 58. Accord 
ingly, the registration server 14 may store one or more 
association tables corresponding to different lists of cookie 
numbers generated by different servers in steps 54 through 
58. Preferably, the master records for each consumer con 
tinue to be updated after registration to track the consumers’ 
of?ine purchases and changes in purchase behavior. 

[0074] FIG. 8 is a ?oWchart shoWing hoW consumers are 
classi?ed into one or more purchase behavior classi?cations 
based on their observed offline purchases and corresponds to 
step 506 of FIG. 5. In step 66, the advertiser’s server 18 
sends to the registration server 14 selected purchase behav 
ior criteria and a list of cookie numbers corresponding to 
consumers Who have registered through the advertiser’s 
server 18. The purchase behavior criteria may be selected 
using any suitable technique for classifying consumer’s 
observed purchase behavior. Possible techniques for deter 
mining purchase behavior criteria include pattern classi? 
cation, cluster analysis, the use of criteria arbitrarily set by 
a marketing eXpert, and/or any other method of classifying 
consumers into one or more behavioral groups based on 

their observed of?ine purchase history. For eXample, the 
criterion for a class of “heavy Brand Z drinkers” may be 
de?ned as any consumer Who has purchased Brand Z at least 
tWice a year in the last month. As another eXample, the 
criterion for a class of “Brand Z loyalists” may be de?ned as 
any consumer Who has purchased Brand Z at least once a 
month for the last nine months. Regardless of hoW different 
criteria are determined, the criteria are preferably based on 
information derived from marketing research. The purchase 
behavior criteria do not necessarily have to originate from 
the advertiser’s server 18, but may originate from any 
suitable remote device such as the computer 26, the Web 
server 24, and/or the registration server 18. 

[0075] In step 68, the registration server 14 generates a list 
of CIDs corresponding to the cookie numbers received from 
the advertiser’s server 18. Thus, step 68 is a matching step 
in Which the registration server identi?es a subset of the total 
number of CIDs to be analyZed in the purchase history 
database 8. The registration server 14 may use the associa 
tion table 40 generated in step 64 to identify the CIDs that 
correspond to the cookie numbers received in step 66. 
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[0076] Next, in step 70, the registration server 14 sends to 
the analytics unit 16 the purchase behavior criteria received 
in step 66 and the list of CIDs generated in step 68. 

[0077] In step 72, the analytics unit 16 analyZes the master 
records corresponding to the list of CIDs to classify the 
respective consumers into one or more purchase behavior 
classi?cations based on the purchase behavior criteria. 

[0078] In step 74, the analytics unit 16 sends to the 
registration server targeted ad pro?les for each consumer 
identi?ed in step 68. Each of the targeted ad pro?les includes 
the consumer’s CID and the purchase behavior classi?ca 
tion(s) corresponding to that CID. The targeted ad pro?les 
may be stored in a table such as an array or table of records, 
linked lists, or other suitable data structure. 

[0079] In step 75, the registration server 14 modi?es the 
targeted ad pro?les received from the analytics unit 16 so 
that the CID for each targeted ad pro?le is replaced With the 
corresponding cookie number. To perform this function, the 
registration server uses the association table 40 to identify 
the cookie number corresponding to each CID. 

[0080] In step 76, the registration server 14 sends the 
modi?ed targeted ad pro?les received from the analytics unit 
16 to the advertiser’s server 20. As discussed above, each 
targeted ad pro?le contains the cookie number and the 
purchase behavior classi?cation(s) associated With a par 
ticular consumer. Information, including targeted ad pro 
?les, received from the analytics unit 16 by the registration 
server 14 may sent to the advertiser’s server 20 via any 
appropriate method, for eXample, over the Internet 18 or 
physically delivered on a portable computer readable 
medium. 

[0081] Accordingly, in steps 66 through 76, the actual or 
observed purchase history of the consumers in the purchase 
history database 8 is analyZed, based on selected purchase 
behavior criteria, to identify a list of cookie numbers cor 
responding to consumers Who meet the preselected purchase 
behavior criteria. Steps 66 through 76 may be repeated as 
necessary so that any number of servers maintained by 
various advertisers can provide the analytics unit 16 With 
purchase behavior criteria and cookie numbers of registered 
consumers (step 66) and receive targeted ad pro?les or other 
purchase behavior information from the analytics unit 16 
(step 76). 
[0082] As demonstrated by the process shoWn in FIG. 8, 
advertisers Who maintain servers other than the registration 
server 14 may be provided With targeted ad pro?les Without 
being provided With any of the data stored in the purchase 
history database 8, including CIDs, the consumers’ identi 
ties, and their observed purchase histories. Thus, if the 
operator of the registration server 14 is contractually bound 
to the stores 2, 4, 6 to maintain the consumers’ CIDs in 
secrecy, then the invention may still be practiced Without 
violating the contract and Without transmitting the CID. 

[0083] FIG. 9 is a ?oWchart shoWing hoW targeted adver 
tisements are electronically delivered to consumers and 
corresponds to step 506 of FIG. 5. In step 78, the consumer 
Who Was registered by the system in steps 54 through 64 
uses the Web broWser running on the ?rst computer 10 to 
make a URL request to a Web site served by advertiser’s 
server 18. Since the advertiser’s server 18 has a domain 
name in the range speci?ed by the cookie sent in step 56, the 
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Web browser Will send a copy of the cookie, including the 
cookie number, to the advertiser’s server 18 along With the 
URL request. 

[0084] In step 80, the advertiser’s server 18 matches the 
cookie number received from the ?rst computer 10 to the 
modi?ed targeted ad pro?le associated With the cookie 
number. Then, in step 80, the advertiser’s server 18 delivers 
an advertisement to the ?rst computer 10 based on at least 
one of the purchase behavior classi?cations stored in the 
targeted ad pro?le. In addition to the advertiser’s server 18, 
any host computer or server (for eXample, Web servers 22, 
24, the registration server 14, and/or computers 26, 28) 
having a domain name Within the requisite range de?ned by 
the cookie may be programmed to perform steps 78 through 
82. 

[0085] Steps 78 through 82 may be repeated every time a 
registered consumer uses his or her computer to send a URL 
request for a Web site served by a Web server that has taken 
part in the registration process (steps 54 through 76) in the 
same manner as the advertiser’s Web server 18. As noted 

above, a consumer’s online activities may not reveal, or may 
even contradict, a consumer’s of?ine purchase behavior. The 
present invention overcomes many of the draWbacks of 
conventional online advertising by delivering targeted 
advertisements that are based on What consumers are knoWn 

to have purchased of?ine, i.e., their observed offline pur 
chase histories. 

[0086] Thus, in steps 78 through 82, targeted advertise 
ments are delivered online to the consumer based on the 

consumer’s observed or actual of?ine purchase behavior. 
Further, it is not necessary to provide an advertiser With the 
data in the purchase history database 8 for the advertiser to 
deliver targeted advertising based on the consumer’s 
observed offline purchase history. 

[0087] Any variety of targeted advertisements can be 
delivered to the home computer 12 of the consumer. For 
eXample, the advertisements might be for product offers that 
are only good at stores, such as stores 2, 4, 6, that provide 
purchase information to the purchase history database 8. In 
this manner, retail locations, such as stores 2, 4, 6, that are 
Willing to provide purchase data to the purchase history 
database 8, are reWarded by having their stores’ names 
explicitly mentioned in the targeted advertisements deliv 
ered to the consumer. Moreover, if the banner ads are only 
good at stores Where the consumer is knoWn to shop (based 
on the information in the master record associated With the 
consumer), then participating stores can be assured that the 
targeted advertisements Will not tie used to encourage the 
consumer to shop at competing stores. For eXample, the 
master records for a ?rst consumer and a second consumer 

shoW that the ?rst consumer prefers to shop at store 4 and the 
second consumer prefers to shop at store 6. The analytics 
unit 16 may be programmed to place the ?rst and second 
consumers in different purchase behavior classi?cations, 
based on their preferred store (among other things). Accord 
ingly, the classi?cations can be used by the advertiser’s 
server 18 to deliver targeted promotions or coupons that are 
only recogniZed at the store Where each consumer prefers to 
shop. 

[0088] One type of targeted advertisement that can be 
delivered in step 82 is a value contract. The value contract 
is a promotional incentive in Which the consumer is offered 
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a reWard for complying With a particular behavioral pattern 
such as a prede?ned change in behavior or the continuance 
of an established behavior. Any type of reWard may be 
offered. The reWard may be “points” Which may correspond 
to, or be redeemed for, cash, cash equivalents, frequent ?ier 
miles, minutes of long distance time, minutes of Internet 
service provider time, coupons, discounts, priZes, or free 
products, for eXample. The registration server 14 (or any 
other suitable server) may be programmed to serve custom 
iZed Web pages to consumers’s computers. Such customiZed 
Web pages may display such information as a consumer’s 
accumulated points and the various priZes, reWards, etc. that 
can be “purchased” With the points. The reWard may also be 
an e-mail message With a passWord for a Web page full of 
coupons and customiZed according to the consumer’s 
observed of?ine purchase history, for eXample. The e-mail 
may also have a link that the consumer can select to start the 
Internet softWare on his or her computer and request a 
customiZed Web page of coupons. 

[0089] As discussed above, the value contract may be a 
promotional incentive for consumers to change eXisting 
behavior or continue an established behavior, as determined 
from the consumer’s offline purchase histories. Thus, in 
order for a consumer to ful?ll a value contract and receive 
a reWard, the consumer may be required to purchase a 
preselected amount of a speci?ed product Within a prede 
termined amount of time. The “amount” of product may be 
measured by volume, Weight, cost, shelf keeping unit (i.e., 
number of products), or any combination thereof. For 
eXample, the value contract may require a consumer to 
purchase at least 5 pounds of Brand X cheese for a total cost 
of at least $25 dollars to receive the reWard. As another 
eXample, a consumer may be required to purchase a total of 
10 Brand X cheese products for a total cost of at least $30 
to receive the reWard. 

[0090] FIG. 10 is a ?oWchart shoWing hoW a value 
contract may be implemented. In step 1000, the analytics 
unit 16 searches the purchase history database 8 for con 
sumers Whose master records indicate that they are eligible 
for receiving a value contract offer. The eligibility of each 
consumer may depend on any desired factor(s) including the 
purpose of the contract, Whether the consumer’s observed 
offline purchase history meets certain criteria, and the con 
sumer’s response to previously delivered targeted advertise 
ments including value contracts. As an eXample, assume the 
value contract Will reWard consumers Who buy Brand Z soda 
tWice a Week. In this case, it may not be desirable to offer the 
value contract to consumers Who are knoWn Brand Z fanat 
ics, i.e., consumers Whose observed of?ine purchase histo 
ries indicate that they need no incentive to purchase large 
quantities of Brand Z soda. Therefore, the criteria used to 
determine the eligibility of consumers may be “any con 
sumers Who have made less than tWelve purchases of Brand 
Z soda in the last siX Weeks,” for eXample. As another 
eXample, the criterion may be “any consumers Who made 
less than ten purchases of Brand Z soda, but more than 10 
purchases of Brand X soda in the last siX Weeks.” 

[0091] In step 1002, the value contract is delivered to the 
eligible consumers. Step 1002 is analogous to step 506 in 
FIG. 5. Therefore, step 1002 may be performed by the 
advertiser’s server 18 or another computer programmed to 
deliver targeted advertisements, e.g., the registration server 
14. The value contracts may be delivered by e-mail, Internet 






















