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(57) ABSTRACT 

The invention provides in one form a relationship manage 
ment system comprising a memory in Which is maintained 
an interaction database of interaction data representing inter 
actions customers and merchants, retrieval means arranged 
to retrieve, based on a set of criteria a promotional group 
subset of the customers stored in the interaction database a 
promotion atnalyser arranged to retrieve from the interaction 
database data representing interactions involving customers 
in the promotional group; and display means arranged to 
display a representation of the retrieved interaction data. 
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CUSTOMER RELATIONSHIP MANAGEMENT 
SYSTEM AND METHOD 

FIELD OF INVENTION 

[0001] The invention relates to a customer relationship 
management system and method. 

BACKGROUND TO INVENTION 

[0002] The loW cost of data storage hardWare has led to the 
collection of large volumes of data. Merchants, for example, 
generate and collect large volumes of data during the course 
of their business. To compete effectively, it is necessary for 
a merchant to be able to identify and use information hidden 
in the collected data. The task of identifying this .hidden 
information has proved very difficult for merchants. 

[0003] In the case bf a promotional campaign on an 
eXisting customer database, it is often very difficult for a 
merchant to estimate the effectiveness of the promotional 
campaign. In many cases, the merchant needs to run several 
complicated queries on a customer database and so requires 
vast technical knoWledge to formulate the appropriate que 
r1es. 

[0004] Similarly, understanding the changes in behaviour 
of different customer demographics c-an be a difficult task, 
and Without such understanding an effective promotional 
campaign cannot be systematically formulated. 

SUMMARY OF INVENTION 

[0005] In broad terms in one form the invention comprises 
a customer relationship management system comprising a 
memory in Which is maintained an interaction database of 
interaction data representing interactions betWeen customers 
and merchants; retrieval means arranged to retrieve, based 
on a set of criteria, a promotional group subset of the 
customers stored in the interaction database; promotion 
anelyser arranged to retrieve from the interaction database 
data representing interactions involving customers in the 
promotional group; and display means arranged to display a 
representation of the retrieved interaction data. 

[0006] In broad terms in another form the invention com 
prises a method of managing customer relationships com 
prising the steps of maintaining in a memory an interaction 
database of interaction data representing interactions 
betWeen customers and merchants; retrieving, based on a set 
of criteria, a promotional group subset of the customers 
stored in the interaction database; retrieving from the inter 
action database data representing interactions involving cus 
tomers in the promotional group; and displaying a repre 
sentation of the retrieved interaction data. In another form in 
broad terms the invention comprises a customer relationship 
management computer program comprising an interaction 
database of interaction data representing interactions 
betWeen customers and merchants maintained in a memory 
retrieval means arranged to retrieve, based on a set of 
criteria, a promotional group subset of the customers stored 
in the interaction database; promotion analyser arranged to 
retrieve from the interaction database data representing 
interactions involving customers in the promotional group; 
and display means arranges to display a representation of the 
retrieved interaction data. 

BRIEF DESCRIPTION OF THE FIGURES 

[0007] Preferred forms of the customer relationship man 
agement system and method Will noW be described With 
reference to the accompanying ?gures in Which: 
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[0008] FIG. 1 shoWs a block diagram of the system in 
Which one form of the invention may be implemented; FIG. 
2 shoWs the preferred system architecture of hardWare on 
Which the present invention may be implemented shoWing 
the promotion manager and promotion analyser; 

[0009] FIG. 3 is a ?oWchart shoWing operation of the 
promotion manager of FIG. 2; 

[0010] FIGS. 4 to 10 are screen shots shoWing use of the 
preferred promotion manager of FIG. 2; 

[0011] 
[0012] FIG. 12 is a flow chart shoWing operation of the 
promotion analyser of FIG. 2; 

[0013] FIG. 13 is an eXample display produced by the 
promotion analyser of FIG. 2; and 

[0014] FIGS. 14 to 16 shoW typical displays generated for 
a user identifying trends in customer demographic groups. 

FIG. 11 is a campaign screen; 

DETAILED DESCRIPTION OF PREFERRED 
FORMS 

[0015] FIG. 1 illustrates a block diagram of the preferred 
system 10 in Which one form of the present invention may 
be implemented. The system includes one or more clients 20 
for eXample 20A, 20B, 20C, 20D, 20E and 20F, Which each 
may comprise a personal computer or Workstation described 
beloW. Each client is interfaced to the system 10 as shoWn 
in FIG. 1. Each client 20 could be connected to the system 
10 through a local area netWork or LAN, or could be 
connected through the Internet. 

[0016] Clients 20A and 20B, for example, are connected to 
a netWork 22, such as a local area netWork or LAN. The 
netWork 22 could be connected to a suitable netWork server 
24 and communicate With the rest of the system 10 as shoWn. 
Client 20C is shoWn connected directly to the system. 
Clients 20D, 20E and 20F are shoWn connected to the 
system 10 through the Internet 26. Client 20D is shoWn as 
connected to the Internet 26 With a dial-up connection and 
clients 20E and 20F are shoWn connected to a netWork 28 
such as a local area netWork or LAN, With the netWork 28 
connected to a suitable netWork server 30. 

[0017] The preferred system 10 further comprises a data 
repository 40, for eXample a data Warehouse maintained in 
a memory. It is envisaged that the data repository may 
alternatively ccomprise a single database, a collection of 
databases, or a data mart. The preferred data repository 40 
includes data from a variety of sources. The data repository 
may include, for eXample, interaction data 42 representing 
interactions betWeen customers and merchants, as Will be 
more particularly described beloW. The data repository may 
also include data from other sources, for eXample census 
data 44, scan data 46 obtained from scanning barcodes on 
products, data from merchant customer databases 48, data 
from merchant loyalty programmes 50 and/or promotion 
data 52 held by a merchant or other organisation. The 
preferred data repository 40 could be implemented on an 
AIX database platform in RDBMS (Sybase adaptivTe 
server), Sybase IQ and/or SQS. 

[0018] One preferred form of the system 10 further com 
prises an application server platform 60 interfaced to the 
data repository 40 via a Gigabit netWork. The server plat 
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form 60 preferably operates under Windows NT or any other 
suitable operating and application software. The server 
platform 60 preferably includes a data memory 62, a request 
server 64 and a multi-media server 66. Auser of the system, 
for eXample a merchant, could request the creation of a 
business object Which could be a data visualisation in the 
form of a map or graph. The system 10 preferably includes 
a speci?c memory 68 knoWn as a “SeeStore” in Which such 
business object creation requests are placed. The request 
server 64 is interfaced to the SeeStore 68 and passes the 
recuests on to the multi-media server 66. The multi-media 
server 66 creates the requested business object and stores 
this business object in the SeeStore 68. The resulting busi 
ness objects are then displayed on a client Workstation 20, as 
Will be described beloW. 

[0019] A further preferred form system 10 includes a 
metadata interpreter 70 and a memory 72 speci?c for storing 
metadata. The metadata store 72 and the metadata interpreter 
70 enable the system to be mapped onto diverse business 
domains, While still presenting a very simple interface to the 
end user. The combination enables business rules i-o be 
encoded in a Way Which is domain independent. FIG. 2 
shows the preferred system architecture of a client 20. The 
computer system 100 typically comprises a central processor 
102, a main memory 104 for eXample RAM aLnd an 
input/output controller 106. The computer system 100 also 
comprises peripherals such as a keyboard 108, a pointing 
device 110 for eXample a mouse, track bal or touch pad, a 
display or screen device 112, a mass storage memory 114, 
for example a hard disk, ?oppy disk or optical disc, and an 
output device 116 for eXample a printer. The system 100 
could also include a netWork interface card cr controller 118 
and/or a modem 120. The individual components of the 
system 100 could communicate through a system bus 122. 

[0020] The preferred client system 100 further comprises 
a promotion manager 130 and a promotion analyser 140 
stored in the mass storage memory 114. The functionality of 
the promotion nanager 130 and promotion analyser 140 is 
further described beloW. It is envisaged that the promotion 
manager 130 and promotion analyser 140 could be installed 
on individual client machines 20, could be installed on the 
application server 60 or could be installed on a further server 

in the system 10. 

[0021] In one form i he invention is arranged to display 
data representing customer relationships involving one or 
more merchants. Typically, a merchant Will operate in a 
commercial premises or store from Which a customer pur 
chases goods or services. The merchant may, for eXample, 
operate a petrol station in one or more geographic locations. 
The merchant may alternatively operate a Wagering or 
betting service, or operate a casino or other gaming facility 
in Which a number of gaming machines and stations are 
positioned in one or more rooms at a common venue. The 

merchant may also operate a Warehouse facility, manufac 
turing facility, car parking premises, telecommunications 
netWork or Web site. The merchant may also offer a range of 
?nancial or insurance services. 

[0022] The merchant does not necessarily need to operate 
from a commercial premises or store. For eXample, the 
merchant may operate from strategically placed machines 
for eXample venading machines or amusement machines. 
The merchant may also operate a mail order catalogue 

Dec. 26, 2002 

service, operate a cell centre, direct market goods or ser 
vices, or operate from a Website or other electronic medium. 
It Will be appreciated that the nature of business of a 
merchant includes a Wide range of activities. As a customer 
interacts With a merchant, the interaction generates interac 
tion data Which is thven migrated to the data repository 40. 
The interaction data could be stored in a number of records 
in a relational database. Each record may include a merchant 
identi?er used to identify a particular merchant, and Where 
a merchant operates from more than one geographic loca 
tion, the merchant identi?er or some other identi?er 
included in the record may identify the geographic location 
in Which the interaction occurs. 

[0023] The record could also include a customer identi?er. 
The merchant may, for eXample, issue an inceintive-sup 
ported customer loyalty card Which is then used by the 
customer during interactions With the merchant. The loyalty 
card preferably has stored on it a customer identi?er and 
may have stored other data, for eXample residential address 
and family siZe of the customer. Such data is stored in 
loyalty program database 50 and could be migrated to the 
data repository 40. 

[0024] Where the merchant operates retail premises, the 
merchant may have installed apparatus for reading the bar 
codes of products sold. Alternatively, each product may be 
identi?ed by a code assigned by the merchant Which is 
recorded at the time of sale. Such cata is stored in a scan 
database 46 and could be migrated to the data repository 40. 
In this Way, the record may also include a suitable goods or 
services identi?er, for eXample a product or service code to 
identify Which goods or services Were involved in the 
interaction. 

[0025] The record may also include data such as the date 
and/or time at Which the interaction betWeen the customer 
and merchant took place and/or the cash value of the 
transaction. 

[0026] The interaction data is migrated to the data reposi 
tory 40, generally by Way of daily updates or in real time. It 
is advantageous to cleanse, catalogue and validate the inter 
action data during migration of the data to the data reposi 
tory, and this task could be performed by either the merchant 
or by a third party. Once stored in the data repository 40, the 
data could be linked to other sources of data for subsequent 
retrieval, for eXample the census data 44, scan data 46, data 
from the merchant customer database 48, data from a 
merchant loyalty programme 50 and/or promotion data 52 
held by the merchant. 

[0027] The data repository 40 could be maintained by a 
merchant or alternatively could be maintained by a third 
party. Updates to the data repository could be carried out by 
the merchant directly, or alternatively the merchant could 
provide batched data to a third party for updating the data. 
Alternatively, a third party could be entrusted With the task 
of collecting the interaction data and migrating the data to 
the data repository. 

[0028] It is good commercial practice for a merchant to 
conduct campaigns to attract more business from eXisting 
customers and also to attract neW customers. Referring to 
FIG. 3, a preferred form of the invention permits a user to 
de?ne a campaign, indicated at 2000. Details of the cam 
paign are stored in memory, for eXample the See Store 68. 
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As shown at 202, the user de?nes a promotional group as 
part of the campaign. This promotional group may be 
selected on characteristics such as age group, gender, and/or 
other criteria, as Will be particularly described beloW. 

[0029] It is envisaged that the promotional group could 
comprise all customers stored in memory having stored 
transactions With a particular merchant. Alternatively the 
promotional group could comprise a subset of the group of 
customers having stored transactions mith a particular mer 
chant. Where data involving more than one merchant is 
sio[]d in memory, the promotional group could comprise 
customers having stored transactions With different mer 
chants. 

[0030] As a further alternative, it is envisaged that the 
promotional group could include customers not having 
stored transactions With a particular merchant, for eXample 
potential customers. The term “customers” as used in the 
speci?cation includes potential customrers. 

[0031] Once the promotional group has been de?ned by 
the user, that promotional group is stored in memory. The 
system could store, for eXample, the set of customer iden 
ti?ers unicuely identifying the set of customers. 

[0032] Once the promotional group has been identi?ed 
and stored, the user identi?es a subset of the promotional 
group to Which promotional efforts Will be directed. This 
subset is called the target group as indicated at 204. The 
customer identi?ers of customers in the target group are 
stored in memory. 

[0033] The target grou p could comprise the entire pro 
motional group, or it could comprise a subset of the pro 
motional group. In one preferred form the user may be 
permitted to select the siZe of the target group, for eXample. 
The members of the target group could be selected at 
random, or could be selected by the user from a list 
displayed to the user. 

[0034] Once the target group is identi?ed and stored, the 
system may de?ne a control group, as indicated at 206. The 
use of a control group is an optional but highly preferred 
featu-re of the invention. The control group is useful in 
assessing the effectiveness of a campaign, as Will be 
described beloW. 

[0035] The control group is a subset of customers in the 
promotional group Which are not in the target group. The 
control group is preferably identi?ed by a set of customer 
identi?ers and is stored in memory. It is envisaged that the 
control group Will be approximately iShe same siZe as the 
target group. Alternatively, the control group may be larger 
or smaller than the target group. It is envisaged that the 
target group and/or control group could be compiled by 
randomly selecting customers from the promotional group. 

[0036] The preferred system permits one or more target 
groups and one or more control groups to be defmed and 
stored for each promotional group, as indicated at 208 and 
210. In turn, the preferred system permits one or more 
promotional groups to be de?ned and stored for each cam 
paign, as indicated at 212. The user may also select more 
than one campaign, as indicated at 214. 

[0037] Once the targel group(s) are stored, the user may 
retrieve successive target groups from memory. Using the 
customer identi?ers from the target group, the system can 
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retrieve further information from memory about each cus 
tomer, for eXample contact details, using the customer 
identi?er as a primary key. 

[0038] The preferred system may permit the user to select 
a particular target group and then generate a mailing list 
automatically. It Will be appreciated that a single campaign 
may target distinct promotional groups. These distinct pro 
motional groups may have different demographics and per 
sonal characteristics and so promotions may be tailored 
depending on the characteristics of the individual promo 
tional groups. For eXample, a group of elderly Women may 
require a different series of promotional initiatives to another 
group consisting primarily of young males. 

[0039] The preferred system provides a simple WiZard to 
assist a user in de?ning individual promotional groups. This 
WiZard Will noW be described With reference to FIGS. 4 to 
10 in a series of seven simple steps. 

[0040] FIG. 4 shoWs the WindoW presented to the user 
When ?rst selecting the WiZard. The preferred WindoW 
comprises a query panel 300, a group summary panel 302, 
and a group percentage 304. FIG. 4 illustrates the ?rst query 
presented to the user in the query panel 300. The user is 
asked Whether the user Wishes to specify an age group or 
Whether the age group is not important to the user. Prefer 
ably, the user is provided With a drop doWn list boX 
permitting the user to select the appropriate age category. 

[0041] The group summary panel 302 shoWs the user 
Which characteristics have been selected to date to de?ne the 
promotional group. The preferred characteristics are age, seX 
or gender, spending habits, visit frequency and address mesh 
block or area. It is envisaged that this list of characteristics 
may be reduced or may be added to by a user. 

[0042] Panel 304 shoWs the percentage of the available 
customers the neW promotional group represents. Initially, 
the neW group represents all available customers. Using the 
buttons on the navigational panel 306, the user may navigate 
betWeen the different steps. 

[0043] As shoWn in FIG. 5, the age of the group is not 
important to the user and has not been selected. The infor 
mation is indicated to the user in the group summary panel 
in FIG. 5. As shoWn in FIG. 5, the user may select a 
particular gender. 

[0044] Referring to FIG. 6, the user has speci?ed that the 
promotional group must be males and so this criteria is 
shoWn in the group summary panel in FIG. 6. The group 
percentage panel in FIG. 6 has been updated to shoW that the 
current promotional group comprises half of the available 
customers. The query panel in FIG. 6 alloWs the user to 
specify the average amount of money spent per visit by the 
customer of interest. The categories could be, for eXample, 
less than $10, $10, $50, $50-$200, $200-$1,000, $1,000 
$10,000 and/or greater than $10,000. 

[0045] Referring to FIG. 7, the user has speci?ed that the 
promotional group must spend betWeen $10 to $50 on 
average per visit at the casino. The group summary panel in 
FIG. 7 is updated to re?ect this information and the pro 
motional group noW represents 29% of the available cus 
tomers. The user may specify in the query panel the average 
numnber of times individual customers visit the casino. The 
categories could be, for eXample, once a year, once every siX 










