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(57) ABSTRACT 

The invention facilitates pooling, gifting or transferring of 
geographic area loyalty points between accounts. The inven 
tion also facilitates a transfer of geographic area loyalty 
points from a consumer account associated with a sponsoring 
company to a consumer account associated with a host com 

pany. The invention may also facilitate gifting of loyalty 
points to charitable organizations on a recurring basis, 
wherein the gifting may transfer any portion of geographic 
based points to various charities. The system may also convert 
the geographic area loyalty points to a monetary value, 
thereby allowing the points to be donated to a charity such 
that the donation appears to be a monetary value donation to 
the charity. 
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LOYALTY POINTS SYSTEM AND METHOD 
WITH SUPPLEMENTAL AUTHORIZATIONS 

CROSS REFERENCE TO RELATED 
APPLICATIONS 

[0001] This application claims priority to, and is a continu 
ation-in-part of, US. Ser. No. 10/378,456, ?led Mar. 3, 2003 
and entitled “System and Method for Real-Time Transfer of 
Loyalty Points Between Accounts.” The ’456 application 
claims priority to, and is a continuation-in-part of, US. Ser. 
No. 10/027,984, ?led Dec. 21, 2001 and entitled“SystemAnd 
Method For Networked Loyalty Program.” This application 
also claims priority to, and is a continuation-in-part of, US. 
Ser. No. 10/304,251 ?led on Nov. 26, 2002 and entitled “SYS 
TEM AND METHOD FOR TRANSFER OF LOYALTY 
POINTS.” The ’984 application and the ’251 application 
claim priority to, and are continuations-in-part of, US. Ser. 
No. 09/836,213, ?led Apr. 17, 2001 and entitled “System and 
Method for Networked Loyalty Program”, which itself 
claims priority to, and the bene?t of, US. Provisional Appli 
cation Ser. No. 60/279,817, ?led Mar. 29, 2001 and entitled 
“System and Method for Networked Incentive Awards Pro 
gram”. This application also claims bene?t from, and priority 
to, US. Provisional Patent Application Ser. No. 60/482,644, 
?led Jun. 26, 2003, which is all hereby incorporated by ref 
erence. This application hereby incorporates by reference all 
of these prior applications in their entireties. 

FIELD OF INVENTION 

[0002] The present invention generally relates to loyalty 
systems, and more particularly, to a system and method for 
transferring, pooling and gifting geographic area loyalty 
points. 

BACKGROUND OF INVENTION 

[0003] Loyalty programs have been relatively successful; 
however, numerous loyalty programs exist, so businesses 
have a dif?cult time differentiating their loyalty programs 
from other loyalty programs on the market. Moreover, many 
consumers often travel for work related reasons, so they may 
not desire to use their loyalty points to travel to distant cities 
or distant countries. Rather, many consumers enjoy the ben 
e?ts of their “hometown” region, including local restaurants, 
local theaters, local sporting activities and other events.At the 
same time, marketers have begun to understand that many 
consumers develop a strong pride, emotional a?inity and 
loyalty to the geographic region where they live. As such, a 
long-felt need exists for a loyalty program which rewards 
consumers for purchases in certain local geographic areas and 
which enables consumers to utiliZe their loyalty points in a 
similar local geographic area. 
[0004] Loyalty point systems also typically include indi 
vidual consumer loyalty point accounts which record the 
balance of loyalty points earned by the individual consumer, 
wherein the loyalty points may be earned within a particular 
geographic area. The consumer may be part of a family or 
organization and the consumer may desire to share or transfer 
the consumer’s loyalty points in a geographic area to other 
members of the consumer’s family or organiZation. More 
over, a consumer may immediately need additional loyalty 
points in a geographic area in his or her own loyalty account 
in order to have a suf?cient number of loyalty points for a 
certain award. The consumer may also know of a friend or 
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relative who has excess loyalty points in a geographic area 
that they would gladly transfer to the consumer in need of 
additional loyalty points. However, because many loyalty 
point accounts are associated with a single consumer, existing 
loyalty systems do not allow a consumer to e?iciently transfer 
loyalty points to another consumer loyalty point account. 
Moreover, while some loyalty accounts may allow the con 
sumer to use the loyalty points in a geographic area to pur 
chase gifts for others, the loyalty points are not suf?ciently 
transferable to another consumer such that the other con 
sumer can purchase the same gift or aggregate points for a 
different gift. 
[0005] Moreover, to promote loyalty to a particular com 
pany, many of the above-described loyalty programs are 
sponsored by and operated by a company such that the con 
sumers are typically required to earn and burn the loyalty 
points through the same company. As such, a particular spon 
soring company may market its own loyalty points under a 
particular trademark (e.g., Membership Rewards sponsored 
by American Express, DeltaMiles sponsored by Delta Air 
lines, Hilton Rewards sponsored by Hilton Hotels, ePloids 
sponsored by Frito-Lay and FlightFund sponsored by 
America West Airlines) and maintain loyalty point accounts 
for each consumer, wherein the accounts include only loyalty 
points associated with the sponsoring company. Accordingly, 
the consumers in the sponsoring company loyalty program 
typically earn loyalty points from the sponsoring company, 
then the consumers spend the sponsored loyalty points on 
reward items offered by the sponsoring company. 
[0006] However, it is often dif?cult for an individual spon 
soring company to offer a suf?ciently wide range of reward 
items in certain geographic areas to satisfy the varied interests 
of its consumers. Moreover, many of the consumers may only 
engage in a limited amount of business in a certain geographic 
area with the particular sponsoring company and/ or may only 
earn a limited amount of sponsored loyalty points from the 
sponsoring company within the geographic area. As such, a 
consumer’s loyalty point account with the sponsoring com 
pany may include a minimal amount of loyalty points in a 
geographic area and the minimal point balance may be insuf 
?cient to obtain any desired reward item in the geographic 
area. Additionally, even if a consumer obtains a suf?cient 

point balance in a geographic area with a particular sponsor 
ing company, the consumer may not be interested in redeem 
ing the points for any of the limited reward items in the 
geographic area offered by the company, the consumer may 
forget or ignore the existence of the point balance and/or the 
consumer may not desire to spend the time reviewing the 
reward items or completing the redemption information. In 
these exemplary situations, the loyalty point account may 
only be rarely used or may remain inactive. 

[0007] The sponsoring company often maintains hundreds 
or thousands of loyalty point accounts for current and past 
consumers; however, possible public relations, marketing and 
legal implications exist with a sponsoring company simply 
canceling certain loyalty point accounts or setting expiration 
dates on points. As such, the sponsoring company usually 
continues to maintain the rarely used or inactive loyalty point 
accounts. However, accounting and legal guidelines typically 
require a sponsoring company to include all of the loyalty 
point balances, including balances from the rarely used loy 
alty point accounts, as liabilities on its accounting statements. 
As such, a need exists for a system and method for reducing 
or eliminating certain loyalty account balances and providing 
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certain consumers with new ways to aggregate and redeem 
geographic-based loyalty point balances. 

SUMMARY OF INVENTION 

[0008] The invention includes facilitating the substantially 
real-time pooling, gifting or transferring of geographic area 
loyalty points between accounts. The invention also facili 
tates a transfer of geographic area loyalty points from at least 
one consumer account associated with a sponsoring company 
to at least one consumer account associated with a host com 

pany. The invention may also facilitate gifting of loyalty 
points to charitable organiZations on a recurring basis, 
wherein the gifting may transfer any portion of geographic 
based points to various charities. The charities may or may 
not be located in the same geographic area as where the 
loyalty points where earned. The system may also convert the 
geographic area loyalty points to a monetary value, thereby 
allowing the points to be donated to a charity such that the 
donation appears to be a monetary value donation to the 
charity. 
[0009] More particularly, the invention includes a method 
for facilitating a transfer of loyalty points between at least two 
loyalty accounts, wherein the loyalty points are associated 
with a geographic area, by maintaining a database for storing 
geographic area loyalty points in at least one loyalty account 
corresponding to at least one consumer; receiving a transfer 
request to transfer a number of geographic area loyalty points 
from a ?rst loyalty account to at least a second loyalty 
account; determining a geographic area related to the geo 
graphic area loyalty points requested for transfer; acquiring 
data related to a geographic area loyalty point balance of a 
?rst loyalty account; deducting a portion of the geographic 
area loyalty point balance of said ?rst loyalty account; and, 
crediting a geographic area loyalty point balance of said 
second loyalty account. The transfer request may include, for 
example, receiving a request from a consumer associated 
with the ?rst loyalty account, receiving a request from a 
consumer associated with the second loyalty account, receiv 
ing a request from a third party, receiving a request based 
upon a triggering event or receiving a request to return points 
to the ?rst loyalty account. A triggering event may include, for 
example, a request, the ?rst loyalty account having a geo 
graphic area loyalty point balance which is below a certain 
threshold amount, the ?rst loyalty account remaining inactive 
for a certain time period, a predetermined time period, a 
certain date, a random date, a requested time, a certain for 
mula, an event, a non-event, or a predetermined data point. 

BRIEF DESCRIPTION OF DRAWINGS 

[0010] A more complete understanding of the present 
invention may be derived by referring to the detailed descrip 
tion and claims when considered in connection with the Fig 
ures, wherein like reference numbers refer to similar elements 
throughout the Figures, and: 
[0011] FIGS. 1, 3, and 4 are schematic block diagrams 
illustrating exemplary incentive systems in accordance with 
various aspects of the present invention; 
[0012] FIG. 2 is a ?owchart illustrating an exemplary pro 
cess for instant enrollment at a point-of-sale in accordance 
with the invention; 
[0013] FIG. 5 is a schematic block diagram ofan exemplary 
central rewards mechanism in accordance with the present 
invention; 
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[0014] FIG. 6 is a schematic block diagram of an exemplary 
rewards server in accordance with the present invention; 
[0015] FIG. 7 is a ?owchart illustrating an exemplary pro 
cess for capturing and processing POS SKU data in accor 
dance with the present invention; 
[0016] FIG. 8 is a ?owchart illustrating an exemplary pro 
cess for associating SKU data and UPC data in accordance 
with the present invention; 
[0017] FIG. 9 is a schematic block diagram of an exemplary 
pro?ling system in accordance with the present invention; 
[0018] FIG. 10 is a schematic block diagram of an exem 
plary pro?ler in accordance with the present invention; 
[0019] FIG. 11 is a ?owchart illustrating an exemplary 
process for generating a purchaser pro?le in accordance with 
the present invention; and 
[0020] FIG. 12 is a ?owchart illustrating an exemplary 
process for standardizing a transaction ?le in accordance with 
the present invention. 

DETAILED DESCRIPTION 

[0021] In general, the present invention includes facilitat 
ing the transfer, gifting and/or pooling of geographic area 
loyalty points between accounts. In an exemplary embodi 
ment, the invention includes facilitating the substantially 
real-time transfer of loyalty points between accounts. Many 
consumers may transfer geographic area points to one con 
sumer to thereby pool points. 
[0022] The geographic area loyalty points may be earned in 
a ?rst geographic area, so the system may include rules or 
restrictions related to the transferring, gifting or pooling of 
geographic area loyalty points based upon the existing geo 
graphic area loyalty points which may exist in the accounts. 
For example, points earned from New York retailers may only 
be combined with other points which were earned from New 
York City retailers. Similarly, in other embodiments, points 
earned from NewYork retailers may be combined with points 
earned in the Northeast region of the United States. In one 
embodiment, the geographic area designation of any portion 
of the transferred points may change based upon the geo 
graphic designation of all or any portion of the points within 
the recipient account. For example, a free New York restau 
rant certi?cate may require 20,000 points. However, if the 
consumer only has 19,000 New York points in his loyalty 
account, the consumer may request that a friend that has an 
extra 1 ,000 AriZona loyalty points in her account immediately 
transfer the 1,000 points to the consumer’s loyalty account, 
thereby converting the geographic designation of the 1,000 
AriZona points to 1,000 New York points to increase the total 
New York loyalty points in the consumer’s loyalty account to 
20,000 loyalty points, thereby allowing the consumer to 
immediately utiliZe the 20,000 New York loyalty points to 
obtain the New York restaurant certi?cate. 
[0023] While the invention will be discussed in terms of a 
general transfer of geographic area loyalty points, one skilled 
in the art will appreciate that the transfer may include a 
deduction from a ?rst account and a crediting of a second 
account with any type or portion of points (or points con 
verted to another geographic designation). Moreover, the 
transfer may involve any portion of the points transferred in 
real-time, certain points transferred in a batch transfer, certain 
points transferred upon a triggering event, certain points 
transferred over time and/or certain points transferred upon 
satisfaction of a condition or rule. 
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[0024] In one embodiment, the system includes any hard 
Ware and/or software discussed herein or knoWn in the art 
suitably con?gured for receiving a transfer request (e.g., con 
sumer request, triggering event, etc) for a transfer of a any 
portion of geographic area loyalty points, accessing and ana 
lyzing the total number of geographic area loyalty points in 
the transferor account to determine if a suf?cient number of 
points exist, analyzing the type/level of consumer and type/ 
level of points to be involved in the transfer, determining if 
any rules exist for restricting or limiting the transfer of geo 
graphic area points, using a conversion engine to convert the 
point value or geographic area designation to an appropriate 
point value or geographic area designation in the transferee 
account, deducting the requested loyalty points from the 
transferor account, and increasing the point balance in the 
transferee account. 

[0025] Loyalty points may be located in a consumer 
account Wherein the consumer account may be associated 
With a consumer ID. As described herein in more detail, the 
consumer account and consumer ID may include any form of 
account or identi?cation for an account. The consumer 

account may be associated With an organization, charity, a 
primary member, a supplementary member and/ or more than 
one member. Certain consumer accounts may include aggre 
gate consumer accounts Which include a plurality of primary 
and/ or supplementary members. As such, the transfer of 
points as discussed herein may include the transfer of points 
betWeen primary and supplementary members, betWeen pri 
mary members, betWeen supplementary members, betWeen a 
member and an organization and/or a member and a charity. 

[0026] The consumers or loyalty points may be classi?ed 
into various geographic areas, levels, classes or types such 
that the transfer of points may be limited to transferring points 
associated With certain geographic areas, betWeen certain 
consumers only and/or betWeen consumers in different lev 
els, classes or types. For example, a Gold Club consumer may 
only be alloWed to transfer Texas points to other Gold Club 
consumers having pre-existing Texas points in their accounts. 
In another embodiment, consumers associated With a certain 
organization or company can only transfer Kentucky points to 
other consumers associated With the same organization or 
company. For example, an IBM employee can transfer Ken 
tucky points to another IBM employee, Wherein the trans 
ferred points can still only be used in Kentucky. In another 
embodiment, a consumer may only be alloWed to transfer 
certain geographic area points to the consumer’s employer or 
to a charitable organization. 

[0027] The geographic area loyalty point balance may be 
stored as a point total, a number, a letter, a level, a code, a 
value and/ or the like. Moreover, the loyalty points may 
include various geographic areas, types, levels or classes of 
points such that the transfer of points may be limited to 
transferring only certain points betWeen consumers. As such, 
While the point transfer is discussed herein With respect to 
deducting and increasing certain accounts, the invention con 
templates that the transfer may include a conversion of points 
to another geographic area, type, level or class Without (or in 
addition to) deducting or increasing points. For example, the 
system may alloW a consumer to transfer level 1, Wyoming 
points to other consumers, but not alloW the consumer to 
transfer level 2, Oklahoma points. When combined With other 
embodiments, the system may also alloW only certain types of 
points to be transferred to only certain types of consumers. 
For example, only Seattle level 1 points may be transferred to 
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Gold Club consumers and only Los Angeles level 2 points 
may be transferred to Green Club consumers. In another 
embodiment, loyalty points associated With different geo 
graphic areas, levels, classes or types may all be freely trans 
ferable to any consumer. 

[0028] In another exemplary embodiment, the present 
invention facilitates the transfer of any portion of loyalty 
point balances from at least one sponsored account Which 
includes sponsored loyalty points to at least one host account 
associated With a particular host. As used herein, a “sponsor 
ing company” includes any person, entity, softWare and/or 
hardWare that facilitates the issuing of points to its consumers 
including a company (e.g., hotel, airline, car rental, transac 
tion card issuer, charity) and/or parent organizations, joint 
ventures, af?liates, subsidiaries, co-marketers, co-sponsors, 
divisions and/or any related entities. As used herein, “spon 
sored loyalty points” include loyalty points associated With a 
sponsoring company. The sponsoring company may operate 
and sponsor a geographic area loyalty program by alloWing 
consumers to earn geographic area loyalty points associated 
With the sponsoring company. The sponsoring company also 
maintains one or more geographic area loyalty point accounts 
for each consumer, Wherein the system stores a balance of the 
sponsored loyalty points earned by the particular consumer. A 
“ho st” includes any person, entity, softWare, and/ or hardWare 
that receives the transferred geographic area loyalty points, 
facilitates the transfer of loyalty points and/or aggregates 
loyalty points associated With the same consumer. The host 
company may be another sponsoring company. 
[0029] In accordance With the present invention, geo 
graphic area loyalty points associated With a certain geo 
graphic area loyalty system may also be transferred to other 
loyalty point accounts Within the same geographic area loy 
alty system or to a loyalty point account in any other geo 
graphic area or in any other loyalty point system. For 
example, Hilton ReWard, Dallas points may be transferred to 
a United Airlines frequent ?yer account having Paris points. 
In one embodiment, a conversion engine facilitates any point 
value or geographic area conversions that may be appropriate. 
For example, if a consumer desires to transfer ?ve hundred 
Hilton ReWard, Dallas points to a United Airlines frequent 
?yer account having Paris points, the conversion engine may 
determine that the ?ve hundred Hilton ReWards, Dallas points 
only translate into one hundred United Airlines frequent ?yer 
Paris points. As such, the system Would only increase the 
United Airlines frequent ?yer account by one hundred Paris 
points. The rules or formulas associated With the conversion 
engine may be pre-established by the loyalty point system 
hosts. For additional details, see US. Ser. No. l0/378,456, 
?led on Mar. 3, 2003, by Antonucci, et al., and entitled “SYS 
TEM AND METHOD FOR REAL-TIME TRANSFER OF 
LOYALTY POINTS BETWEEN ACCOUNTS,” Which is 
hereby incorporated by reference. 
[0030] The transfer of any portion of geographic area loy 
alty points in a consumer account may be initiated upon a 
triggering event such as, for example, a request by the trans 
feror, a request by a transferee, a request by a loyalty system 
host, a request by a third party, a transfer on a certain date or 
time, a percentage of points transferred during certain time 
periods and/or an automatic transfer upon a pre-established 
condition or data point. For example, the system may include 
a pre-established condition that any NeW York points in 
excess of 100,000 NeW York points are automatically trans 
ferred to a supplementary account. In another embodiment, 
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upon each birthday of a certain child, the child’s loyalty 
account is credited a certain amount and geographic area 
designation of points from the parent loyalty account. Simi 
larly, on every employment yearly anniversary date, an 
employee may receive 50,000 Seattle loyalty points from her 
employer loyalty account. In another embodiment, a pre 
established condition may be a transfer of geographic area 
loyalty points based upon input of public or private data 
points. For example, transferring 30,000 San Francisco loy 
alty points When the stock market rises above 10,000, com 
pany revenue exceeds $2 million or the company stock hits 

$20. 
[003 1] The transfer may also include certain conditions that 
must be met prior to, during and/ or after the transfer. If certain 
conditions are not met, the transfer may be voided or expire 
and/ or any portion of the loyalty points may be returned to the 
original transferor, to the loyalty system, to another consumer 
loyalty account or to any other third party. For example, after 
receiving transferred geographic area loyalty points, if the 
transferee does not earn a certain amount of the same geo 

graphic area loyalty points on her oWn, the transferred geo 
graphic area loyalty points are transferred to another supple 
mentary member. 
[0032] The consumer loyalty system and/or any other third 
party may also establish certain rules or criteria for determin 
ing Which consumers or geographic area loyalty point 
accounts should participate in the transfer of geographic area 
points, the portion of points that are transferred, and Which 
loyalty accounts should be credited With the transferred 
points. The rules may include a transfer of points upon, for 
example, consumer accounts having geographic area loyalty 
point balances Which are beloW a certain threshold amount, 
consumer accounts Which have remained inactive for a cer 

tain time period or a request by the consumer or a third party. 
For example, the system may store a rule that ?ags any 
account that includes less than 500 NeW York City points. 
Moreover, the system may alloW a consumer to enter a 
Webpage or call a customer service representative to request 
that the consumer’s oWn account be ?agged such that the 
system Will transfer any requested number of geographic area 
loyalty points to a second loyalty account upon a certain 
condition related to setting the ?ag. The transfer of geo 
graphic area points may occur at any predetermined time 
periods, certain dates, random dates and/or only at a 
requested time. The amount and/ or geographic area designa 
tion of points to transfer may include a set amount of points, 
all of the points, any subset of points, an increasing amount of 
points, a decreasing amount of points and/or an amount of 
points based upon a certain formula, event or non-event (e. g., 
transfer 500 Chicago points aWay from a consumer loyalty 
account for each month the consumer does not rent a car from 
a particular rental company). 
[0033] The system may also credit any portion of the geo 
graphic area loyalty points to one or more loyalty point 
accounts. For example, the consumer may request that the 
geographic area loyalty points be transferred to an account 
associated With a family member, a friend, a charitable orga 
nization and/ or the like. In this manner, While the individual 
consumer accounts include minimal amounts of points Which 
are often insu?icient for the individual consumer to utilize for 
any large reWard item, the charitable organization may be able 
to acquire a large amount of points from numerous consumer 
accounts in order to obtain larger reWard items. 
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[0034] After the system checks any established rules, the 
system determines Which consumer accounts meet the rules. 
The system may then ?ag the particular accounts and send a 
list of consumer accounts Which meet the rules to the host 
system. In another embodiment, the loyalty system may 
establish or activate accounts associated With other people or 
organizations that may receive the transferred points, such as, 
for example, a United Way account. In one embodiment, the 
system may notify the consumer of the transfer of the geo 
graphic area points and/or provide the consumer With the 
option to keep the consumer account open or to close the 
consumer account if all points are transferred to another 
account. The system may then eliminate, close, or ?ag as 
inactive the consumer account. By transferring the geo 
graphic area loyalty points from certain inactive consumer 
accounts to the accounts of consumers that desire the extra 
points, the loyalty system eliminates or reduces the number of 
geographic area loyalty point accounts from its system, 
thereby reducing the sponsoring company accounting liabili 
ties and providing neW options for the consumers to redeem 
the points or aggregated points in another loyalty program. 
[0035] The invention also includes a geographic area loy 
alty point donation system. In one embodiment, loyalty 
points may be donated from a donor to a charity, Wherein the 
donated points are converted to a monetary value or goods 
and services, prior to donation to the charity. In an alternative 
embodiment, a charity may accumulate loyalty points from 
many donors, then redeem the points for goods or services at 
a later time. The invention may also include an automatic bill 
payment enrollment system for recurring donations of geo 
graphic area loyalty points (or the monetary value of the 
points). The system links a Donation Portal to an enrollment 
site, thereby alloWing consumers to automatically charge 
charitable donations on a recurring basis to the consumer’s 
loyalty account Which may be associated With a transaction 
card. For example, in one embodiment, the consumer may 
authorize and the system may implement a transfer of 1000 
NeW York City points annually to a desired college and 200 
Chicago loyalty points annually to another charity such as 
Save the Children. Alternatively, the member may authorize a 
100 Phoenix point transfer or gift to a desired college and a 20 
Denver point monthly transfer to a different charity. 

[0036] In one embodiment, the invention uses a Donation 
Portal having databases that interface With government Inter 
nal Revenue Service databases such that the member may 
donate geographic area loyalty points to virtually any of the 
US. 501(c)(3) organizations for tax deduction purposes. In 
an alternative embodiment, a donor may donate geographic 
area loyalty points to any other desired organizations in the 
US. The system may also incorporate various ?lters or dona 
tion analysis softWare to comply With government guidelines 
such as, for example, The O?ice of Foreign Assets Control 
(OFAC) Which outlines requirements for restricting dona 
tions being sent to terrorist organizations. 

[0037] In another exemplary embodiment, the invention 
also includes functionality to facilitate employee gift match 
ing by providing an email to the donor to con?rm the dona 
tion. In that regard, the system alloWs an employee to donate 
geographic area loyalty points through the donation Website 
and then submit its email receipt as documentation for an 
employer gift matching program. In various embodiments, 
the system may alloW the employee to simply forWard an 
email to its employer, alloW the employee or employer to 
enter data into certain Webpages, alloW the employer to have 
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certain access rights to verify donations by an employee, or 
allow reports to employers in any desired format or medium. 
The invention may then alloW the employer to automatically 
contribute corporate geographic area points or any other 
donation to the same charity through an employer matching 
program. The invention may also provide for automated 
donation veri?cation With employers, Whereby information 
related to employee donations are automatically forwarded to 
employers for veri?cation purposes. For additional details, 
see, for example, US. Ser. No. 10/707,715, ?led on Jan. 6, 
2004, by Aviles, et al., and entitled “Donation System and 
Method,” Which is hereby incorporated by reference. 
[0038] The system may also convert the geographic area 
loyalty points to a monetary value, thereby alloWing the 
points to be donated to a charity such that the donation 
appears to be a monetary value donation to the charity. The 
system converts the geographic area loyalty points to a cur 
rency credit and posts the credit to a charity account, Where 
the charity account is generally a ?nancial transaction 
account, such as a charge card, that is used to facilitate a 
transaction. For additional details, see, for example, US. Ser. 
No. 09/834,478, ?led on Apr. 13, 2001, by Chien, et al., and 
entitled “System and Method for Using Loyalty Points,” 
Which is hereby incorporated by reference. 
[0039] The present invention also includes a system and 
method Wherein loyalty points may be earned Within a spe 
ci?c geographic location, then burned in one geographic loca 
tion, a subset of locations or Without restrictions. Similarly, 
the loyalty points may be earned in one geographic location, 
a subset of locations or Without restrictions, then burned only 
in a speci?c geographic location. Details of the earn and burn 
process Will be described in more detail beloW. Interaction 
With the system may include communication to customer 
service representatives, entry into Webpages or any of the 
computing devices set forth herein. The ?nancial or loyalty 
accounts may or may not be associated With any of the trans 
action accounts or cards set forth beloW. 

[0040] The geographic features of the system may be 
implemented using neW types of data collected during the 
transaction or using existing data that is typically collected in 
a transaction, Wherein the existing data may also be associ 
ated With geographic areas such as, for example, Zip codes, 
retailer identi?cation codes, service establishment codes, 
SKU codes, UPC manufacturer codes and/or the like. The 
collected information may be associated With any previously 
knoWn information to perform data analysis related to the 
loyalty program on a local or netWork level (described in 
more detail beloW). 
[0041] The geographic information may be associated With 
the consumer, merchant, processing system and/or any other 
part of the overall system. For example, a consumer may have 
a home Zip code in NeW Jersey With a Work Zip code in NeW 
York City, so the system may determine that the consumer 
still quali?es for reWard points from merchants With Zip codes 
based in NeW York City. The system may also determine that 
a “double point” promotion may apply to purchases of prod 
ucts originating from manufacturers in Tennessee. In a more 
complex embodiment, the system may encourage NeW Jersey 
residents to shop for soap products from an Arizona manu 
facturer (e.g., Dial Corporation) Which are sold by a NeW 
York merchant. As such, the system may acquire, utiliZe 
and/ or associate the consumer home Zip code, the merchant 
building Zip code, and the SKU information from the soap. In 
another embodiment, the reWards may have a theme related to 
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the city. For example, NeW Orleans aWards may be related to 
Jan shoWs and Mardi Gras activities, While NeW York City 
aWards may be related to BroadWay shoWs, dining and other 
entertainment or sports venues. The aWards may also include 
full geographic “experiences” such as, for example, dinner, 
backstage passes, cocktails With the cast, and movie premiers. 
[0042] The system may include online interfaces, dial-up 
interfaces through POS terminals or any of the other hard 
Ware, softWare and communications discussed herein. In one 
embodiment, the system is con?gured With one product plat 
form With a modulariZed approach to facilitate the develop 
ment of market speci?c reWards and communication materi 
als. Particularly, any geographic location and associated 
merchants may be input into a version of the present invention 
such that the invention facilitates similar features and func 
tions in any neWly created geographic region. For example, 
the system may be fully functional With various merchants, 
reWards and residents in the Manhattan, NY area. Different 
data may be inputted into the same system in order to facili 
tate similar functionality in the Phoenix, AriZ. area, along 
With creating reWards and marketing material related to Phoe 
nix merchants. 

[0043] In this regard, a participant may use a particular ID 
or passWord to access the system online, Wherein the particu 
lar ID instructs the system to provide functions and marketing 
materials or displays related to the appropriate geographical 
region. For example, inputting ID #1234 into a Web site may 
result in a Web page displaying various reWards redeemable at 
various Manhattan merchants. Similarly, inputting ID #5678 
into the same Web site may result in a Web page displaying 
various reWards redeemable at various Phoenix merchants. 
The transaction card of the present invention may include a 
dual purpose transaction device Which combines geographic 
based loyalty functionality, ?nancial transaction functional 
ity (e.g., charge card) and access functionality (e.g., access to 
public transportation, including payment of the transporta 
tion fare). The card may include one or more magnetic stripes 
related to each functionality. The card or other transponder 
device may alternatively include tWo different RFID signals 
for each functionality. 
[0044] As used herein, a “geographic area” or similar terms 
may include all or any portion of any street, city, county, state, 
country, continent, region (e. g., SoHo district, ChinatoWn), or 
any other areas, including combinations or subsets of areas. 
The geographic areas may relate to any of the participants, 
products, services or identi?cations. The geographic areas 
may relate to any associated geographic area such as, for 
example, a geographic area associated With a participant’s 
home residence, Work residence, travel areas or the like. The 
geographic area may also be automatically established based 
on the geographic area Where a participant is located at the 
time (or at any established time period) based on, for 
example, cellular phone caller location relative to cellular 
toWers or a global positioning system. The geographic areas 
may also be associated With Where the product is manufac 
tured, distributed, sold or the like. Moreover, While certain 
embodiments may refer to only a speci?c geographic area for 
brevity, the invention also contemplates other similar 
embodiments for multiple geographic areas or subsets of 
areas. 

[0045] As used herein, “participant” may include any user, 
person, entity, charitable organiZation, machine, hardWare, 
softWare, merchant or business Who accesses and uses the 
system of the invention, including consumers (such as pri 
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mary members and supplementary members of an aggregate 
consumer account), retailers, manufacturers, and third-party 
providers, including any subsets, groups or combinations 
thereof. Participants in the system may interact With one 
another either online or off-line. The terms “participant”, 
“purchaser”, “customer”, “consumer”, “primary member”, 
and “end-user” may be used interchangeably With each other, 
and each shall mean any person, entity, charitable organiza 
tion, or business Which uses a consumer ID to participate in 
the present system. The participant may reside in a geo 
graphic area and Work in a different geographic area. 

[0046] As used herein, the term “online” refers to interac 
tive communications that take place betWeen participants 
Who are remotely located from one another, including com 
munication through any of the netWorks or communications 
means described herein or the like. 

[0047] The term “manufacturer” shall include any partici 
pant, person, entity, charitable organization, machine, soft 
Ware, hardWare, and/ or the like that manufactures, distributes, 
or originates a product or service Which may ultimately be 
offered to a consumer directly or indirectly through a retailer. 
The term “manufacturer” may also include any party that 
generates and/or provides manufacturer item identi?ers. The 
manufacturer item identi?er may include information related 
to the geographic area of the item or the geographic area of the 
manufacturer’s manufacturing plant, headquarters or divi 
sions. 
[0048] The term “retailer” shall include any person, entity, 
charitable organization, machine, software, hardware, and/or 
the like that that offers a product or service to a consumer. As 
used herein, the term “retailer” is used interchangeably With 
the term “merchant”. Moreover, in this context, a retailer or 
merchant may offer or sell, either online or o?lline, products 
and/or services made or supplied by at least one manufac 
turer. The retailer or any distributors, suppliers, af?liates, 
franchises and the like may be located in one or more geo 
graphic areas. 
[0049] As used herein, the phrases “netWork level” and 
“netWork-Wide level” shall refer to a system that includes 
more than one retailer. 

[0050] A “consumer ID”, as used herein, includes any 
device, code, or other identi?er suitably con?gured to alloW a 
consumer to interact or communicate With the system, such 
as, for example, a reWards card, charge card, credit card, debit 
card, prepaid card, telephone card, smart card, magnetic 
stripe card, bar code card, authorization/access code, per 
sonal identi?cation number (PIN), Internet code, or other 
identi?cation code, signal or indicia. Additionally, a “con 
sumer ID” may comprise any form of electronic, radio fre 
quency, transponder, magnetic, and/or optical device capable 
of transmitting or doWnloading data from itself to a second 
device Which is capable of interacting and communicating 
With such forms of consumer ID. 

[0051] “Consumer enrollment data” may comprise any of 
the folloWing: name; address; zip code; home geographic 
area; Work geographic area; date of birth; social security 
number; email address; gender; the names of any household 
members; a credit card number for charging any fees that may 
be associated With participation in the system; survey data; 
interests; educational level; spending trends; and/ or any pre 
ferred brand names.A consumer may register to participate in 
the present system by any methods knoWn and practiced in 
the art. For example, a consumer may be enrolled automati 
cally (e.g., if the consumer holds an existing consumer 
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account With the system administrator), over the phone, at the 
point of sale (e.g., through a paper application, a verbal inter 
vieW, or instant enrollment using a retailer loyalty identi?er, 
as described herein), through the mail, or through instant 
enrollment online. Upon enrollment, the consumer receives a 
consumer ID that is associated With a consumer account. 

Enrollment data may be updated periodically, either by the 
consumer requesting that the data be updated to re?ect 
changes or additions or the system requesting that the con 
sumer revieW and update the data as needed, for example. 
[0052] As used herein, a “retailer loyalty identi?er” may 
include any device, code, or other identi?er Which permits a 
consumer to interact or communicate With a retailer system, 
including a retailer terminal, and indicate their participation 
in a retailer loyalty program Which may be offered by a 
particular retailer or a group of retailers. Exemplary retailer 
loyalty identi?ers may comprise any of the folloWing: a 
reWards card, charge card, credit card, debit card, prepaid 
card, telephone card, smart card, magnetic stripe card, bar 
code card, authorization/access code, personal identi?cation 
number (PIN), Internet code, other identi?cation code, radio 
frequency card and/ or the like. Additionally, a retailer loyalty 
identi?er may comprise any form of plastic, electronic, mag 
netic, radio frequency, audio and/ or optical device capable of 
transmitting or doWnloading data from itself to a second 
device Which is capable of interacting and communicating 
With such retailer loyalty identi?ers. 
[0053] As used herein, a “consumer account” shall mean 
any account Which speci?es a consumer as a holder of the 
account and Which posts, records, stores, or tracks a consum 
er’s activity that is related to participation in the loyalty pro 
gram. In one embodiment, the consumer account may post or 
record any of the folloWing types of information: purchasing 
activity (e.g., items purchased and/or purchase amounts), 
reWard points earning activity, reWard points redemption 
activity, bonus offerings activity, and the like. 
[0054] In accordance With one aspect of the invention, the 
consumer ID may be associated With an aggregate consumer 
account Which speci?es the consumer as a primary member 
and permits the association of any number of supplementary 
members With the primary member. In one embodiment, 
supplementary members are a?iliated With the primary mem 
ber, such as by being a member of the primary member’s 
household, business, organization, and the like. In another 
embodiment, supplementary members are selected by the 
primary member for association With the primary member’s 
aggregate consumer account on any basis deemed suitable by 
the primary member. For example, a primary member may 
associate friends, co-Workers, family members, or any other 
group of individuals or entities. In one embodiment, both 
primary members and supplementary members may earn and 
redeem reWard points Which are posted to the aggregate con 
sumer account or to any of several accounts that may be 
associated With the aggregate consumer account. In another 
embodiment, a supplementary member may only redeem 
reWard points Which that particular supplementary member 
has earned. In a further embodiment, a supplementary mem 
ber may only redeem a quantity of reWard points Which the 
primary member has authorized for redemption by that par 
ticular supplementary member. The primary and supplemen 
tary members may be associated With the same, overlapping 
or different geographic areas. 

[0055] As used herein, the phrase “aggregate consumer 
account” shall mean any account Which speci?es a primary 
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member and permits the association of any number of supple 
mentary members With the primary member. In one embodi 
ment, an aggregate account may be the sole account that 
associates the primary member With the supplementary mem 
bers and re?ects the activity of the primary member and any 
supplementary members. In another embodiment, an aggre 
gate consumer account may be associated With multiple 
accounts that may each be associated With a supplementary 
member. For example, an aggregate consumer account may 
aggregate and post, record, store, or track all relevant activity 
engaged in by the primary member and any supplementary 
members that are associated With the aggregate consumer 
account. This aggregate activity may be reported solely to the 
primary member. Further, each supplementary member may 
be associated With a sub-account Which posts only activity 
engaged in by the particular supplementary member. The 
activity in this sub-account may be reported only to the 
supplementary member associated With the sub-account. In 
this manner, the primary member may oversee the activity of 
each of the supplementary members, but each of the supple 
mentary members cannot oversee the activity of either the 
primary member or other supplementary members. 
[0056] The phrase “supplementary member” shall mean 
any person, entity, charitable organization, or business Which 
uses a supplementary member ID to participate in the present 
system. It Will be appreciated that, in certain contexts, the 
phrase “supplementary member” may be used interchange 
ably With the terms “purchaser”, “customer”, “consumer”, 
and “end-user”, since a “supplementary member” is a par 
ticular type of “consumer”. A “supplementary member ID”, 
as used herein, includes any device, code, or other identi?er 
suitably con?gured to alloW a supplementary member to 
interact or communicate With the system, such as, for 
example, a reWards card, charge card, credit card, debit card, 
prepaid card, telephone card, smart card, magnetic stripe 
card, bar code card, authorization/ access code, personal iden 
ti?cation number (PIN), Internet code, other identi?cation 
code, and/ or the like. Additionally, a “supplementary member 
ID” may comprise any form of electronic, magnetic, and/or 
optical device capable of transmitting or doWnloading data 
from itself to a second device Which is capable of interacting 
and communicating With such forms of supplementary mem 
ber ID. 

[0057] A supplementary member may be registered to par 
ticipate in the present system by any methods knoWn and 
practiced in the art. In one embodiment, a supplementary 
member is registered by a primary member. For example, a 
supplementary member may be enrolled by a primary mem 
ber over the phone, at the point of sale (e.g., through a paper 
application, verbal intervieW, or instant enrollment using a 
retailer loyalty identi?er), through the mail, or through instant 
enrollment online. In another embodiment, a supplementary 
member is authorized to register by a primary member, and 
the supplementary member self-enrolls in vieW of the autho 
rization. For example, a primary member may provide the 
system administrator With some indicia of authority to pro 
cess the registration of a supplementary member, if and When 
the authorized supplementary member chooses to enroll in 
the system. The indicia of authority may include any suitable 
information, such as, for example, any of the folloWing infor 
mation regarding the supplementary member: name, address, 
social security number, employee number, date of birth, and 
the like. Supplementary member enrollment data may com 
prise any of the following: name; address; zip code; home 
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geographic area; Work geographic area; date of birth; social 
security number; email address; gender; a credit card number 
for charging any fees that may be associated With participa 
tion in the system; survey data; interests; educational level; 
and/or any preferred brand names. Upon enrollment, the 
supplementary member receives a supplementary member ID 
Which is associated With the primary member’s aggregate 
consumer account. In one embodiment, the supplementary 
member ID may also be associated With, related to, identical 
to, contain a portion of, or expand upon the primary member’s 
consumer ID. 

[0058] A “consumer pro?le”, as used herein, shall refer to 
any data used to characterize a consumer and/ or the behavior 
of a consumer. In the context of a commercial transaction, “a 
consumer pro?le” shall be understood to include, for 
example, the time and date of a particular purchase, the fre 
quency of purchases, the volume/quantity of purchases, the 
transaction size (price), and/or the like. Additionally, in other 
transactional contexts, the term “consumer pro?le” shall also 
be understood to include non-purchase behaviors of a con 
sumer, such as consumer enrollment data, visiting a Web site, 
referrals of pro spective participants in the system, completion 
of a survey or other information gathering instrument, and/ or 
the like. For instance, a participating online consumer may 
earn reWard points automatically through a triggering event, 
such as visiting a Web site, completing an online survey, or 
clicking on a banner advertisement for example. O?line, a 
participating consumer may earn reWard points by complet 
ing a task or shoWing their consumer ID to the cashier and 
triggering the cashier to provide a “behavior” ID Which may 
be input (eg by scanning a bar code on a paper survey for 
example) into the POS terminal. Further, any aspects of the 
consumer pro?le may be used in the context of data analysis. 

[0059] A “supplementary member pro?le”, as used herein, 
shall refer to any data used to characterize a supplementary 
member and/or the behavior of a supplementary member. In 
the context of a commercial transaction, “a supplementary 
member pro?le”s hall be understood to include, for example, 
the time and date of a particular purchase, the frequency of 
purchases, the volume/ quantity of purchases, the transaction 
size (price), and/or the like. Additionally, in other transac 
tional contexts, the term “supplementary member pro?le” 
shall also be understood to include non-purchase behaviors of 
a supplementary member, such as supplementary member 
enrollment data, visiting a Web site, referrals of prospective 
participants in the system, completion of a survey or other 
information gathering instrument, and/or the like. For 
instance, a participating online supplementary member may 
earn reWard points automatically through a triggering event, 
such as visiting a Web site, completing an online survey, or 
clicking on a banner advertisement for example. O?line, a 
participating supplementary member may earn reWard points 
by completing a task or shoWing their supplementary member 
ID to a cashier and triggering the cashier to provide a “behav 
ior” ID Which may be input (e.g., by scanning a bar code on a 
paper survey for example) into the POS terminal. Further, any 
aspects of the supplementary member pro?le may be used in 
the context of data analysis. 

[0060] A “third-party provider” may comprise any addi 
tional provider of goods and/or services to a consumer. Spe 
ci?cally, a “third-party provider” includes any party other 
than the particular manufacturer and retailer Who is involved 
in a transaction With a consumer. A third-party provider may 
include, for example, a ?nancial institution, such as a bank or 




































