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(57) ABSTRACT 

A business method for promoting goods and services of 
providers includes the steps of designating a group of 
targeted recipients, and storing demographics information of 
each recipient in an electronic database. A plurality of direct 
mail items including provider promotions is generated, and 
each marked with a machine-readable ID code unique to 
each of the recipients. The direct mail items are sorted by 
their respective ID codes into cooperative mail packages, 
each mail package containing multiple items with common 
ID codes. The mail packages are then forwarded to respec 
tive recipients. After redemption of a direct mail item by a 
recipient, the ID code is read and electronically linked with 
the recipient’s demographics information contained in the 
electronic database. A report is generated based on the direct 
mail items redeemed. The report may include a geographic 
map which plots respective locations of recipients, and/or a 
listing of receipts grouped into a plurality of demographics 
Segments. 
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BUSINESS METHOD FOR PROMOTING GOODS 
AND SERVICES OF PROVIDERS 

TECHNICAL FIELD AND BACKGROUND OF 
THE INVENTION 

0001. This invention relates to a business method for 
promoting goods and services of providers, such as business 
owners, through the distribution and tracking of direct mail 
promotional items. The invention utilizes machine-readable 
codes applied to the items. When the items are redeemed and 
the codes scanned, useful information concerning the recipi 
ent of the item is acquired and reported. The invention 
reveals trends relevant to particular customer groups, mar 
kets and industries, provides valuable demographics infor 
mation to business owners, and generates customer and 
prospects lists for future mailings. 
0002 Unlike other direct mail promotions, the present 
invention designates a targeted group of recipients and 
preselects multiple items highly relevant to the group for 
mailing in a bundled cooperative mail package. For 
example, if the targeted group is first-time parents, each 
package may include paper coupons for a baby furniture 
store, diapers and wipes, daycare and pediatrician services, 
baby formula, and the like. Some recipients in the group may 
receive more or less items, or even different but related items 
based on demographics and other valuable information 
obtained in previous mailings to similarly situated recipi 
ents. Similarly, the invention may also generate secondary 
mailings to recipients based on past item redemptions. For 
example, if a recipient in a direct mailing which targets new 
residents redeems an item at a furniture store to purchase a 
baby's crib, the secondary mailing to that recipient may 
include direct mail items relating to baby formula, diapers, 
and the like. 

0003 For redeemed items, the invention has reporting 
features especially useful to business owners and other item 
providers. For example, the invention may utilize geo 
graphic mapping and/or customer segmentation to promote 
more effective market targeting. Customer segmentation is 
the Subdivision of a market into discrete customer groups 
that share certain characteristics. Customer segmentation 
can be a powerful means to identify unmet customer needs. 
Once the needs are identified, companies can then outper 
form the competition by developing uniquely appealing 
products and services. Customer segmentation is most effec 
tive when a company tailors offerings to segments that are 
the most profitable and serves them with distinct competitive 
advantages. This prioritization can help companies develop 
marketing campaigns and pricing strategies to extract maxi 
mum value from both high- and low-profit customers. A 
company can use Customer segmentation as the principal 
basis for allocating resources to product development, mar 
keting, service and delivery programs. 
0004 Customer Segmentation typically involves one or 
more of the following: 
0005 (a) dividing the market into meaningful and mea 
Surable segments according to customers’ needs, their past 
behaviors or their demographic profiles: 
0006 (b) determining the profit potential of each segment 
by analyzing the revenue and cost impacts of serving each 
Segment, 
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0007 (c) targeting segments according to their profit 
potential and the company’s ability to serve them in a 
proprietary way: 
0008 (d) investing resources to tailor product, service, 
marketing and distribution programs to match the needs of 
each target segment; and 
0009 (e) measuring performance of each segment, and 
adjusting the segmentation approach over time as market 
conditions change decision making throughout the organi 
Zation. 

0010. In the context of the present invention, customer 
segmentation is especially useful for prioritizing new prod 
uct development efforts, developing customized marketing 
programs, choosing specific product features, establishing 
appropriate service options, designing an optimal distribu 
tion strategy, and/or determining appropriate product pric 
1ng. 

SUMMARY OF INVENTION 

0011. Therefore, it is an object of the invention to provide 
a business method for promoting goods and services of 
providers through the distribution and tracking of direct mail 
items. 

0012. It is another object of the invention to provide a 
business method which utilizes cooperative mail packages 
which are precisely customized for each recipient with 
certain direct mail items most likely to be redeemed. 
0013. It is another object of the invention to provide a 
business method which conveniently and efficiently tracks 
the redemption of direct mail items. 
0014. It is another object of the invention to provide a 
business method which promotes efficient use of provider 
advertizing. 

0015. It is another object of the invention to provide a 
business method which reveals trends relevant to particular 
customer groups, markets and industries. 
0016. It is another object of the invention to provide a 
business method which conveys valuable customer demo 
graphics information to business owners. 
0017. It is another object of the invention to provide a 
business method which includes geographically plotting a 
customer base utilizing electronic mapping software. 
0018. It is another object of the invention to provide a 
business method which utilizes customer segmentation. 
0019. These and other objects of the present invention are 
achieved in the preferred embodiments disclosed below by 
providing a business method for promoting goods and 
services of providers. The business method includes the 
steps of designating a group of targeted recipients, and 
storing demographics information of each recipient in an 
electronic database. A plurality of direct mail items includ 
ing provider promotions is generated, and each marked with 
a machine-readable ID code unique to each of the recipients. 
The direct mail items are sorted by their respective ID codes 
into cooperative mail packages, each mail package contain 
ing multiple items with common ID codes. The mail pack 
ages are then forwarded to respective recipients. After 
redemption of a direct mail item by a recipient, the ID code 
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is read and electronically linked with the recipient’s demo 
graphics information contained in the electronic database. A 
report is generated based on the direct mail items redeemed. 
The report may include a geographic map which plots 
respective locations of recipients, and/or a listing of receipts 
grouped into a plurality of demographics segments. 

0020. The term “demographics information' is defined 
broadly herein and includes, but is not limited to, one or 
more of name, address, age, gender, presence of children, 
income level, and dwelling type. 
0021. The term “direct mail item is also defined broadly 
as any written or electronic communication. 
0022. The term “cooperative mail package” refers to the 
assembly of multiple direct mail items into a single package. 
Preferably, the items are preselected based on certain antici 
pated needs or desires of recipients in a targeted group. For 
example, new home owners may desire coupons or gift 
certificates for a home improvement store, landscape nurs 
ery, window treatments, and the like. 
0023. According to another preferred embodiment of the 
invention, the mail packages are sorted based on the number 
of direct mail items contained in each package. Such that 
each package in a sorted group has an equal number of direct 
mail items. 

0024. According to another preferred embodiment of the 
invention, the targeted group of recipients includes new 
residents having relocated within a zip code and/or from one 
Zip code to another. 
0025. According to another preferred embodiment of the 
invention, the demographics information includes statistical 
data selected from a group consisting of address, age, 
gender, and income. 
0026. According to another preferred embodiment of the 
invention, the machine-readable ID code is standard bar 
coding. 

0027 According to another preferred embodiment of the 
invention, the method includes forwarding the mail pack 
ages to recipients via a postal service. 

0028. According to another preferred embodiment of the 
invention, the method includes forwarding the mail pack 
ages to recipients via electronic mail. 
0029. According to another preferred embodiment of the 
invention, the report includes a secondary mailing report 
containing demographics information for at least a portion 
of the targeted group for purposes of generating additional 
direct mail items. 

0030. According to another preferred embodiment of the 
invention, the report includes a trending report including a 
redemption ranking of direct mail items for goods and 
services classified by subject matter. 
0031. According to another preferred embodiment of the 
invention, the report includes demographics information for 
recipients redeeming the direct mail items. 
0032. According to another preferred embodiment of the 
invention, the method includes forwarding redeemed direct 
mail items to a clearinghouse for reading respective ID 
codes. 
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0033 According to another preferred embodiment of the 
invention, the method includes Surveying the recipient after 
the direct mail item is redeemed. 

0034. According to another preferred embodiment of the 
invention, the step of generating the direct mail items 
includes printing sheets of paper coupons, each sheet com 
prising first and second coupon sections. 
0035. According to another preferred embodiment of the 
invention, the method includes stacking the sheets such that 
the first coupon sections and the second coupon sections are 
arranged, respectively, in vertical registration. 

0036). According to another preferred embodiment of the 
invention, the method includes collating the coupons such 
that respective cooperative mail packages are assembled in 
sequence from coupons cut from the first coupon section of 
each stacked sheet, and after the first coupon sections are 
exhausted, from the second coupon section of each stacked 
sheet. 

0037. In another embodiment, the invention is a coop 
erative mail package containing multiple direct mail items 
comprising promotions designed for promoting goods and 
services of providers. The direct mail items include common 
machine-readable ID codes unique to an individual recipi 
ent. Each ID code is adapted for being electronically linked 
to recipient demographics information contained in an elec 
tronic database. 

BRIEF DESCRIPTION OF THE DRAWINGS 

0038. Some of the objects of the invention have been set 
forth above. Other objects and advantages of the invention 
will appear as the description proceeds when taken in 
conjunction with the following drawings, in which: 

0039 FIG. 1 is a flow diagram illustrating the initial 
steps of a business method according to one preferred 
embodiment of the present invention; 

0040 FIG. 2 is a continuation of the flow diagram 
provided in FIG. 1; and 

0041 FIG. 3 is a further continuation of the flow dia 
grams provided in FIGS. 1 and 2; and 
0042 FIG. 4 is an example of a geographic map which 
plots locations of recipients who redeemed direct mail items 
of a provider. 

DESCRIPTION OF THE PREFERRED 
EMBODIMENT AND BEST MODE 

0043. The present invention is described more fully here 
inafter with reference to the accompanying drawings, in 
which preferred embodiments of the invention are shown. 
This invention may, however, be embodied in many different 
forms and should not be construed as limited to the embodi 
ments set forth herein; rather, these embodiments are pro 
vided so that this disclosure will be operative, enabling, and 
complete. Like numbers refer to like elements throughout. 
Although specific terms are employed herein, they are used 
in a generic and descriptive sense only and not for purposes 
of limitation. Unless otherwise expressly defined herein, 
such terms are intended to be given their broad ordinary and 
customary meaning not inconsistent with that applicable in 
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the relevant industry and without restriction to any specific 
embodiment hereinafter described. 

0044 Broadly stated, the present business method des 
ignates a targeted group of consumers (referred to as 
“Recipients'), utilizes direct mail Items to promote goods 
and services of local businesses (referred to as “Providers”), 
marks the Items with machine-readable Barcode, forwards 
the Items in cooperative mail Packages to the Recipients, 
and tracks redemption of the Items for Subsequent reporting. 
In one embodiment, the targeted Recipients are new resi 
dents—i.e., individuals and families who have relocated 
from one Zip code to another. Other targeted groups may 
include, for example, new businesses, first-time parents, 
members of a particular organization or trade, or groups 
based on specific demographics criteria, Such as age, income 
level, education, lifestyle, and the like. The direct mail Items 
may be coupons, gift certificates, discount sale notices, and 
other forms of advertizing. A System Administrator manages 
and coordinates each of the various steps indicated above 
and discussed in further detail below. 

0045 Referring to the flow diagram of FIG. 1, separate 
databases 10 and 11 are built containing information rel 
evant to both the Providers and the Recipients. The Provider 
Database 10 stores business ID numbers, mailing Zones, etc., 
and certain business account information used by the System 
Administrator. The Recipient Database 11 stores demo 
graphic information including names, addresses, ages, gen 
der, income levels, etc. for each of the Recipients. 
0046) The Provider and Recipient Databases 10, 11 are 
merged together using a system application, indicated at 12. 
The merged data results in a single electronic Record for 
each Recipient. Each Record contains a certain number of 
(electronic) direct mail Items, and machine-readable bar 
code elements comprising unique ID numbers. The appli 
cation 12 identifies the number of direct mail Items to be 
included in each Record, and merges all Records containing 
the same number of Items into a single Data File. Multiple 
Data Files 14, 15, 16, and 17 are shown in FIG. 1. The 
application 12 further generates Summary reports which 
identify the number of direct mail Items in each Data File 
14-17, the number of direct mail Items being mailed to 
various Zip codes, and certain provider billing information, 
Such as rate, discounts, etc. relevant to the System Admin 
istrator. 

0047. After generating the Data Files 14-17, a commer 
cial postal sorting application 18 cleans and verifies the 
recipient addresses indicated in respective Records. Appro 
priate postal information is inserted into each Data File 
14-17 so that maximum postage discounts are achieved for 
all direct mail Items. The postal-sorted Files are then pre 
collated in two notional “cylinders’ one cylinder compris 
ing material for occupying a top section of a printed item 
Sheet (described below), and the other cylinder comprising 
material for occupying the bottom section. Ultimately, the 
two cylinders generate a stack of printed item Sheets with 
the top and bottom sections containing respective direct mail 
Items. The Sheets are stacked in exact vertical registration 
for proper cutting and separation of the top and bottom 
sections. The recipient Records contain respective direct 
mail Items arranged in sequence starting from the top 
sections of the stacked item Sheets, and after the top sections 
are exhausted, from the bottom sections of the Sheets. 

Oct. 26, 2006 

0048 Referring to FIG. 2, once pre-collated, the Data 
Files are run through a commercial, variable data software 
program 20, such as Paris SoftwareTM sold by Xerox, for 
formatting and graphics rules. This program 20 generates 
one direct mail Item in the top section of the item Sheet and 
a second Item in the bottom section of the item Sheet, as 
previously described. The unique recipient Barcode is 
applied to both sections. The program 20 converts the Data 
Files to Output Files 21, 22, 23, and 24 in Adobe Postscript(R) 
format ready for printing. The Output Files 21-24 are 
printed, as indicated at 25, on 8.5x11-inch paper item Sheets 
stacked in the exact sequence of printing. The item Sheets 
are then cut in half, as indicated at 26, to separate the direct 
mail Items printed in respective top and bottom sections. 
The direct mail Items of each Record are placed into a single 
envelope, as indicated at 27, the enveloped weighed and 
metered, as indicated at 28, and then forwarded to the 
Recipient in a cooperative mail Package, indicated at 29. 

0049 Referring to FIG. 3, as Recipients redeem their 
direct mail Items 31 with respective Providers, the Items are 
collected by the Providers and sent (electronically, faxed, or 
mailed) to an internal clearinghouse where all Barcodes 32 
are scanned using an appropriate reader 33. Once the Bar 
code 32 is scanned, an internal program 34 searches through 
a Central Database 35 which stores Records of all Recipients 
including information, Such as household type (e.g., SFH or 
MFH), Recipient name and address, gender, age, and income 
level. The program 34 matches the scanned Barcode 32 with 
its associated Record. Using recipient information contained 
in the Record, one or more of several useful reports can be 
generated. For example, a Provider Database Report 36 
contains demographics information for all Recipients who 
redeemed their direct mail Items with a particular Provider. 
An internal Trending Report 37 allows the System Admin 
istrator to track overall redemption of direct mail Items by 
Subject matter or other classification criteria. A Secondary 
Mailing Report 38 creates a mailing list for Providers for 
sending Subsequent promotions. These further promotions 
may be for complementary goods or services based on past 
Items redeemed by the Recipient. Using the valuable infor 
mation contained in these and other reports generated from 
previous mailings to similarly situated Recipients, some 
Recipients of a targeted group may receive more or less 
Items, or even different but related Items. 

0050. In addition, either before or after generating the 
reports, the System Administration may contact and Survey 
those Recipients who redeemed their direct mail Items. 
Survey questions may concern the quality of the Provider's 
goods or services, customer service, store location, hours of 
operation, parking convenience, and other matters of inter 
est. Preferably, the survey is administered on-line at a web 
site maintained by the System Administrator. 
0051 Geo-Mapping Report 

0052 FIG. 4 illustrates a further concept of the present 
invention—the electronic geographic mapping of a Provid 
er's customer base (using recipient information contained in 
Records of the Central Database 35, as previously 
described). This "geo-mapping report utilizes commer 
cially-available mapping software to geographically plot the 
exact location (e.g., street address) of all Recipients who 
redeem items of the Provider. Preferably, customer segments 
are first defined based on demographic categories such as 
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income level, age, gender, race, size of family, pet owners, 
and any other desired demographic. Other customer seg 
mentation techniques are discussed below. Once defined, the 
different customer segments within the selected demo 
graphic category are then indicated simultaneously or sepa 
rately at various points on the electronic map. Preferably, 
Suitable coding (e.g., color coding, geometric shapes, etc.) is 
used to visually distinguish one customer segment from 
another. 

0053. The electronic map may also simultaneously dis 
play different customer segments within multiple demo 
graphic categories. For example, a Provider may wish to see 
its entire customer base segmented based on annual income 
level (e.g., $25k-S50k, $50k-S75k, S75k-S100k, and 
>S100k), and at the same time see which customers are 
families of 3 or more. In this case, the map would visually 
display a first set of distinct points (e.g., circles) which 
would be color-coded based on income level, and second set 
of distinct points (e.g., triangles) which would be color 
coded based on family size. The color-coded circles and 
triangles would be matched accordingly. An appropriate 
legend would also be provided at Some location on the map. 
The geo-mapping report may be delivered to the Provider in 
any form, such as electronic or paper. The geo-map may also 
be accessible via a secure Internet website. This concept 
may also incorporate satellite imagery and other related 
technology. 

0054 By understanding which geographic areas are pro 
ducing customers (or visitors), Providers can better under 
stand their business and better service the consumers who 
are most likely to visit their location. For example, if through 
the geographic mapping feature of the present method a 
Provider determines that certain direct mail items are pro 
ducing a number of new visitors from a specific neighbor 
hood down the street, then it may be beneficial to send out 
a quick mailing or drop some information off in the neigh 
borhood about the Provider's business. This feature pro 
motes more effective use of marketing dollars, an under 
standing of driving patterns, and may also assist in 
determining locations for additional sites. 
0.055 Customer Segmentation Report 
0056. The present method may also incorporate a more 
formal and comprehensive segmentation approach to more 
effectively report customer information to Providers. Cus 
tomer segmentation, also referred to as market segmenta 
tion, is the practice of segmenting customers into groups of 
individuals with common characteristics. By gaining a better 
overall understanding of customers, then grouping them into 
categories, Providers are able to optimize marketing pro 
grams and more effectively allocate marketing dollars. 
0057 Traditional approaches to customer segmentation 
group customers based on a number of variables that 
include: 

0058 (i) geographic variables, such as specific regions, 
region size, or climate; 
0059 (ii) demographic variables, such as age, gender, 
family size, income, occupation, education, Socioeconomic 
status, religion, nationality/race, and others; 
0060 (iii) psychographic variables, such as personality 
life-style, values, and attitudes; and 
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0061 (iv) behavioral variables, such as benefit sought, 
product usage rates, brand loyalty, product end use, readi 
ness-to-buy stage, decision making unit, and others. 
0062 Customer segmentation is often performed with 
“clustering tools.” Clustering is a computerized technique in 
which objects with similar properties are grouped together. 
Self Organizing Maps (SOM) is one example of a clustering 
technique known and used in the industry. This method is 
based on neural network and competitive learning tech 
niques. An alternative segmentation approach is referred to 
in the industry as “Hotspot Profiling Analysis.” Hotspot 
searches segments with highest (or lowest) responses (or 
performances). Hotspot profiling analysis drills-down data 
systematically and detects important relationships, co-fac 
tors, interactions, dependencies and associations amongst 
many variables and values accurately using Artificial Intel 
ligence techniques such as incremental learning, and gen 
erate profiles of most interesting segments. This can be 
applied to customer data to find profiles of most (or least) 
responsive segments that can be used to develop marketing 
plans. 

0063. In one embodiment of the invention, the present 
method uses a customer segmentation approach developed 
by Claritas, Inc., and known commercially as PRIZM NE. 
PRIZM NE defines every household in terms of 66 demo 
graphically and behaviorally distinct types, or “segments.” 
intended to help Providers learn more about customer likes, 
dislikes, lifestyles and purchase behavior. These 66 seg 
ments are grouped into three Lifestage Classifications based 
on the age of each segment's residents and the presence of 
children two powerful predictors of consumer behavior. 
The Lifestage Classifications include the Younger Years, 
Family Life, and Mature Years. 
0064. The Younger Years consists of 22 segments where 
singles and couples are typically under 45 years old and 
child-free. (Younger Years residents may be too young to 
have kids or they're approaching middle age and chose not 
to have them). The second class, Family Life, is composed 
of 20 lifestyle types that all have high indexes for middle 
aged adults and children. The final class, The Mature Years, 
comprises 24 segments, all residents who tend to be over 45 
years old and childless. (Segments with high rates for both 
50-year-old residents and children are included in Family 
Life.) Finally, within each of the three Lifestage Classifica 
tions, all the segments are sorted into 11 Lifestage Groups 
based on affluence-another powerful demographic predictor 
of consumer behavior. 

0065. The Lifestage Groups capture a combination of 
three variables—affluence, householder age and whether 
there are children living at home. This grouping is intended 
to help paint a more vivid picture of each segment’s likely 
lifestyle. As an example, what the three Lifestage Groups 
that comprise “Younger Years' share is that all of those 
households are, for the most part, young and childless. 
Similarly, the four groups of segments that make up "Family 
Life' have children in common, while the four segments 
categorized as “Mature Years' are mostly empty nesters. 
0066. The customer segmentation report generated using 
the present method is based on information of all Recipients 
who redeem items of the Provider, as previously described. 
The report segments the customers according to the groups 
discussed above. Each customer is identified by one of the 
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66 segments, which segment falls into one of the 11 Life 
stage Groups, which Lifestage Group falls within one of the 
three Lifestage Classifications. 
0067. Utilizing the customer segmentation report, the 
Provider can readily determine the type of lifestyle main 
tained by its best customers. This information can then be 
used to more effectively target marketing to similar lifestyle 
groups. For example, if most of a Provider's customers fall 
into a group whose main interest is country club sports, such 
as golf and tennis, then an effective marketing strategy may 
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be to partner with a local golf or tennis club in an effort to 
get in front of those types consumers. Understanding the 
customer's lifestyle can also positively affect product selec 
tion or menu choices. For example, if a large percentage of 
customers fall into a lifestyle group which enjoys coffee 
bars, juice bars and microbrews, then it may be beneficial to 
add a line of fruit drinks or Smoothies to a Summer menu. 

0068 An example of a customer segmentation report 
according to one segmentation technique is provided below. 
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Percentage Your Consumer Segments 
of 

Consumers 
Young Digerati-Young Digerati are the nation's 
tech-savvy singles and couples living in fashionable 
neighborhoods on the urban fringe. Affluent, highly 
educated and ethnically mixed, Young Digerati 
communities are typically filled with trendy 
apartments and condos, fitness clubs and clothing 
boutiques, casual restaurants and all types of bars 
from iuice to coffee to microbrew. 
Money and Brains - The residents of Money & 
Brains seem to have it all: high incomes, advanced 
degrees and sophisticated tastes to match their 
credentials. Many of these city dwellers 
predominantly white with a high concentration of 
Asian Americans-are married couples with few 
children who live in fashionable homes on small, 
manicured lots. 
Urban Achievers - Concentrated in the nation's 
port cities, Urban Achievers is often the first stop for 
up-and-coming immigrants from Asia, South 
America and Europe. These young singles and 
couples are typically college-educated and ethnically 
diverse: about a third are foreign-born, and even 
more speak a language other than English. 
The Cosmopolitans - These immigrants and 
descendants of multi-cultural backgrounds in multi 
racial, multi-lingual neighborhoods typify the 
American Dream. Married couples, with and without 
children, as well as single parents are affluent from 
working hard at multiple trades and public service 
jobs. They have big families, which is unusual for 
social 

O058 The geo-mapping and customer segmentation reports, discussed above, may 

be combined by representing Recipients of a Provider on the map using pre-defined visual 

codes unique to each of the 66 individual customer segments, 11 Lifestage Groups, and 

three Lifestage Classes. In this combined report, the geo-map could display the exact 

location and lifestyle type of the entire customer base in a single document. Alternatively, 

the combined report may comprise multiple maps which plot the locations of Customers in 

each of the individual Lifestage Classes and/or Lifestage Groups. 
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0069. The geo-mapping and customer segmentation 
reports, discussed above, may be combined by representing 
Recipients of a Provider on the map using pre-defined visual 
codes unique to each of the 66 individual customer seg 
ments, 11 Lifestage Groups, and three Lifestage Classes. In 
this combined report, the geo-map could display the exact 
location and lifestyle type of the entire customer base in a 
single document. Alternatively, the combined report may 
comprise multiple maps which plot the locations of custom 
ers in each of the individual Lifestage Classes and/or Life 
stage Groups. 

0070 All reports delivered to the Provider may be in any 
desired form (e.g., paper or electronic), and may be acces 
sible via a secure Internet website. 

0071. A business method for promoting goods and ser 
vices of providers is described above. Various details of the 
invention may be changed without departing from its scope. 
Furthermore, the foregoing description of the preferred 
embodiment of the invention and best mode for practicing 
the invention are provided for the purpose of illustration 
only and not for the purpose of limitation—the invention 
being defined by the claims. 

We claim: 
1. Abusiness method for promoting goods and services of 

providers, comprising the steps of 
designating a group of targeted recipients; 
storing demographics information of each recipient in an 

electronic database; 
generating a plurality of direct mail items comprising 

provider promotions; 

marking each of the direct mail items with a machine 
readable ID code unique to each of the recipients; 

sorting the direct mail items by their respective ID codes 
into cooperative mail packages, each mail package 
containing multiple items with common ID codes; 

forwarding the mail packages to respective recipients; 

after redemption of a direct mail item by a recipient, 
reading the ID code and electronically linking it with 
the recipient's demographics information contained in 
the electronic database; and 

generating a report based on the direct mail items 
redeemed, said report comprising a geographic map 
which plots respective locations of recipients. 

2. A business method according to claim 1, and compris 
ing Sorting the mail packages based on the number of direct 
mail items contained in each package. Such that each pack 
age in a sorted group has an equal number of direct mail 
items. 

3. A business method according to claim 1, wherein the 
targeted group of recipients comprises new residents having 
relocated from one Zip code to another. 

4. A business method according to claim 1, wherein the 
demographics information comprises statistical data 
selected from a group consisting of address, age, gender, 
presence of children, and income. 

5. A business method according to claim 1, wherein the 
machine-readable ID code comprises bar coding. 
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6. A business method according to claim 1, and compris 
ing forwarding the mail packages to recipients via a postal 
service. 

7. A business method according to claim 1, and compris 
ing forwarding the mail packages to recipients via electronic 
mail. 

8. A business method according to claim 1, wherein the 
report comprises a secondary mailing report containing 
demographics information for at least a portion of the 
targeted group for purposes of generating additional direct 
mail items. 

9. A business method according to claim 1, and compris 
ing forwarding redeemed direct mail items to a clearing 
house for reading respective ID codes. 

10. A business method according to claim 1, and com 
prising Surveying the recipient after the direct mail item is 
redeemed. 

11. A business method for promoting goods and services 
of providers, comprising the steps of 

designating a group of targeted recipients; 
storing demographics information of each recipient in an 

electronic database; 
generating a plurality of direct mail items comprising 

provider promotions; 

marking each of the direct mail items with a machine 
readable ID code unique to each of the recipients; 

sorting the direct mail items by their respective ID codes 
into cooperative mail packages, each mail package 
containing multiple items with common ID codes; 

forwarding the mail packages to respective recipients; 

after redemption of a direct mail item by a recipient, 
reading the ID code and electronically linking it with 
the recipient's demographics information contained in 
the electronic database; and 

generating a report based on the direct mail items 
redeemed, said report comprising a listing of receipts 
grouped into a plurality of demographics segments. 

12. A business method according to claim 11, and com 
prising sorting the mail packages based on the number of 
direct mail items contained in each package. Such that each 
package in a sorted group has an equal number of direct mail 
items. 

13. A business method according to claim 11, wherein the 
targeted group of recipients comprises new residents having 
relocated from one Zip code to another. 

14. A business method according to claim 11, wherein the 
demographics information comprises statistical data 
selected from a group consisting of address, age, gender, 
presence of children, and income. 

15. A business method according to claim 11, wherein the 
machine-readable ID code comprises bar coding. 

16. A business method according to claim 11, and com 
prising forwarding the mail packages to recipients via a 
postal service. 

17. A business method according to claim 11, and com 
prising forwarding the mail packages to recipients via elec 
tronic mail. 

18. A business method according to claim 11, wherein the 
report further comprises a secondary mailing report contain 
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ing demographics information for at least a portion of the 
targeted group for purposes of generating additional direct 
mail items. 

19. A business method according to claim 11, and com 
prising forwarding redeemed direct mail items to a clear 
inghouse for reading respective ID codes. 

Oct. 26, 2006 

20. A business method according to claim 11, and com 
prising Surveying the recipient after the direct mail item is 
redeemed. 


