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(57) ABSTRACT 
The present disclosure describes novel systems and methods 
that can be utilized to evaluate and/or direct an interaction 
with a consumer database and/or evaluate a consumer data 
base, where the consumer database contains information 
about consumers and particular products and/or services 
held or used by the consumers. The interactions may be, for 
example, determining a strategy for sales, marketing, cross 
selling, and/or retaining one or more of the consumers. The 
evaluations may include, for example, hierarchically rank 
ing the consumers and/or determining a clustering of the 
COSU.S. 
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SYSTEMAND METHOD FOR 
STRATEGIZING INTERACTIONS WITH A 

CLIENT BASE 

RELATED APPLICATIONS 

0001. The present application is a continuation of and 
claims priority benefit of U.S. application Ser. No. 14/790, 
571 filed 2 Jul. 2015 entitled “System and Method for 
Strategizing Interactions With A Client Base', which itself is 
a continuation of and claims priority benefit of 13/904.673 
filed 29 May 2013 entitled “System and Method for Strat 
egizing Interactions With a Client Base” which itself is a 
continuation of and claims priority benefit of U.S. applica 
tion Ser. No. 13/669,757 filed 6 Nov. 2012 entitled “System 
and Method for Strategizing Interactions With a Client 
Base', now U.S. Pat. No. 8,473,328, which itself is a 
continuation of and claims priority benefit of U.S. applica 
tion Ser. No. 13/187,750 filed 21 Jul. 2011 entitled “System 
and Method for Strategizing Interactions With a Client 
Base', now U.S. Pat. No. 8.306,850, which itself claims 
priority benefit of U.S. Provisional Application No. 61/366, 
402, filed 21 Jul. 2010 entitled “System and Method for 
Analyzing Client Base Value', each of which is hereby 
incorporated herein by reference. 

BACKGROUND 

0002 Most organizations, in particular large organiza 
tions with a significant client/consumer base, are constantly 
faced with the problem of maximizing the value they can 
extract from their clients/consumers while minimizing the 
cost in doing so. Preferably, the organization would like to 
institute one or more programs that are both effective at 
targeting the clients’ needs while efficiently applying a 
limited amount of resources (e.g., money, time, and effort). 
However, typical client bases are made up of disparate 
individuals/entities that have widely varying behaviors, atti 
tudes, and needs and may further have varying propensities 
for obtaining new products and/or services from the orga 
nization. 

0003 Typically, most prior art systems and methods 
address the issue of how to model the needs/desires of their 
client/consumer base from a product-oriented approach 
rather than a client-oriented approach. For example, tradi 
tional sales models focus on selling a particular product and 
then determine which clients, or an approximation of a 
“typical client’, are most likely to purchase that particular 
product. Such an approach directs interactions with the 
clients towards a sales call or marketing effort that is focused 
on the particular product first and glosses over the attitudes, 
desires, and needs of the clients. These prior art approaches 
typically results in relatively low sales rates (e.g., 2% direct 
mail response) since there is no real effort made by the 
organization to determine what the client wants. 
0004 Some prior art approaches may attempt to take the 
client's needs into account, but still these approaches retain 
the focus on what the organization wants, i.e., the product to 
be sold. One reason for this is that even the most robust 
client and product database has limited information about 
the client and this dearth of client information makes it 
difficult, if not impossible, to distinguish clients who may 
appear to be similar but in actuality have widely varying 
attitudes, behaviors, and needs. 
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0005. At best, prior art systems and methods cannot 
achieve the necessary granularity of analysis in order to 
direct how the organization should interact with the various 
needs and concerns of its clients. Consequently, prior art 
systems and methods may only target a vaguely-determined 
“median person' or “median behavior” or “the average Joe' 
or some other gross characterization of the client base. In 
Some instances, prior art systems and methods may target a 
very limited number of groups, e.g., “the average Joe' and 
“the average Jane', and perhaps “the average Jim'. Such 
prior art systems and methods operate under the assumption 
that “the average Joe/Jane/Jim' is a sufficient indicator of 
how most of the client base will act and the organization will 
conduct itself accordingly when interacting with each client/ 
consumer in the client base. Obviously, lumping everyone in 
one basket in a “one size fits all approach or even into a few 
baskets is not an effective means of dealing with a client/ 
consumer base made up of distinct, and perhaps contrasting, 
individuals and behaviors. 

0006 For example, prior art systems and methods which 
direct how an organization should interact with its clients 
using “the average Joe' approach are most likely to deter 
mine a single sales strategy and/or marketing strategy and/or 
cross-selling strategy, and/or consumer retention strategy 
and apply that single strategy to every consumer regardless 
of whether a particular consumer is even interested in, e.g., 
new sales, or a cross-sell product or service. Additionally, 
“the average Joe' approach may result in a uniformly 
applied evaluation of an attrition probability of a product 
held by a consumer, or may uniformly include or exclude a 
consumer from a future product offering which may com 
pletely mismanage a consumer's needs and therefore may 
actually push the consumer out the door and into the arms of 
a waiting competitor. Furthermore, “the average Joe' 
approach is wholly inadequate for hierarchically ranking the 
consumers, and/or determining a clustering of the consum 
CS. 

0007. The present disclosure provides for novel systems 
and computerized methods to be used by an organization 
(including, without limitation, a bank or financial institu 
tion) to overcome the above-described deficiencies in the 
prior art. Embodiments of these methods include, for 
example, viewing the clients in the database against all of 
the relevant products/services thereby capturing a more 
complete understanding of the client/product environment 
allowing for directing improved interactions with the clients. 
In certain embodiments, there are five main points that may 
be taken into account: (1) each client may be viewed from 
two perspectives, (a) the current product mix of products/ 
services that the client has/uses, and (b) one or more 
potential future product mix of products/services; (2) each of 
the product mixes may be assigned a value; (3) a difference 
between a current and a potential future product mix may 
lead to multiple product recommendations for a client versus 
the traditional single product recommendation based on 
prior art models; (4) a matrix of current values versus a 
potential values may be determined and analyzed to thereby 
direct future interactions with the client(s); and (5) a clients 
movement over time through the matrix may be tracked to 
thereby determine patterns applicable to that client. Embodi 
ments described herein may be applied to a cluster or 
segment of clients who are Sufficiently alike to one another 
and dissimilar to other clients/clusters/segments. 
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0008 Accordingly, it is an object of the present disclo 
Sure to provide a method for directing an interaction with at 
least a first consumer and/or evaluating a consumer data 
base, where the method may include providing a computer 
database comprising first information about plural consum 
ers and second information about predetermined products, 
wherein the plural consumers include the first consumer, and 
wherein each of the plural consumers is associated with a 
current product mix comprising certain ones of the prede 
termined products independent of an association of another 
consumer with the predetermined products. Additionally, the 
method may calculate, using a computer processor, indi 
vidually for each one of the plural consumers, (i) an aggre 
gate first Residual Life Time Value (“RLTV) estimate from 
the time variable products in the current product mix for said 
one consumer; (ii) an aggregate second RITV estimate from 
the finite duration products in the current product mix for 
said one consumer; (iii) an aggregate third RLTV estimate 
from the aggregate first RLTV estimate and from the aggre 
gate second RLTV estimate; and (iv) an aggregate PLTV 
estimate from preselected products not in the current product 
mix for said one consumer. Furthermore, the method may: 
calculate, using a processor, the likelihood of the first 
consumer to acquire one or more of the predetermined 
products not in the current product mix for the first con 
Sumer; analyze a distribution of the aggregate third RLTV 
estimates for the plural consumers; analyze a distribution of 
the aggregate PLTV estimates for the plural consumers; 
evaluate the first consumer as a function of the distribution 
of the third aggregate RLTV estimates and as a function of 
the distribution of the aggregate PLTV estimates; and inter 
act with the first consumer based on said evaluation of the 
first consumer. 
0009. Additionally, the above method may further 
include stratifying the database into plural segments accord 
ing to a predetermined criteria, and wherein each of the 
plural consumers may be assigned to one of the plural 
segments according to the predetermined criteria. 
0010 Further, the above method may include determin 
ing a matrix of values from the distribution of the aggregate 
third RLTV estimates for the plural consumers and from the 
distribution of the aggregate PLTV estimates for the plural 
consumers; wherein the matrix may have N number of rows 
encompassing a first range of quantities for the distribution 
of the aggregate third RLTV estimates and may have M 
number of columns encompassing a second range of quan 
tities for the distribution of the aggregate PLTV estimates 
thereby creating a matrix of X cells where X=N*M (where 
M may be greater than, less than, or equal to N). 
0011 Still further, the above method may assign the first 
consumer to one of the X cells based at least in part on the 
evaluation of the first consumer. 

0012 Yet further, the above method may determine an 
interaction with the first consumer based at least in part on 
the cell assignment. 
0013 Even further, the above method may assign the first 
consumer to one of the X cells based at least in part on a 
recalculated aggregate third RLTV estimate and a recalcu 
lated aggregate PLTV estimate. 
0014) Even still further, the above method may determine 
the interaction with the first consumer based at least in part 
on a difference between the cell assignment of the first 
consumer based at least in part on the aggregate third RLTV 
estimate for the first consumer and the aggregate PLTV 

Dec. 8, 2016 

estimate for the first consumer and the cell assignment of the 
first consumer based at least in part on the recalculated 
aggregate third RLTV estimate and the recalculated aggre 
gate PLTV estimate. 
0015. It is another object of the present disclosure to 
provide a system for evaluating a first consumer, including: 
a computer database comprising first information about 
plural consumers and second information about predeter 
mined products, wherein the plural consumers include the 
first consumer, and wherein each of the plural consumers is 
associated with a current product mix comprising certain 
ones of the predetermined products independent of an asso 
ciation of another consumer with the predetermined prod 
ucts; a computer processor; and a computer readable storage 
medium comprising computer-executable instructions 
stored thereon, said instructions when executed causing said 
processor to: (1) individually for each one of the plural 
consumers: (i) calculate an aggregate first Residual Life 
Time Value (“RLTV) estimate from the time variable 
products in the current product mix for said one consumer, 
(ii) calculate an aggregate second RITV estimate from the 
finite duration products in the current product mix for said 
one consumer, (iii) calculate an aggregate third RLTV 
estimate from the aggregate first RLTV estimate and from 
the aggregate second RLTV estimate, and (iv) calculate an 
aggregate PLTV estimate from preselected products not in 
the current product mix for said one consumer; and to (2) 
calculate the likelihood of the first consumer to acquire one 
or more of the predetermined products not in the current 
product mix for the first consumer; (3) analyze a distribution 
of the aggregate third RLTV estimates for the plural con 
Sumers; (4) analyze a distribution of the aggregate PLTV 
estimates for the plural consumers; and (5) evaluate the first 
consumer as a function of the distribution of the third 
aggregate RLTV estimates and as a function of the distri 
bution of the aggregate PLTV estimates. 
0016. It is yet another object of the present disclosure to 
provide a method for directing an interaction with at least a 
first consumer, the method may include providing a com 
puter database which contains first information about plural 
consumers and second information about predetermined 
products, wherein the plural consumers include the first 
consumer, and wherein each of the plural consumers is 
associated with a current product mix comprising certain 
ones of the predetermined products independent of an asso 
ciation of another consumer with the predetermined prod 
ucts; and for a time variable product in the current product 
mix for a one of the plural consumers: (i) determining a 
baseline product Survival curve, (ii) determining a shift in 
the baseline product Survival curve as a function of charac 
teristics of said one consumer to thereby determine a con 
Sumer product Survival curve, (iii) calculating, using a 
processor, an area under the consumer product Survival 
curve, (iv) calculating, using a processor, an estimated 
potential residual profit from the calculated area, (v) deter 
mining a first Residual Life Time Value (“RLTV) estimate 
for said time variable product for said one consumer from 
the calculated estimated potential residual profit, (vi) repeat 
ing (i) through (V) for each time variable product in the 
current product mix for said one consumer, and (vii) deter 
mining an aggregate first RLTV estimate for said one 
consumer from the first RITV estimate for each said time 
variable product for said one consumer; the foregoing may 
be repeated for each one of the plural consumers. 
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0017 Additionally, the method may include, for a finite 
duration product in the current product mix for a one of the 
plural consumers: (i) determining a remaining outstanding 
balance (as an example, since this may apply to any mon 
etary amount Such as purchases made during a time period, 
or a price), (ii) multiplying, using a processor, the remaining 
outstanding balance by a funds transfer pricing value for 
said finite duration product to thereby determine an approxi 
mate residual value, (iii) determining a second RLTV esti 
mate for said finite duration product for said one consumer 
from the approximate residual value, (iv) repeating (i) 
through (iii) for each finite duration product in the current 
product mix for said one consumer, and (V) determining an 
aggregate second RITV estimate for said one consumer 
from the second RLTV estimate for each said finite duration 
product for said one consumer, the foregoing may be 
repeated for each one of the plural consumers. 
0018. Further, the method may include, individually for 
each of the plural consumers, determining an aggregate third 
RITV estimate from that consumer's aggregate first RITV 
estimate and from that consumers aggregate second RITV 
estimate; and calculating, using a processor, the likelihood 
of the first consumer to acquire one or more of the prede 
termined products not in the current product mix for the first 
COSU. 

0019. Still further, the method may include, for a prese 
lected product not in the current product mix of a one of the 
plural consumers: (i) determining a baseline product Sur 
vival curve, (ii) calculating, using a processor, an area under 
the baseline product Survival curve, (iii) calculating, using a 
processor, an estimated potential residual profit from the 
calculated area, (iv) determining a Potential LifeTime Value 
(“PLTV) estimate for said preselected product for said one 
consumer from the calculated area, (v) repeating (i) through 
(iv) for each preselected product not in the current product 
mix for said one consumer, and (vi) determining an aggre 
gate PLTV estimate for said one consumer from the PLTV 
estimate for each said preselected product for said one 
consumer; the foregoing may be repeated for each one of the 
plural consumers. 
0020. Yet further, the method may include analyzing a 
distribution of the aggregate third RLTV estimates for the 
plural consumers; analyzing a distribution of the aggregate 
PLTV estimates for the plural consumers; evaluating the first 
consumer as a function of the distribution of the third 
aggregate RITV estimates and as a function of the distri 
bution of the aggregate PLTVestimates; and interacting with 
the first consumer based on said evaluation of the first 
COSU. 

0021. The above advantages, as well as many other 
advantages, of the present disclosure will be readily apparent 
to one skilled in the art to which the disclosure pertains from 
a perusal of the claims, the appended drawings, and the 
following detailed description. 

BRIEF DESCRIPTION OF THE DRAWINGS 

0022 FIG. 1 is a flow diagram for a method of evaluat 
ing/strategizing interactions with a client base according to 
an embodiment of the disclosure. 

0023 FIG. 2 is a system diagram for a system for 
evaluating/strategizing interactions with a client base 
according to an embodiment of the disclosure. 
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0024 FIGS. 3A through 3E constitute a flow diagram of 
a detailed method of evaluating/strategizing interactions 
with a client base according to an embodiment of the 
disclosure. 
0025 FIG. 4 is a depiction of an exemplary matrix of 
Residual LifeTime Value (“RLTV) estimates and Potential 
Life Time Value (“PLTV) estimates showing quartiles with 
exemplary general descriptions of consumers’ life time 
value according to an embodiment of the disclosure. 
0026 FIG. 5 is a depiction of an exemplary matrix of 
Residual LifeTime Value (“RLTV) estimates and Potential 
Life Time Value (“PLTV) estimates indicating exemplary 
interaction directions for one or more consumers’ life time 
value according to an embodiment of the disclosure. 
0027 FIG. 6 is a depiction of an exemplary matrix of 
Residual LifeTime Value (“RLTV) estimates and Potential 
LifeTime Value (“PLTV) estimates including an exemplary 
path through the matrix for a hypothetical consumer based 
on RLTV and PLTV estimates taken at different times 
according to an embodiment of the disclosure. 
0028 FIG. 7 is a depiction of an exemplary matrix of 
Residual LifeTime Value (“RLTV) estimates and Potential 
LifeTime Value (“PLTV) estimates including an exemplary 
distribution of consumers and showing typical points of 
entry and typical points of attrition for one or more con 
Sumers according to an embodiment of the disclosure. 
0029 FIG. 8A is a depiction of an exemplary matrix of 
Residual LifeTime Value (“RLTV) estimates and Potential 
Life Time Value (“PLTV) estimates showing deciles 
including an exemplary path through the matrix for a 
hypothetical consumer based on RLTV and PLTV estimates 
taken at different times according to an embodiment of the 
disclosure. 
0030 FIG. 8B is a depiction of three exemplary matrices 
of Residual LifeTime Value (“RLTV) estimates and Poten 
tial Life Time Value (“PLTV) estimates each taken at a 
different time. The matrices show quartiles and have been 
expanded along the time axis to show a construction of an 
exemplary path through the matrix for a hypothetical con 
Sumer based on RLTV and PLTV estimates taken at different 
times according to an embodiment of the disclosure. 
0031 FIG. 9 is a graph showing an exemplary baseline 
product Survival curve according to an embodiment of the 
disclosure. 
0032 FIG. 10 is a graph showing an exemplary baseline 
product Survival curve, an exemplary first consumer product 
survival curve which is a right shifted from the exemplary 
product Survival curve, and an exemplary second consumer 
product survival curve which is left shifted from the exem 
plary product Survival curve. 

DETAILED DESCRIPTION 

0033. As described below, the present disclosure pro 
vides for novel systems and methods for capturing a more 
complete understanding of the client/product environment 
thereby allowing for directing improved interactions with 
the clients. Such inventive systems and methods would be 
useful, for example, for an organization (including, without 
limitation, a bank or financial institution) to direct or deter 
mine a strategy for sales, marketing, cross-selling, and/or 
retaining one or more of the consumers. Additionally, the 
organization could make use of the inventive systems and 
methods in order to evaluate attrition probability of a 
product held by a consumer, exclude a consumer from a 



US 2016/03581.94 A1 

future product offering, hierarchically rank the organiza 
tion's consumers, and/or determine a clustering of the con 
Sumers to assist in other analyses. 
0034 Embodiments discussed herein may be referred to 
as the Lifetime Value (“LTV) model and the outputs of the 
LTV model may be used, for instance, by a sales and/or 
marketing division within an organization to more efficiently 
and effectively service current consumers by directing their 
consumer interaction efforts where returns will be maxi 
mized. The LTV model may incorporate mathematical con 
cepts, economic and behavioral information of consumers, 
demographic and/or Socio-economic information, and, in 
Some embodiments, sales and marketing concepts which 
may be used to obtain a matrix of information about the 
consumers in an organization’s database and where a par 
ticular consumer may be placed in that matrix. The output of 
the LTV model may be used to direct one or more future 
interactions with a particular consumer or consumers to, for 
instance, maximize that consumer's value to the organiza 
tion as well as providing products and services to the 
consumer to maximize that consumers satisfaction and/or 
predict which products/services that consumer may most 
want or need. As a non-limiting example, the LTV model 
may be used to hierarchically rank a database of current 
consumers with respect to the consumers' current value to 
the organization as well as the consumers' future potential 
value to the organization. The LTV may make use of a 
highly integrated system and method, as described herein, 
which includes various mathematically generated algo 
rithms resulting in a series of consumer metrics previously 
unknown to the organization. These new metrics may be 
used strategically or tactically in directing interactions with 
one or more of the consumers in the database. These metrics 
include, but are not limited to: (a) a current lifetime value of 
a particular consumer to the organization which may be 
based on that particular consumer's product/service portfo 
lio as it currently exists (sometimes referred to herein as a 
“current product mix'; where the current product mix may 
include products and/or services); (b) an expected future 
lifetime value which may be based upon modeled expecta 
tions that are a function of the currently held products/ 
services, demographics, and/or socio-economic factors; (c) a 
composite lifetime value that may be used to hierarchically 
rank consumers; (d) a “next three most likely service' 
enrollment hierarchy for a consumer based on the output of 
the LTV model; (e) a clustering model which enables the 
clustering of similarly-behaving consumers based on the 
consumers’ behaviors specific to their interactions with the 
organization, and (f) a life cycle tracking capability to enable 
the organization to track the life cycle of a given consumer 
or group of consumers across time. Such life cycle tracking 
provides important information regarding interactions 
between the organization and its consumers including longer 
term future consumer value, cross-sell and up-sell opportu 
nities, attrition abatement, as well as other factors. 
0035. While the present description of the inventive 
embodiments may be directed towards a particular scenario 
for ease of explanation, such as a banking/financial trans 
action scenario, one of skill in the art will understand that the 
inventive embodiments are not so limited and have appli 
cation in other scenarios. For example, a current product mix 
that an organization in the banking industry may be inter 
ested in may include a checking account (perhaps different 
types of checking accounts are treated separately), savings 
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account, and a credit card. A current product mix that an 
organization in the consumer products industry may be 
interested in may include a lawn mower, hand tools, power 
tools, ladders, garden upkeep service, and personal safety 
equipment. Additionally, while the description may in cer 
tain instances recite “products', it will be understood by 
those of skill in the art that, where appropriate, “products 
shall mean both products and services. 
0036. With attention directed towards FIGS. 1 a flow 
diagram 100 is shown for a method of directing/strategizing 
interactions with a client base according to an embodiment 
of the disclosure. At step 101, a computer database provided, 
such as the database shown in box 201A in FIG. 2. The 
computer database may include information on each of the 
consumers that currently have products and/or use services 
provided by an organization as well as information about the 
particular products/services that are in the consumer's cur 
rent product mix. The products/services may include, but are 
not limited to, demand deposit account (DDA), personal 
savings account (PSV), credit card (“CCD), direct loan, 
indirect loan, line of credit, certificate of deposit, individual 
retirement account, mortgage, wire transfer, investments, 
etc. The database may further include such information as: 
consumer products owned/purchased; purchase, return, or 
expiration dates of the products/services; transaction data 
(e.g., if/when a return is made, if/when a deposit is made); 
other product/service data (e.g., balances, size, losses, term): 
channel data (e.g., store, website, service usage); consumer 
demographics (e.g., age, income, Socio-economic data): 
firmagraphics (e.g., North American Industry Classification 
System code, sales size); purchased client demand esti 
mates; segment categorizations for the consumers; revenue 
drivers (e.g., product price, margins, fees); cost drivers (e.g., 
variable product or service costs); attrition history and/or 
estimates on a product-by-product basis); consumer contact 
response data; consumer strategy data; and other informa 
tion that may be useful to use in the LTV model. 
0037. The database may have previously been analyzed 
and statistically evaluated for particular products of interest 
at the product level, for example, DDA, PSV, and CCD 
products. Additionally, the consumers in the database may 
be stratified into multiple groups where each of the groups 
have similar statistical characteristics. The product evalua 
tion for a consumer may include utilizing the entire Sub 
populations of a particular group and may result in, for 
example, one or more of the following statistical results: 
sample size, average of a series of time unit (e.g., twelve 
month) averages, standard deviation, skewness, kurtosis, 
and percentiles (e.g., 25" percentile, 50" percentile (the 
median), 75' percentile, 95 percentile, etc.). The stratifi 
cation of the consumers into multiple consumer groups may 
be accomplished for any desired number of groups. Such as 
four groups, so long as the members of the groups have 
similar statistical characteristics. These particular groups 
may include, for example, a “core client group, a “top core 
client group, an “affluent client group, and an “ultra high 
networth client' group. As a non-limiting example, approxi 
mately 90% of the consumers in the database may belong to 
the “core client group with diminishing percentages for the 
other groups (e.g., approximately 5% for the “top core 
client group; approximately 3% for the “affluent client’ 
group, and approximately 2% for the “ultra high net worth 
client group). 
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0038. At step 102, a first consumer in the database may 
be selected. At step 103, an aggregate first Residual Life 
Time Value (“RLTV) estimate, referred to as “aggregate 
RLTV1” in step 103 of FIG. 1, may be calculated from the 
time variable products (each one separately) in the current 
product mix for the first consumer chosen in step 102. The 
processor 201B in FIG. 2 may be used for this calculation. 
Time variable products may include, for example, DDA, 
PSV. and CCD products. For example, if the first consumer 
only has DDA and CCD products, then only information 
related to those products would be used for determining the 
aggregate RLTV 1. The calculation of RLTV estimates will 
be discussed further below with respect to FIG. 3. 
0039. At step 104, an aggregate second RLTV estimate, 
referred to as “aggregate RLTV2 in step 104 of FIG. 1, may 
be calculated from the finite duration products (each one 
separately) in the current product mix for the first consumer 
chosen in step 102. The processor 201B in FIG. 2 may be 
used for this calculation. Finite duration products may 
include, for example, direct loans and indirect loans. For 
example, if the first consumer only has an indirect loan, then 
only information related to the indirect loan would be used 
for determining the aggregate RITV2. The calculation of the 
RITV estimates will be discussed further below with respect 
to FIG 3. 
0040. At step 105, an aggregate third RLTV estimate, 
referred to as “aggregate RLTV3 in step 105 of FIG. 1, may 
be calculated from the aggregate RLTV1 and aggregate 
RITV2 estimates. The aggregate RITV3 may be the sum of 
the aggregate RTLV 1 and the aggregate RITV2. The pro 
cessor 201B in FIG. 2 may be used for this calculation. 
0041 At step 106, an aggregate Potential Life Time Value 
(“PLTV) estimate, referred to as an “aggregate PLTV” in 
step 106 of FIG. 1, may be calculated from preselected 
products that are not in the current product mix of the first 
consumer chosen in step 102. The processor 201B in FIG. 2 
may be used for this calculation. The preselected products 
may include any product offered by the organization which 
the first consumer chosen in step 102 does not have in that 
consumer's current product mix. In a preferred embodiment, 
the preselected products may be a group of products (e.g., 
“demand deposit account”) rather than individual types of 
demand deposit accounts (e.g., interest-bearing accounts, 
free checking, etc.). The calculation of the PLTV estimates 
will be discussed further below with respect to FIG. 3. 
0042. At step 107, a decision is made as to whether there 
are further consumers in the database for whom the RITV1, 
RLTV2, RLTV3, and PLTV estimates need to be calculated. 
If so, a second consumer is selected and steps 103 through 
106 are repeated for the pertinent information in the data 
base related to the second consumer. Steps 103-106 are 
looped through in a similar manner for each consumer in the 
database. Once the RLTV1, RLTV2, RLTV3, and PLTV 
estimates are calculated for each consumer in the database, 
flow is directed to step 108. 
0043. At step 108, a distribution of the aggregate RLTV3 
for each consumer in the database is analyzed. At step 109, 
a distribution of the aggregate PLTV for each consumer in 
the database is analyzed. The processor 201B in FIG.2 may 
be used for these analyses. These analyses will be discussed 
further with reference to FIGS. 4-8 below. 
0044) For step 110, simply for ease of explanation and 
without limiting the disclosure in any way, the first con 
Sumer will be chosen for this discussion. At step 110, the first 
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consumer may be evaluated based on the distribution of the 
aggregate RLTV3s and the aggregate PLTVs. The result of 
this evaluation may be used to direct an interaction with the 
first consumer (or a cluster of consumers of which the first 
consumer is a member) as discussed herein. 
0045 Optionally, in some embodiments, step 111 may be 
included where a matrix may be determined from the 
distribution of the aggregate RLTV3s and the aggregate 
PLTVs. The matrix will be discussed further with reference 
to FIGS. 4-8 below. 

0046. In other embodiments, the matrix may be deter 
mined and the evaluation of the consumer may be based on 
the consumer's placement in the matrix. For example, after 
the analysis in step 109, a matrix may then be determined 
from the distribution of the aggregate RLTV3s and the 
aggregate PLTVs, as shown in step 112. Then, in step 113, 
the first consumer may be evaluated based on the placement 
of the first consumer in the matrix, as discussed further 
below in relation to FIGS. 4-8. The result of this evaluation 
may be used to direct an interaction with the first consumer 
(or a cluster of consumers of which the first consumer is a 
member) as discussed herein. 
0047. With attention now directed toward FIG. 2, a 
system diagram 200 for a system for strategizing interac 
tions with a client base according to an embodiment of the 
disclosure is presented. Database 201A processor 201B, 
each as discussed above, are communicatively connected so 
as to exchange information between the two devices. Com 
puter readable storage medium 201 C is communicatively 
connected to the processor 201B. Blocks 202-211 in the 
computer readable storage medium 201C are similar to steps 
102-111 in FIG. 1. Computer readable storage medium 201 
C has stored thereon computer-executable instructions 
which, when executed, cause the processor to: Selecting a 
first consumer from the database at block 202; calculate an 
aggregate first Residual Life Time Value (“RLTV) estimate 
from the time variable products in the current product mix 
for the first consumer at block 203; calculate an aggregate 
second RITV estimate from the finite duration products in 
the current product mix for the first consumer at block 204; 
calculate an aggregate third RLTV estimate from the aggre 
gate first RITV estimate and from the aggregate second 
RITV estimate at block 205; and calculate an aggregate 
PLTV estimate from preselected products not in the current 
product mix for the first consumer at block 206. The 
instructions, when executed, also cause the processor to 
determine if there are further consumers in the database for 
whom the RLTV1, RLTV2, RLTV3, and PLTV estimates 
need to be calculated at block 207. If so, a second consumer 
is selected and blocks 203 through 206 are repeated for the 
pertinent information in the database related to the second 
consumer. Blocks 203-206 are looped through in a similar 
manner for each consumer in the database. Once the RITV1, 
RLTV2, RLTV3, and PLTVestimates are calculated for each 
consumer in the database, flow is directed to block 208. 
Additionally, the instructions, when executed, cause the 
processor to: analyze a distribution of the aggregate third 
RITV estimates for the plural consumers at block 208: 
analyze a distribution of the aggregate PLTV estimates for 
the plural consumers at block 209; and evaluate the first 
consumer as a function of the distribution of the third 
aggregate RLTV estimates and as a function of the distri 
bution of the aggregate PLTV estimates at block 210. 
Optionally, in Some embodiments, the instructions, when 
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executed, may determine a matrix may from the distribution 
of the aggregate RLTV3s and the aggregate PLTVs at block 
211. 

0048. In other embodiments, the matrix may be deter 
mined and the evaluation of the consumer may be based on 
the consumer's placement in the matrix. For example, after 
the analysis in step 209, a matrix may then be determined 
from the distribution of the aggregate RLTV3s and the 
aggregate PLTVs, as shown in step 212. Then, in step 213, 
the first consumer may be evaluated based on the placement 
of the first consumer in the matrix, as discussed further 
below in relation to FIGS. 4-8. The result of this evaluation 
may be used to direct an interaction with the first consumer 
(or a cluster of consumers of which the first consumer is a 
member) as discussed herein. 
0049 Considering FIGS. 3A through 3E, these figures 
constitute a flow diagram 300A through 300 E of a detailed 
method of strategizing interactions with a client base accord 
ing to an embodiment of the disclosure. Regarding FIG. 3A, 
at step 301 a database may be provided similar to the 
database discussed above for step 101 in FIG.1. At step 302, 
a time variable product (as discussed above) may be 
selected. The time variable product is in a current product 
mix of a consumer in the database who, for the purpose of 
ease of understanding this discussion, will be initially iden 
tified as the first consumer. This identification in no way is 
meant to impose any limitations on the breadth of the 
disclosure. 

0050. At step 303, a baseline product survival curve, as is 
known in the art such as when using the Kaplan-Meier 
method, may be determined for the selected time variable 
product for the first consumer. In an embodiment, the 
equation for the baseline product survival curve, which is a 
function of time, is determined as well as the time at which 
the probability of survival to the next time period is equal to 
a predetermined value, such as 0.05 (i.e., there is a 1 in 20 
probability of survival). An exemplary product survival 
curve is shown in graph 900 as curve 901 in FIG. 9, where 
the x-axis is time and the y-axis is probability of survival. 
The area under the curve 901 which is to the left of time=t 
(where t is a predefined time and may be the present time) 
represents value of the product that has already been real 
ized. The area under the curve 901 which is to the right of 
time=t represents value of the product yet to be realized. In 
preferred embodiments, the area under the curve to the right 
of time t is cut off at t where t may be defined to be 
the point in time where the probability of incremental 
survival reaches some predetermined value, such as 0.05. 
0051. Again with reference to FIG. 3A, at step 304, a 
consumer product survival curve may be determined for the 
selected time variable product for the first consumer. The 
consumer product Survival curve may be determined using 
the Cox Proportional Hazard modeling technique, as is 
known in the art. This technique may be used to determine 
the products survival "expansion” or “contraction” relative 
to the baseline product survival curve. As is known in the art, 
the Cox Proportional Hazard modeling technique is a regres 
sion method which takes into account the individual con 
Sumer's unique set of demographic characteristics and/or 
Socio-economic characteristics. Thus, the consumer product 
Survival curve is consumer-specific rather than a "one size 
fits all approach. Graph 1000 in FIG. 10 is generally 
illustrative of the Cox Proportional Hazard modeling tech 
nique. An exemplary baseline product survival curve 1001 is 
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shown which may be shifted (arrow 1004) to the right 
(“expanded') to form a first consumer product survival 
curve 1002. As stated above, this expansion of the products 
Survival is based at least in part on the consumer's demo 
graphic and/or Socio-economic characteristics. Similarly, 
also shown in graph 1000 is a shift (arrow 1005) of the 
baseline product survival curve 1001 to the left ("con 
tracted') to form a second consumer product survival curve 
1003. As can be seen from graph 1000, at time =t, the 
probability of survival according to the baseline product 
survival curve is approximately 0.43, while the “expanded 
consumer product survival curve 1002 has a probability of 
survival of approximately 0.46 and the “contracted con 
Sumer product survival curve 1003 has a probability of 
survival of approximately 0.32. 
0052 Returning attention to FIG. 3A, at step 305, the 
area under the consumer product survival curve for the 
selected time variable product for the first consumer may be 
calculated. Similarly as discussed above with respect to FIG. 
9, the area under the consumer product survival curve to be 
calculated is between a predetermined t and a predeter 
mined ter. 
0053. This area may be calculated by any known means, 
Such as by use of integrals or using trapezoidal Summation 
approximation, as is known in the art. Calculating the area 
under the curve to the right of t eliminates the financial 
gains delivered to the organization prior to t (which may be 
the current point in time). 
0054. At step 306, an estimated potential residual profit 
may be calculated to determine the RLTV estimate for the 
selected time variable product for the first consumer (re 
ferred to as “RLTV1 in step 306). The potential residual 
profit may be calculated using values that may include: the 
residual life time area under the consumer product survival 
curve (as determined in step 305); a client-specific average 
12-month balance for the product (or some other convenient 
average balance); an estimated profit per dollar deposited, 
for example; the consumers age (which may be an actuarial 
life expectancy); and a retail segment (e.g., a stratification 
group) to which the first consumer belongs. Additionally, a 
net present value for the selected product using an appro 
priate discount factor, as is known in the art, may be 
included in the calculation. 

0055. At step 307, a determination is made as to whether 
there are additional time variable products in the current 
product mix for the first consumer. If so, then another time 
variable product is selected and steps 303-306 are repeated 
for the newly-selected time variable product. Steps 303-306 
are looped through in a similar manner for each time 
variable product in the first consumer's current product mix. 
Once the RITV1 estimates are calculated for each time 
variable product in the first consumer's current product mix, 
flow is directed to step 308. 
0056. At step 308, an aggregate RLTV1 for the first 
consumer is determined. The aggregate RLTV1 may be the 
summation of the RLTV1 estimates determined in step 306 
for each time variable product in the current product mix for 
the first consumer. 

0057. At step 309, a decision is made as to whether there 
are further consumers in the database for whom the aggre 
gate RITV1 estimates need to be determined. If so, a second 
consumer is selected and steps 302 through 308 are repeated 
(including, as necessary, loops for steps 303-306) for the 
pertinent information in the database related to the second 
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consumer. Steps 302-308 are looped through in a similar 
manner for each consumer in the database. Once the aggre 
gate RITV1 estimates are determined for each consumer in 
the database, flow is directed to step 310 in FIG. 3B. 
0058 Regarding FIG. 3B, at step 310, a finite duration 
product/service (as discussed above) may be selected. The 
finite duration product is in a current product mix of a 
consumer in the database who, for the purpose of ease of 
understanding this discussion, will be initially identified as 
the first consumer. This identification in no way is meant to 
impose any limitations on the breadth of the disclosure. 
0059. At step 311, an outstanding balance for the selected 

finite duration product is determined. At step 312, an 
approximate residual value may be determined to thereby 
determine an RITV estimate for the selected finite duration 
product for the first consumer (referred to as “RITV2 in 
step 311). The RLTV2 estimate may be obtained, for 
example, by multiplying the outstanding balance (i.e., the 
current dollar obligation) by that particular products FTP 
(i.e., funds transfer pricing) rate. 
0060. At step 313, a determination is made as to whether 
there are additional finite duration products in the current 
product mix for the first consumer. If so, then another finite 
duration product is selected and steps 311-312 are repeated 
for the newly-selected finite duration product. Steps 311-312 
are looped through in a similar manner for each finite 
duration product in the first consumer's current product mix. 
Once the RLTV2 estimates are calculated for each finite 
duration product in the first consumer's current product mix, 
flow is directed to step 314. 
0061. At step 314, an aggregate RITV2 for the first 
consumer is determined. The aggregate RITV2 may be the 
summation of the RITV2 estimates determined in step 312 
for each finite duration product in the current product mix 
for the first consumer. 

0062. At step 315, a decision is made as to whether there 
are further consumers in the database for whom the aggre 
gate RITV2 estimates need to be determined. If so, a second 
consumer is selected and steps 310 through 314 are repeated 
(including, as necessary, loops for steps 311-312) for the 
pertinent information in the database related to the second 
consumer. Steps 310-314 are looped through in a similar 
manner for each consumer in the database. Once the aggre 
gate RITV2 estimates are determined for each consumer in 
the database, flow is directed to step 316 in FIG. 3C. 
0063 Referring now to FIG. 3C, at step 316, a consumer 
may be selected from the database. The selected consumer 
will be initially identified as the first consumer for the 
purpose of ease of understanding this discussion. This 
identification in no way is meant to impose any limitations 
on the breadth of the disclosure. 

0064. At step 317, a third aggregate RLTV estimate for 
the first consumer may be determined (referred to as “aggre 
gate RITV3 in step 317) from, for example, the summation 
of the aggregate RITV1 and the aggregate RITV2 estimates 
determined above for the first consumer. 

0065. At step 318, a decision is made as to whether there 
are further consumers in the database for whom the aggre 
gate RITV3 estimates need to be determined. If so, a second 
consumer is selected and steps 316 through 317 are repeated 
for the pertinent information in the database related to the 
second consumer. Steps 316-317 are looped through in a 
similar manner for each consumer in the database. Once the 
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aggregate RITV3 estimates are determined for each con 
Sumer in the database, flow is directed to step 319 in FIG. 
3D. 

0.066 Regarding FIG. 3D, at step 319, a first consumer in 
the database is selected where again, as above, the nomen 
clature “first consumer' is used here for convenience only 
and imposes no limitations to the breadth of the disclosure. 
At step 320, a likelihood of the first consumer to acquire one 
or more products that are not in the current product mix of 
the first consumer is calculated. This calculation may entail 
utilizing logistic regression methodologies, as are known in 
the art, and may further entail conditional probabilities, as 
are known in the art, to ascertain the likelihood of this 
specific client acquiring a specific product/service given this 
specific client’s current product mix as well as this specific 
client's demographic characteristics and/or socio-economic 
characteristics. 

0067. At step 321, a product/service that is not in a 
current product mix of the first consumer is selected. At step 
322, a baseline product Survival curve, as discussed above, 
may be determined for the selected product for the first 
consumer. At step 323, the area under the baseline product 
survival curve for the selected product for the first consumer 
may be calculated. The area is taken from the initial point of 
future enrollment (which may be an estimate or an assumed 
time) through to the predetermined terminal point (e.g., t 
in FIG. 9). At step 324, an estimated potential profit may be 
calculated to determine the PLTV estimate for the selected 
product for the first consumer (referred to as “PLTV” in step 
324). The PLTV represents the expected lifetime value of the 
selected product. 
0068. At step 325, a determination is made as to whether 
there are additional products not in the current product mix 
for the first consumer. If so, then another product not in the 
current product mix of the first consumer is selected and 
steps 322-324 are repeated for the newly-selected product. 
Steps 322-324 are looped through in a similar manner for 
each selected product that is not in the first consumer's 
current product mix. Once the PLTV estimates are calcu 
lated for each selected product not in the first consumers 
current product mix, flow is directed to step 326. 
0069. At step 326, an aggregate PLTV for the first con 
Sumer is determined. The aggregate PLTV may be the 
summation of the PLTV estimates determined in step 324 for 
each selected product not in the current product mix for the 
first consumer. 

0070. At step 327, a decision is made as to whether there 
are further consumers in the database for whom the aggre 
gate PLTV estimates need to be determined. If so, a second 
consumer is selected and steps 320 through 326 are repeated 
(including, as necessary, loops for steps 322-324) for the 
pertinent information in the database related to the second 
consumer. Steps 320-326 are looped through in a similar 
manner for each consumer in the database. Once the aggre 
gate PLTV estimates are determined for each consumer in 
the database, flow is directed to step 328 in FIG. 3E. 
(0071 Referring now to FIG. 3E, at step 328, a distribu 
tion of the aggregate RLTV3 for each consumer in the 
database is analyzed. At step 329, a distribution of the 
aggregate PLTV for each consumer in the database is 
analyzed. The processor 201B in FIG. 2 may be used for 
these analyses. These analyses will be discussed further with 
reference to FIGS. 4-8 below. 
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0072 For step 330, simply for ease of explanation and 
without limiting the disclosure in any way, the first con 
Sumer will be chosen for this discussion. At step 330, the 
first consumer is evaluated based on the distribution of the 
aggregate RLTV3s and the aggregate PLTVs. At step 331, 
the result of the evaluation in step 330 may be used to direct 
an interaction with the first consumer (or a cluster of 
consumers of which the first consumer is a member) as 
discussed herein and/or the evaluation may entail a hierar 
chical ranking of the consumers in the database or the 
determination of a clustering of the consumers in the data 
base. 

0073. Optionally, in some embodiments, step 332 may be 
included where a matrix may be determined from the 
distribution of the aggregate RITV3s and the aggregate 
PLTVs. The matrix will be discussed further with reference 
to FIGS. 4-8 below. 

0074. In other embodiments, the matrix may be deter 
mined and the evaluation of the consumer may be based on 
the consumer's placement in the matrix and the result of that 
evaluation may be used to direct an interaction with the 
consumer, as discussed above. For example, after the analy 
sis in step 329, a matrix may then be determined from the 
distribution of the aggregate RITV3s and the aggregate 
PLTVs, as shown in step 333. Then, in step 334, the first 
consumer may be evaluated based on the placement of the 
first consumer in the matrix, as discussed further below in 
relation to FIGS. 4-8. In step 335, the result of this evalu 
ation may be used to direct an interaction with the first 
consumer (or a cluster of consumers of which the first 
consumer is a member). 
0075. With attention now directed to FIG. 4, the matrix 
400 is a depiction of an exemplary matrix of Residual Life 
Time Value (“RLTV) estimates and Potential Life Time 
Value (“PLTV) estimates showing quartiles with exemplary 
general descriptions of consumers’ life time value according 
to an embodiment of the disclosure. As can be seen from the 
matrix 400, RITV values increase along the horizontal axis 
and represent a consumer's likely residual value on prod 
ucts/services current held. PLTV values increase along the 
vertical axis and represent a consumer's potential lifetime 
value of products/services not yet held by the consumer but 
have a cumulative likelihood of being acquired given the 
consumer's current product mix of products/services. As 
discussed above, for example, with respect to FIGS. 1 (at 
step 111) and 3E (at step 332), the matrix may be determined 
from the distribution of the aggregate RLTV3s and PLTVs 
for each of the consumers in the database. The aggregate 
RITV3s may be divided into quartiles of statistical distri 
bution, as shown in matrix 400 of FIG. 4. Likewise, the 
aggregate PLTV's may be divided into quartiles of statistical 
distribution as shown. It shall be understood by those of skill 
in the art that other statistical distribution schemes, such as 
deciles or other useful quantile schemes, may be imple 
mented instead of quartiles. In some embodiments, the 
evaluation of the consumer may be determined based on the 
consumer's placement in the matrix. 
0076. The cluster represented by the block designated 
401 in matrix 400 represents a cluster with low current value 
(i.e., between the 0' and 25 percentile of RLTV values) 
and low potential value (i.e., between the 0" and 25" 
percentile of PLTV values). Similarly, the cluster repre 
sented by the block designated 402 in matrix 400 represents 
a cluster with low current value (i.e., between the 0" and 
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25" percentile of RLTV values) and high potential value 
(i.e., between the 75' and 100" percentile of PLTV values). 
Likewise, the cluster represented by the block designated 
403 in matrix 400 represents a cluster with high current 
value (i.e., between the 75" and 100" percentile of RITV 
values) and low potential value (i.e., between the 0" and 25" 
percentile of PLTV values). Correspondingly, the cluster 
represented by the block designated 404 in matrix 400 
represents a cluster with high current value (i.e., between the 
75" and 100" percentile of RLTV values) and high potential 
value (i.e., between the 75' and 100" percentile of PLTV 
values). Comparably, the cluster represented by the block 
designated 405 in matrix 400 represents a cluster with 
moderately low current value (i.e., between the 25" and 50' 
percentile of RITV values) and moderately high potential 
value (i.e., between the 50' (median) and 75 percentile of 
PLTV values). These clusters, as discussed below with 
respect to FIG. 5, may be useful in directing future interac 
tions by the organization with a consumer that is currently 
placed within a particular cluster. 
(0077 Referring now to FIG. 5, the matrix 500 is a 
depiction of an exemplary matrix of Residual Life Time 
Value (“RLTV) estimates and Potential Life Time Value 
(“PLTV) estimates indicating exemplary interaction direc 
tions for one or more consumers’ life time value according 
to an embodiment of the disclosure. The matrix 500 is 
divided into quartiles similar to the matrix 400 in FIG. 4. Of 
course, the matrix 500 could be divided into any useful 
quantile scheme. The individual clusters in matrix 500 
include exemplary strategies that may be employed by an 
organization when interacting with a particular consumer or 
a similarly-situated group of consumers. Exemplary strate 
gies in certain embodiments may include: attrition abate 
ment (AA'); cross-sell (“CS); unrestricted sales potential 
(“S”); up-sell (“US); standard consumer servicing 
(“SRVC''); and optimize consumer servicing (“MAX 
SRVC). Those of skill in the art will understand that the 
above-listed strategies are not all-encompassing and that 
other strategies may be employed by an organization. Fur 
thermore, an organization may come to understand over time 
that interactions with certain clusters of consumers may 
change over time and the organization may replace a current 
strategy with another, more effective, strategy. 
0078 For example, in the block designated 501 in matrix 
500, which may correlate to block 401 in matrix 400, 
consumers with RLTV and PLTV values that place them in 
this cluster typically will have a low current value and a low 
potential value. The organization’s strategy for dealing with 
consumers in block 501 may be “SRVC, i.e., provide 
standard consumer servicing. Therefore, for example, if the 
methodology in FIGS. 3A-3E is followed and a matrix is 
determined, such as in step 332 (which, as discussed above, 
may precede steps 330 and 331) and the evaluation of a 
particular consumer places that consumer in the matrix 
within block 501, the organization may then be directed to 
interacting with that consumer by providing that consumer 
with standard consumer servicing. 
0079 Similarly, if the evaluation of a particular consumer 
places that consumer in the matrix within block 502 (which 
may correspond to low current value and high potential 
value as shown in block 402), the organization may then be 
directed to interacting with that particular consumer by 
taking an attrition abatement strategy (e.g., attempting to 
prevent the organization from losing the consumer) and/or 
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assume an approach of unrestricted selling to the consumer 
(e.g., to build that consumer's relationship/loyalty with the 
organization). 
0080. Likewise, if the evaluation of a particular consumer 
places that consumer in the matrix within block 503 (which 
may correspond to high current value and low potential 
value as shown in block 403), the organization may then be 
directed to interacting with that particular consumer by 
taking a maximum service approach (e.g., optimizing con 
Sumer servicing to prevent the organization from losing the 
consumer) and/or assume an approach of up-selling to the 
consumer (e.g., attempting to replace one or more of the 
consumer's current products/services with products/services 
of greater marginal profitability). 
0081 Correspondingly, if the evaluation of a particular 
consumer places that consumer in the matrix within block 
504 (which may correspond to high current value and high 
potential value as shown in block 404), the organization may 
then be directed to interacting with that particular consumer 
by taking an attrition abatement approach, and/or a cross 
sell approach (e.g., present/sell product/service comple 
ments), and/or an up-selling approach. 
0082 Comparably, if the evaluation of a particular con 
Sumer places that consumer in the matrix within block 505 
(which may correspond to moderately low current value and 
moderately high potential value as shown in block 405), the 
organization may then be directed to interacting with that 
particular consumer by taking a cross-selling approach and/ 
or adopting an unrestricted selling strategy. 
0083. With attention now directed towards FIG. 6, matrix 
600 is a depiction of an exemplary matrix of Residual Life 
Time Value (“RLTV) estimates and Potential Life Time 
Value (“PLTV) estimates including an exemplary path 601 
through the matrix for a hypothetical consumer based on 
RITV and PLTV estimates taken at different times accord 
ing to an embodiment of the disclosure. The details of the 
exemplary path 601, Such as its size, shape, curvature, 
Smoothness, slope, starting point, and ending point, are 
exemplary only and in no way limit the disclosed embodi 
ments. The exemplary path 601 represents one possible path 
a consumer and/or similarly-situated cluster of consumers 
may transition through the matrix. For a particular consumer 
represented by the exemplary path 601, the particular con 
Sumer entered the matrix 600 in the low current value, low 
potential value cluster, transitioned through the matrix over 
time, as discussed in more detail below with respect to FIG. 
8B, and left the matrix from the moderately low current 
value, low potential value cluster. Those of skill in the art 
will readily realize that there are many other possible paths 
a consumer may take through the matrix or that the con 
Sumer may never Stray from one, or a few, boxes in the 
matrix. The exemplary path 601 is developed over time as 
will be discussed further below with respect to FIG. 8B. 
0084. Focusing now on FIG. 7, matrix 700 is a depiction 
of an exemplary matrix of Residual Life Time Value 
(“RLTV) estimates and Potential Life Time Value 
(“PLTV) estimates including an exemplary distribution of 
consumers and showing typical points of entry and typical 
points of attrition for one or more consumers according to an 
embodiment of the disclosure. As a non-limiting example, 
block 701 (which may correspond to block 501 and block 
401) represents that 6.0% of the consumers in an organiza 
tions database (or, 6.0% of consumers in a particular 
stratification of an organization's database, as discussed 
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above) are clustered in block 701 and therefore, correspond 
ing to block 402 in matrix 400, currently have a low current 
value and a low potential value. Similarly, block 702 rep 
resents that 8.2% of the consumers are clustered in this block 
and have a low current value and a high potential value. 
Likewise, block 703 represents that 3.7% of the consumers 
are clustered in this block and have a high current value and 
a low potential value. Correspondingly, block 704 represents 
that 10.0% of the consumers are clustered in this block and 
have a high current value and a high potential value. 
Comparably, block 705 represents that 5.2% of the consum 
ers are clustered in this block and have a moderately low 
current value and a moderately high potential value. 
I0085 Additionally, matrix 700 shows exemplary typical 
points of entry of consumers into the matrix and typical 
points of attrition of consumers out of the matrix. As is 
apparent to those of skill in the art, these are typical 
entry/attrition points and in no way are consumers limited to 
entering/exiting the matrix at these points. As an example, 
when a consumer first purchases products/services from an 
organization, that consumer will typically have a low current 
value to the organization since the consumer typically will 
only purchase a few products/services from the organiza 
tion. Some, or perhaps most, of these new consumers may 
be in the 25" to 75" percentile of potential value and 
therefore the primary points of entry into the matrix may be 
as indicated in matrix 700. In certain embodiments, typical 
exemplary points of attrition may be where a consumer has 
low or moderately low current value and low potential value. 
A primary point of attrition may be where a consumer has 
low current value and low potential value where a secondary 
point of attrition may be where a consumer has a moderately 
low current value and a low potential value. Naturally, 
attrition of a consumer may occur regardless of where that 
consumer currently is in the matrix and may be independent 
of that consumer's previous path through the matrix. 
I0086) Referring now to FIG. 8A, the matrix 800A is a 
depiction of an exemplary matrix of Residual Life Time 
Value (“RLTV) estimates and Potential Life Time Value 
(“PLTV) estimates showing deciles including an exemplary 
path through the matrix for a hypothetical consumer based 
on RLTV and PLTV estimates taken at different times 
according to an embodiment of the disclosure. In this matrix, 
the clustering of the consumers is based on deciles rather 
than quartiles. The path 801, as with the path 601 in matrix 
600, is developed over time and is one of a multitude of 
possible paths a consumer may take through the matrix. 
I0087 Turning now to FIG. 8B, depiction 800B is a 
representation of three exemplary matrices of Residual Life 
Time Value (“RLTV) estimates and Potential Life Time 
Value (“PLTV) estimates each taken at a different time. The 
matrices show quartiles and the matrices have been 
expanded along the time axis to show a construction of an 
exemplary path through the matrix for a hypothetical con 
Sumer based on RLTV and PLTV estimates taken at different 
times according to an embodiment of the disclosure. While 
for simplicity's sake only three separate matrices are shown, 
those of skill in the art will readily understand that many 
more evaluations of the hypothetical consumer may be taken 
to further define the exemplary path 802 through the matrix. 
Accordingly, the exemplary path 802 through the matrix 
associated with time T may be constructed from evaluating 
a consumer (or similarly-situated consumers) at different 
points of time and tracking the consumer's evaluations at 
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those points of time. For example, at time T, the consumer 
may be evaluated to be at point 803. At time T, the 
consumer may again be evaluated and the results of this 
second evaluation may place the consumer at the point 804. 
At time T, the consumer may yet again be evaluated and the 
results of this third evaluation may place the consumer at the 
point 805. Collapsing these evaluations into a single matrix 
may result in the path 802. 
I0088. The times T. T., and T may represent monthly, 
biweekly, quarterly, or any other convenient time interval. It 
is not necessary that the time intervals between evaluations 
remain constant. As the organization builds, for example, a 
monthly history of consumer clustering attributes, the orga 
nization may then use this history (e.g., the path 802) to 
estimate a dynamic model for consumer behaviors across 
time. Once this dynamic model of consumer migration 
through the matrix is established, the organization may then 
be able to customize further its future interactions with 
consumers, specifically with consumers similarly situated. 
Thus, the methodology discussed herein may be used to 
direct and/or refine an organization's future interaction with 
its consumers and/or evaluate the organization’s consumer 
database. 
I0089. While preferred embodiments of the present dis 
closure have been described, it is to be understood that the 
embodiments described are illustrative only and that the 
scope of the invention is to be defined solely by the 
appended claims when accorded a full range of equivalents, 
many variations and modifications naturally occurring to 
those of skill in the art from a perusal hereof. 
We claim: 
1. A system for determining an interaction strategy with at 

least a first consumer, comprising: 
a computer database with first information about plural 

consumers and second information about predeter 
mined products, wherein the plural consumers include 
a first consumer, and wherein each of the plural con 
Sumers is associated with a current product mix com 
prising certain ones of the predetermined products 
independent of an association of another consumer with 
the predetermined products, and wherein the database 
is stratified into plural segments according to a prede 
termined criteria, and wherein each of the plural con 
Sumers is assigned to one of the plural segments 
according to the predetermined criteria; 

a computer processor, and 
a non-volatile non-transitory computer-readable storage 
medium containing a set of instructions that cause said 
computer processor to perform the steps of 

(a) individually for each one of the plural consumers: 
(i) calculating an aggregate first Residual Life Time 

Value (“RLTV) estimate from the time variable 
products in the current product mix for said one 
consumer, 

(ii) calculating an aggregate second RITV estimate 
from the finite duration products in the current 
product mix for said one consumer; 

(iii) calculating an aggregate third RLTV estimate from 
the aggregate first RLTV estimate and from the 
aggregate second RITV estimate; and 

(iv) calculating an aggregate Potential Life Time Value 
(“PLTV) estimate from preselected products not in 
the current product mix for said one consumer, 

Dec. 8, 2016 

(b) analyzing a distribution of the aggregate third RLTV 
estimates for the plural consumers; 

(c) analyzing a distribution of the aggregate PLTV esti 
mates for the plural consumers: 

(d) evaluating the first consumer as a function of the 
distribution of the third aggregate RLTV estimates and 
as a function of the distribution of the aggregate PLTV 
estimates; 

(e) determining an interaction strategy for the first con 
Sumer based on said evaluation of the first consumer; 
and 

(f) providing an output of the interaction strategy for the 
first consumer. 

2. The system of claim 1 wherein the set of instructions 
for said non-volatile non-transitory computer-readable stor 
age medium further includes instructions for determining a 
matrix of values from the distribution of the aggregate third 
RITV estimates for the plural consumers and from the 
distribution of the aggregate PLTV estimates for the plural 
COSU.S. 

3. The system of claim 2 wherein the matrix comprises N 
number of rows encompassing a first range of quantities for 
the distribution of the aggregate third RLTV estimates and 
M number of columns encompassing a second range of 
quantities for the distribution of the aggregate PLTV esti 
mates thereby creating a matrix of X cells where X=N*M. 

4. The system of claim 3 wherein the first consumer is 
assigned to one of the X cells based at least in part on the 
evaluation of the first consumer. 

5. The system of claim 4 wherein the interaction with the 
first consumer is determined based at least in part on the cell 
assignment. 

6. The system of claim 4 wherein the aggregate third 
RITV estimate for the first consumer and the aggregate 
PLTV estimate for the first consumer are calculated at a first 
predetermined time and wherein the aggregate third RLTV 
estimate for the first consumer and the aggregate PLTV 
estimate for the first consumer are recalculated at a second 
predetermined time. 

7. The system of claim 6 wherein the first consumer is 
assigned to one of the X cells based at least in part on the 
recalculated aggregate third RLTV estimate and the recal 
culated aggregate PLTV estimate. 

8. The system of claim 7 wherein the interaction with the 
first consumer is determined based at least in part on a 
difference between the cell assignment of the first consumer 
based at least in part on the aggregate third RLTV estimate 
for the first consumer and the aggregate PLTV estimate for 
the first consumer and the cell assignment of the first 
consumer based at least in part on the recalculated aggregate 
third RLTV estimate and the recalculated aggregate PLTV 
estimate. 

9. The system of claim 1 wherein the first consumer 
comprises a cluster of consumers wherein each member of 
the cluster meets a predetermined criteria for inclusion in the 
cluster. 

10. The system of claim 1 wherein the interaction strategy 
for the first consumer is selected from the group consisting 
of determining a sales strategy tailored for the first con 
Sumer, determining a cross-selling opportunity for the first 
consumer, determining a marketing strategy tailored for the 
first consumer, determining a strategy for retaining the first 
consumer, and combinations thereof. 
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11. A system for determining an interaction strategy with 
at least a first consumer, comprising: 

a computer database with first information about plural 
consumers and second information about predeter 
mined products, wherein the plural consumers include 
a first consumer, and wherein each of the plural con 
Sumers is associated with a current product mix com 
prising certain ones of the predetermined products 
independent of an association of another consumer with 
the predetermined products; 

a computer processor, and 
a non-volatile non-transitory computer-readable storage 
medium containing a set of instructions that cause said 
computer processor to perform the steps of 

(a) individually for each one of the plural consumers: 
(i) calculating an aggregate first Residual Life Time 

Value (“RLTV) estimate from the time variable 
products in the current product mix for said one 
consumer, 

(ii) calculating an aggregate second RITV estimate 
from the finite duration products in the current 
product mix for said one consumer; 

(iii) calculating an aggregate third RLTV estimate from 
the aggregate first RLTV estimate and from the 
aggregate second RITV estimate; and 

(iv) calculating an aggregate Potential Life Time Value 
(“PLTV) estimate from preselected products not in 
the current product mix for said one consumer, 

(b) analyzing a distribution of the aggregate third RLTV 
estimates for the plural consumers; 

(c) analyzing a distribution of the aggregate PLTV esti 
mates for the plural consumers: 

(d) evaluating the first consumer as a function of the 
distribution of the third aggregate RLTV estimates and 
as a function of the distribution of the aggregate PLTV 
estimates; 

(e) determining an interaction strategy for the first con 
Sumer based on said evaluation of the first consumer; 

(f) determining a matrix of values from the distribution of 
the aggregate third RLTV estimates for the plural 
consumers and from the distribution of the aggregate 
PLTV estimates for the plural consumers; and 

(g) providing an output of the interaction strategy for the 
first consumer. 
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12. The system of claim 11 wherein the matrix comprises 
N number of rows encompassing a first range of quantities 
for the distribution of the aggregate third RLTV estimates 
and M number of columns encompassing a second range of 
quantities for the distribution of the aggregate PLTV esti 
mates thereby creating a matrix of X cells where X=N*M. 

13. The system of claim 12 wherein the first consumer is 
assigned to one of the X cells based at least in part on the 
evaluation of the first consumer. 

14. The system of claim 13 wherein the interaction with 
the first consumer is determined based at least in part on the 
cell assignment. 

15. The system of claim 13 wherein the aggregate third 
RITV estimate for the first consumer and the aggregate 
PLTV estimate for the first consumer are calculated at a first 
predetermined time and wherein the aggregate third RLTV 
estimate for the first consumer and the aggregate PLTV 
estimate for the first consumer are recalculated at a second 
predetermined time. 

16. The system of claim 15 wherein the first consumer is 
assigned to one of the X cells based at least in part on the 
recalculated aggregate third RLTV estimate and the recal 
culated aggregate PLTV estimate. 

17. The system of claim 16 wherein the interaction with 
the first consumer is determined based at least in part on a 
difference between the cell assignment of the first consumer 
based at least in part on the aggregate third RLTV estimate 
for the first consumer and the aggregate PLTV estimate for 
the first consumer and the cell assignment of the first 
consumer based at least in part on the recalculated aggregate 
third RLTV estimate and the recalculated aggregate PLTV 
estimate. 

18. The system of claim 11 wherein the first consumer 
comprises a cluster of consumers wherein each member of 
the cluster meets a predetermined criteria for inclusion in the 
cluster. 

19. The system of claim 11 wherein the interaction 
strategy for the first consumer is selected from the group 
consisting of determining a sales Strategy tailored for the 
first consumer, determining a cross-selling opportunity for 
the first consumer, determining a marketing strategy tailored 
for the first consumer, determining a strategy for retaining 
the first consumer, and combinations thereof. 
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