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ABSTRACT

Systems, devices and methods for a loyalty system are described. A method includes receiving,
at least one processor associated with a transaction processing system, transaction data
associated with a transaction between a customer and a merchant; upon or concurrently with
clearing the transaction, determining, with the at least one processor, a membership
classification for the transaction; and generating, at the at least one processor, signals for
accruing an interchange fee based on the membership classification and the transaction data.
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SYSTEMS AND METHODS FOR LOYALTY PROGRAMS

CROSS REFERENCE TO RELATED APPLICATIONS

[0001] The present disclosure claims the benefit of U.S. Provisional Patent Application
61/935,248, filed February 3, 2014, and of U.S. Provisional Patent Application 62/052,066, filed
September 18, 2014, both entitled “Systems and methods for loyalty programs”.

FIELD

[0002] The embodiments described herein relate to systems and methods for loyalty
programs, and in particular, to systems and methods for loyalty programs involving merchants
and loyalty program members holding financial cards from a card issuer associated with the

loyalty reward program.

BACKGROUND

[0003] The term "merchant” may refer to an entity who participates in a loyalty program
to build loyalty with customers, and potentially acquire new business, and in exchange is willing
to provide a loyalty "benefit", which may include the various types of benefits that may be
associated with loyalty cards including points, whether convertible to financial rewards, or
financial rewards convertible to points, cash, products, services, discounts, value add-ons for
purchases of products or services, the opportunity to enter into a contest with prizes contributed
by the merchants, financial institutions and/or the loyalty system operator.

[0004] A "member" may refer to the customer or potential customer who is a member of
the loyalty program.

{0005] A "card issuer" may refer to an entity that issues (directly or through an agent)
financial cards to individuals or businesses. The card issuer is generally a financial institution, a
financial institution in association with a credit card company, or another entity that has a
financial institution arm. "Financial cards" may generally refer to credit cards, debit cards,

INTERAC™ cards, stored value cards, and so on.

[0006] "Cardholders" may refer to the individuals or businesses to whom the financial
cards are issued. "Loyalty" may be used in the broad sense to also extend to "rewards";
therefore a "loyalty program” may also extend to a "reward program”.

Date Regue/Date Received 2021-08-12
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[0007] Customer acquisition systems may play an increasingly important role for
business. Customer loyalty programs can contribute to the loyalty of existing customers, but

also can play a role in acquiring new customers.

[0008] The businesses of the various card issuers may vary significantly. Financial
cards are generally issued by or issued in cooperation with financial institutions. For example:
(1) financial institutions (including a financial institution associated with a source of benefits)
issue financial cards directly to customers; and (2) a co-branded financial card including for

example the brand of the financial institution and the brand of a source of benefits.

[0009] Financial institutions are often interested in partnering with other entities, such as
sources of benefits, to make the benefits associated with their financial card competitive. This
may be in order to retain and attract their customers, but also in order to compete for transaction
share as cardholders generally carry more than one financial card in their wallet. Transaction
share in turn affects the revenue realized by the financial institution. Accordingly, financial
institutions tend to measure the effectiveness of their marketing efforts in connection with

financial cards by analyzing incremental transactions involving their financial card.

[0010] In addition, financial institutions are generally interested in sharing profit/risk with
other parties in connection with their financial card related activities. This is evidenced in the
popularity of co-branded cards. Generally speaking, however, card issuers are only interested in
providing access to their customer base to outside parties if there is significant financial reward,
and if this access does not conflict with their own interests and/or present any risk to the

customer base.

[0011] Merchants provide benefits to their customers for reasons that are not dissimilar
to the factors that motivate financial institutions. Merchants are interested in attracting and
maintaining customers. The cost of acquisition of a new customer for many merchants is quite
high. While merchants are interested in acquiring new customers efficiently, they are often also
willing to provide relatively significant benefits in exchange for a new customer relationship from

an outside source.

[0012] Merchants and financial institutions often collaborate in the context of co-branded
financial cards. Examples include airline/credit cards, oil company financial cards, or retail chain
financial cards. From a merchant perspective, these collaborative arrangements are generally

available to large national chains and are not generally available to regional chains or small
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businesses, even though from a customer acquisition or benefits perspective such regional

chains or small businesses might be of interest to a financial institution.

[0013] The costs associated with deploying and marketing a co-branded card requires
economies of scale that effectively exclude many regional or small business co-branded
financial card arrangements. From the perspective of a financial institution, the benefits
associated with the co-branded financial cards are generally limited to the type of benefits made
available by a merchant or a relatively small group of associated partners. This exposes the
financial institution to competition to other co-branded financial cards, especially if the merchant
associated with the competing card is more popular or makes better benefits available. Also,
relationships with merchants become difficult or cumbersome to replace (especially over time)
thereby resulting in loss of bargaining power in the hands of the financial institution and thereby
possible erosion of benefits. This contributes risk to the financial institution's card issuing
operation, and also generally results in financial institutions entering into multiple co-branding
relationships, which in turn adds to the associated costs.

[0014] Known loyalty programs may lack flexibility in the manner in which transactions
triggering the accrual of benefits to cardholders must occur. The benefit that a merchant
participating in a loyalty program is willing to provide will depend on a particular merchant and
their business objectives at a particular time, and in some cases on the special demographic
attributes of the cardholders, or a particular subset of cardholders. Known systems may not
enable merchants to suitably reflect these changing objectives in the manner in which benefits
are accrued to cardholders in connection with financial transactions.

[0015] Financial transactions, such as transactions between merchants and customers,
are increasingly conducted electronically through online systems, point-of-sale (POS) terminals,

or mobile devices.

[0016] Since these transactions are commonly tightly controlled by financial institutions
or payment processors, external systems such as loyalty systems often manage their own
transactions independently from and parallel to the transaction systems operated by the

financial institutions/payment processors.

[0017] There remains a need for improvement in operating loyalty programs and

systems for different merchants.
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SUMMARY

[0018] In accordance with aspects of the present disclosure, there is provided a method
for a loyalty system. The method includes: receiving, at least one processor associated with a
transaction processing system, transaction data associated with a transaction between a
customer and a merchant; upon or concurrently with clearing the transaction, determine, with
the at least one processor, a membership classification for the transaction; and generating, at
the at least one processor, signals for accruing an interchange fee based on the membership

classification and the transaction data.

[0019] In accordance with aspects of the present disclosure, there is provided a
transaction processing system comprising: a communication interface for communicating with a
transaction initiating device; and at least one processor. The at least one processor is
configured to: receive transaction data associated with a transaction between a customer and a
merchant; upon or concurrently with clearing the fransaction, determine a membership
classification for the transaction; and generate signals for accruing an interchange fee based on

the membership classification and the transaction data.

DRAWINGS

[0020] Various embodiments will now be described, by way of example only, with

reference to the following drawings, in which:

[0021] FIG. 1 is a network diagram illustrating a communication network interconnecting
a loyalty system with a merchant system and a card issuer system in accordance with example

embodiments;

[0022] FIG. 2 is a high-level block diagram of a computing device adapted to function as
the loyalty system of FIG. 1 in accordance with example embodiments;

[0023] FIG. 3 is a schematic diagram of the loyalty system, merchant system, and card
issuer system of FIG. 1 in accordance with example embodiments;

[0024] FIG. 4 is a network diagram illustrating a communication network interconnecting
a loyalty system with a merchant system, a card issuer system and a charity system in
accordance with example embodiments;
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[0025] FIG. 5 is a schematic diagram of the loyalty system, merchant system, card

issuer system, and charity system of FIG. 4 in accordance with example embodiments;

[0026] FIGS. 6A and 6B provide flowchart diagrams of example methods performed by
the loyalty systems of FIG. 1 and FIG. 4, respectively, in accordance with example
embodiments;

[0027] FIG. 7 shows an example screen of a merchant dashboard in accordance with

example embodiments;

[0028] FIG. 8 illustrates an example interface for creating incentives and rewards for

one or more loyalty programs in accordance with example embodiments;

[0029] FIG. 9 illustrates an example interface for choosing an objective for the custom

incentive in accordance with example embodiments;

[0030] FIGS. 10A and 10B illustrate an example interface for targeting customers with
the incentive in accordance with example embodiments;

[0031] FIG. 11A illustrates an interface screen for a custom incentive with the object to

increase spending in accordance with example embodiments;

[0032] FIG. 11B illustrates an interface screen for a custom incentive with the object to
bring in new customers to one or more locations in accordance with example embodiments;

[0033] FIG. 12 illustrates an interface screen for customizing an incentive in accordance

with example embodiments;

[0034] FIG. 13A illustrates an interface screen for customizing a reward schedule where
the reward is a single time reward (e.g. may be redeemed a single time) in accordance with

example embodiments;

[0035] FIG. 13B illustrates an interface screen for customizing a reward schedule where
the reward is a repeating reward (e.g. may be available multiple times) in accordance with
example embodiments;

[0036] FIG. 14 displays an interface screen for a preview of the custom incentive in

accordance with example embodiments;
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[0037] FIG. 15 displays an interface screen for a preview of the custom incentive in a

mobile format in accordance with example embodiments;

[0038] FIG. 16 displays an interface screen for a confirmation screen of the custom

incentive in accordance with example embodiments;

[0039] FIG. 17 displays an interface screen for creating an event driven incentive in

accordance with example embodiments;

[0040] FIG. 18 displays an interface screen for creating an event driven incentive with
the objective of addressing negative feedback in accordance with example embodiments;

[0041] FIG. 19 displays an interface screen for creating an event driven incentive with

the objective of rewarding spending in accordance with example embodiments;

[0042] FIG. 20 displays an interface screen for creating an event driven incentive with

the objective of rewarding frequent visits in accordance with example embodiments;

[0043] FIG. 21 displays an interface screen for creating an incentive from a sample in

accordance with example embodiments;

[0044] FIGS. 22A, 22B provide an interface screen with example alerts in accordance

with example embodiments;

[0045] FIGS. 23A, 23B, 23C provide an interface screen with further example alerts in

accordance with example embodiments;

[0046] FIGS. 24 and 25 provide an interface screen with customer demographics trends

in accordance with example embodiments;

[0047] FIG. 26 provides an interface screen with customer performance trends in

accordance with example embodiments;

[0048] FIGS. 27 and 28 provide an interface screen with a performance reward hover

mechanism in accordance with example embodiments;

[0049] FIG. 29 illustrates an example interface for display on cardholder device in

accordance with example embodiments;
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[0050] FIG. 30 illustrates an example interface for display on cardholder device in a

default view in accordance with example embodiments;

[0051] FIG. 31 illustrates an example interface for display on cardholder device in an

expanded reward view in accordance with example embodiments;

[0052] FIG. 32 illustrates an example interface for display on cardholder device in an

survey review view in accordance with example embodiments;

[0053] FIG. 33 illustrates an example interface for display on cardholder device in an

remove survey items view in accordance with example embodiments;

[0054] FIG. 34 illustrates an example interface for display on cardholder device in rating

questions view in accordance with example embodiments;

[0055] FIG. 35 illustrates an example interface for display on cardholder device to ask a

survey question in accordance with example embodiments;

[0056] FIG. 36 illustrates another example interface for display on a cardholder device
to ask a survey question in accordance with example embodiments;

[0057] FIG. 37 illustrates another example interface for display on a cardholder device

to is response to receiving a survey or review in accordance with example embodiments;

[0058] FIG. 38 illustrates an example interface for display on a cardholder device to

provide an aggregated view of donations in accordance with example embodiments;

[0059] FIG. 39 illustrates an example interface for display on a cardholder device to

provide an Interest Indicator in accordance with example embodiments;

[0060] FIG. 40 illustrates an example interface for display on a cardholder device to
provide an interest question in accordance with example embodiments;

[0061] FIG. 41 illustrates an example interface for display on a cardholder device to

provide an overview of rewards in accordance with example embodiments;

[0062] FIG. 42 illustrates an example interface for display on a cardholder device to
provide an overview of rewards in an expanded view in accordance with example embodiments;
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[0063] FIG. 43 illustrates an example interface for display on a cardholder device to
provide a transaction feedback survey in accordance with example embodiments;

[0064] FIG. 44 illustrates an example interface for display on a cardholder device to

remove survey items in accordance with example embodiments;

[0065] FIG. 45 illustrates an example interface for display on a cardholder device to

provide survey rating questions in accordance with example embodiments;

{0066] FIG. 46 illustrates another example interface for display on a cardholder device

to provide survey rating questions in accordance with example embodiments;

[0067] FIG. 47 illustrates an example interface for display on a cardholder device to
provide a review field in accordance with example embodiments;

[0068] FIG. 48 illustrates an example interface for display on a cardholder device to

display when a review is complete in accordance with example embodiments;

[0069] FIG. 49 illustrates an example interface for display on a cardholder device to
provide information regarding a charity and a donation in accordance with example

embodiments;

[0070] FIG. 50 illustrates an example interface for display on a cardholder device to

provide a list of Interest Questions in accordance with example embodiments;

[0071] FIG. 51 illustrates an example interface for display on a cardholder device to
provide an Interest Question in accordance with example embodiments;

[0072] FIG. 52 illustrates example demographics summary panes and a settings

summary pane in accordance with example embodiments;

[0073] FIGS. 53 and 54 illustrate flow diagrams for creating a reward or incentive in

accordance with example embodiments;

[0074] FIG. 55 illustrates an interface screen for customizing an incentive in accordance

with example embodiments;
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[0075] FIG. 56 is a schematic diagram of the loyalty engine of FIG. 1, in accordance

with example embodiments;
[0076] FIG. 57 depicts a graph with customers plotted according to their attributes;

[0077] FIG. 58 is a schematic diagram of a system for processing transactions, in

accordance with example embodiments;

[0078] FIG. 59 is a flowchart diagram of a method for processing a transaction, in

accordance with example embodiments;

[0079] FIGS. 60A, 60B, 60C, 60D, and 60E depict example interfaces for display on a

customer device, in accordance with example embodiments;

[0080] FIG. 61 depicts an example electronic statement that presents incentives, in

accordance with example embodiments; and

[0081] FIG. 62 is a schematic diagram of a system for processing transactions, in

accordance with example embodiments.

[0082] For simplicity and clarity of illustration, where considered appropriate, reference
numerals may be repeated among the figures to indicate corresponding or analogous elements
or steps. In addition, numerous specific details are set forth in order to provide a thorough
understanding of the exemplary embodiments described herein. However, it will be understood
by those of ordinary skill in the art that the embodiments described herein may be practiced
without these specific details. In other instances, well-known methods, procedures and
components have not been described in detail so as not to obscure the embodiments generally

described herein.

DESCRIPTION OF VARIOUS EMBODIMENTS

[0083] The extent to which merchants are willing to provide benefits, incentives, and
rewards to cardholders in the context of a loyalty program is enhanced if means are provided to
enable merchants to verify the commercial benefit derived by the merchants, and means are
provided to tailor the benefits to particular cardholders based on cardholder preferences,
spending habits, and the like. Benefits to cardholders may be increased, with resulting benefits
to card issuers, if the merchants are given in accordance with embodiments described herein

the tools to measure and monitor the effectiveness and incremental cost of their activities
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involving benefits to cardholders. There is a need for a method, system and computer program
that enable merchants to monitor and verify the commercial benefit that they are deriving from
benefits being provided to cardholders who are members of the loyalty program, thereby

encouraging the merchants to increase the [evel of benefits that they provide.

[0084] While the present disclosure refers to cardholders and card issuers, it should be
understood that in some embodiments, aspects of the present disclosure can be applied when
there are no actual cards. For example, in mobile device payment mechanisms may utilize
physical or soft tokens which link or identity a “cardholder” with an account or profile at a “card
issuer” without the actual use of a physical card. Similarly, online or telephone payments may
be processed using MasterCard’s MasterPass™, Paypal™, Google Wallet™ or any other online
payment system can handle transactions involving a “cardholder” without the use of a card.

[0085] Systems and methods described herein may recommend incentives for
merchants based on data mining and analysis of cardholder or member data collected by card
issuers, for example. Systems and methods described herein may provide incentive
performance indicators for merchants to discover trends in performance and monitor the impact

of incentives.

[0086] Systems and methods described herein may provide systems and methods for
providing alerts for a loyalty program provided by a loyalty system. The method may involve
receiving (via a computer hardware input interface) transaction data comprising one or more
cardholder attributes from cardholder data collected by one or more card issuers, identifying a
merchant, identifying (via an alert engine provided by a persistent store) one or more events or
trends by applying rules to the transaction data, and generating an alert notification for the
merchant based on the one or more events or trends.

[0087] The cardholder attributes may include demographics, and the trends may be
based on the demographics. The trend triggering the alert may relate to a slow period for the
merchant (e.g. a time of day, a day of week), a gap in demographics for the merchant, a high
spending threshold, a high number of visits threshold, and so on.

[0088] The alert may include a recommended incentive linked to the trend or event.

[0089] Systems and methods of embodiments described herein may enable creation or

generation of incentives for a loyalty program provided by a loyalty system, wherein the loyalty

10
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program provides the incentives to cardholders (e.g. customers, members) in connection with
transactions between the cardholders and one or more merchants associated with the loyaity

system.

[0090] Systems and methods described herein may provide a merchant interface for
management of incentive programs, for review of incentive performance indicators, and for
managing alerts based on trends and events. Systems and methods described herein may
provide dynamic and iterative incentive planning tools and workflows to obtain decision support
in building incentives, such as recommendations of incentives, alerts, target cardholders, and
the associated transactions. Systems and methods described herein may enable monitoring of
the impact of incentives, in order to calibrate incentive attributes. Systems and methods
described herein may provide incentive segmenting criteria and allows the user to modify the
criteria and immediately and see a refresh of the various components of the "impact" display

segments.

[0091] Systems and methods described herein may provide effective incentive
performance discovery. Systems and methods described herein may identify incentive
performance indicators, enable selection of attributes to filter the incentive performance
indicators, switch the views of the incentive performance indicators based on the selection to
discover trends in performance. The discovered trends may enable a merchant to modify
incentive attributes and receive recommendations. The trends may trigger generation of alert

notifications for merchants.

[0092] Systems and methods described herein may dynamically update data related to

incentive performance in real time.

[0093] Systems and methods described herein may recommend incentives for
merchants using a recommendation engine to assist a merchant in designing and offering
incentives. A merchant may specify a "reward objective” and recommendations may be tailored
based on the objective. The recommendations may also be based on data regarding different
merchants, the number of customers that they have, average spend, purchasing history,
demographics, and the like. An analytics engine may compare the merchant profile to
performance of a particular type of incentive, consider geographic and demographic trends and
so on. The recommendation engine may make more granular incentive recommendations on

this basis.

11



CA 02880931 2015-02-03

[0094] A recommendation engine may generate reward recommendations based on
data relating to merchants. For example, the recommendation engine may suggest the most
relevant/effective rewards for a business or customer based on sales patterns, historical reward

performance/redemptions, cardholder demographics/interests, and so on.

[0095] Systems and methods described herein may suggest a relevant incentive
objective, and based on the objective may suggest or recommend a particular segment of
customers or cardholders to target. Optionally further suggestions for particular incentive
attributes for targeting that segment based on performance of that attribute may be provided.
Systems and methods described herein may consider interests of the targeted segment in that
attribute {e.g. an interest profile may be determined up front and/or through customer feedback

through the platform).

[0096] Systems and methods described herein may match redemptions to incentives.

This may reduce the overhead associated with the platform.

[0097] A recommendation engine may also generate alert. Each alert may be
associated with a trigger defining a business rule or threshold that identifies events and trends
in the marketplace. A recommendation engine may mine the system data to determine whether
a trigger is met to generate the associated alert. The business rules and thresholds for alert
triggers may be default values or may be user configurable. In some embodiments, alerts may
be generated by an alert engine separate from the recommendation engine.

[0098] Alerts generated by the recommendation engine may be specific to the
merchant’'s particular context. In some cases, use of collected data may be restricted, such as
between competitors in the same geographic area. The recommendation engine can gather
these cardholder insights or attributes in one geographic area and allow them to be used in
another geographic area.

[0099] Systems and methods described herein may enable discovery of relationships
between revenue, transactions, merchant, and cardholders. These relationships may be

referred to collectively as trends.

[00100] Systems and methods described herein may provide an interface for cardholders
to manage their incentives, preferences, and attributes. Systems and methods described herein

may provide a cardholder interface displaying functional tiles representing incentives in various

12
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combinations. There may be dynamic variance of tile size based on different dimensions of
incentive relevance to the particular cardholder. Systems and methods described herein may
perform a balancing between wanting to show relevant offers, and also offering the chance to
cardholders to see new incentives that they may not have selected before so they can expand
their understanding of what they consider to be of interest to them. The selections may result in
an update to the interest profile for the cardholder. Previously redeemed incentives may also be
displayed. This may serve as a reminder to the cardholder and may be engaging as this

information demonstrates the relevance of the platform to the cardholder.

[00101] Systems and methods described herein may provide donations as an incentive
or as part of incentive to an organization selected by the cardholder, merchant, card issuer, and
the like. The pooled results of multiple incentives may provide community donations or "social
network fundraising”. The tile interface may be updated in real time and may track where
members of a cardholder’'s social network are transacting, the types of incentives they are
receiving, and, optionally, the community donation impact that results. This may provide strong
motivation to other members of the same group to mimic the behavior of members of their social
network. The tile interface may update in real-time to display the impact of a group, including

based on different selected time periods.

[00102] Systems and methods described herein may include a semantic layer that
analyzes feedback/comments received from cardholders automatically, and uses this
information to automatically update recommendation engine functions and incentive
performance information. A cascading interest analysis may be used to obtain active feedback
by generating a list of related interests for selection by the cardholder. Systems and methods
described herein may automatically update the incentive interest profile for the cardholder
based on the selected interests. A semantic engine may be used to generate related interest

labels.

[00103] The framework for an example loyalty system will now be described. A loyalty
program may be linked to one or more card issuers, where financial and/or loyalty cards are
provided to members of the loyalty program, referred to as cardholders. The loyalty card may
refer to a physical card with an electronic device thereon, an electronic account associated with
a member, and the like. The loyalty system is operable to enable the creation, implementation
and management of one or more loyalty programs that provide benefits to members of the

loyalty programs (e.g. cardholders) in connection with transactions between the members and

13
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one or more merchants associated with the loyalty system. One or more card issuers may
register on the loyalty system. The operator of the loyalty system, the one or more card issuers,
and the merchants may establish the rules for accrual and processing of benefits or incentives
from the merchants to cardholders associated with the one or more card issuers in connection
with transactions between the cardholders and the merchants with the loyalty system. One or
more merchant acquirers register on the loyalty system associated with the one or more card
issuers. Cardholders are registered as members of the loyalty program. Incentives may be
defined by rules to accrue and process the benefits of cardholders in connection with the
transactions between the cardholders and the merchants by operation of the loyalty system.

[00104] The loyalty system may increase transactions for the merchant by way of
incentives, and may enable card issuers and merchants to share the risk and costs associated
with directing loyalty programs to cardholders. The loyalty system may connect to systems
associated with the card issuers and one or more associated merchant acquirers. On this basis,
merchants may direct the loyalty programs or aspects thereof to specific cardholders based on
BIN ranges, and based on geographic, transaction histories, demographics, and/or time based

parameters.

[00105] A loyalty program may be linked to one or more card issuers, and thereby to their
cardholders, by operation of a loyalty program platform or loyalty engine or loyalty system.
Merchants associated with the loyalty system are provided with tools to customize one or more
loyalty programs made available to cardholders or members of the loyalty program platform

(customers and potential customers of the merchants).

[00106] The operator of the loyalty program platform may establish the rules regarding
the accrual of benefits from merchants to the card issuers and/or cardholders, and establish a
contractual relationship with the one or more card issuers, such contracts incorporating the rules
applicable within the loyalty system in connection with the card issuers (as well as their
cardholders). These rules include, for example, the term of the agreement, accrual periods,
geographic area of operation (if applicable) and most importantly the particulars of the benefits
or incentives (including per transaction benefits, convertibility of benefits, accrual periods, timing
of obligation regarding realization of benefits etc.) accrued to cardholders and/or card issuers.
These rules may be reinforced in the arrangements entered into between the operator of the
loyalty system and the various merchants so as to define the terms under which benefits will be

made available to cardholders and/or card issuers.

14
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[00107] The operator of the loyalty system may establish independently the rules under
which the merchant shall accrue benefits for cardholders and/or card issuers, generally
independently of card issuer but in conformity with the arrangements entered between the
operator of the loyalty system and the card issuer. The operator of the loyalty system may
manage the aforesaid relationships, and provide access to a technology infrastructure that
enables card issuers and merchants to focus on using the tools of the loyalty system to enhance

their business, rather than spending extensive resources on administrative issues.

[00108] Typically, the merchants may agree to conform to commitments that they make
to members that are displayed in a benefits area of a website associated with the members who
are cardholders, and linked to the loyalty system. These commitments are generally made by
merchants in connection with the customization of their loyalty programs by operation of the

foyalty engine.

[00109] The merchant acquirer registers on the loyalty system, if the merchant acquirer is
not already registered. The cardholders are registered as members on the loyalty system. This
occurs in part as a result of promotion of the loyalty system to the cardholders by the card
issuer, or by the merchant. In addition to the card issuer, in most cases there is also a
"merchant acquirer”, who is an entity that contracts with a merchant to process financial card
transaction information, and that may receive unique data not received by the card issuer.

[00110] The loyalty system applies the aforementioned rules as they apply to each
cardholder who is a member so as to process the applicable benefits or incentives based on
applicable transactions entered into by the cardholder that are linked to the loyalty system, i.e. a
qualifying transaction between a cardholder and a merchant, as determined by the aforesaid
rules for the incentives. By application of such rules, the loyalty system processes the agreed to
benefits for the cardholder and/or the card issuer. The processed incentive may be referred to

as redemption.

[00111] in some loyalty programs, merchants may be required to pay a set monthly or
periodic fee to participate in or otherwise be associated with the loyalty program. While loyalty
programs may offer benefits such as improved customer loyalty/retention, increase in customer
spending/number of transactions/traffic, data associated with customers and their shopping
habits, etc., the extent to which a loyalty program will provide these benefits a merchant (if at all)

are generally unknown or unpredictable with any degree or reliability. Therefore, merchants may

15
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be hesitant or unwilling to invest in or pay for establishing or joining a membership based on

periodic or upfront costs.

[00112] In some examples, system(s) associated with the loyalty program and
transaction processing may be linked, combined, or otherwise interact so that payment for
membership in or services provided by the loyalty program can be accrued on a transaction by
transaction basis. In this manner, merchants may only incur a cost for participation in a loyalty
program when a transaction is actually conducted. Loyalty programs utilizing this system may
choose to forgo monthly or periodic membership fees for merchant. In some examples, this may
reduce risk or uncertainty for merchants by only charging loyalty program fees when customer

transactions (i.e. purchases) actually occur.

[00113] Referring now to FIG. 1, there is shown a loyalty system 26 interconnected with a
card issuer system 38 and a merchant system 40 by way of a communication network 10.

[00114] As depicted, loyalty system 26 is implemented using a computing device and one
or more data storage devices 33 configured with database(s) or file system(s), or using multiple
computing devices or groups of computing devices distributed over a wide geographic area and
connected via a network (e.g., network 10). Loyalty system 26 may be connected to each data
storage device 33 directly or via to a cloud based data storage device interface via a
network(e.g., network 10).

[00115] FIG. 2 is a schematic diagram of a computing device adapted to function as
loyalty system 26, according to exemplary embodiments. The computing device may be any
network-enabled computing device, such as a personal computer, workstation, server, portable
computer, mobile device, personal digital assistant, laptop, tablet, smart phone, WAP phone, an
interactive television, video display terminals, gaming consoles, electronic reading device, and
portable electronic devices or a combination of these.

[00116] In the depicted embodiment, loyalty system 26 includes at least one
microprocessor 12, memory 14, at least one I/O interface 16, and at least one network interface
18.

[00117] Microprocessor 12 may be any type of processor, such as, for example, any type

of general-purpose microprocessor or microcontroller (e.g., an Intel™ x86, PowerPC™, ARM™
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processor, or the like), a digital signal processing (DSP) processor, an integrated circuit, a field-

programmable gate array (FPGA), or any combination thereof.

[00118] Memory 14 may include a suitable combination of any type of computer memory
that is located either internally or externally such as, for example, random-access memory
(RAM), read-only memory (ROM), compact disc read-only memory (CDROM), electro-optical
memory, magneto-optical memory, erasable programmable read-only memory (EPROM), and
electrically-erasable programmable read-only memory (EEPROM), or the like. In some

embodiments, memory 14 may reside at least partly in data storage devices 33 (FIG. 1).

[00119] I/O interfaces 16 enable loyalty system 26 to interconnect with input and output
devices. As such, loyalty system 26 may include one or more input devices, such as a
keyboard, mouse, camera, touch screen and a microphone, and may also include one or more

output devices such as a display screen and a speaker.

[00120] Network interfaces 18 enable loyalty system 26 to communicate with other
components, to serve an application and other applications, and perform other computing

applications by connecting to a network such as network 10 (or multiple networks).

[00121] Network 10 may be any network capable of carrying data including the Internet,
Ethernet, plain old telephone service (POTS) line, public switch telephone network (PSTN),
integrated services digital network (ISDN), digital subscriber line (DSL), coaxial cable, fiber
optics, satellite, mobile, wireless (e.g. Wi-Fi, WIMAX), SS7 signaling network, fixed line, local

area network, wide area network, and others, including any combination of these.

[00122] Although only one loyalty system 26 is shown for clarity, there may be multiple
loyalty systems 26 or groups of loyalty systems 26 distributed over a wide geographic area and
interconnected by network 10.

[00123] As further detailed below, network 10 allows loyalty system 26 to interact and

connect with card issuer system 38 and merchant acquirer system 40.

[00124] Referring to FIG. 3, loyalty system 26 includes a cardholder benefits (e.g.
incentives) processing utility 30. In one example of an implementation, the cardholder benefits
processing utility 30 may be a software component of a web utility that provides a loyalty
engine. Accordingly, cardholder benefits processing utility 30 may be referred to as a loyalty

engine.
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[00125] Loyalty system 26 is interconnected with a database 32, which may be stored on
data storage device 33 or elsewhere in memory 14. Database 32 may be a conventional
relational database such as a MySQL™, Microsoft™ SQL, Oracle™ database, or the like.
Database 32 may also be another type of database such as, for example, an objected-oriented
database or a NoSQL database. Loyalty system 26 may include a conventional database
engine (not shown) for accessing database 32, e.g., using queries formulated using a

conventional query language such as SQL, OQL, or the like.

[00126] Database 32 maintains benefits accounts 34a, merchant accounts 34b, card
issuer accounts 34c for storing attributes regarding merchants, cardholders and card issuers. As
detailed below, such attributes may be used to determine incentives to offer in relation to

various loyalty programs.

[00127] The cardholder benefits processing utility 30 may be programmed to configure

the database 32 with benefits accounts 34a of the various cardholders who are members.

[00128] The loyalty system 26 may be programmed to configure the database 32 with
merchant accounts 34b of the various merchants who are registered with loyalty system 26 to

provide loyalty programs and offer incentives or benefits.

[00129] The loyalty system 26 may be programmed to configure the database 32 with
card issuer accounts 34¢ of the various card issuers who are registered with loyalty system 26

to provide loyalty cards to cardholders for loyalty programs.

[00130] Access to different aspects and account records of the database 32 may be
provided by an administration utility (not shown) that enables hierarchical access to the
database 32, depending on permissions assigned by the operator of the loyalty system 26, and
to each of the members, merchants, card issuers, and merchant acquirers. The purpose of
providing this access is to provide transparency to the benefits being provided to members who
are cardholders by operation of the loyalty system 26.

[00131] Loyalty system 26 further includes a reporting utility or transaction data reporting
36, which may be further linked to the cardholder benefits processing utility 30 and database 32
to provide various reports of interest to merchants, merchant acquirers, card issuers and
cardholders. For example, transaction data reporting 36 may permit merchants, merchant
acquirers and card issuers to generate reports on measured performance of benefits or
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incentives provided to them by the loyalty system 26 in their sphere of interest. One of the
purposes of the reporting utility 36 is to enable the organizations linked to the loyalty system 26
to calibrate their involvement (e.g. by merchants or card issuers calibrating the benefits that they
provide) targeted to cardholders, and to review the results of their loyalty programs

management by loyalty system 26.

[00132] Loyalty system 26 may include a loyalty program module 22 which may be a
hardware and software tool to manage the various loyalty programs managed by loyalty system
26. Loyalty programs may be adapted to be particular to one or more card issuers or merchants,

or a combination thereof.

[00133] In example embodiments described herein, card issuer system 38 is configured
to include tools operable by card issuers to design and implement their own loyalty programs,
including cross-promotional programs in conjunction with merchants. The card issuer system 38
may be operated to design and implement loyalty programs specific to a particular card issuer

using card issuer interface 50.

[00134] in example embodiments described herein, merchant system 40 is provided with
tools to design and implement their own loyalty programs, view reports regarding their loyalty
programs, design and implement their own benefits or incentives, including cross-promotional
programs and benefits in conjunction with card issuers. The merchant system 40 may design

and implement loyalty programs and incentives using merchant interface 52.

[00135] In some examples, merchant access to the different tools, analytics and other
features may be associated with different loyalty program membership costs. In some
examples, these features may be bundled or grouped into different membership levels.
Irrespective of the membership structure, in some examples, merchant access to different
features may trigger different incremental transaction fees based on the accessible features or

the degree of loyalty program membership.

[00136] Loyalty system 26 may be operable with any financial card or mobile payment
device that permits tracking of transaction information through card processing systems.
Financial cards such as credit cards, debit cards, INTERAC™ cards, stored value cards, or
mobile payment device (collectively referred to as “financial cards” for convenience) may be

designated by a BIN number range.
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[00137] The BIN range identifies the financial card type and the issuing financial
institution (e.g. card issuers). Card issuers typically market card types to certain segments of the
population based upon demographic data such as credit scores, income, age, location, and
anticipated card use. Consequently, the BIN range may also represent a market or demographic
segment of cardholders. For example, co-branded business travel cards may be marketed
towards persons and organizations that typically utilize the specialized features of a travel card,
such as points for travel and/or specialized services (e.g. travel insurance, lost baggage
coverage) to facilitate needs and wants of persons who travel regularly. Another card, such as a
TOYS R US™ card, for example, may be provided to young families. Each financial card

therefore may be used to target particular consumer needs.

[00138] The unique BIN range associated with each financial card may enable the use of
a particular financial card to be identified within the loyalty system 26 (below). This in turn
enables merchants to target particular groups of members based on demographic data
extrapolated from the financial card that they are using (by operation of the BIN range
associated with their card), or more particularly demographic data associated with a sub-set of
cardholders using a particular financial card, possibly as communicated by the card issuer. As
will be described herein, loyalty system 26 may recommend incentives tailored to segments of
customers, where the recommendation may be based on BIN range and other attributes of
customers, such as spending habits, interests, needs, wants, preferred or associated charities,

social habits, etc.

[00139] In some embodiments, the same or different BIN ranges can be used for tokens

associated with financial cards, accounts, etc.

[00140] In some embodiments, loyalty system 26 may recommend incentives based on
the particular financial card(s) held by a customer, including, e.g., available credit for the
card(s), and transaction costs of the card(s). For example, loyalty system 26 may recommend
incentives based on the BIN range of the financial card(s), as detailed below.

[00141] Embodiment described herein may utilize the BIN range of co-branded cards to
develop additional transactions and associated incentives to selected groups of card holders
and promote the use of certain financial cards for the transactions for the benefit of:

cardholders, merchants, financial card issuers and merchant acquirers.
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[00142] In accordance with the embodiments described herein, a card issuer system 38
and thereby one or more of its cardholders, are linked to the loyalty system 26. The loyalty
programs provided by this loyalty system 26 may run in parallel with other loyalty and rewards
programs. In accordance with embodiments described herein, costs of implementation may be
very low for card issuer system 38 as it may interface with loyalty system 26 to access loyalty
engine 30, etc. The loyalty system 26 is operable, via network 10 for example, to engage in real
time data communications with a card issuer system 38 and/or a merchant system 40.
Accordingly, seamless data flows between these systems can be established in order to enable
the capture of financial transactions data reflective completed transaction, and cardholder data,
and to also enable the accrual of benefits or incentives based on data provided to the loyalty
system 26 by each of the card issuer system 38 and the merchant acquirer system 40.

[00143] For example, transaction data and cardholder data may be transmitted to loyaity
system 26 from one or other of card issuer system 38 or merchant acquirer system 40 by way of
secured transmission channels established in network 10. Such secured transmission channels
may be established using conventional transmission protocols such as SFTP, HTTPS, or the
like, which may implement conventional encryption techniques. Data may be transferred in a
variety of formats, including for example, comma-delimited text (CSV) files, SQL data files,
JSON data files, or the like.

[00144] Transaction data and cardholder data may be transmitted to loyalty system 26
from time to time, e.g., as new transactions are conducted or as new cards are issued. Data
may be transmitted accordingly to a predetermined schedule, e.g., hourly, daily, weekly, etc.
Data may also be transmitted whenever a set of data reaches a pre-determined size, e.g.,

whenever a certain number of new transactions have been conducted.
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[00145] Table | below provides a summary of an example data format of the transaction
data received by loyalty system 26, in accordance with one example embodiment.

Table |: Example Transaction Data Format

Data Field Contents

CardholderiD Identifier unique to the cardholder
conducting the transaction
(assigned by card issuer)

CardNumber Card number, or a subset of the
card number digits

TransactioniD Identifier unique to the transaction

MerchantID ldentifier unique to the merchant

conducting the transaction

CardType Identifier unique to the type of card
used for the transaction (e.g.,
credit, debit)

AuthenticationTimeDate Time and date the transaction was
authenticated

TransactionTimeDate Time and date the transaction was
initiated

CurrencylD Identifier unique to the currency of

the transaction

[00146] Table li below provides a summary of an example data format of the cardholder

data received by loyalty system 26, in accordance with one example embodiment.

Table Il: Example Cardholder Data Format

Data Field Contents

CardholderiD Identifier unique to the cardholder
(assigned by card issuer)

CardNumber Card number, or a subset of the
card number digits

Name Cardholder's name

DOB Cardholder’s date of birth

Gender Cardholder’'s gender

CardStatus Status of cardholder's card (active
or inactive)

Address Cardholder’s address

22



CA 02880931 2015-02-03

[00147] Once transaction data and cardholder data have been received, the loyal system
26 processes the data to identify new transactions and new cardholders, based on the
TransactionlD and the CardholderlD, respectively. Data corresponding to new transactions and
new cardholders are then stored as new data records in database 32. Database 32 may also be
updated to reflect any changes in information for cardholders such as, for example, changes in

contact details.

[00148] Loyalty system 26 is not only a loyalty system used by merchants but also
becomes a secondary loyalty system for the card issuer for its cardholders. Loyalty system 26 is
operable to provide system tools for the card issuer to receive payments from the merchants in
connection with transactions between the merchants and the cardholders of the card issuer who
are registered with the loyalty system 26. The card issuer may receive payment from the
merchants indirectly through interchange fees collected by a merchant acquirer from the
merchants at the time a transaction is processed on a financial card. In this particular
embodiment the card issuer can receive payments and/or points from loyalty system merchants

for transactions made by cardholders.

[00149] The card issuer may propose to encourage a specific demographic (as defined
by a BIN range) to join the loyalty program by tailoring benefits and incentives to the specific
segment of cardholders. Loyalty system 26 may recommend incentives based on attributes of
the segment of cardholders. The merchants in the loyalty system 26 may agree to provide
additional payments to the card issuer in the form of points or cash for transactions between
merchants and cardholders of a selected BIN range (e.g. targeted segment) that have
registered their financial card with the loyalty system 26 or opted in to the applicable loyalty
program. By operation of the loyalty system 26, merchants may have the ability to vary the
amount or the percentage of the transaction accrued and paid to the card issuer, or some other
aspect of the benefit provided. The payment may be in the form of cash or redeemable points.
The loyalty system 26 is operable to calculate the amount accrued to be paid to the card issuer
for each cardholder who is a member by each merchant. The reporting facility provides visibility
to the card issuer and the merchant in regard to the amounts accrued and subsequently paid at

the end of the measurement period.

[00150] The amounts transferred to the card issuer may be re-distributed by the card

issuer to the cardholders in the form of extra points for transactions completed or the card issuer
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may retain a percentage of the amount transferred, for example, as an administration fee. In
other words, the amounts transferred can then be accrued and distributed in accordance with

the card issuer's own rules therefor.

[00151] In some circumstances the card issuer and the merchants of the loyalty system
26 may choose to offer special offers/prizes (e.g. incentives) through the merchants and the
loyalty system 26. The card issue or merchant, through the loyalty system 26, may configure the
conditions under which this occurs. Typically, the incentives are associated with conditional
transactions with merchants (e.g. the purchase of a particular good or service is required in
order to receive the special offer or prize). This encourages cardholders to conduct transactions
with merchants. When a registered cardholder enters into such a transaction with a merchant in
connection with the loyalty system 26, an amount owed by the card issuer to the merchant is
recorded. At the end of the reporting period the system aggregates the amounts owed to
merchants by the card issuer and settlement is made and then reimbursement funds are

distributed to the respective merchants.

[00152] Loyalty system 26 may result in more transactions on the particular registered
financial card of the card issuer, more individuals/businesses owning and using a financial card
with a particular BIN range(s) and distribution of the cost of incentives provided to the customer
by the card issuer and the merchant within the loyalty system 26. The amounts owed the
merchants or to cardholder/card issuer are tracked within the loyalty system 26 for the
accounting period. Further, loyalty system 26 may recommend incentives particularly tailored to
targeted segments of cardholders and potentially cardholders tc further increase particular
transactions. The recommended incentives and associated transactions are likely to be of
interest to the targeted segment based on data mining and correlations of cardholder (and

potential customer and cardholder) attributes.

[00153] The end result may be the accrual of benefits and incentives to the benefits
account 34, which is then disbursed on a periodic basis to the applicable card issuers.

[00154] The operator of the loyalty system 26 may enter into a contract with a financial
institution that has a plurality of co-branded cards and seek new customer base potential
through the financial institution's co-branded card partners that have an interest in increasing
transactions on their co-branded card by attracting merchants. In this case, it may be a business

limitation that products and services associated with the loyalty program for the most part will
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not compete with the co-branded partner's business, i.e. that the businesses involved be
complementary. The financial institution contacts and motivates its customer base (cardholders)
to join the loyalty program and thereby provide the loyalty system 26 with a stream of new
members. As stated earlier, the members joining the loyalty system 26 through this referral
source are associated with their co-branded card(s) within the loyalty system 26, each co-
branded card being identified by different BIN number ranges and thereby historical
demographics, credit score ranges and preferences associated with the particular card.

Cardholders may individually join the loyalty program and register their card.

[00155] The loyalty system 26 may use the BIN number range and any associated
demographic and credit score, along with geography and any customer preferences (e.g.
cardholder attributes) to recommend special offers for loyalty programs of merchants to the
individual cardholders (for example: unique product/service offerings to specifically tailored to
customers). The loyalty system 26 is operable when a member with a co-branded card that is
within a suitable BIN number range enters into a transaction with a merchant to record the
applicable transaction information as cardholder attributes, aggregate the transaction
information, and supply measured results to both the merchant and the card issuer.

[00156] Typically there is comity of interest between the merchants and the card issuers,
in that merchants will be willing to provide the greatest incentives to the cardholders that the
card issuers are most interested in providing incentives to. Accordingly, from a card issuer
perspective, loyalty system 26 provides an efficient mechanism for maximizing benefits being
provided to their preferred customers by having them register with a loyalty program where
merchants, in the interest of promoting their own products/services, will automatically provide

optimal benefits to these preferred customers.

[00157] For example, a new member, joining through a co-branded card reference,
transacts with the registered financial card, and in the embodiment where the merchant and/or
the co-branded issuer supply the additional benefit (which, typically being supplied through the
normal co-branded card channels, consists of points, discounts or cash back). The amount paid
by the merchant is usually based upon on one or more of the following: (1) the amount of the
transaction; (2) the value of the transaction; and/or (3) the value of the transaction less an
amount that was set as a pre-condition.
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[00158] The card issuers may benefit financially from the transactions involving their
financial cards in numerous ways: (1) cardholders carrying credit card balances; (2) maintaining
customers using the incentives and selling other products/services to such customers; (3)
acquiring new customers for such products/services using incentives; (4) financial incentives
provided to financial institutions in exchange for promotional access to their customers; (5)
interchange fees associated with transactions involving the financial cards; (6) yearly card fees;
(7) transaction fees charged to the cardholder (if applicable); (8) currency exchange fees; (9)
fees payable to the card issuer by merchants (generally tied to BIN ranges); (10) augmentation
of card issuer's loyalty program (reduction of costs associated with card issuer's loyalty
program, i.e. replacement of card issuer paid benefits with merchant paid benefits; and (11)
revenue from merchant acquirer for additional transactions involving the merchant and the

merchant acquirer; (12) customer tailored incentives through recommendation engine.

[00159] The merchant acquirer may receive the benefits of; (1) additional merchants who
join their processing system to increase their access to a BIN range of cardholders; (2)
additional revenue from merchants (participation fees); (3) increased revenue from additional
merchant transactions; (4) ability to differentiate over other merchant acquirers based on the
ability to provide access to the loyalty system. Merchant system 40 may also refer to a merchant

acquirer system 40.

[00160] Loyalty system 26 provides for a linkage of a data between the merchant
systems 40 and card issuers systems 38, and thereby their cardholders, facilitated through the
loyalty system 26 technology that enables a card issuer to include its cardholders in a
secondary loyalty system that supplements any card issuer point system. Although only one
card issuer system 38 is shown in FIG. 1 for simplicity, there may be multiple card issuer
systems 38 connected to loyalty system 26. Although only one merchant system 40 (or
merchant acquirer system 40) is shown in FIG. 1 for simplicity, there may be multiple merchant

systems 40 connected to loyalty system 26.

[00161] Loyalty and customer acquisition programs may be required to continually
acquire new members, preferably at a low cost, e.g. through organic growth or through a
partnership with various customer sources, including card issuers. Card issuer system 38 may
retain cardholder databases of transaction information and other cardholder benefits, which may

include data from other loyalty program operators and with participating merchants. Loyalty
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system 26 may access the cardholder databases to detect cardholder attributes in order to

recommend incentives.

[00162] In the card transaction process, the card issuer generally has access to the
following transaction information: (1) cardholder name; (2) card number; (3) date of transaction;
(4) merchant ID; (5) amount of purchase; and (6) BIN number. Other information may also be
accessible such as demographic, geographic, and credit score information relating the
cardholder. This information may be stored in cardholder databases and accessed by loyalty

system 26.

[00163] Some financial institutions have both card issuing and merchant acquiring
business lines and loyalty system 26 may enable the two lines to work together for common
benefit. The merchant acquirers may have access to following additional information that may
not be generally available to the card issuer: (1) the time of the transaction; (2) the terminal ID
(within a merchant system); and (3) the fee rates charged the merchant based upon the
financial card and how the financial card is used (e.g. internet transaction vs. verified signature).
Loyalty system 26 may access this information (e.g. cardholder attributes) to recommend

incentives.

[00164] Loyalty system 26 is operable to link the card issuer, the cardholder, the
merchant acquirer and the merchants such that the loyalty system 26 is operable to match time
of day data (or other common variables) of a transaction with other information provided by the
card issuer to the loyalty system 26. This functionality allows merchants to offer time of day or
otherwise tailored special offers (e.g. incentives) to specific cardholders who are members of

the loyalty system.

[00165] Loyalty system 26 is operable to match the terminal ID information obtained from
the merchant processor with the transaction information obtained from the card issuer. This
allows a merchant and/or a card issuer to tailor benefits to specific geographic locations, and
enables loyalty system 26 to recommend incentives for specific geographic locations and other
cardholder attributes.

[00166] Loyalty system 26 enables each of the merchants, members and card issuers to
track the accrual of benefits by means of financial card transactions that in connection with the

loyalty system 26 result in the accrual of loyalty benefits (e.g. incentives).
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[00167] Loyalty system 26 is operable to store the data items mentioned above (and
other similar data items) to database 32 and apply same against transactions between
participating members and participating merchants. Loyalty system 26 may use the data items
to recommend incentives and corresponding transactions. Loyalty system 26 may also use the
data items to identify events or trends and to provide alert notifications of the identified events or
trends to participating merchant.

[00168] The following provides an example transaction process. A cardholder who is a
member transacts with a merchant using their financial card. The merchant transaction data is
then usually settled by the merchant acquirer. The member transaction data (e.g. cardholder
attributes) is then preferably transmitted to the loyalty system 26. This member transaction data
usually includes the data items described above. This data is then stored to database 32. The
rules defined for the cardholder within the loyalty system are then applied to the merchant

transaction data to recommend incentives, or to identify event or trends, as detailed below.

[00169] As stated earlier, an agreement is entered into between the card issuer and the
operator of the loyalty system 26 on behalf of the merchants. The agreement may extend to one
or more accounting periods. The agreement generally establishes the expected relationship and
flow of funds between the financial institution and the merchants based on anticipated
transactions, as well as the additional incentives that will be provided to the cardholders for
transactions linked to the loyalty system 26 and who will be the party covering the costs of such
additional incentives and how. The agreement generally covers group of financial cards,
identified by a BIN range. Also as stated earlier, cardholders are encouraged by the card issuer
to join the loyalty program for additional cash rewards, points and/or special offers.

[00170] Prior to the beginning of an accounting period, and after cardholders have
registered their particular financial card with the loyalty system, the agreement between the
cardholder and the loyalty system 26 may be implemented by the merchants who set the offers
and incentives that will be made to cardholders of certain BIN ranges (these are examples of

the merchant rules).

[00171] When a cardholder transacts with one of merchants under the applicable loyalty
program, the loyalty system 26 is operable to review the benefits applicable to the BIN number
and either 1) accrue the points/cash discount (less the administration amount paid to the card
issuer) to the cardholder from the transaction, by reflecting such accrual in the benefits account
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for the cardholder. The cardholder is notified of the award of points, and the card issuer is
notified of the accrual set aside by the loyalty system 26 to be paid by the merchant at the end
of the accounting period. These amounts are separate from the amounts paid to the card issuer
through the interchange system, unless a special rate for the loyalty system 26 has been
established and applied by the merchant acquirer.

[00172] The loyalty system 26 accrues the points/special cash back awards for each
cardholder and what is owed the card issuer by the merchant. Merchants generally pay cash or
cash in lieu of points as a reward to the card issuer. Different incentives/rewards can apply to

different BIN ranges by a single merchant or by a group of merchants.

[00173] In summary, the merchant rules applicable for a specific accrual period are
applied so as to update the benefit account 34 for the particular cardholder, for example.
Generally speaking, the loyalty system 26 is operable to, after an accrual period has come to an
end, to verify the accrued amounts in the benefit accounts 34. These can then be accessed and

displayed by members or cardholders.

[00174] After an accrual period is closed, the loyalty system 26 may then permit
members to access the loyalty system 26 to engage in a number of transactions in connection

with their accrued benefits such as redemption, conversion of fees to points etc.

[00175] A particular process for conversion of fees to points will be described as an
illustrative example with reference to the point conversion utility 54. The point conversion utility
54 enables enhancement of a card issuer's existing loyalty programs based upon points or cash
back cardholder benefits created by cardholder use in connection with a loyalty program and
provided by incentives offered to cardholder. The point conversion utility 54 may allow the card
issuer to reward their cardholders in the same format as under their existing cardholder
program. These points and rewards are examples of incentives.

[00176] For instance, some existing financial cards have points or cash reward systems
or a combination of both to promote financial card use. The cardholder may accumulate points
and cash rewards for later use. The loyalty system 26 allows for the card issuer to take all or a
portion of existing fees developed from financial card use and apply them to cardholder points
or cash. Alternatively, the loyalty system 26 could be utilized by card issuer to create an
additional source of revenue from the merchant fees by not converting all of the collected fees
and giving the benefit to the financial card holders.
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[00177] The fee and point information may be transferred to the card issuer at "X" days
after the end of an accumulation period. The information is later integrated by existing financial
card issuer software to consolidate the point and/or fees that are passed on to the cardholder.

[00178] The conversion from points to fees is accommodated by comparing the
transaction data of identified cardholders against rule-sets created and maintained by the card
issuer. The rule-sets may, for example, contain the following information regarding transaction
data: 1. Transaction Amount 2. Transaction Date 3. Transaction Time 4. Merchant ID 5. Card
Holder ID 6. Card BIN number.

[00179] An example of a card issuer rule-set includes: Card Holder Bin number "1111"
minimum qualifying transaction with Merchant "A" is $100.00; No Maximum qualifying
transaction or conversion restrictions exist; The transaction must occur between 00:00:00-
00:07:00 EST; The transaction must occur between Jan. 1, 2004 and Jan. 15, 2004, Card
Issuer would like to give card holder 1.0 point for every dollar transacted with merchant "A"
Merchant "A" Card Holder Id 0-10000 Card Holder BIN Number "2222"; Minimum qualifying
transaction with Merchant "A" is $100.00; Maximum qualifying transaction amount is $1000.00;
Transaction must occur between 00:00:00-00:07:00 EST; Transaction must occur between Jan.
1, 2004 and Jan. 15, 2004; Card Issuer would like to give card holder 1.0 point for every dollar
transacted with merchant "A"; Merchant "A" Card Holder Id 0-10000; Card Holder BIN Number
"3333"; Min. qualifying transaction with Merchant "A" is $100.00; Maximum qualify transaction
amount is $10,000.00; Transaction must occur between 00:00:00-00:07:00 EST; Transaction
must occur between Jan. 1, 2004 and Jan. 15, 2004; Card Issuer would like to record card
holder $0.01 benefits for every dollar transacted with merchant "A"; and Merchant "A" Card
Holder Id 0-10000.

[00180] In another example of the related transaction detail: Card Holder BIN number
"1111"; Transaction Amount: $104.00; Transaction Date: Jan. 1, 2004; Transaction Time:
00:00:12; Merchant: "A"; and Card Holder ID: 1.

[00181] The example result may be that system 26 would calculate 100 points for the
transaction detail and record the transaction information and related conversion amount 100

points as cardholder attributes in database 32.
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[00182] In yet another example of the processing of a transaction: Transaction Detail
Card Holder BIN Number "2222" Transaction Amount: $30.00 Transaction Date: Jan. 1, 2004
Transaction Time: 00:00:12 Merchant: "B" Card Holder ID: 999899.

[00183] The example result may be that system 26 would NOT create any points for the
transaction because the transaction failed to meet the criteria for point conversion for the
transaction detail as Merchant "B" is not part of the conversion rule-sets and the card holder is

not part of the rule-set.

[00184] In yet another example of the processing of a transaction: Transaction Detail
Card Holder BIN Number "3333" Transaction Amount: $900.00 Transaction Date: Jan. 1, 2004
Transaction Time: 00:00:12 Merchant: "A" Card Holder ID: 999999.

[00185] The example result may be that system 26 would record $0.90 of benefit
associated with the above transaction information tied to the card holder ID number of "999999".

[00186] An example process in connection with the generation of reports based on the
contents of database 32 will now be described. A system administrator of the operator of the
loyalty system 26 may access certain reports in connection with merchant activity in connection
with particular BIN ranges. Similar processes and system implementations may be used to
generate other reports of information accessible to card issuers, merchants, members or
merchant acquirers. The loyalty system 26 is operable to generate reports for card issuers to
track the use and monitor the results of financial card use with identified merchants.

[00187] For instance a card issuer may wish to view the status of conversion of points to
fees. The loyalty system 26 may allow for a System Administrator to log in and generate reports
regarding the amount of fees that have been converted to points to monitor the effectiveness of

the applicable loyalty program.

[00188] As an illustrative and non-limiting example, the System Administrator enters the
following parameters for report generation on behalf of the card issuer: 1) Start Date 2) End
Date 3) BIN Number 4) Financial [nstitution ID 5) Merchant ID 6) Transaction Time 7)
Transaction Terminal ID 8) Report Type. The loyalty system 26 may return the data associated
with the transaction(s) to monitor the points and fees collected and converted to allow the card

issuer to view data regarding the status of the system.
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[00189] A card issuer may want to know which merchants are supporting a particular
financial card to judge the effectiveness of the business relationship between the merchant and
the cardholders. By examining the transaction information the card issuer can judge the
effectiveness of having particular merchants within the loyalty system, based on collected
merchant fees. A cardholder may elect to charge the merchant additional fee amounts as the

merchant receives strong support from the cardholders of a particular card issuer.

[00190] The described reporting functionality can also be used to track the data
necessary to integrate the data of points and fees held within the loyalty system 26 for a given
time period. A card issuer may elect to view the information to keep current information

regarding benefits that are due to the cardholders.

[00191] By examining the data of accumulated points and fees a card issuer may elect to
alter the conversion rules to give more benefits to the cardholders and thereby create more
demand for a financial card use at a particular merchant(s). This type of reporting can also be
used to prove the value to the merchants and cardholders derived from card use at an identified

merchant(s).

[00192] Merchants may generally view only the information regarding the transactions
that were made with identified cardholders. The loyalty system 26 may allow for a System
Administrator to see the following information: 1) Time range of transactions 2) Date range of

transactions 3) BIN Range of transactions 4) Summary amounts of transactions.

[00193] The loyalty system 26 may generally restrict the information that the merchant
can view by providing summary data only. The summary data protects the cardholders from
direct exposure of private cardholder information, while allowing the merchant to view the status
of the program. The loyalty system 26 may use summary data to recommend incentives or raw
data.

[00194] For instance a merchant may wish to know how certain cards identified by BIN
number are contributing to his sales. By comparing this information with historical reports and
current internal customer payment methods a merchant can judge which financial card types

are providing the most benefit for his organization.

[00195] An example process for customizing loyalty programs involving cardholders will
now be described, and specifically a system administrator for the operator of the loyalty system
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26 may adjust the parameters associated with reward generation and change incentives (based

on e.g. recommended incentives) in connection with specific members.

[00196] The cardholder benefits processing utility 30 may be further configured for
processing financial transactions (or transaction utility (not shown) that is operable to conduct
electronic transactions between loyalty system 26 and the card issuer system 38) possibly also

between the loyalty system 26 and the merchant acquirer system 40.

[00197] The cost of acquiring new customers is generally quite high, and this is a cost
that merchants tend to monitor very closely. Particularly if a merchant's relationship with card
issuers by operation of loyalty system 26 permits the merchant to acquire a new customer
through the card issuer, merchants will generally be willing to provide to the cardholder and/or to
the card issuer relatively significant incentives in consideration of obtaining the new customer.
Loyalty system 26 may enable a merchant to target incentives to particular sub-groups of
cardholders, depending on their interest (e.g. cardholder attributes) to merchant.

[00198] For example, a cardholder whose BIN number is associated with the program
may go to a merchant who is also associated with the program. Within the loyalty system 26,
the cardholder may be given a code to be presented at the merchant's location that reflects a
discount offer (e.g. incentive). Upon payment, the cardholder receives a discount on monies
owed. The cardholder in the above example is also given an additional item (e.g. a further
incentive) from the merchant's inventory as recognition for the cardholder being a member of

the applicable loyalty program.

[00199] After the cardholder transaction has been completed, the transaction data is
relayed to the loyalty system 26 and the cardholder benefits processing utility 34 is operable to
automatically offer prize entries as a follow up to the cardholder's purchase (e.g. a further
incentive), based on the loyalty program rules defined by the merchant.

[00200] After the cardholder transaction has been completed the transaction data may be
relayed to the loyalty system 26. The loyalty system 26 defines in accordance with a particular
loyalty program a set of rules to complement existing points programs by processing the
transaction data (e.g. identified merchant, amount of transaction, date of transaction, time of
transaction) to convert the transaction into points in connection with the applicable card issuer's
BIN range point program and based upon parameters set by each participating merchant. For

instance, the system 26 may convert transaction incentives or prizes within the loyalty program
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to points provided through the card issuer to the cardholder based on a pre-determined formula
(usually based on an arrangement between the card issuer and the merchants, facilitated by the
operator of the loyalty system). The loyalty system 26 would for example convert a $100.00
spent by a cardholder under a loyalty program into 100 points if the transaction was completed
between the hours of 00:00:00 and 12:00:00 Monday through Friday and 50 points at any other

time for the particular card used at a particular merchant.

[00201] The cardholder in the above example visits a merchant participating in the loyalty
system 26. The cardholder chooses to use the financial card that is registered with the loyalty
system 26 over other financial cards, and completes a transaction. The loyalty system 26
identifies the merchant, the date, the amount and optionally the time of day and the terminal ID
and also establishes any accrued benefits including points, prizes or discounted offers. The card
issuer in this case receives additional revenue from increased card use as the cardholder

chooses the registered card issuers' card over another financial card.

[00202] The loyalty system 26 allows for the existing point programs operated by the card
issuer to be identified and supported within the loyalty system 26. This occurs when, after
conversion of incentives (for example) into points, the card issuer then applies additional

incentives through its own point system thereby creating an enhanced points program.

[00203] It is possible that the card issuer would charge the operator of the loyalty system
26 (or the merchants themselves) for access to BIN ranges of cardholders, and other attributes
of cardholders. The charges could depend on the efforts expended by the card issuer to
encourage cardholders to enroll in the loyalty program. Or, the card issuer may elect to charge
differing amounts for loyalty system 26 access depending on the demographics and other
attributes of particular cardholders.

[00204] A card issuer increases its revenue by offering incentives to consumers to use a
particular financial card with a greater number of merchants. Merchants associated with the
loyalty system 26 provide incremental incentives to cardholders in certain BIN ranges. This way

the card issuer and the loyalty system 26 cooperate to bring more business to the common

group.

[00205] The card issuers may elect to charge the cardholders an annual fee to carry a

financial card that is associated with a particular BIN range, and thereby also eligible for certain
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richer benefits in connection with a loyalty program. The additional annual fees represent an
important source of additional revenue to the card issuer.

[00206] As previously stated, a merchant belonging to the loyalty system 26 may choose
to offer rewards/incentives based upon time of day and date. The incentives may also be based
on a particular good or service. The merchant's merchant acquirer provides selected information
relating to particular BIN ranges, transactions, dates and times (e.g. attributes). The loyalty
system 26 identifies the merchant, the time of day and the date and applies differential
incentives either through the loyalty system 26 or in the form of differential points transferred to

the card issuer for the cardholder.

[00207] The merchant through the loyalty system 26 contracts with the merchant acquirer
for anticipated additional transactions from a particular set of BIN numbers. The merchant
acquirer is rewarded for the service in the form of a transaction fee or monthly fee through the
loyalty system. The merchant may pay a differential rate for an access to a particular BIN as the

cardholders to a particular BIN may offer a greater opportunity for transactions.

[00208] A merchant acquirer may realize additional revenues due to differing transaction
fees associated with differing BIN number acceptance as a form of payment by a participating
merchant. The merchant acquirer may elect to charge differing transaction fees for acceptance

of cards within certain BIN range of a participating card issuer.

[00209] Loyalty system 26 may provide an opportunity for merchants, and for card
issuers if they are willing, to efficiently operate and maintain their own loyalty program that
provides the ability to share customers through cross-promotion between card issuers and
merchants, and also cross-promotion between merchants involving cardholders who become
members. Loyalty system 26 may enable card issuers and merchants to obtain direct customer
feedback and to perceive measured results regarding customer transactions at each merchant,
including bases on analysis of BIN number ranges by operation of the loyalty system 26.

[00210] The card issuers may be provided with an economic interest to motivate the
cardholders to become members of the loyalty system 26 and to transact with merchants in
order for the cardholders who are members to obtain benefits from the merchants (or from the
card issuer based on an arrangement with the merchants). Recommended incentives tailored to
a target segment may be a mechanism to increase transactions by cardholders. Again,

customers of a co-branded card for example may be identified within the loyalty system 26 by
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means of their financial card BIN range number through the registration process, thereby
enabling subsequent transactions involving particular cardholders and particular merchants to

be tracked and measured results to be proven to card issuers and merchants alike.

[00211] Benefits or incentives may be accrued on behalf of members (including members
who are cardholders) in a number of ways. The benefits themselves can vary. For example, pre-
set benefit application or payment rates are associated with particular transactions associated

with the loyalty system 26.

[00212] Within the loyalty system 26, merchants may be motivated to develop new and
innovative loyalty programs (through the use of recommended incentives) that will automatically
be accessible to cardholders. This saves the card issuer the time and resources generally
required to devise new loyalty programs and enter into associated arrangements with their

partners, often separately for each program.

[00213] Loyalty system 26 may generate financial transactions and/or customers for
financial institutions or merchants, or both.

[00214] Loyalty system 26 may provide flexibility in the arrangements made by the
merchants, or in fact in some bases between the merchants and the card issuers, as it relates to
the benefits provided to cardholders who become members. These arrangements can define
the pre-determined benefits associated with particular transactions, e.g. a per transaction
benefit to the cardholder or in fact to the card issuer. As such, loyalty system 26 may provide a
potential source of new revenue for the card issuer to the extent that not all of the benefits

earmarked for cardholders’ tfransactions is actually passed on to the cardholders.

[00215] it may be open to the card issuer to also provide benefits or incentives to
cardholders in connection with transactions associated with the loyalty system. For example,
card issuers may want to enhance incentives available from merchants in connection with
specific transactions with incentives that they are themselves providing because for example the
impact of client retention of a preferred customer who is a golfer might be enhanced if an
incentive from the card issuer is provided specifically in connection with a transaction that brings
happiness to the golfer, i.e. golf. The loyalty system 26 can assist with incentives may
recommending incentives for target segment. Alternatively, the card issuer could "top up”

benefits provided by merchants, thereby enhancing the merchant's relationship with the
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cardholder who is a member, if the merchant is a customer of the card issuer or a related entity

of the card issuer.

[00216] Consequently, the loyalty system 26, at little or no additional cost, can be used to

generate additional new business for the card issuer.

[00217] Loyalty system 26 may effectively permit some merchants who would otherwise
not be able to enter into co-branded card type arrangements (e.g. because of startup costs or
because of the merchant is a regional retailer where the merchant might not otherwise be
attractive to a large financial institution) to provide loyalty programs. Accordingly, loyalty system
26 may allow regional merchants to compete better against national chains that may have more

resources to dedicate to building loyalty programs.

[00218] Loyalty system 26 may provide a loyalty program with a low cost way to acquire
customers and pay for them over future transactions. It may also provide the co-branded partner
the ability to expand transactions on the current card base, both from the initial referrals and
subsequent transactions resulting from cross promotional offers within the loyalty system 26

among other merchants.

[00219] A financial card can be moved to the front of the wallet to be used for more
transactions, where the cardholder is motivated to use the card based on incentives that are

recommended for the particular cardholder based on associated attributes.

[00220] Cardholders of selected co-branded financial cards may become members
where the co-branded partners' service or product is not really competitive with the loyalty
system merchants. Accordingly, use of co-branded cards in connection with the described
loyalty system 26 may protect transaction market share for both the card issuer and co-branded

partners' market share.

[00221] The card issuer, the co-branded partner and the merchants of the loyalty
program may increase their customer transactions through sharing customers.

[00222] Flexibility may be provided to card issuers and merchants to devise, implement,
and then measure the effectiveness of, various cross-promotional initiatives, can dramatically
increase the returns on investment of card issuers and merchants alike, in connection with their
customer retention and customer acquisition activities. Further, the loyalty system 26 may

facilitate this process by providing recommended incentives for various loyalty programs.
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[00223] Other modifications and extensions may be made to loyalty system 26. For
example, various security methods and technologies for restricting access to resources of the
loyalty system 26 to those authorized to do so by the operator of the loyalty system 26 may be
used. Loyalty system 26 may use various existing and future technologies to process
transaction data by operation of the transaction utility 38. Loyalty system 26 may provide
various tools and interfaces for interacting with the loyalty system. The system 26 may also
allow for robust reporting which may include comparative reports of member affinity or of
transaction history with participating merchants. In other words, member transaction history may

be different for differing groups of members based on member affinity.

[00224] As noted, loyalty system 26 may be interconnected with card issuer system 38.
Card issuer system 32 may be configured with various computing applications, such as a
points/rewards program 64, cardholder registration 68, card issuer reporting tool 66, and a data
storage device with cardholder and transaction data 70. The points/rewards program 64 may
manage loyalty programs offered by card issuer system 38 independently or in conjunction with
loyalty system 26. Existing loyalty data tool 58 may interact with points/rewards program 64
regarding loyalty programs offered by card issuer system 38. The points/rewards program 64
may populate cardholder and transaction data 70 based on data collected from loyalty
programs. Cardholder registration 68 may enable cardholders to register for financial cards with
card issuer. Cardholder registration 68 may populate cardholder and transaction data 70 based
on data collected from registration. The card issuer reporting tool 66 may generate reports
based on cardholder and transaction data 70 and data maintained by loyalty system 26 as part
of database 32. Database 32 may maintain a copy of cardholder and transaction data 70, or
may contain separate data. Data scrub utility 56 may normalize, scrub, convert and perform
other operations on data received from card issuer system 38. Loyalty program module 22 may
be used to create and manage various loyalty programs for card issuer system 38 and may
interact with points/rewards program 64.

[00225] Loyalty system 26 may also be interconnected with a merchant system 40.
Merchant system 40 may be configured with various computing applications, such as merchant
reporting tool 66 for generating reports regarding loyalty programs and for displaying interfaces
received from merchant interface 52 to create, customize, and manage loyalty programs and
incentives. A computing application may correspond to hardware and software modules
comprising computer executable instructions to configure physical hardware to perform various
functions and discernible results. A computing application may be a computer software or
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hardware application designed to help the user to perform specific functions, and may include
an application plug-in, a widget, instant messaging application, mobile device application, e-mail
application, online telephony application, java application, web page, or web object residing,

executing, running or rendered on the merchant system 40.

[00226] Merchant system 40 is operable to authenticate merchants (using a login, unique
identifier, and password for example) prior to providing access to applications and loyalty
system 40. Merchant system 40 d may serve one user or multiple merchants. For example,
merchant system 40 may be a merchant acquirer system 40 serving multiple merchants.
Although merchant system 40 is depicted with various components in FIG. 3 as a non-limiting
illustrative example, merchant system 40 may contain additional or different components, such

as point of sale system or other transaction processing system.

[00227] Merchant system 40 may include one or more input devices, such as a keyboard,
mouse, camera, touch screen and a microphone, and may also include one or more output
devices such as a display screen and a speaker. Merchant system 40 has a network interface in
order to communicate with other components, to serve an application and other applications,
and perform other computing applications by connecting to network (or multiple networks)
capable of carrying data including the Internet, Ethernet, plain old telephone service (POTS)
line, public switch telephone network (PSTN), integrated services digital network (ISDN), digital
subscriber line (DSL), coaxial cable, fiber optics, satellite, mobile, wireless (e.g. Wi-Fi, WiMAX),
S87 signaling network, fixed line, local area network, wide area network, and others, including
any combination of these. Although only one merchant system 40 is shown for clarity, there may
be multiple merchant systems 40 or groups of merchant systems 40 distributed over a wide

geographic area and connected via, e.g. network 10.

[00228] Merchant system 40 includes data storage devices storing merchant data 72
particular to the merchant, such as geographic location, inventory records, historical records,
and the like. Data storage devices may also store customer and transaction data 74 such as
customer names, addresses, contact information, target potential customers, transaction details,

and so on.

[00229] Loyalty system 26 may include a merchant interface 52 for interacting with
merchant system 40 and generating various interfaces for display on merchant system 40. The

merchant interface 52 may provide a mechanism for merchant system 40 to create, customize,
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and manage loyalty programs and incentives. Data scrub utility 56 may normalize, scrub,

convert and perform other operations on data received from merchant system 40.

[00230] Card issuer system 38 and merchant system 40 may each be implemented as
one or more computing devices having an architecture and components similar to those detailed
above for loyalty system 26. In some embodiments, one or more of loyalty system 26, card
issuer system 38, and merchant system 40 may be integrated such that they reside on a single
computing device, and communicate using intra-device communication channels (e.g., inter-

process communication).

[00231] Reference will now be made to FIG. 6A which provides a flowchart diagram of an
example method 100 for generating recommended incentives and/or alert notifications of
developing events or trends. Recommendation engine 60 (FIG. 3) may be configured to
implement method 100 and interact with various components of loyalty system 26, database 32,
card issuer system 38, and merchant system 40.

[00232] At 102, recommendation engine 60 is operable to detect one or more cardholder
attributes from cardholder data collected by one or more card issuers. The cardholder attributes
may relate to cardholders, customer, members, potential cardholders, potential customer,
potential members, and so on. Example attributes include BIN range, distance between
cardholder and merchant, spending (total, average monthly, etc.), type (existing, potential), age,
gender, feedback, visits (total, average per month), number of transactions, type, products
purchased, services purchased, transaction history, zip code, location, favorite merchants,
preferences, interests, redeemed incentives, charitable preferences, unused incentives,
settings, etc. The attributes may be received from card issuer system 38 or retrieved from
database 32.

[00233] At 104, recommendation engine 60 is operable to identify a merchant and an
anticipated transaction between the merchant and one or more cardholders. The merchant may
initiate the recommendation process and may be identified by recommendation engine 60 at this
step. The merchant may specify an anticipated transaction or the recommendation engine 60
may suggest an anticipated transaction based on the cardholder attributes. Step 104 may occur
prior to 102 or after 106. For example, the attributes may be identified based on the anticipated

transaction and the merchant.
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[00234] At 106, recommendation engine 60 is operable to identify one or more
cardholders. The cardholders may be identified based on the attributes selected at 102, or may
be otherwise identified. Step 106 may occur prior to 102 or 104, or concurrently with 102. The
incentive will target the identified cardholders. For example, they may be of a particular age and
gender, and have particular shopping habits. These may be used to identify the attributes and

correlate to interests and preferences of other similar cardholders.

[00235] Recommendation engine 60 is operable to identify the cardholders based on
similarity between their attributes and the detected one or more cardholder attributes. The
cardholder attributes may include demographics, and recommendation engine 60 is operable to

identify the one or more cardholders based on the demographics.

[00236] The merchant may be associated with merchant attributes (e.g. location,
products, services), and the one or more cardholders may be identified based on the merchant

attributes.

[00237] At 108, recommendation engine 60 is operable to generate recommended
incentives for the identified one or more cardholders based on the one or more cardholder
attributes, or to generate alert notifications of events and trends based on customer and

transaction data.

[00238] Each recommended incentive defines a benefit provided by the merchant to the
cardholder upon the occurrence of the anticipated transaction between the merchant and the
cardholder. The incentive may be for a particular product or service identified to be of interest to
the cardholders, and may be valid for a particular time that the cardholder is likely to redeem the
incentive. For example, the incentive may be a discount on golf wear at a golf club on a
Wednesday night when data analysis reveals that the cardholder typically golfs on Wednesday
night at the goif club. This may encourage the cardholder to spend more money on their visit.

[00239] Each alert notification notifies a user of the loyalty system 26 (e.g., a merchant)
regarding an identified event or trend. Examples of such events and trends are described below.

[00240] To generate recommended incentives and alert notifications, recommendation
engine 60 stores a set of rules which are applied to data stored in database 32, including for
example, customer data and transaction data. Each rule defines the criteria to be satisfied for
generating the particular incentive or alert notification. Each rule is stored in association with an
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indicator of a pre-defined incentive or alert notification to be provided when the rule’s criteria are

met.

[00241] In some embodiments, rule criteria can be defined when an incentive is created.
For example, as illustrated in Fig. 55, criteria can be received via a user interface to trigger
generation of a reward when a cardholder of a specified demographic spends more than X
amount or visits more than Y times in the past Z time period. Other incentive triggers may be

predefined by the system and may be enabled or disabled by an administrator.

[00242] In some embodiments, each of the rules may be defined as a database query.
For example, when database 32 is an SQL database, each of the rules may be defined as an

SQL query.

[00243] In other embodiments, each of the rules may be defined as a business rule
suitable for processing using a conventional business rule management system with a rules
engine, such as JBoss Drools™, ILOG JRules™, FICO Blaze Advisor™, or the like.

[00244] In some embodiments, rules may be processed using conventional artificial
intelligence techniques. For example, recommendation engine 32 may include a rules engine
that implements a conventional artificial neural network or fuzzy logic to determine when the

criteria of rules are met.

[00245] Reference will now be made to FIGS. 4 and 5, which illustrate an example

system for providing charitable incentives.

[00246] FIG. 4 depicts loyalty system 26 interconnected with the card issuer system 38,
the merchant system 40, and a charity system 80 by way of the communication network 10.

[00247] Having regard to FIG. 5, the loyalty system 26 (and in particular charity utility 76)
may interact with a charity system 80 to provide charitable incentives. For example, an incentive
may result in a donation to a charity from the merchant, card issuer, card holder, and so on.
Charity system 80 may include a data storage device with donor data 88. Charity system 80
may include a loyalty interface for generating interfaces populated with data from loyalty system
26.

[00248] For example, a correlaton may be made between donor data and benefits
accounts 34a or cardholder data 70 to determine whether any donors are also cardholders. If
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s0, then recommendation engine 60 may recommend an incentive with a donation portion to the

charity associated with charity system 80.

[00249] Charity system 84 may include a registration tool 84 to register users to become
donors, and potentially cardholders of a loyalty program created by loyalty system 26. The

registration tool 84 provides a mechanism to collect attributes regarding donors.

[00250] Charity system 80 may be implemented as a computing device having
architecture and components similar to that detailed above for loyalty system 26. In some
embodiments, one or more of loyalty system 26, card issuer system 38, merchant system 40,
and charity system 80 may be integrated such that they reside on a single computing device,
and communicate using intra-device communication channels (e.g., inter-process

communication).

[00251] FIG. 6B provides a flowchart diagram of an example method 110 for

recommending charitable incentives.

[00252] At 112, charity system 80 or charity utility 76 is operable to identify donors
associated with a charity. The donors may be cardholders or potential cardholders for a loyalty
program provided by loyalty system 26. The donors are associated with attributes, such as the

example attributes described herein in relation to cardholders.

[00253] Charity system 80 or charity utility 76 is operable to determine which donors are
cardholders and which are not. Charity system 80 or charity utility 76 are operable to invite
those donors which are not cardholders to participate in a loyalty program offering incentives
that include donations to the charity. These may be recommended incentives based on their

past donations.

[00254] At 114, charity system 80 or charity utility 76 is operable to identify a merchant
and an anticipated transaction between the merchant and at least one donor. This may occur
prior to 112 or after in different embodiments. The charity system 80 may contact a merchant
upon detecting that a subset of donors are also customers, potential customers, or cardholders
to arrange for an incentive provided by merchant that includes a donation to the charity. The
anticipated transaction may identify a good or service of interest to the donors based on the

attributes.
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[00255] At 118, charity system 80 or charity utility 76 is operable to generate a
recommended incentive based on the charity, the attributes, the merchant, and the transaction.
The incentive defines a benefit provided by the merchant to the charity upon the occurrence of a
transaction involving the merchant and one or more donors. In this way, a donor is motivated to
transact with the merchant using a cardholder by the card issuer due to the donation provided to
their preferred charity. The charity system 80 or charity utility 76 may contact donors
encouraging them to register for a card associated with a card issuer and transact with a
merchant, as this may result in an increase in donations to the charity. The card issuer and the
merchant may have access to a new set of potential customers via charity system 80. The
loyalty system 26 may consider the buying patterns of donors to recommend incentives with a
donation component. This also allows merchants to see what customers are also donors and

tailor incentives accordingly. An alert as described above may also be generated at 116.

[00256] The charity system 80 may be used to manage events and the attendee list may
also receive the recommended incentive. This may increase transactions for both merchants
and card issuers, as well as increase donations if there is an additional incentive offered by
merchant or card issuers. The merchant, charity or card issuer may set a donation rate which
may be a fixed or proportional amount. For example, a percentage of the transaction amount

may be given as a donation.

[00257] FIG. 56 depicts components of recommendation engine 60, exemplary of further
embodiments. As depicted, in some embodiments, recommendation engine 60 may include one
or more of a customer profiler 602, a merchant profiler 604, and a real-time monitor 606.

Customer Profile Categories

[00258] Customer profiler 602 classifies customers according to one or more pre-defined
customer profile categories, which may also be referred to as “personas”. Each profile category
(or persona) defines a grouping of customers who share particular attributes such as
behavioural and/or motivation attributes. Customer profile 602 analyzes data for each customer
to determine the customer’s attributes and to classify the customer into one or more profile
categories. This data may include the cardholder data and transaction data discussed above.
This data may also include other forms of data, such as, e.g., customer activity data and survey
data, as detailed below. Recommendation engine 60 may recommend incentives targeting

customers classified into a particular profile categories.
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[00259] By way of example only, the pre-defined profile categories may include a
“Gamer” category of customers who are motivated by prize entries to purchase goods and/or
services. The pre-defined profile categories may also include a “Giver” category of customers
who are motivated by charitable donations/promotions and charitable/philanthropic activities to
purchase goods and/or services. The pre-defined profile categories may also include a
“Discounter” category of customers who are motivated by sales/discounts to purchase goods

and/or services.

[00260] Other categories may be defined to reflect shared preferences or habits of a
group customers. For example, the pre-defined profile categories may include a “Outdoor Lover”
category of customers who tend to purchase goods and services relating to outdoor activities.
Similarly, the pre-defined profile categories may include a "Car Lover” category of customers
who tend to purchase goods and services relating to cars. Other examples of pre-defined
categories of customers may include a “High-end Shopper” category of customers who tend to
purchase high-end goods and services and/or visit high-end stores; a “Home Maker” category of
customers who tend to purchase goods and services relating to care and management of their
homes; a “Can Shop in Regular Business Hours” category of customers who are able to
purchase goods and services and/or visit stores during regular business (e.g., daytime) hours;

and so on.

[00261] As will be appreciated, the categories described herein are examples only.
Customer profiler 602 may be configured to classify customers according to these example
categories or any other categories that would be apparent to those of ordinary skill in the art.
The profile categories may be manually defined by an operator. In some embodiments, at least
some of the profile categories may be automatically defined by customer profiler 602 in

manners detailed below.

[00262] As noted, each customer may be classified according to a single category or
multiple categories. In particular, customer profiler 602 may be configured to classify a customer
into a single best-fit category. Customer profiler 602 may also be configured to classify a
customer into multiple categories when the customer has attributes spanning those multiple

categories.

[00263] In some embodiments, customer profiler 602 may calculate a set of affinity

scores, each proportional to a degree of affinity of a particular customer with a particular profile
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category. The score may, for example, reflect the degree to which a particular customer exhibits

the attributes associated with the particular profile category.

[00264] For example, customer profiler 602 may determine that a particular customer has
a strong affinity for the Gamer category, but only a moderate affinity for the Discounter category.
In such circumstances, customer profiler 602 may assign a score of 100 to reflect the
customer’s strong affinity for the Gamer category, and a score of 60 to reflect the customer’s
moderate affinity for the Discounter category. In an embodiment, customer profile 602 may
calculate a particular customer’s affinity scores as a percentage, with the scores for that
customer totaling 100%. For example, customer profile 602 may determine a customer’s scores
to be 70% Gamer, 20% Discounter, and 10% Giver.

[00265] Customer profiler 602 may determine a particular customer’s attributes and
classify the customer into one or more profile categories by analyzing any combination of the

following factors:

[00266] (1) Location(s) of a customer, as reflected, e.g., in the customer’s home address,

work address, and/or location(s) of customer’s purchases;

[00267] (2) Customer's purchase preferences (e.g., preferred merchants,
products/services, charities, interests), which may be automatically inferred by customer profiler
602, or entered by the customer into loyalty system 26 or another interconnected system (e.g.,
an interconnected social networking platform);

[00268] (3) Customer’s age, gender, and other demographic attributes;

[00269] (4) Customer’'s residence status (e.g., whether customer owns, rents, or lives

with a relative, monthly rent/mortgage payments, etc.);
[00270] (5) Customer’s monthly income;

[00271] (6) Customer's employment status (e.g., full-time, part-time, retired, self-

employed, etc.);
[00272] (7) Customer’s employer and position;

[00273] (8) Customer’s credit data (e.g., total credit limit, total balances, credit rating);
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[00274] (9) Customer’s level of education;

[00275] (10) Customer’s financial card co-applicant information;

[00276] (11) BIN range of financial cards held by the customer,

[00277] (12) Past purchases (e.g., purchase types, whether purchases were online or

offline, time of day of purchases, purchases by Standard Industry Code (SIC), purchases by
Merchant Category Code (MCC), purchases by Universal Product Code (UPC));

[00278] (13) Past visits to particular merchants’ stores;

[00279] (14) Past spending levels,

[00280] (15) Past incentives redeemed by the customer;

[00281] (16) Elasticity of demand of the customer (including by product type);

[00282] (17) Manner in which customer became enrolled in the loyalty program (e.g.,

through a particular recruitment campaign or charity campaign); and

[00283] (18) Online interactions with loyalty system 26 or interconnected systems, e.g.,
by way of cardholder interfaces 62 detailed below (including duration of visit, page views,
number of links visited, number of mouse clicks, average duration between visits, incentives
viewed/searched, etc.), or by way of e-mails sent by loyalty system 26 (including whether the e-
mails were received, viewed, clicked-through, opted-out, etc.), or by way of social networking

platforms (e.g., likes, shares, reviews, etc.).

[00284] So, for example, a customer who routinely redeems incentives that provide
donations to charities may be classified into the Giver category. Similarly, a customer who
enrolled into the loyalty program at a charity event may also be classified into the Giver
category. A customer who routinely redeems incentives that provide a chance to win prizes, or
routinely clicks on e-mail links related to such incentives may be classified into the Gamer

category.

[00285] As will be appreciated, some of the factors listed above relate to stated
preferences or intentions of customer, while other factors listed above relate to observed actions

or behaviours of customers. In some embodiments, when classifying customers into profile
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categories, factors relating to observed actions or behaviors may be given greater consideration

(e.g., assigned more weight) than factors relating to stated preferences or intensions.

[00286] Classifying customers into profile categories allows recommendation engine 60
to recommend incentives to target customers based on the classified profile categories. For
example, recommendation engine 60 may recommend an incentive to target all customers in a
particular category. Incentives that target customers in a particular category may be selected or
created in manners detailed herein to appeal to customers based on the attributes associated
with that category. Recommendation engine 60 may, for example, recommend incentives
involving games of skill or chance to customers in the Gamer category, or incentives that

provide donations to a charity to customers in the Giver category.

[00287] Further, classifying customers into profile categories allows recommendation
engine to tailor incentives targeting particular customers based on the activity of other
customers in the same category. For example, product preferences of customers in a particular
category may be determined from purchases of other customers in the same category.
Similarly, product preferences of customers in a particular category may also be determined
from feedback of other customers in the same category, which may be received by way of

surveys or reviews as detailed below.

[00288] So, recommendation engine 60 may recommend incentives relating to a
particular product to customers in a particular profile category upon determining that the product
is preferred by customers in that category. Similarly, recommendation engine 60 may
recommend incentives relating to particular brands, services, locations, restaurants, etc., based

on preferences determined for a particular profile category.

[00289] Recommending incentives to target customers by profile category may impose a
lower computational burden compared to recommending incentives to target each customer
individually. In this way, computational efficiency of recommending incentives may be improved.

[00290] As will be appreciated, a customer's attributes, including behavioural and
motivation attributes, may change over time. As such, customer profiler 602 may analyze new
data (e.g., data relating to new transactions conducted by the customer or new activity of the
customer) as such data becomes available to re-classify the customer into different profile
categories if necessary. Upon discovery of a new customer, customer profiler 602 may analyze

available historic data (e.g., historic transaction data or cardholder data, including data from a
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financial card application) to classify that customer into initial profile categories, and then update
these initial categories upon receipt of new data. In an embodiment, a customer’s profile
categories may be updated in real-time or near real-time as new data is received.

[00291] As noted, customer profiler 602 may be configured to automatically define profile
categories. In particular, customer profiler 602 may be configured to discover groups of
customers based on shared attributes and to define profile categories using conventional

clustering techniques.

[00292] The manner of automatically defining profile categories in accordance with an
embodiment is further described with reference to FIG. 57, which depicts a three-dimensional

scatter plot of customers based on their attributes.

[00293] In FIG. 57, each axis corresponds to a customer attribute, e.g., a behavioural/
motivation attribute, and each point represent a customer. The location of a point along each
axis represents a degree to which the represented customer exhibits the attribute represented
by that axis. For example, the x-axis may represent a customer attribute of being motivated by
savings (e.g., discounts) to conduct transactions. The y-axis may represent a customer attribute
of being motivated to conduct transactions by winning a game or a prize (through contests,
lotteries, etc.). The z-axis may represent a customer attribute of being motivated to conduct
transactions in order to support charities or other philanthropic causes. Of course, the axes

could also represent other customer attributes.

[00294] The size of each point (or bubble) may be proportional to the economic
importance of the represented customer. For example, the size of the point may be proportional
to the number of transactions conducted by that customer or the amount of spending of that
customer. Transactions/spending may be aggregated over all merchants, particular types of
merchants, merchants belonging to particular profile categories as detailed below, or merchants
that within a pre-defined geographic span (e.g., partial or full ZIP code, neighborhood, city).
Transactions/spending may also be aggregated over a pre-defined time period (e.g., a week, a
month, a year, etc.). Transactions/spending may also be aggregated on the basis of whether the

transactions/spending are online or offline.

[00295] Once the location (or coordinates) of customers along within the three-
dimensional space have been determined, groups (or clusters) of customers may be discovered

using a conventional clustering techniques, such as, e.g., k-means clustering techniques,
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density-based clustering techniques, distribution-based clustering techniques. Groups of
customers may also be manually defined by an operator, e.g., upon visual inspection of a graph
such as the one shown in FIG. 57, and customer profiler 602 may be configured to receive

operating input indicating manually-defined groups.

[00296] Optionally, the clustering technique may be adapted to take into account
attributes of particular customers, e.g., as reflected by the size of each point (or bubble) shown
in FIG. 57. The clustering technique may, for example, assign a weight to each customer that is
proportional to the size of each point/bubble, and may group customers taking into account

these weights.

[00297] Customer profiler 602 may automatically define a profile category for each group
of customers, and may automatically assign an identifier or name to each profile category so
defined. Customer profiler 602 may also assign a user-selected identifier or name to each

profile category.

[00298] Customer profiler 602 may store a record of each profile category, e.g., in
database 32. A profile category may be described in this record as a region of three-
dimensional (3D) space with respect to the axes of FIG. 57. For example, a profile category may
be described as a region having the shape of a sphere with a defined center and a defined
radius. A profile category may also be described as another region of 3D space having a

different geometric shape, or an arbitrary shape.

[00299] Once a profile category has been defined, additional customers may be
automatically classified into the category if the point associated for that customer falls within the

described region of 3D space.

[00300] Profile categories may overlap in the 3D space such that a point associated with

a customer may fall within multiple profile categories.

[00301] Although three dimensions are depicted in FIG. 57, in which customers are
plotted according to three attributes, grouping customers and defining profile categories as
described herein may be applied to any number of attributes. So, customers may be plotted and
grouped hased on a fewer or greater number of attributes. Similarly, profile categories may be
described as a region of space having any number of dimensions.
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[00302] When a profile category is described as a region of space having a defined
center, the affinity of a particular customer for a particular profile category may be determined
by customer profiler 602 as being proportional to the distance of the point representing a

customer to the defined center.

[00303] In an embodiment, customer profiler 602 tracks the movement of each point
representing a customer over time, with such movement indicating shifts in the customer’s
attributes. In response to detecting such shifts, customer profiler 602 may re-classify a customer
into different categories. Customer profile 602 may also predict a future transition of a customer
into one or more categories based on a trajectory of the point representing that customer.

[00304] Recommendation engine 60 may recommend particular incentives to customers
who have recently transitioned to a new profile category, or are predicted to transition to a new
profile category. For example, recommendation engine 60 may recommend incentives targeting
customers in a particular profile category to include customers who are predicted to transition to

that particular profile category.

[00305] In an embodiment, customer profiler 602 tracks changes in groupings or clusters
over time. For example, the above-noted clustering techniques may be re-applied periodically to
update the defined profile categories based on new data. Such updating may cause some
profile categories to be removed. Such updating may also cause some profile categories to be
merged with other profile categories. Further, the boundaries of clusters may also grow or shrink
over time, and the records of the defined profile categories may be automatically updated to
reflect such changes.

Merchant Profile Categories

[00306] Merchant profiler 604 classifies merchants according to one or more merchant
profile categories based on the merchant’s attributes. The merchant profile categories may be

manually defined or automatically defined.

[00307] By way of example only, pre-defined merchant categories may include a “High-
End” category of merchants who offer high-end product/services for particular product/service
types (e.g., as reflected by a Merchant Category Code). Similarly, there may be “Low-End”
category of merchants who offer low-end product/services for particular product/service types.
There may also be a “Popular” category of merchants who are particularly popular compared

other merchants offering similar product/services; popularity may be measured, e.g., by sales
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volume, sales revenue amounts, customer traffic, or the like. There may also be a “Deep
Discounter” category of merchants who tend to offer particularly large discounts or incentives.
There may also be a “Community Minded” category of merchants who tend to offer incentives

benefiting (e.g., providing donations) to charitable causes.

[00308] As will be appreciated, the merchant categories described herein are examples
only. Merchant profiler 604 may be configured to classify merchants according to these example
categories or any other categories that would be apparent to those of ordinary skill in the art.

[00309] Merchant profiler 604 may determine a particular merchant’s attributes and
classify the merchant into one or more merchant profile categories by analyzing any

combination of the following factors:

[00310] (1) Average transaction value of the merchant;

[00311] (2) Transaction volume of the merchant;

[00312] (3) Type of goods or services provided by the merchant (as reflected by a
Merchant Category Code);

[00313] (4) Types of purchases from the merchant (e.g., luxury purchases, sizzle

purchases, grunge purchases, everyday purchases, infrequent purchases, etc.);

[00314] (5) Geographic location of the merchant;

[00315] (6) Number of locations of the merchant

[003186] (7) Whether merchant is online or offline;

[00317] (8) Demographic profile of the merchant’s customers (e.g., gender, age);

[00318] (9) Affluence of the merchant’'s customers (which may be inferred from the

customer’s BIN ranges);

[00319] (10) Personas of the merchant’s customers;
[00320] (11) Peak/slow business periods of the merchant;
[00321] (12) Charities favoured by the merchant’s customers;
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[00322] (13) Total donations and rate of donations;
[00323] (14) Past offers/incentives offered by the merchant; and
[00324] (15) Customer survey responses and/or ratings for the merchant and/or the

merchant’s goods/services.

[00325] Merchant profiler 604 is otherwise substantially similar to customer profiler 602.
So, for example, merchant profiler 604 may automatically define merchant profile categories in
manners described above for customer profiler 602. Merchant profiler 604 may process data
(e.g., customer data and transaction data) periodically to update merchant profile categories. In
some embodiments, merchant profiler 604 may update merchant profile categories in real-time

as additional data becomes available.

[00326] Also, similar to customer profiler 602, merchant profiler 604 may calculate a set
of affinity scores, each proportional to a degree of affinity of a particular merchant with a
particular profile category. Merchant profiler 604 may also track changes in a merchant’s
attributes, which may, for example, be represented as movement of a point representing that
merchant in a graph similar to that shown in FIG. 57. In some embodiments, merchant profiler
604 may be configured to automatically generate alerts when a merchant’s affinity score for a
particular profile category falls below (or rises above) a pre-defined threshold. Similarly,
merchant profiler 604 may be configured to automatically generate alerts if a change in a

merchant’s profile category is detected.

[00327] Classifying merchants into merchant profile categories allows recommendation
engine 60 to recommend incentives to merchants based on their profile categories. For
example, recommendation engine 60 may recommend an incentive to all merchants in a
particular profile category. Such incentives may be selected or created in manners detailed

herein.

(00328] In some embodiments, recommendation engine 60 may automatically match
merchant profile categories to customer profile categories. For example, a merchant profile
category may be matched to a customer profile category if customers in that customer profile
category are determined to frequently purchase products offered by merchants in that merchant
profile category. Matches may also be made on the basis of correlating customer
demographics, location, BIN ranges, etc. For example, recommendation engine 60 may match
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the “Deep Discounter” merchant profile category to the “Discounter” customer profile category
on the basis of mutual affinity of merchants and customers in those categories for discounts.
Similarly, recommendation engine 60 may match the “Community Minded” merchant profile
category to the “Giver” customer profile category on the basis of mutual affinity of merchants
and customers in those categories for supporting charitable causes.

[00329] Recommendation engine 60 may recommend incentives based on such
matches, e.g., by recommending an incentive to all merchants in a particular merchant category
to be offered to all customers in a particular customer category. In this way, merchants may be
connected to new customers. Further, recommended incentives may be better tailored the

merchant’s customers and potential customers.

[00330] In other embodiments, other parties associated with of loyalty system 26 may
also be classified into profile categories in similar manners. For example, charities may also be
classified according to profile categories, and incentives may be generated such that donations
are provided to charities classified into particular categories. Further, merchants and customers

may express preferences to provide donations to charities in particular categories.

[00331] In an embodiment, feedback provided by customers (in the form of surveys or
ratings, further detailed below) may be processed by recommendation engine 60 to determine
customer sentiment, e.g., sentiment towards particular products, services, merchants, stores,
locations, etc. For example, customer sentiment may be determined as any one of happy,
neutral, angry, excited, disappointed, or the like. In some embodiments, customer sentiment
may be assessed based on feedback received from all customers, or assessed back on

feedback received from customers in particular customer profile categories.

[00332] Recommendation engine 60 may recommend incentives based on the
determined customer sentiment. For example, recommendation engine 60 may recommend
incentives for particular products/services/merchants expected to cause customers in a
particular profile category to feel happy or excited. Similarly, recommendation engine 60 may
avoid recommending incentives for particular products/services/merchants expected to cause
customers in a particular profile to feel angry or disappointed.

[00333] Recommendation engine 60 may also avoid recommending incentives for

particular product/services/merchants based on negative customer feedback, e.g., if the
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feedback indicates that the product/services/merchants is unsatisfactory, or below average, or

otherwise negative.

Real-time Monitoring

[00334] Real-time monitor 606 monitors customer shopping activity in real-time, e.g.,
whether customers are inside, proximate to, or en route to particular merchants’ stores. Real-
time monitor 606 may also monitor when customers are visiting particular merchants’ websites,
or when customers are browsing particular products/services on those websites. Real-time
monitor 606 may also monitor the particular products/services being searched for by customers
(e.g., using keywords in online search engines).

[00335] Real-time monitor 606 enables recommendation engine 60 to recommend
incentives to merchants in response to monitored activity. For example, in response to detecting
that a customer is visiting a particular merchant's website, recommendation engine 60 may
generate an incentive for a product/service offered by that merchant, an incentive for another
merchant offering complementary products/services, or an incentive for a competing merchant.
Similarly, in response to detecting that a customer is browsing or searching for a particular
product/service, recommendation engine 60 may generate an incentive for that product/service
or a similar product/service, including a product/service offered by a competitor.

[00336] In an embodiment, real-time monitor 606 may monitor customer shopping activity
based on a current location detected for particular customers. A particular customer’s current
location may be detected by processing GPS coordinates reported to real-time monitor 606 from
an electronic device associated with a particular customer. Such a device may, for example, be
a GPS navigation device, a smart phone, a smart watch, a wearable computing device such as
Google Glass, or the like. A particular customer’s current location may also be detected by way
of signals transmitted by electronic devices associated with the customer. Such signals may, for
example, be signals transmitted by the devices in response to radio-frequency (RF) signals sent
from sensors installed in at merchants’ stores, or signals sent by devices connecting to a
wireless access point provided at merchants’ store. Such RF signals may for example be RFID
signals, Bluetooth™ signals, or the like. In one specific embodiment, the RF signals may be

iBeacon™ signals.

[00337] Current locations of particular customers may also be determined using
conventional facial recognition techniques, as applied to images of customers captured using
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cameras at merchants’ stores (e.g., security cameras). Images from other cameras may also be
used, e.g., cameras in parking lots or other areas through which customers are expected to
travel when visiting merchants’ stores.

[00338] Real-time monitor 606 may process the captured images to determine customer
characteristics, e.g., brands of clothing worn by the customer, or charitable causes favored the
customer based on the presence of emblems or symbols worn by supporters of particular
causes (e.g., yellow wristbands for cancer awareness, pink ribbons for breast cancer research,

etc.).

[00339] Real-time monitor 606 may track a customer’s location over time to determine
the customer’s travel trajectory or travel route, and thereby determine that the customer is en
route to a particular merchant’'s store. Real-time monitor 606 may also determine that a
customer is en route to a particular merchant’s store based on destination information inputted

into a customer’s GPS navigation device or mobile phone.

[00340] Real-time monitor 606 may also predict that a customer is en route to a particular
merchant’s store by assessing the customer’s detected location and/or travel route relative to
travel routes taken by the customer in the past. Real-time monitor 606 may also take into
account the current time of day relative to the time of day of past travel. For example, real-time
monitor 606 may determine from the past travel data that when a particular customer is on a
given road at a given time, that customer is likely to be headed towards a particular destination
(e.g., a particular store). On this basis, real-time monitor 606 may predict when the customer is
en route to that destination (store). Data reflective of past travel of customers may be stored, for

example, in database 32.

[00341] In an embodiment, real-time monitor 606 may monitor a customer’'s web activity
to determine when a customer visits particular merchants’ websites. Data relating to such web
activity may be received by real-time monitor 606 from the websites, e.g., when a particular
customer logs in, or when arrival of the customer is detected using a cookie stored by the
customer’'s browser. Data relating to such web activity may also be received by real-time

monitor 606 from customized monitoring software, e.g., in the form of browser plugins.

[00342] Customer activity, as monitored by real-time monitor 606, may be used by
recommendation engine 60 to generate incentives in real time to particular customers. For

example, incentives may be offered to particular customers who are proximate to a particular
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store to incentivize them to enter that store. Incentives may be offered to particular customers
who are already in a particular store to incentivize them to make purchases. Any such
incentives may be customized for the particular customer, and the particular merchant, in any of
the manners disclosed herein. So, for example, incentives may be customized based on the
customer’s demographics, transaction history, persona, the time of day, and any preferences
specified by the customer or the merchant.

[00343] Recommendation engine 60 may generate incentives that are time-limited, e.g.,
with a timer that counts down when a customer arrives at a particular store or surfs to a
particular website. Similarly, incentives may be limited to a current browser session.

[00344] Generated incentives may be presented to the merchant for approval, or may be

automatically offered to customers.

[00345] Customer activity, as monitored by real-time monitor 606, may also be used to
customize each customer’s shopping experience. For example, real-time monitor 606 may
detect when a particular customer arrives a particular store. Upon detecting the arrival of the
customer, the transaction history or activity history for that customer may be retrieved (e.g., from
database 32) and analyzed by loyalty system 26 to provide a customized greeting to the
customer. The customized greeting may, for example, welcome the customer’s first visit to the
store, acknowledge the customer as a regular visitor, acknowledge a particular number of visits
within a certain time frame (e.g., 10th visit in a calendar year), welcome the customer back to

the store after an absence exceeding a pre-defined duration, or the like.

[00346] The customized greeting may be delivered electronically by loyalty system 26 to
the customer, e.g., to the customer’'s smart phone. Loyalty system 26 may aiso prompt the
merchant’s personnel on site to deliver the customized greeting to customer.

[00347] Real-time monitor 606 may store monitored customer shopping activity in
database 32 to provide an activity history for further processing (e.g., by customer profiler 602 to
determine the customer’s persona, or by loyalty engine 60 to generate incentives and alerts).

[00348] In an embodiment, real-time monitor 606 monitors a customer’s activity only
upon verifying that the customer has granted permission for his/her activity to be monitored,

e.g., by opting in to receiving real-time incentives based on such monitoring.

57



CA 02880931 2015-02-03

[00349] Conveniently, real-time monitor 606 allows customer shopping activity to be
monitored separately from transaction activity, and to generate and store an activity history
separate from the customer’s transaction history. So, a customer's activity (e.g., entering a
particular store) may be detected and stored for future use even if the customer does not

conduct any transaction (e.g., does not make a purchase).

[00350] In an embodiment, loyalty system 26 may be adapted to allow merchants to
access data relating to real-time activity as monitored by real-time monitor 606. For example,
merchants may access such day by way of a merchant dashboard as further described below.
By accessing such data, merchants may monitor when particular customers are inside,

proximate to, or en route to particular merchants’ stores.

[00351] In some embodiments, loyalty system 26 allows merchants to monitor customer
shopping activity based on the customers’ personas. For example, loyalty system 26 may allow
merchants to monitor when customers having particular personas are inside, proximate to, or en
route to particular merchants’ stores. For example, loyalty system 26 may inform a merchant
that five Gamers are currently in the merchant’s store. The merchant may then be prompted by
loyalty system 26 to offer an incentive specifically targeting Gamers. In an embodiment, loyaity
system 26 allows merchants to monitor customers activity based on the customer’s personas,

without revealing the customer’s identities. In this way, customer privacy may be protected.

[00352] In some embodiments, loyalty system 26 allows merchants to view historic
customer activity based on customers’ personas. For example, merchants may view customer
activity by persona type to determine transaction volume, spending, etc. by persona type. Such
customer activity may be further broken down by time periods (e.g., time of day, time of week,
seasonally, etc.). For example, loyaity system 26 may inform a merchant that on weekend days
80% of its customers are Discounters, and that on weekdays 60% of its customers are Gamers.
Recommendation engine 60 may recommend incentives to target customers by persona type
that are expected to be in the merchant’s store, or to attract customers by persona type that
otherwise are not expected to be in the merchant’s store. For example, upon determining that
only 5% of its customers on weekend days are Givers, recommendation engine 60 may
generate an incentive tailored to attract Givers to come to the merchant’s store on a weekend

day.
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Care Mobs

[00353] Recommendation engine 60 may generate incentives offering discounts and/or
donations that are provided only if the number of customers who respond to the incentive
exceeds a pre-defined threshold. For example, the discount or donation may be provided only if
the number of customers who appear at a particular location exceeds the threshold, e.g., as
determined by real-time monitor 606. Alternatively, the discount or donation may be provided
only if the number of customers who conduct particular transactions exceeds a pre-defined
threshold, as determined by processing transaction data. In some cases, the discount or
donation may be provided only if the customers, individually or collectively, conduct transactions
having a spending amount exceeding a pre-defined threshold. In some cases, the discount or
donation may be provided only if a required number of customers respond to the incentive

within a specified time period.

[00354] Providing incentives that require a minimum number of customers to respond
may improve the response rate, as customers may wish to be part of a group of like-minded
customers. Further, such incentives may cause customer to encourage others (e.g., friends or

social networking contacts) to respond to the incentive, thereby creating a beneficial viral effect.

[00355] In one example application, recommendation engine 60 generates incentives that
target customers having an interest in supporting charities or other philanthropic causes, for
which donations are provided to the cause(s) only if the number of customers who respond to
the incentive exceeds a pre-defined threshold. Responding customers may be collectively
referred to as a “care mob”. In some cases, incentivizing formation of such “care mobs” may

improve the amount of donations for supported causes.

[00356] Recommendation engine 60 may identify customers having an interest in
supporting charities or other philanthropic causes on the basis of the customer's activity on
social networking platforms (e.g., liking a page for a charitable cause), or the activity of the
customer’s friends on such platforms. Such interest may also be determined on the basis of the

customer’s classification into a particular customer profile category (e.g., a Giver persona).

[00357] Such interest may also be explicitly expressed by customers. For example, FIG.
60A depicts an example screen of a user interface displayable on the customer’s mobile device.
As depicted, this user interface allows a customer to specify interest in supporting particular

causes. A customer may specify interest in one or more causes.
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[00358] The user interface of FIG. 80A also allows a customer to select, for each cause,
whether or not electronic notification should be provided when an incentive is being offered to
the customer that benefits that cause. Such notification may be provided to the customer in the
form of a pop-up notification displayed on the user's mobile device, an e-mail, an SMS
message, or the like. Further, a customer may select the proportional split of donations across
the multiple causes. As will be appreciated, this split selection may be used by loyalty system 26

to determine the relative preference or degree of support of the customer for various causes.

[00359] FIG. 60B depicts an example screen of a user interface that shows the incentives
that have been offered in association with a particular charity. Incentives may be ordered
chronologically. The user interface allows each of the incentives to be selected by a customer;
the user interface may present further information regarding a selected incentive in response to
such selection.

[00360] FIG. 60C depicts an example screen of an e-mail providing further information
regarding a particular incentive. The depicted incentive offers a 20% donation of a customer’s
purchase to a particular charity. However, the donation is only made if the number of customers
who respond to the incentive within a specified time period (between 5 pm to 11 pm on August
11) is greater than a specified threshold (25 customers). As depicted, the customer is
encouraged to spread notice of the incentive to others (e.g., by way of social networking
platforms).

[00361] incentives may also be presented to customers based on geographic proximity,
as shown in FIG. 60D. In particular, incentives may be presented on a map showing the location
of the customer and the location where incentives are being offered. Optionally, this map may
also show the locations of other customers to whom incentives have been offered. Thus, for
example, this map may indicate that a large number of customers are nearby and that a “care
mob” is forming. Loyalty system 26 may be configured to provide locations of customers only
upon requesting and receiving permission to do so. A customer may select an incentive shown
on this map to receive further information regarding the incentive, as shown in FIG. 60E.

[00362] In some embodiments, the value of the incentive, e.g., the percentage of a
customer’s purchase to be donated to a charity may be dynamically set by loyalty system 26
based on the number of customers who respond to the incentive (i.e., the size of the “care

mob”). For example, the value of the incentive may be increased when certain thresholds of
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participation are met: e.g., 5% when 5 customers respond to the incentive, 10% when 20
customers respond to the incentive, 20% when 50 customers respond to the incentive, and so

on.

E-Statements

[00363] In some embodiments, loyalty system 26 may include or be interconnected with a
system for generating financial card statements. In such embodiments, incentives may be

presented in in financial card statements.

[00364] Incentives provided by loyalty system 26 may be included in online financial card
statements (which may be referred to as “e-statements”) accessible by cardholders through a
website (e.g., operated by a card issuer). Incentives may also be included in offline statements
sent to cardholders in paper form. As will be appreciated, incentives included in offline
statements are generally selected incentives offered for a time period that accommodates any
mailing delays.

[00365] FIG. 81 shows an example online statement, generated in accordance with an
example embodiment. As shown, the left side of the statement include a list of transactions,
consistent with a conventional statement. However, as shown, the statement also includes on

its right side incentives targeting the cardholder.

[00366] Incentives included in a financial card statement may be selected or generated to
target the cardholder in any of the manners described herein. So, in an embodiment, the
incentives included in a financial card statement are incentives selected or generated to target

the customer profile categories determined for the cardholder.

[00367] In some embodiments, incentives may be presented in association with a
transaction listed in the statement. Incentives may be presented in association with each
transaction listed in the statement. In the statement, incentives may be presented proximate to

(e.g., immediately adjacent to) associated transactions.

[00368] Incentives presented in association with a particular transaction may be select
on the basis of a relationship between the incentive and that transaction. For example, the
incentive may be an incentive offered by a merchant involved in the associated transaction. The
incentive may also be an inventive offered by a complementary merchant. For example, if the

transaction relates to a travel agency, the incentive may be offered for a merchant that sells
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luggage. Similarly, if the transaction relates to a merchant that sells business attire, the
incentive may be offered for a tailor shop or a haberdashery store. The incentive may also be an
incentive offered by a competing merchant.

[00369] The incentive may also be an incentive offered for a product that is similar or
related to the product of the associated the transaction. For example, the incentive may be
offered for a competitor's product.

[00370] The statement may also provide information regarding whether any discounts or
donations were provided for a particular transaction listed in the statement. For example, the
statement may indicate how the donation was used. The statement may also indicate the total
donation amount generated by the merchant with whom the transaction was conducted, or the
total donation amount generated by all merchants, or the relative ranking of merchants based
on donation amounts generated. The statement may also highlight transactions that generated
donations for causes that the cardholder has expressed interest in supporting (e.g., as in FIG.
60A).

Transaction Processing

[00371] Reference will now be made to FIG. 58, which provides a schematic diagram of

aspects of an example system 300 for processing a transaction.

[00372] The system 300 can include a transaction initiating device 310 such as, for
example, a point-of-service terminal, a computer, a mobile device, a cash register, an
automated teller machine, or any other wired or wireless device suitable for generating and/or

communicating transaction data to a transaction processing system 350.

[00373] The transaction processing system 350 can be any combination of systems,
servers, computers, or other devices for processing a transaction. The transaction processing
system 350 can include one or more processors located across any number of systems or

devices, and at any number of locations.

[00374] In some examples, the transaction processing system 350 can include an
acquiring bank system 320 which, in some examples, can be a system associated with a
financial institution with which the merchant has an account for handling transactions. The
acquiring bank system 320 can include any number of networking, data storage and/or

processing devices. These devices can include computer-readable media, processors and/or
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network communication modules for communicating within the transaction processing system
350 as well as with external devices or systems. In some examples, the acquiring bank system
320 may include or may be part of a merchant system 40, while in other examples, the

merchant system 40 may be separate from the acquiring bank system 320.

[00375] The transaction processing system 350 can include a card issuing system 38
which, in some examples, can be a system associated with a financial institution with which the
customer has an account for handling transactions. The acquiring bank system 320 can include
any number of networking, data storage and/or processing devices. These devices can include
computer-readable media, processors and/or network communication modules for
communicating within the transaction processing system 350 as well as with external devices or

systems.

[00376] The transaction processing system 350 can, in some examples, include a
payment processor or interchange network system 330 such as a credit or debit card network.
The transaction processing system 350 can include any number of networking, data storage
and/or processing devices. These devices can include computer-readable media, processors
and/or network communication modules for communicating within the transaction processing
system 350 as well as with external devices or systems.

[00377] The transaction processing system 300 can, in some examples, include a
merchant system 40, a loyalty system 26, and/or a charity system 80 as described above, or
otherwise.

[00378] The various devices and components in the transaction processing system 300
can be connected by one or more networks 305. These networks 305 can include any
combination of private, public, wired, wireless or any other network suitable for transmitting
communications between the system devices and components. In some embodiments, network
305 may be substantially similar to network 10. In some embodiments, network 305 may include
part or all of network 10.

[00379] While the various systems and devices in FIG. 58 are illustrated as separate
components, the distinction between these systems and devices may not be clear as aspects of
one system/device may be shared with or may be completely contained within another
system/device. It should be understood that the physical or logical distinction between these

components may and need not be clear.
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[00380] The system 300 can include one or more data storage device(s) 33 as described
herein which can be used to store data for determining a membership classification. As detailed
below, the membership classification may be a classification of the merchant (e.g., a
membership level). The membership classification may also be a classification of the customer

(e.g., a persona).

[00381] These device(s) can be part of a device such as a computer-readable medium in
a computer, server or mobile device, or can be separate storage devices. While the data
storage device(s) 33 are illustrated in FIG. 58 as being in the network 305 or somewhere in the
cloud, the data storage device(s) 33 can be, physically or logically, part of the loyalty system 26,
the merchant system 40, the charity system 80, the transaction processing system 350, and/or
the transaction initiating device 310. In some examples, the data storage device(s) 33 can be
physically or logically shared, mirrored, spread across, or otherwise located across multiple

system(s)/device(s).

[00382] In some examples, the data storage device(s) 33 can store merchant and/or
customer data for determining a membership classification. This data can, in some examples,

be used to determine an interchange fee on a transaction-by-transaction basis.

[00383] For example, as part of the loyalty program, a merchant may subscribe to
different levels of membership, different loyalty program features or to access different customer
groups. These different subscriptions can, in some examples, be used to determine an
interchange fee. In some examples, a combination of the merchant data and customer data can
be used to determine a membership classification and/or interchange fee. For example, a
membership classification may be determined on the basis of the merchant's category profile

described above.

[00384] In some examples, the interchange fee may be based on the merchant's
functionality options enabled on the loyalty program, the profile type of the customer, and/or an

amount the merchant agrees to donate to one or more charities.

[00385] In some examples, functionality/feature options enabled on the loyalty program
may be grouped into packages or may be enabled individually. An example of 3 tiered feature
package is listed below:
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[00386] Tier 1: Merchants/merchant brands have access to customers who become
members by opting into the loyalty program and linking a payment token (e.g. credit/debit card,
bank account, mobile device configured for transacting) with the program. The merchants could
have the ability to review aggregated analytic data about members spending at their store(s)

based on member demographics, time and/or purchase amounts.

[00387] Tier 2: Merchants/merchant brands automatically have access to all customers
associated with a card issuer (e.g. all MasterCard cardholders) unless the cardholders opt out of
the program. Analytic data available for tier 2 could include cardholder information (e.g. new
customer, existing customer, reintroduced customer after a period of inactivity), and basic

customer demographics (e.g. age, gender, postal/zip code).

[00388] Tier 3: Merchants have all the tier 2 functionality and data access as well as the

ability to generate rewards/incentives/discounts for certain cardholder profiles.

[00389] Other additional features which could be grouped or enabled separately can
include:
[00390] — advanced reward functionality which can suggest rewards/offers based on data

analysis of the merchant’s customers and/or historical data;

[00391] — feedback tool which generates surveys for electronic delivery to customers

using default program-generated questions

[00392] - advanced feedback tool which allows merchants to select or create custom

survey questions

[00393] — advanced data analytics which provides merchants with additional customer
and transaction information, and/or analytics which can identify slow and busy times, valuable

vs. infrequent customers, unhappy customers for rescuing, etc.

[00394] — timely/proximal rewards — in some examples, rewards may be generated only
when members are within a certain distance of the merchant, or during a certain time period

identified by the merchant

[00395] In some example embodiments, the loyalty system 26 and/or transaction

processing system 350 can charge an incremental fee based on the a profile group of the
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customers the merchant can target with rewards/offers/incentives/etc. in the loyalty system. For
example, if the merchant wishes to target a specific customer profile group, the merchant may
be provided access to generate rewards for those customers and can incur an incremental
transaction fee any time a customer in the profile group completes a transaction with the
merchant. This fee may apply to any customer in the profile group irrespective of whether a

reward was actually offered to the specific customer involved in the transaction.

[00396] For example, if a merchant wishes to have the ability to generate offers to any
member with a “gold” credit card, the merchant would opt-in to this option in the loyalty system
26. Once enabled, any transaction with the merchant involving a “gold” member would trigger
an incremental fee. In another example, a merchant wishing to access any member with a
“platinum” credit card would opt-in to this option, and any transaction involving “platinum”
member would trigger an incremental fee. This fee may be the same or different than the
incremental fee for the “gold” credit card. In some examples, a member who has a “platinum”
and a “gold” credit card associated with their account may still trigger a “platinum” incremental
fee even when paying with their “gold” card.

[00397] In some examples, the incremental fees may be capped such that they may not
exceed a pre-defined threshold for a given time period (e.g., one month, one year, etc.).

[00398] In some examples, when BIN information is not available, or to derive additional
customer profile, the transaction processing system 350 and/or the loyalty system 26 may be
configured to monitor customer payment device information received from a token transaction
process or otherwise. In some examples, the payment device information can include an
identifier associated with a customer device such as a mobile phone, tablet or mobile computer,
used in a transaction process. In some examples, the transaction process message(s) may
include a data field or identifier associated with the manufacturer and/or device used in the

transaction.

[00399] In some examples, processor(s) can be configured to track the history of
addition(s) and/or change(s) to the device(s) associated with a customer account. In some
examples, the processor(s) can be configured to identify a trend in the device(s) such as
frequent updates or additions of new mobile phones. In some examples, this type of trend may

provide customer spending habits and/or other information for deriving the customer profile, and
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in some examples may trigger a higher incremental fee because it suggests the customer is a

higher spender.

[00400] In some examples, processor(s) may be configured to modify customer
profile(s)/grouping(s) and/or resulting interchange fee(s) based on the type of mobile device
used in the transaction. For example, a device having a low suggested retail price may trigger a
lower interchange fee and/or may provide information indicating the customer should have a
profile or grouping associated with lower spending habits.

[00401] In some examples, transaction processing system 350 may identify transactions
conducted by new customers, and an incremental fee may be charged to merchants for such
customers. Transaction processing system 350 and/or loyalty system 26 may provide the
merchant with information regarding how many new customers conducted transactions at the
business, how much money those new customers spent, and what motivated those new
customers to conduct those transactions (e.g., whether the new customers were motivated

particular incentives).

[00402] While the above example illustrates a simple profile grouping based on members
having certain type of credit cards, profile groups can be based on any one or combination of
factors such as average spend, BIN range (which can identify credit card type, issuer, etc.),

credit score, household income, etc.

[00403] In some examples, customer profile groupings may be the customer profile
categories (personas) described above. For example, a merchant may have the ability to

generate offers to any member classified as a Gamer.

[00404] in some examples, factors such as average spends may be customized to
certain merchant categories to be more relevant to the merchant. For example, if the merchant
is a restaurant, it may be more relevant for the merchant to be able to target a customer profile

group based on the group’s average spend at restaurants.

[00405] In some examples, customers may fall within multiple groupings. For example, in
the scenario above, a customer having multiple credit cards may fall within a “gold” profile

grouping and a “platinum” profile grouping.

[00406] In some examples, a merchant may subscribe to multiple profile groupings.
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[00407] In some examples, customer analytics may only be provided for the members

who fall within the profile group(s) that the merchant opts into.

[00408] Fig. 62 shows a schematic diagram of aspects of the same or another example
system 300 for processing a transaction. The schematic diagram in Fig. 3A also shows an
example flow of transaction data using tokens. In some examples, aspects of the present

disclosure can be applied to transaction processing flows with or without the use of tokens.

[00409] In some transaction processing flows, a token can be a surrogate or generic
identifier associated with a primary account number (PAN) such as a credit card number. During
a transaction process, these tokens can, in some systems, be sent in place of the primary
account number. An example framework of such a system is described in EMVCo.'s EMV®
Payment Tokenisation Specification Version 1.0.

[00410] In some examples, a token can be generated and/or selected from within a BIN
range. These token BIN ranges may correspond to BIN ranges for traditional primary account
numbers or, in some examples, may be separate/independent from traditional PAN BIN ranges

but may nonetheless provide the same or similar information.

[00411] In some examples, a token transaction message may include field(s) and/or
identifier(s) which is associated with or otherwise provides information regarding a device
involved in the transaction. In some examples, the field or identifier may provide information
regarding the manufacturer and/or model of a customer’s device used in the transaction. For
example, a transaction message using Apple Inc.'s Apple Pay™ may include an identifier which
indicates that the customer device used in the transaction was made by Apple Inc. In some
examples, the field or identifier may additionally or alternatively indicate that the customer

device is an iPhone 6.

[00412] In some examples, a transaction message from the transaction processing
system 350 which may include an issuer system, token system and/or system or combination of
systems may include a portion (e.g. a subset of the digits, 4, for example) of a PAN. In some
examples, the portion of the PAN may provide tracking/customer information for the merchant’s

records.

[00413] In some examples, a transaction message may include a PAN identifier or other

field which can provide information regarding the type of card product associated with a token.
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[00414] As illustrated, for example, in Fig. 3A, processor(s) at the loyalty system 26 or
elsewhere in the system 300 may be configured to receive or access data associated with the
transaction from a merchant terminal or POS device, a customer device, and/or device(s) at the

transaction processing system 330, 350.

[00415] In some examples, a token response message sent back to a merchant and/or
customer device 310 can include data regarding the loyalty aspects of the transaction. For
example, data indicating a donation amount triggered by the transaction, or a reward/paints
awarded or redeemed on account of the transaction may be sent along with or in addition to a
token response message. In some examples, the loyalty transaction data can be received by a
device in the transaction processing system and incorporated into a message back to the
merchant/customer device. In some examples, the loyalty transaction data can be sent directly
from the loyalty system to the merchant/customer device.

[00416] In some examples, loyalty system 26 may provide subscription recommendations
to merchants. For example, a merchant who operates a golf course may be matched to a
grouping of customers on the basis that past transactions of those customers show that they
typically spend $75 per transaction at golf courses. In some examples, loyalty system 26
provides subscription recommendations on the basis of classification of merchants into
particular merchant profile categories, and classification of customers into particular customer
profile categories as described above. As noted, a particular merchant profile category may be
matched a particular customer profile category. So, loyalty system 26 may recommend that a
merchant in that particular merchant profile category subscribe to the matched customer profile

category.

[00417] Reference will now be made to FIG. §9 which provides a flowchart diagram of an

example method 400 for processing a transaction.

[00418] At 410, one or more processors at the transaction processing system can be
configured to receive transaction data. The transaction data can correspond to a transaction for
processing between a customer and a merchant via the transaction processing system 350. In
some examples, the transaction data can be generated at a transaction initiating device 310.
The transaction initiating device 310 may receive as one or more input(s) or otherwise customer

information such as a customer identifier, account number or customer payment information
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such as credit/debit card number, an expiry date, security code(s), or any other information
required to conduct a transaction with the customer.

[00419] In some examples, the transaction initiating device 310 may be configured to
generate or receive (for example, as a manual input, via a merchant system, or otherwise)
transaction information such as a transaction amount, transaction type (e.g. purchase/return),

transaction time/date, information regarding the goods/services purchased, etc.

[00420] In some examples, the transaction initiating device 310 may be configured to

store, generate or receive merchant information such as a merchant identification (MID) code.

[00421] The transaction initiating device 310, upon receipt of a request to initiate a
transaction, can generate signals for transferring transaction data to the transaction processing
system 350. The transaction data can include customer information, transaction information,
and merchant information. For example, a non-limiting example of transaction data can include
a transaction amount, a time/date, an MID, a customer card number, a card expiry date, and a

card security code.

[00422] Upon receipt of the transaction data at 410, one or more processors in the
transaction processing system 350 can be configured to authenticate or clear the transaction.
For example, the payment processor 330 or other component perform do secure checks or
verify the validity of the transaction request, and the card issuer system 38 or other component
can verify the funds or credit available to the account associated with the customer from which

the transaction funds are being requested.

[00423] After, or concurrently with the clearing and validation of the transaction, one or
more processors at the transaction processing system 350 may be configured, at 420, to access
merchant and/or customer data. In some examples, accessing the data can include sending a
request to the loyalty system 26, merchant system 40, data storage device(s) 32, the card
issuer system 38, the transaction initiating device 310, or any other device or system which has
access to this information; and receiving a response or other message including the requested
data. In some examples, the merchant and/or customer data may be stored within the
transaction processing system 350 such as in the acquiring bank system 320, the card issuer
systern 38, data storage device(s) 32, or otherwise, and can be accessed without any external

requests. The merchant and customer data can be stored or accessible at different systems.
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For example, the merchant data may be stored at the acquiring bank system, and the customer

information may be stored at the card issuer system.

[00424] In some examples, the merchant data can include the loyalty package/group of
features/data, or individual features/data to which the merchant subscribes. In some examples,
the merchant data can include a donation rate (percentage of total transaction or flat fee per

transaction) to which the merchant has agreed.

[00425] The customer data can include, for example, a profile grouping to which the
customer belongs. In some examples, the customer and/or merchant data can include
information regarding whether the transaction was triggered by a reward/incentive/discount in
the loyalty program. In some examples rewards/incentives/discounts may cause additional
charitable donations to be made (e.g. merchant doubles charity donations for purchases over
$100).

[00426] Transaction processing system 350 may be configured to pay donation amounts
to donees upon processing each transaction. Alternatively, transaction processing system 350
may be configured to aggregate charitable donations over pre-defined time periods and to pay
the aggregated amounts to donees at the end of those time periods (e.g., at the end of each

month).

[00427] Upon accessing the merchant and/or customer data, one or more processors in
the transaction processing system 350 can, at 430, be configured to determine loyalty program
interchange fee(s) for the transaction based on the merchant and/or customer data. This loyalty
program interchange fee may be in addition or otherwise combined with any other interchange
fees associated with the transaction. The determination of the loyalty interchange fee may occur

after or concurrently with the clearing and verification of the transaction.

[00428] The loyalty program interchange fee(s) can be flat fees, tiered fees (e.g. different
flat fees for different transaction ranges) or percentages of the transaction (e.g. basis points)
deducted from the funds that would otherwise be transferred to the merchant's account as part
of the clearing of the transaction. For example, a merchant who has signed up for tier 2 of the
loyalty program may have an interchange fee of X basis points, and an additional Y basis points
if the transaction involved a customer who falls within a profile grouping to which the merchant

subscribes. Z basis points may be additionally deducted for an agreed charitable donation.
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[00429] The determination of the interchange fee for loyalty program tier or individual
feature/data access can involve matching the program tier or feature/data access with an

associated interchange fee.

[00430] The determination of the interchange fee for customer groupings can include
determining whether the merchant subscribes (i.e. can generate rewards targeting, or can
access analytics pertaining) to a particular customer profile grouping, and then a determination

of whether the customer account in associated with a customer falling within that grouping.

[00431] The determination of the interchange fee for customer donations can include a
base donation rate or flat fee associated with the merchant.

[00432] In some examples, the determination of the various loyalty interchange fees may
be cumulative. In some examples, the loyalty interchange fees may be increased when the
transaction is matched to an offered reward/offer/discount/etc. provided to the customer by the
merchant via the loyalty program. In one example, the interchange fee may be doubled or
increased by N basis points when the transaction is matched to an offered reward. In another
example, a matched reward may be for a double donation which would double the portion of the

loyalty interchange fee associated with a charitable donation.

[00433] In some examples, the determination of an interchange fee and/or an addition to
the interchange fee may be based on whether the type of the matched
reward/offer/discount/etc. matches a grouping or persona of the customer. For example, a
redeemed offer for additional prize entries may trigger an additional interchange fee if the
redeeming customer is associated with a “Gamer” grouping. In another example, a redeemed
discount offer may trigger an additional interchange fee if the redeeming customer is associated

with a “Discounter” grouping.

[00434] In some examples, the determination of an interchange fee and/or addition to the
interchange fee may be based on a determined connection between the merchant and the
customer. For example, if the system determines, based on a persona or profile, that a
customer is known to shop at a particular merchant due to the merchant’s participation in
donating to the community, the transaction between the merchant and the “Giver” customer may
trigger an additional interchange fee. In some examples, this determination can be based on the
customer’s technical grouping (e.g. Giver) and/or the number of purchases at the merchant. In
some examples, this determination can additionally or alternatively be based on an detected
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increase in the customer's transactions at the merchant with a donation-based offers are
available. In some examples, this determination can additionally or alternatively be based on a
number of purchases at the merchant relative to other merchants in the same area and/or

merchant category code.

[00435] In some examples, determination of an interchange fee and/or addition to the
interchange fee may be based on a whether the loyalty system is configured to provide data
indicating a donation amount triggered by the transaction, or a reward/points awarded or
redeemed on account of the transaction to be sent along with or in addition to a transaction
response message. In some examples, the loyalty transaction data can be received by a device
in the transaction processing system and incorporated into a message back to the
merchant/customer device. In some examples, the loyalty transaction data can be sent directly

from the loyalty system to the merchant/customer device.

[00436] At 440, one or more processors at the transaction processing system 350 can be
configured to generate signals for accruing the loyalty interchange fee. In some examples, this
can include deducting a portion of all of the loyalty interchange fee from the balance of funds to
be accrued to the merchant’s account.Any of these aspects of method 400 may be applied

similarly and where appropriate to a transaction utilizing a token or other process.

[00437] At 410, processor(s) at the transaction processing system 330, 350 or loyalty
system 26 may be configured to receive or access transaction data associated with a
transaction initiated at a transaction initiation device 310 which may be a merchant or customer
device. In some examples, the transaction data can include a token associated with a PAN used

in the transaction.

[00438] In some examples, processor(s) at the transaction processing system 330, 350
or loyalty system 26 can, at 420, be configured to derive or access merchant data and/or
customer data from the transaction data. For example, once a received token has been
matched to a customer PAN, account and/or profile, the issuer system and/or loyalty system
may use the PAN and the transaction data to determine interchange fee(s) for the transaction.

[00439] In another example, the token may be registered with the loyalty system which
may provide information for associating the transaction with a customer profile and/or for

determining interchange fee(s) for the transaction.
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[00440] In another example, the BIN number of the token may be used as information for

determining interchange fee(s) for the transaction.

[00441] In another example, the loyalty system or other system in the transaction
processing system may use a portion of a PAN received from a token transaction process to
associate the transaction with a customer profile and/or to determine interchange fee(s) for the

transaction.

[00442] At 430, any of the aforementioned token process data and/or derived information

can be used to determine interchange fee(s) for the transaction.

[00443] Merchant system 40 is operable to display various interfaces to interact with

loyalty system 26.

[00444] FIG. 7 shows an example screen of a merchant dashboard 200. The merchant
dashboard 200 displays various reports in a tile configuration to give the merchant a snapshot of
various features and functionalities. Dashboard 200 and other interfaces described herein may
be presented as one or more web pages. As such loyalty system 26 may include a conventional
HTTP server application (e.g., Apache HTTP Server, nginx, Microsoft IIS, or the like) adapting
loyal system 26 to present dashboard 200 and other interfaces to users operating web-enabled

computing devices.

[00445] The AT A GLANCE panel (1) offers a graphical bar-chart providing a comparison
of published and redeemed rewards (which may be referred to as incentives). Alongside the
graph are the numerical values associated with each item. Clicking anywhere in the tile displays

a detailed summary of the rewards, or an incentive list.

[00446] The DURATION DROP DOWN control (2) provides the merchant with options for
adjusting the time period during which the displayed information pertains. For example, the time
period may be “last 30 days”. When the merchant selects an option, the page updates to reflect
that time period. If a merchant has only been on the program for 2 days their default will be “last
7 days”, until the loyalty system 26 has more data available.

[00447] The REVENUE & GIVING panel (3) offers 4 dynamic data fields, for the selected
time-period. These include: Reward Revenue; Average per Transaction amount; Program
Revenue shows total transactions (including reward related transactions); and Sent to Charity.
As will be explained herein with reference to FIG. 5, loyalty system 26 may provide additional
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functionality relating to charities and donations. For example, an incentive may provide that a
merchant may make a donation to a charity for each transaction during a particular time period.
This may incent customers to transact with the merchant for that time period if they are
interested in supporting a particular charity. The charity may be in the same geographic area as
the merchant and customer which may increase community support. A summary of the total
amount provided to a charity for the time period may be shown as part of dashboard 200.

[004438] There are trending indicators that indicate how this data is currently performing in
relation to the previously selected time period, i.e. last 30 days in this wireframe. For example,
an up arrow indicates the current figures are higher than previous corresponding time-period

and a down arrow indicates the current figures are lower than previous corresponding time-

period.

[00449] Clicking anywhere in the tile may trigger the display of a Trends Performance
page.

[00450] The FEEDBACK panel (4) offers aggregated feedback corresponding to

feedback from customers, i.e. Loved it, Liked it, Disliked it, and Hated it. Clicking anywhere in

the tile may trigger the display of a Merchant Reviews List page.

[00451] The ALERTS panel (5) offers the most recent alerts. An alert may be associated
with a trigger defining a business rule or threshold. An alert engine may mine and process the
system data to determine whether a trigger is met and generates the associated alert. The
triggers may relate to trends. The business rules and thresholds for alert triggers may be default
values or may be user configurable. Accordingly, the ALERTS panel (5) may display triggered
alerts. Alerts provide a notification to a user of system (e.g. a merchant) regarding data
analytics, observed trends, events, and so on. The alert notification may include one or more
suggested objectives for an incentive, one or more suggested incentives, trends, and other

information regarding customers and transactions.

[00452] For example, trend alerts may be generated to identify time ranges or days of the
week when the merchant is historically not busy (e.g. by analyzing data for the merchant or data
averages from other similar businesses and merchants). The alert may include suggested
incentives targeting the time ranges or days of the week when the merchant is historically not

busy.
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[00453] Alerts may be generated to notify the merchant of an occurrence of an event,
such as negative feedback received via reviews, social media platforms, and so on. An alert for

negative feedback or other event may or may not include a reward suggestion.

[00454] Trend alerts may be generated to notify the merchant of a customer who has
achieved a high spending threshold. The high spending threshold may relate to a single visit or
may aggregate spending from multiple visits for a predefined or infinite period of time. An alert

for negative feedback may or may not include a reward suggestion.

[00455] Trend alerts may be generated to notify the merchant of a customer who has
achieved a high number of visits threshold. The high number of visits threshold may be

compared to an aggregated number of visits over a predefined or infinite period of time.

[00456] Trend alerts may also be generated to notify the merchant of a particular
customer who has not visited the merchant’s store within a pre-defined time period, signaling
that the merchant may be at risk of losing that customer. Recommendation engine 60 may
automatically recommend an incentive to that merchant targeting the customer designed to

prevent the loss of that customer.

[00457] Trend alerts may also be generated to notify the merchant of special occasions
for a particular customer (e.g., a birthday). Recommendation engine 60 may automatically
recommend an incentive to that merchant targeting the customer designed to acknowledge the

special occasion (e.g., an incentive for a high-end restaurant).

[00458] In some example embodiments, trend alerts and/or incentives may be generated
based on data aggregated for a particular customer profile category (persona).

[00459] In some example embodiments, trend alerts and/or incentives may be generated

and provided to merchants classified into a particular merchant profile category.

[00460] In some example embodiments, data for generating trend alerts and/or incentives
can be continually monitored so as to encompass new transaction data and/or feedback as it is
received in real time or otherwise, and to potentially generate a new trend alert and/or incentive

as soon as new transaction data and/or feedback data is received.

[00461] In some examples, data for generating trend alerts and/or incentives can be
continually monitored as time passes to provide timely time-based alerts and/or incentives. This
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continual monitoring can include continually updating trends and statistics based on defined
time periods such as 30-day trends, seasonal trends, weekly trends, hourly trends, day of the
week trends, time of day trends, etc. In some examples, continual time monitoring can generate
an alert when a particular customer or group of customers has not made a transaction in the last

X days.

[00462] Similar to the criteria received for incentive generation illustrated in Fig. 55, in
some embodiments, criteria for generating trend alerts may be received via a user interface or
otherwise to define one or more triggers. Other triggers may be predefined by the system and

may be enabled or disabled by an administrator.

[00463] These are non-limiting examples and other alerts may be triggered and
generated by system.

[00464] The panel may only display a few alerts of all available alerts. For example, 3/10
is an indicator of the number of alerts shown in the tile vs. total alerts. Clicking one of the alerts
displays may trigger the display of an alert page. Clicking the title bar may trigger the display of

a Manage Alert List. If no Alerts are available, a "no alerts" message displays in the tile.

[00465] The TOP PERFORMING REWARDS panel (6) is a mini list-control module of the
Manage Rewards page. The list shows the top 5 most redeemed rewards in the selected
timeframe (in this image: 30 days). This enables the merchant to view successful rewards (e.g.
incentives). The successful rewards may be used by loyalty system 26 to recommend rewards
and incentives to tailor and customize a loyalty program for the merchant. Clicking one of the
rewards may trigger the display of a corresponding Reward Details page. Clicking the Top
Performing Rewards title bar displays Rewards List page, for example. If no Active Rewards are

available, a button to 'create a reward’ displays.

[00466] The CUSTOMERS panel (7) provides a pie-chart view of new vs returning
customers. There are three numerical values represented here: new, returning, and fotal
number of customers. There is a trending indicator next to total customers that describes if there
has been an increase or decrease in customers during the selected time period. Clicking

anywhere in the tile may trigger the display of a Trends Demographics page.

[00467] The LOCATION DROP DOWN: item (8) at the top, in this example, gives a

default selection of All Locations. Selecting a particular location displays reviews for that
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location only. A merchant may have stores in multiple locations. When the merchant has only
one location, the location drop-down may not be shown. The Location selection persists on the
Dashboard 200, even if another Location is selected on a different page (i.e. Trends

Performance) Locations may be sorted by the street address.

[00468] Accordingly, the dashboard 200 provides a summary report of data collected and
managed by loyalty system 26. The merchant reporting tool 66 may be used to provide data to
loyalty system 26 and received data from loyalty system 26. The dashboard 200 enables a
merchant to easily and effectively review aspects and results of one or more loyalty programs.
This a non-limiting example and other configurations and controls may be provided by

dashboard 200. A merchant may tailor and customize dashboard.

[00469] FIG. 8 illustrates an example interface for creating incentives for one or more
loyalty programs. An incentive may be referred to herein as a reward or a benefit. The example
interface provides four example types of incentives that may be created: (a) Alerts (e.g.
recommended incentives based on data analysis, trends based on thresholds, trends based on
events), (b) Custom; (c) Event-Driven, and (d) Create From Sample. The example interface
asks the user the question "What Type of Reward Would You Like to Create?"

[00470] Selecting "CUSTOM" displays an objectives screen for selecting an objective for

the custom incentive.

[00471] FIG. 9 illustrates an example interface for choosing an objective for the custom
incentive. The example interface provides three sample button items to select from to Choose
an Objective for the Reward (e.g. Incentive):

ltem (1) Increase Spending Button.
Item (2) Bring in New Customers Button.
ftem (3) Start from Scratch Button (e.g. a custom objective can be entered).

[00472] For the custom objective a user may start creating a reward without any pre-
selected fields.

[00473] FIGS. 10A and 10B illustrate an example interface for targeting customers with

the incentive. The interface displays a demographics screen to enable the user to target
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particular customers with their incentive. The demographics include particular attributes about

customers.

[00474] For example, the Demographics screen allows Merchants to target a reward to a
specific group of cardholders, members, or customers. The population defined at this screen

determines which Members are eligible to receive the reward in this example.

[00475] The interface enables to merchant user to filter the population based on selected
customer attributes. Filters are displayed and hidden depending on the chosen objective. In

some examples, only relevant filters are displayed. The visual displays the default filter order.

[00476] ftem 1 illustrates a graph and descriptive text guide to assist the user in
understanding what customer segment they should target. This is based on the objective
chosen for the incentive. The graph may be a data visualization that displays the recommended
target segment. In some examples, creating an objective from scratch may not have a graph
and descriptive text. The example graph may illustrate the average monthly spending for
customers, such as less than $10, between $10-$50, between $50-$100, and over $100. This
may enable a merchant user to tailor the award based on the average spending of customers.
For example, the merchant may want to target customers that spend between $50-$100
monthly with an incentive. Average monthly spending is an example customer or cardholder
attribute.

[00477] ltem 2 enables selection of a Customer Type filter to allow merchants to define/
limit the general group of customers that will receive a specific incentive. Existing customers are
Members that have previously purchased from the Merchant. Potential customers are Members
that have never purchased from the Merchant but are in the Merchant's region(s). Customer

type is another example customer or cardholder attribute.

[00478] Item 3 enables selection of a Gender filter to allow merchants to limit the reward
recipients to the chosen gender(s). Gender is a further example customer or cardholder
attribute.

[00479] Iltem 4 enables selection of a Age filter to allow merchants to limit the reward
recipients to the chosen age groups. A business rule may implement the filtering mechanism.

Age is an example customer or cardholder attribute.
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[00480] Item 5 enables selection of a distance from store filter to allow merchants to limit
reward recipients by the distance of their home address from a store location. The maximum
distance from a location may be the region (State) it is located in. Distance from store is an

example customer or cardholder attribute.

[00481] item 6 enables selection of a Customer Experience Feedback Filter to allow
merchants to limit reward recipients by how they rated their experience for a location or muitiple
locations. "No Feedback" indicates customers who have not left any feedback for that business.
This may only be displayed if "Existing" customer type is selected and "Potential" is unselected,
as potential customers may not have provided any feedback. Customer Feedback is an

example customer or cardholder attribute.

[00482] Item 7 enables selection of an Average Monthly Spending filter to allow
merchants to limit the reward recipients by their monthly average amount spent at the Merchant.
This may only be displayed if "Existing" customer type is selected and "Potential" is unselected.

Average Monthly Spending is an example customer or cardholder attribute.

[00483] Item 8 enables selection of a Customer visits filter to allow merchants to limit
reward recipients by their number of visits. This allows targeting of customers based on how
many times they have visited a business. This may only be displayed if "Existing” customer type
is selected and "Potential” is unselected. Customer visits is an example customer or cardholder

attribute.

[00484] item 9 enables selection of a Total spent filter to allow merchants to limit reward
recipients by the total amount they have spent at one or more location. This allows the targeting
of customers who have spent over a certain threshold amount. This may only be displayed if
"Existing" customer type is selected and "Potential” is unselected. Total spent is an example
customer or cardholder attribute.

[00485] Item 10 enables selection of a Total Visits filter to allow merchants to limit reward
recipients by the total number of visits to one or more locations. This allows the targeting of
customers who have visited over a certain threshold amount. This may only be displayed if
"Existing" customer type is selected and "Potential" is unselected. Total visits is an example

customer or cardholder attribute.
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[00486] Item 11 (FIG. 10A) is a Demographic Summary Pane to provide a summary view
of demographics (e.g. attributes) of the targeted customers for the reward. This displays a
summary for all filters that have selected values. If all values for a filter are selected "All" filters

are displayed, otherwise the selected values may be displayed in a comma-separated list.

[00487] The customer count at the bottom of the pane is dynamic and updates in real-
time in response to selections. As the user selects different values the count changes to expose
how many Members would receive the reward. This would involve the loyalty system 26 being
operable to rapidly calculate the recipients, taking into account system filters and Member
preferences/attributes. This functionality may be conditional on the Merchant categories and

sub-categories being able to match the Member preferred store categories.

[00488] Business rules may govern the display of the summary pane. For example, if the
summary pane fits on the screen, it may lock at the top when a user starts scrolling down so it
has 10 px spacing between its top edge and the top of the screen. When a user scrolls all the
way to the top, it relaxes so it does not cover the navigation. If the summary pane does not fit on
the screen, it may lock to the bottom of the screen when a user starts scrolling so that there is
10 px spacing between the buttons below the pane and the bottom of the screen. It should

never overlap the footer either.

[00489] FIG. 52 illustrates further examples of demographics summary panes providing a
summary view of demographics (e.g. attributes) of the targeted customers for a reward. FIG. 52
further illustrates a settings summary pane providing a summary view of settings for a reward.
The settings shown are based on selections by the user or automatic configurations and

recommendations by the loyalty system 26.

[00490] FIG. 11A illustrates an interface screen for a custom incentive with the object to
increase spending. This is a variation of the Demographics screen in the case where “Increase
Spend” was selected on the “Create Custom Rewards Menu” screen. Three items may be show

on this screen as an illustrative example.

[00491] Item 1 illustrates a graph of average customer spending. This graph displays the
average monthly spending of all customers. The customer population that spends less than the

average monthly of $50 spending is highlighted.
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[00492] ftem 2 illustrates Descriptive text. This text explains the graph and gives
recommendations on types of members to target. For example, the objective of this incentive
may be to increase sales by offering rewards to the segment whose average is less than the
others. The incentive may target customers who spend less than a $50 average to get them to

increase their spending.

[00493] Item 3 illustrates additional Filters (e.g. gender, age, distance from store). These

are the filters that are displayed for the Increase Spending objective.

[00494] The Average Monthly Spending filter is expanded by default, with the two lowest
spending values checked as this example targets customers who spend less than a $50
average to get them to increase their spending. The Gender, Age, and Distance filters are

collapsed by default, with all values selected, for this example.

[00495] FIG. 11B illustrates an interface screen for a custom incentive with the object to
bring in new customers to one or more locations. This is a variation of the Demographics screen
in the case where "Bring In New Customers" was selected on the “Create Custom Rewards

Menu” screen.

[00496] ltem 1 illustrates a Graph of customers by their age and gender. This graph
displays the breakdown of the Merchant's customers by age groups and gender. The graph
illustrates the number of each customer by age group and gender.

[00497] ltem 2 illustrates Descriptive text. This text explains the graph and gives
recommendations on types of members {o target. For example, the objective of this incentive
may be to target customer groups who are not shopping at one or more locations.

[00498] ltem 3 illustrates additional Filters (e.g. gender, age, distance from store). These
are the filters that are displayed for the Attract New Customers objective. The Gender filter is
expanded by default with the gender with fewer members pre-selected by the loyalty system 26.
The Age filter is expanded by default with the age values pre-selected by the loyalty system 26.
The Customer Type and Distance filters are collapsed by default. Customer Type has all values
selected and Distance has all values selected except for 20+ (the state wide value) for this

example.
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[00499] Example Filters include:
. Customer Type: values: Current, Potential
) Gender: values: Men, Women

Age: values: <18, 18-30, 31-45, 46-65, >65
. Area: values: entry fields for zip codes

. Customer Spending (Previous 2 Months): values: <$10, $10-$50, $51-$100,

>$100
. Customer Visits (Previous 2 Months): values: <1, 1-4, 5-10, >10
J Feedback: values: Love, Like, So-so, Dislike
[00500] The filters may also be referred to as attributes herein.
[00501] FIG. 12 illustrates an interface screen for customizing an incentive.
[00502] Item 1 illustrates the type of reward that is being created. In this example the

reward is an event driven reward.

[00503] item 2 illustrates the Reward ID. The reward ID may be pre-populated by the
loyalty system 26 and is the same as the barcode number for the incentive to create a linking
between them. The reward ID may not be edited. The prefix may be optional and the Merchant

may add an alphanumeric prefix to the reward ID.
[00504] ltem 3 illustrates the Reward title which is a short description of the reward.

[00505] ltem 4 illustrates the Terms & Conditions (fine print) for the incentive. The field
may default to the previously used Terms & Conditions. There may be a character limit, such as
500 items.

[00506] ltem 5 illustrates a Donation option. The donation allows the merchant to enter a
donation rate for the reward. This donation may be provided to a charity (as described in
relation to FIG. 5). In this example 18% of the incentive value or transaction total may be

donated to charity.
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[00507] Item 6 illustrates Icons for the incentive. A user can select from a series of stock
icons. The first one may be selected by default. Selection will cause a highlight to appear

around the icon.

[00508] Item 7 illustrates a Photo for the incentive. A user can select from a number of
recently used images or upload a new image. If recently used images exist, the first one may be
selected by default.

[00509] Item 8 displays the addresses for all store locations. The Merchant can select

one or multiple locations. The first location may be selected by default.

[00510] ltem 9 illustrates the Schedule section which may allow the Merchant to set the
Start/Publish date and the period a reward is valid for. A single reward may be selected by
default. The incentive may also be a repeating reward. There may be an active date for the

reward and an active period.

[00511] Item 10 illustrates the Limit which may set the total amount of people that can
redeem a reward. This may add an additional text in the description and fine text that indicates

that the number of redemptions is limited. Note: Limit may be a synonym for “Throttle.”

[00512] Item 11 illustrates the Demographics Pane. The default state may be collapsed,

and this may be expanded by selecting the expansion indicator.

[00513] ltem 12 illustrates the Summary module which may be a floating element that
may be always visible when users scroll up/down, and shows how the reward is being built. As
the user enters information into the fields in the body of the page, that information may be
propagated into the reward summary.

[00514] The summary pane may scroll vertically with the screen making it always
visible/available. The functionality is nuanced to change alignment with the top or bottom of the

window if the window is smaller than the summary vertical size.
[00515] Item 13 illustrates the “Previous” button to display the previous screen.

[00516] Item 14 illustrates the Save Draft button. When a Merchant selects “Save Draft”,

the state of the reward is changed to draft and the selections are saved.
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[00517] Item 15 illustrates the “Next Step” button to display to the Preview Screen for the
incentive.

[00518] There may be a Description field which provides a detailed description of the
reward.

[00519] FIG. 13A illustrates an interface screen for customizing a reward schedule where

the reward is a single reward. The example interface illustrates five example configurations.

[00520] Item 1.1 provides a Reward type. The default value in this example is Single (e.g.
available for a single time). Any changes may be retained for the duration that the screen is
displayed. Switching between Single and Repeating rewards displays the previously chosen

values for each type.

[00521] Item 1.2 provides an Active Date. The default value may be the current date. This
sets the date that the reward will become active. Both single and repeating rewards types start
at this date.

[00522] ltem 1.3 provides a Schedule Description, which may be a dynamic text string
that displays the date and time the single reward will expire.

[00523] Item 1.4 provides an Active Time. The default value may be the beginning of the
current hour. This works in conjunction with the Active Date to set the date and time that the
reward will be published to customers and becomes active. The time drop down gives times in 1
hour increments e.g. 1:00 am, 2:00 am ... 11:00 pm, 12:00 pm. All dates and times may be

based on the merchant's time zone.

[00524] Item 1.5 provides an Active period. The default value for single and repeating
rewards may be one week. This may be the amount of time (e.g. period of time) the reward is
active. The text entry box will only allow entry of integers greater than 0. The values in the

dropdown are: Day(s) and Week(s).

[00525] FIG. 13B illustrates an interface screen for customizing a reward schedule where
the reward is a repeating reward (e.g. may be available multiple times). The example interface

illustrates five example configurations.
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[00526] The repeating of an reward allows the Merchant to automatically set a reward to
re-publish on a regular basis. Repeating creates a new reward that is almost identical to the
original, the only difference would be the publish and expiration date. The first reward becomes
active on the start date and all subsequent rewards occur after the first reward has expired.

Repeating rewards may not overlap.

[00527] Item 2 provides an Active Date. For repeating rewards the Final Activation date

may be highlighted in the date picker for the Active Date.

[00528] Item 2.1 sets a repeating occurrence schedule. The default value may be "Every
week" when Repeating reward is selected. This determines how often a reward will repeat. This
value is always greater than the Active Period value. Options that are less than the Active

Period may be disabled.

[00529] If the Merchant changes the Active Period value, the repeating occurrence
schedule value may be re-set to an option that is equal to or greater than the Active Period
value. Options include Every week; Every 2 weeks; Every Month; Every 3 months; Every 6

months.

[00530] ltem 2.2 provides a Weekly Repeats Text. This value automatically updates to
match the day of the week that the merchant selects as their Active Date.

[00531] For example, if 04/06/2012 is a Friday "Every 2 weeks [selected] 'on Friday™.
This is calculated as <same day of the week at the selected Active Date>. When the merchant
switches the 'Active date' to the 7th, the text changes to ' on Saturday’.

[00532] Item 2.3 provides a Final Activation Date. Default value may be 6 months from
the current date. This sets the last day that the reward can be repeated. This does not include
the Active period. For example, a reward could repeat on the Final Activation Date and would
still be active for the duration of the Active period. The Final Activation Date may not be set to
precede the Active Date. The Active Date may be highlighted in the Date picker for the Final

Activation Date.

[00533] item 2.4 provides a Schedule Description, which may be a dynamic text string
that displays repeating occurrence schedules and the count of rewards that will become active
between the Active Date and the Final Activation Date.
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[00534] FIG. 14 displays an interface screen for a preview of the custom incentive.

[00535] The Review and Publish screen allows Merchants to preview the reward, and

publish the reward to customers.

[00536] Item 1 provides a reward preview button where selection changes the type of
preview that is displayed in the preview area. This example shows a mobile version and a full

screen version.

[00537] Item 2 provides a Reward Preview illustration to preview how the reward will look

when published.

[00538] ltem 3 provides a Edit button which triggers the display of the Customize screen
with the data pre-populated. The Publish button displays the Confirm screen to confirm
publication.

[00539] FIG. 15 displays an interface screen for a preview of the custom incentive in a

mobile format.

[00540] FIG. 16 displays an interface screen for a confirmation screen of the custom
incentive. This screen may display once the reward has been created and reading for

publication.

[00541] ltem 1 provides a Selecting View Reward button which triggers display of the
Manage Rewards screen (e.g. reward details screen for the reward).

[00542] Iltem 2 provides a Go to Dashboard button to trigger the display the Dashboard
200 screen.
[00543] FIG. 17 displays an interface screen for creating an event driven incentive (as

referred to in FIG. 6).

[005644] The event driven incentive may be tailored to recommend objectives by loyalty
system 26 based on events. The example objectives shown are (a) address negative feedback,

(b) reward spending, and {(c) reward frequent visits.

[00545] FIG. 18 displays an interface screen for creating an event driven incentive with
the objective of addressing negative feedback.
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[00546] Iltem 1 provides a graph of customer reviews. This graph displays customer
responses to the customer experience survey question. It displays the totals for each response.

Disliked and Hated responses are highlighted for this example.

[00547] Item 2 provides descriptive text. This text explains the graph and gives

recommendations on types of members to target.

[005648] Item 3 provides a feedback filter. This allows the choice of targeting Members

who chose Disliked or Hated for the customer experience survey question.

[00549] FIG. 19 displays an interface screen for creating an event driven incentive with

the objective of rewarding spending.

[00550] Item 1 provides a graph of customer spending. This graph displays the total
cumulative spending of all customers. The highest spending customer group is highlighted.

[00551] ltem 2 provides descriptive text. This text explains the graph and gives
recommendations on types of members to target.

[00552] item 3 provides a Total spent filter. This allows the targeting of customers who

have spent over a certain threshold amount.

[00553] FIG. 20 displays an interface screen for creating an event driven incentive with

the objective of rewarding frequent visits.

[00554] Item 1 provides a graph of customers visits. This graph displays the breakdown
of customers by their total number of transactions (cumulative). The high frequency buckets are
highlighted in this example.

[00555] ltem 2 provides descriptive text. This text explains the graph and gives

recommendations on types of members to target.

[00556] Iltem 3 provides a Total Visits filter. This allows the targeting of customers who
have visited over a certain threshold amount.

[00557] There may be a Customize screen for automatic or event-driven rewards which

may be similar to the Customize screen for “Custom” rewards (described herein).
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[00558] The Preview screen for automatic rewards may be the same or similar to the

Preview screen for “Custom” rewards (described herein).

[00559] The Confirmation screen for automatic rewards may be the same or similar to the
Customize screen for “Custom” rewards (above).

[00560] FIG. 21 displays an interface screen for creating an incentive from a sample.

[00561] A menu of option buttons may be displayed. Selecting one of the buttons on this
page will take the user to the “Custom Reward — Demographics Screen” (described herein). On
the “Customize Screen”, the title and description fields will be pre-filled with the text based on

the sample.
[00562] Item 1 provides the Page Title.
[00563] Item 2 provides a sample reward with a Reward Title (e.g. 10% off [product]) and

a Reward Description (e.g. Receive 10% off this product with this reward).

[00564] Item 3 provides another sample reward with a Reward Title (e.g. Happy Hour)
and a Reward Description (e.g. Come in between [time] and [time] for 10% off of purchase).

[00565] Item 4 provides a further sample reward with a Reward Title (e.g. Buy One, Get
One Free) and a Reward Description (e.g. Buy one product and receive an additional product of

equal or lesser value, free of charge).

[00566] ltem 5 provides another sample reward with a Reward Title (e.g. 10% off
Purchaser) and a Reward Description (e.g. Receive 10% off your total in-store purchase on all
items).

[00567] Item 6 provides a further sample reward with a Reward Title (e.g. Charity Happy

Hour) and a Reward Description (e.g. Come in between [time] and [time] and we will donate 5%
of purchase total to [charity]).
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[00568] Once an incentive has been created, a new data record reflective of the incentive
is generated and added to database 32. Table |l below provides a summary of an example data

format for storing incentives.

Table Ill: Example Incentive Data Format

Data Field Contents

IncentivelD Identifier unique to the incentive

IncentiveDetails Reward title, description, and
associated icons and photo

RewardPercentage Percentage of the transaction value
to be provided as a reward (or
donation)

RewardLimit Upper limit of any reward
(donation) to be given for the
transaction

IncentiveSchedule The active time period and any
recurrence period

Status Active, inactive, expired

IncentiveCriteria Criteria selected by the user for

triggering the incentive (e.g.,
customer demaographic)

CardholderContent Number of cardholders that are
eligible for the incentive

[00569] As noted, the incentive criteria (IncentiveCriteria data field in Table i) may be
defined as a SQL query or business rule, and stored in such form. The SQL query or business
rule may be automatically generated by loyalty system 26 with parameters of reflecting the
incentive criteria selected by the user.

[00570] FIG. 22A displays an interface screen with example trend alerts. The interface
may enable a merchant to view and manage alerts. Alerts provide a notification to a user of the
loyalty system 26 (e.g. a merchant) regarding data analytics. The alert notification may include
one or more suggested objectives for an incentive, one or more suggested incentives, trends,
and other information regarding customers and transactions.

[00571] For example, the suggested objectives may be to attract a new group of

customers (e.g. targeted demographic, gap in demographic of existing customers), bring in
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more customer during off peak or slow periods, increase the frequency of visits or spending
from existing customers, and so on. Each alert may be associated with a date and status (new,

past).

[00572] For the objective to bring in more customer during off peak or slow periods an
trend alert may be generated to identify time ranges or days of the week when the merchant is
historically not busy (e.g. by analyzing data for the merchant or data averages from other similar
businesses and merchants). The alert may include suggested incentives targeting the time

ranges or days of the week when the merchant is historically not busy.

[00573] Another objective may be to respond or be notified of particular events. Trend
alerts may be generated to notify the merchant of negative feedback received via reviews,
social media platforms, and so on. An alert for negative feedback may or may not include a

reward suggestion.

[00574] For the objective to increase or reward spending from existing customers, trend
alerts may be generated to notify the merchant of a customer who has achieved a high
spending threshold, or is below a low spending threshold. The high or low spending threshold
may relate to a single visit or may aggregate spending from multiple visits for a predefined or
infinite period of time. An alert for high or low spending threshold may or may not include a

reward suggestion.

[00575] For the objective to increase the frequency of visits from existing customers,
trend alerts may be generated to notify the merchant of a customer who has achieved a high
number of visits threshold. The high number of visits threshold may be compared to an

aggregated number of visits over a predefined or infinite period of time.

[00576] The Manage Alerts interface screen allows the merchant to see a listing of all
alerts. The default sort is by date, with the newest alerts at the top of the list. This may be user
configurable. Dismissed alerts are displayed below alerts that have not been dismissed, for

example.

[00577] A Filter Section (1) may allow merchants to select a set of Alerts within a
category. That is, each alert may be associated with a different category. If the Merchant has no

alerts within a category, that category is not displayed.
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[00578] Status filter may filter alerts based on the associated status. Clicking one of the
status filters may display only the alerts with that Status. The default Status is "All". This may be

user configurable.

[00579] Alert Type filter may filter alerts based on alert type. Clicking one of the alert type
options displays only that type of alert. The default option is "All". This may be user
configurable. If the Merchant has no alerts of a certain type, that option is not displayed.

[00580] Headers (2) (e.g. date, title, status) may allow for sorting by their respective field.
Clicking on the header sorts ascending on first selection. Selecting a second time sorts in
descending order.

[00581] Alerts (3) may be associated with a date, title, and status. Clicking anywhere on
an Alert may trigger the display of the Alert Details.

[00582] Alerts may be associated with a status. The status may be New by default. Alerts
that have been viewed, dismissed or have been used to create a reward or incentive have a

status of Past.

[00583] An alert may provide a notification of an event or data analytics trend that may or
may not be used to generate an incentive. An alert may or may not include a recommended

incentive.

[00584] A merchant may want to view a list of current and past alerts. A merchant may
want to be able to sort the list of alerts that they have received by new or all, or other parameter
or attribute. A merchant may want to be able to dismiss an alert that they do not want to take
action on. A merchant may want to view the details of past or current alerts.
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[00585] Once an alert has been created, a new data record reflective of the alert is
generated and added to database 32. Table IV below provides a summary of an example data
format for storing alert.

Table lll: Example Alert Data Format

Data Field Contents

AlertiD Identifier unique to the alert

IncentiveDetails Alert title, description, and
associated icons and photo

Status Active, inactive, expired

AlertCriteria Criteria selected by the user for
triggering the alert

IncentivelD Identifier of any incentive(s) to be
suggested with the alert

[00586] As noted, the alert criteria (AlertCriteria data field in Table V) may be defined as

a SQL query or business rule, and stored in such form. The SQL query or business rule may be
automatically generated by loyalty system 26 with parameters of reflecting the alert criteria
selected by the user.

[00587] FIG. 22B displays an interface screen for a First Time Merchant Message, which
mat display for the new Merchant that has never had an alert.

[00588] FIG. 23A displays an interface screen with an example trend alert, which may
include recommendations for incentives. The example trend alert may relate to the objective of
bringing in or targeting a group of customer by e.g. demographic data analysis. This illustrative

and non-limiting example targets women under age 18 and men between age 30 and 44.

[00589] Loyalty system 26 may include a recommendation engine 60 to recommend
incentives targeting customers having particular attributes. This example provides an indication
to merchants of gap in their customer demographics to recommend incentives to fill those gaps.
Recommendations may be referred to herein as alerts. A type of alert may be a suggestion or
recommendation for an incentive, for example. The suggestion may be based on data analytics

based on rules configuring thresholds or triggers.
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[00590] item 1 provides Alert Pagination. This displays the index of the current

recommendation and the total number of recommendation.

[00591] Item 2 provides Alert Type. Displays the type of alert. Examples include a gap in

demographics, slow-time trend, reward repeats, etc.

[00592] Alert Triggers may define alert types and recommendations using business rules.
Examples may include increase your per-transaction average, bring in a new group of
customers. The Alert Trigger may be compared to data collected by the loyalty system 26 and
defined by a rule. If the data collected by the loyalty system 26 matches a rule then the

corresponding alert may be triggered and generated.

[00593] Item 3 provides an Alert description. The alert description may be generated by
loyalty system 26 based on a set number of type of alerts and associated description data. The
descriptions may be generic with tailoring from the loyalty system 26 e.g. customer counts, or

may be used defined.

[00594] ltem 4 provides an Alert visualization. This displays visualizations that are
appropriate to the type of reward. The graph is based on the Merchant’'s and/or Card Issuer
data to help clarify the type of alert/issue.

[00595] Iltem 5 provides a Create reward or incentive button. This button takes the user to
the appropriate demographics screen in the Create Custom Rewards. It pre-populates the
demographics and setting screens with options based on the recommendation for the incentive.
Loyalty system 26 may associate recommendations for incentives with alerts and objectives.
When an alert triggers then the associated incentive may be provided in the alert as a
recommendation. For example, the objective associated with a recommendation may be to
increase per-transaction spending average, bring in or target a new group of customers,

increase frequency of visits, and so on.

[00596] Creating a reward from an alert or viewing an alert may change the alert status to
Past. The recommendation may be provided in a notification message to prompt for the user’s

attention. Creating a reward or incentive may be response to an alert.

[00597] item 6 provides a Dismiss button. This may change the status of the Alert to
Past. The dismiss button displays the next alert in the loyalty system 26. If it is the last alert and

the dismiss button is clicked, the previous screen is displayed. Dismissed alerts may be tagged
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as past and sorted by date as with all other past alerts. On the alert detail page, a merchant
may dismiss the alert by e.g. clicking the dismiss button, which may change the status of the
alert from New to Past. Clicking the dismiss button may sort the alert by date with the other past
alerts. Clicking the dismiss button may change the visual appearance of the button to indicate

that the alert has been dismissed.
[00598] The interface provides a merchant with a view of a list of current and past alerts.

[00599] There are different actions the merchant can take that will update the status of an
alert from 'new’ to 'past.' For example, viewing an alert in the detailed page view may update the
status of an alert. As another example, pressing the 'dismiss' button may update the status of an
alert. ‘New’ and ‘past’ are examples only and other statuses may be ‘saved’, ‘flag’, and so on, so
merchants will be able to view alerts in detail while bookmarking them for later action.

[00600] Loyalty system 26 is operable to identify trends (also referred to as alerts) using
data analytic techniques and a rules engine defining rules for thresholds, events, and so on. An

example event for alert notification includes customer feedback.

[00601] An alert may also provide an automated suggested reward (event-driven
rewards). Merchants may receive notfifications about automated rewards that are sent out on
their behalf based on system events (for example, event-driven one such as system recognition
of a demographic gap) or a merchant-set schedule (for example, a repeated reward). The types
of events that merchants will be able to create automated rewards (via e.g. rules managed by
the rules engine) for include negative feedback related reward, frequent visits reward, spending
threshold reward, and so on.

[00602] The interface for alerts and rewards may provide a summary of the rewards sent
and redeemed. When rewards are sent out on behalf of a merchant notification may be added
to the interface as an alert, for example. The interface may show all rewards sent, with the most
recent one at the top, for example. Rewards that are automatically sent may be indicated with
an icon or other indicia to set them apart from other rewards.

[00603] A merchant may receive negative feedback and a reward may be automatically
sent to the provider of the feedback. There may be a verification mechanism to ensure that this
is not manipulated by a customer to receive additional rewards or incentives beased on false
feedback.
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[00604] A merchant may click on the icon related to the feedback reward alert to view the
details page and from there can create a Reward or Automated reward to respond. For
example, a merchant may set up automated reward for 'negative feedback' and when the
merchant receives a new instance of negative feedback a reward is sent out on the merchant’s
behalf. There may be a 'history’ section where the merchant sees when and why a reward was

sent on his behalf.

[00609] There may be various interfaces to collect and display the various types of
notifications or alerts, such as for each of the specific type of notification (e.g. automated
rewards alerts, feedback alerts, system-identified trends for, gaps in demographics trend alerts,
slow time trend alerts, and so on. Trends may be identified based on comparison data from the
merchant over time, and compared with merchants in their region, or historical data for the

same merchant, and so on.

[00606] There may be a dedicated interface for trends alerts observed by the loyalty
system 26 such as slow time and gap in demographics, negative feedback trends (e.g. x times
of negative feedback received within timeframe y, or in a more generic way such as 'Change in
review feedback rating'). Loyalty system 26 calculates gender related alert algorithms based on
male and female gender designations in order to trigger alerts about gaps in coverage of the
market segment. This may ensure that only cardholders in the gender groups are factored into
alerts. Cardholders within the group may not be accounted for as a distinct group in

demographic alerts.

[00607] There may also be an event alert interface, such as for customer feedback.
Merchants may receive notifications when new customer feedback has been received. The
loyalty system 26 may not discriminate between the nature of the feedback received (in other
words, it may not count only 'hate' responses or only 'love' responses). Any time a new piece of
feedback is received, a notification counter on the ‘feedback’ module within the merchant
dashboard may increase. In other embodiments, an alert may be generated for specific types of
feedback (e.g. negative). The merchant can view the review and decide to send a reward to an

individual or to create an event-driven (automated) reward.

[00608] An alert may be triggered by the loyalty system 26 when the percentage of
business customers of a particular gender is significantly different than the baseline of

cardholders of that gender within the region. An alert may be triggered by the loyalty system 26
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when the percentage of business customers of a particular gender is significantly different than
the baseline of cardholders of these respective genders within the region. An alert may be
triggered by the loyalty system 26 if the percentage of business customers of a particular
gender and within a particular age range is significantly different than the baseline of
cardholders in the region within both groups. An alert may be triggered if the percentage of
business customers of a particular gender and within a particular age range is significantly
different than the baseline of cardholders in the region within these respective gender groups.

[00609] The interface may provide a merchant with a Gap in Demographics Alert and a
view a graph representing the number of customers by age group and gender across a period of
time so that the merchant can make a decision about creating a Gap in Demographics reward
or incentive which may be provided as a recommendation. On the Alert Detail screen for a gap
in Demographics alert, a merchant may be able to view a graph representing the number of
customers for one store by age group and gender, The Y axis may represent the number of
member customers for that merchant. The X axis may represent age by age buckets. For
example, age may be grouped as: 18-29, 30-44, 45-64, 65+. Each age group may display two
different bar graphs rising vertically from the x axis, associated to gender. A key may be
displayed that explains the bar graph that represents each gender bar. For example, one set of
bar graphs represents the number of members who are women and are an age that falls within
the respective age group range. A second set of bar graphs represents the number of members
who are men AND are an age that falls within the respective age group range. The graph pulls
data from all member customers of the store who are currently active and have an activation
date earlier than an overall time period (e.g. 3 months ago). A gap in demographics may be
defined using a rule to trigger generation of an alert. If the percentage of a merchant's
customers of a particular gender is significantly different than the baseline of members of that
gender within the region, then the loyalty system 26 may issue an alert to the merchant. If the
percentage of a merchant's customers within a particular age range is significantly different than
the baseline of members within that age range within the region, then the loyalty system 26 may
issue an alert to the merchant. If the percentage of a merchant's customers within a particular
age range AND gender is significantly different than the baseline of members within that age
range AND gender within the region, then the loyalty system 26 may issue an alert to the
merchant. These are examples only.

[00610] Loyalty system 26 may use a Chi-square test to test to identify gaps, such as
whether the observed percentage of a merchant's customers within a particular group is
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consistent with the known percentage of customers within that particular group in the region. Let
01 refer to Observed value (# of merchant's customers within a particular group), E1 refer to
Expected value (% of customers in region within particular group * merchants total customers),
02 refer to the Merchant total number minus O1, where E2 may equal the Merchant total

number minus E1. The chi-square calculation may be based on the following:
(O1-E1)M2/E1 + (O2-E2)*2/E2

[00611] An example illustrative rule may provide that if chi-square is greater than 3.84
and O1 is less than E1 then the loyalty system 26 may identify Gap in Demographics and
generate an alert. This is an example threshold value to indicate a significant difference. In
order for chi-square test to be performed, two conditions may be met: merchant must have at
least 25 customers AND O1 is less than E1. If merchant has 25 customers and one segment is

0, that segment may be also recognized as a gap.

[00612] Demographic gap alerts may be sent out periodically (e.g. weekly) until the gap
no longer exists, for example. Loyalty system 26 may count a member as a merchant's

customer if that customer has transacted at that merchant in last 3 months.

[00613] Loyalty system 26 may maintain transaction data from every member at each
merchant: number of transactions, dollar spend. Loyalty system 26 may maintain demographic
data for every member: age, gender, zip code. A member may be counted as active if there has
been activity either on the account or if there has been a transaction in the last year, or other

defined time period.

[00614] Loyalty system 26 may continually identify the baseline demographic distributions
for a region. For example, the loyalty system 26 may calculate a percentage in each age range
(0-17, 18-29, 30-44, 45-64, 65+), a percentage male or female, a percentage male or female in
each age range (0-17, 18-29, 30-44, 45-64, 65+), and so on. Loyalty system 26 may calculate
demographic distribution for each merchant's customers. As another example, the loyalty
system 26 may calculate a total number in each age range (0-17, 18-29, 30-44, 45-64, 65+), a
total number male or female, a total number male or female in each age range (0-17, 18-29, 30-

44, 45-64, 65+), a total number of merchant's customers, and so on.

[00615] Loyalty system 26 may generate different types of trend alerts, such as a slow
time of day or date of week alert. For a time of day alert, if the average dollar volume per hour
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for a particular hour of the day is below the overall average dollar volume per hour for all hours,
then the loyalty system 26 may identify a slow time of day and generate an alert. As an
illustrative example, the loyalty system 26 may calculate an overall average number of
transactions per hour for all hours for the last 3 months (i.e. total number of transactions / total
hours of operation in last 3 months). Loyalty system 26 may also calculate the average
transaction dollar volume per hour that the merchant store is open for last 3 months. (total
number of transactions for each 1 hour period across all days in the last 3 months / total number
of days that merchant store was open at for that 1 hour period in last 3 months). For a day of the
week alert, the loyalty system 26 may calculate an overall average number of transactions per
day for all hours for the last 3 months. (i.e. total number of transactions / total days of operation
in last 3 months), as an illustrative example. Loyalty system 26 may also calculate an average
transaction dollar volume per day that the merchant store is open for last 3 months. (total
number of transactions for each day of the week the merchant is open across all days in the last
3 months / total number of days that merchant store was open at for that specific day of the
week in last 3 months). If the daily average differs from the overall average then the loyalty
system 26 may generate an alert. Calculations may only include the hours within which the
merchant store is open for business (i.e. if merchant store is open 9AM-5PM on Mondays
through Fridays, 9AM-8PM on Saturdays, and 10AM-4PM on Sundays, only those hours should
be used). If there are multiple slow times of day, identify the two with the biggest differences

from the average.

[00616] Alerts may be issued for each store or merchant periodically, such as once a
week until the merchant has taken action or the underlying data has changed and a reported

slow period is no longer a slow period.

[00617] FIG. 23B displays an interface screen with further example recommendations or
alerts. This example targets off peak times. The trigger may define a threshold spending or
number of visits, and data analytics may determine a time-of-day or day-of-week range where
the historical spending is below the trigger threshold.

[00618] Alert chart can be either Transactions by Time-of-Day (as shown) or
Transactions by Day-of-Week (in which case the header may be "Transactions Per Day"). The
graph may enable a user or loyalty system 26 to determine slow or off peak times. The chart
may display the off peak current data with average data to benchmark different time intervals
against the average. Off peak may be defined by a threshold or rule used to trigger the alert.
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[00619] The interface may provide a merchant view for an Off-Peak Alert, so that the
merchant may be able to view a graph of average transactions per hour throughout the
business hours of a particular day. This may enable a merchant to make a decision about
creating an Off-Peak reward or incentive, or provide merchant with a recommendation. The slow
day graph may show: the average dollar spend amount per business hour-of-day over the past
overall time period, an average dollar spend amount per business hour, for all business hours
over the past overall time period, and an indication where the average per hour-of-day is less
than the overall average per day. For example, days of week may be replaced by hours of day.
So: 8am - 9am, 9am -10am, etc. An Alert Detail screen for an alert may enable a merchant to
view a graph representing the average transactions per hour across one day at one merchant
store. The y axis may represent average number of transactions. The x axis may represent time
of day. Data points for time of day on the x axis may be measured on an hourly basis. Average
transactions may be generated using data from the past overall time period. Average
transactions per hour that the merchant store is open in a day may be generated using total
transactions data and business hour data over the past overall time period (e.g. three months).
For example, a total transaction dollar volume for 8AM / total number of days that merchant

store was open at 8AM in last 3 months.

[00620] Business hours for each individual store may be pulled from information entered
by the merchant when managing the merchant profile. The time labels that appear on the x axis
may change dynamically, depending on the defined hours for that business. Hours may be
defined by Business Rules. ldentified Off-Peak hour segments may be highlighted on the graph.

[00621] There may be different types of alerts for slow times trends. For example, there
may be an alert for a Slow time of day triggered by a rule that indicates, for example, if the
average dollar volume per hour for a particular hour of the day is below the overall average
dollar volume per hour for all hours, then identify a slow time of day. There may be an alert for a
slow day of week. If the average dollar volume for a particular day of the week is below the

overall average dollar for all days of the week, then identify a slow day of the week.

[00622] The data collected and computed by the loyalty system 26 to determine whether
an alerts should trigger may include an overall average transaction dollar volume per hour for all
hours for the last overall time period (e.g. 3 months) (i.e. total transaction dollar volume / total
hours in last 3 months), an average transaction dollar volume per hour that the merchant store

is open for last overall time period (i.e. total transaction dollar volume for 8AM / total number of
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days that merchant store was open at 8AM in last 3 months), and so on. Calculations may only
include the hours within which the merchant store is open for business (i.e. if merchant store is
open 9AM-5PM on Mondays through Fridays, 9AM-8PM on Saturdays, and 10AM-4PM on
Sundays, only those hours should be used).

[00623] For time of day alerts, if there are multiple slow times of day, then an alert may
identify the biggest differences from the average. For day of week alerts, if there are multiple
days of the week, the an alert may identify the one with the biggest differences from the

average.

[00624] FIG. 23C displays an interface screen that may display if the merchant has
already created a reward from an alert. The See Reward Button may take the merchant to the
Reward Detail page of the reward the merchant created to address this alert. The label of this
button may change once a reward is created. The Dismiss Button may take the merchant back
to the Alerts List page and changes the status of the alert from 'new' to 'past'.

[00625] The following example algorithm may be implemented or configured by the
loyalty system 26 to determine slow times or off peak periods. A slow time of day may be
defined as one or more rules or thresholds. An example rule may provide that if the average
dollar volume per hour for a particular hour of the day is below the overall average dollar volume

per hour for all hours, then identify a slow time of day.

[00626] The data collected by the loyalty system 26 for a Time of Day Alert (e.g. off peak
time of day) may include an overall average number of transactions per hour for all hours for an
overall period of time (e.g. the last 3 months). That is the data may be used to determine a total

number of transactions / total hours of operation for an overall period of time.

[00627] The data collected by the loyalty system 26 for a Time of Day Alert may include
an average transaction dollar volume per hour that the merchant store is open for an overall
period of time (e.g. last three months). That is the data may be used to determine the total
number of transactions for each time (e.g. hour) period across all days in the overall period of
time / total number of days that merchant store was open at for the time period in overall period
of time.

[00628] The data collected by the loyalty system 26 for a Day of Week Alert (e.g. an off
peak day of the week) may include an Overall average number of transactions per day for all
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time periods (e.g. hours) for an overall period of time (e.g. the last 3 months). That is the data
may be used to determine the total number of transactions / total days of operation in the overall

period of time.

[00629] The data collected by the loyalty system 26 for a Day of Week Alert (e.g. an off
peak day of the week) may include an Average transaction dollar volume per day that the
merchant store is open for an overall period of time (e.g. the last 3 months). That is the data
may be used to determine the total number of transactions for each day of the week the
merchant is open across all days in the overall period of time / total number of days that
merchant store was open at for that specific day of the week in the overall period of time.

[00630] If the daily average differs from the overall average then an alert may be
triggered.
[00631] The calculations may only include the hours within which the merchant store is

open for business (i.e. if merchant store is open 9AM-5PM on Mondays through Fridays, 9AM-
8PM on Saturdays, and 10AM-4PM on Sundays, only those hours should be used).

[00632] If there are multiple slow times of day, then the alert may identify those with the
biggest differences from the average. As an example, the two biggest differences from the

average may be provided in the alert.

[00633] Alerts may be issued for each store/merchant once a week until the merchant
has taken action or the underlying data has changed and a reported slow period is no longer a

slow period.

[00634] A negative feedback reward or alert may be triggered when a cardholder
completes a review and responds with a so-so or dislike (depending on which the merchant

selects).

[00635] For high spending and number of visits thresholds alerts, the loyalty system 26
may check each threshold for a merchant when the transaction is entered in the loyalty system
26.

[00636] This alert data analysis process may triggered daily by the loading of the
transaction file. When the transaction files are loaded into the loyalty system 26 , the data may

be analyzed to determine whether any alerts trigger and should be generated.
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[00637] FIGS. 24 and 25 display an interface screen with customer demographics trends.

Customer demographics are examples of customer attributes.

[00638] item 1 provides a Customer Transactions Graph which displays the total number
of customers, the number of transactions from returning customers and the number of

transactions from new customers over the specified time frame.

[00639] ftem 2 provides a Customer Visits Graph which displays how frequently Members

make a transaction in the specified time frame.

[00640] ftem 3 provides a Customer Spending Graph which displays how much
customers spent per visit. "Average spent per customer” may be calculated by including all
customers who have transacted at a specific merchant to find the average spent per customer

for that specific merchant during the selected time frame.

[00641] ltem 4 provides a Customer Age Groups Graph which displays a line for each
age group. Each line details the number of customers in that age group over the time frame
specified. The "Average age" may be calculated by including ages of all customers who have

transacted at a specific merchant during the selected time frame.

[00642] The age key/index lists age groups and total number of customers in each age
group that transacted in the specified timeframe. It is sorted by the total number of customers in

descending order.

[00643] Item 5 provides a Customer Age & Gender Graph which displays the customer
age breakdown for male customers and female customers.

[00644] ltem 6 provides a Zip Code Graph which displays the zip codes associated with
customers (depending on data availability from partner company) and the number of customers
associated to that zip code. The zip codes are sorted by the total number of customers in

descending order.

[00645] ltem 7 provides a Location Drop-down which shows all merchant locations by
default. When a location is selected, it shows the first line of the location’s address. Choosing a
location in this dropdown filters the data for the graphs and statistics to the chosen location. This

dropdown may expand to accommodate differing lengths of texts.
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[00646] Item 8 provides a Date Pickers which sets the time frame for the data set. The
default time frame is set to the last 30 days of data. The time frame limits the data for all graphs

displayed in Trends Demographics.

[00647] ltem 9 provides an Index which allows the user to navigate to the different

sections by clicking on one of the values.
[00648] FIG. 26 displays an interface screen with customer performance trends.

[00649] Item 1 provides a revenue drop down which allows the Merchant to change the
data type that is displayed. Options: Revenue, Transactions and Donations.

[00650] Item 2 provides a date picker which sets the time frame for the data set. The

default time frame is set to the last 30 days of data.

[00651] Item 3 provides a graph area which displays graphs of Total Program Revenue,

Total Reward revenue and revenue for any selected rewards.

[00652] Item 4 provides a Rewards listing which lists all the rewards that were active in
the specified time frame. Selecting a reward makes the revenue graph for that reward appear.

The list is sorted by start date in descending order.

[00653] Item 5 provides a Rewards detail icon which links to the reward details page for

that reward. It is hidden for non-selected rewards.

[00654] Item 6 provides a timeline control which allows the Merchant to set the time
frame of the data by dragging the timeline controls to the desired start and end dates. The
timeline bar shows the entirety of the data and gives a summary graph of total cardholder

revenue.

[00655] Item 7 provides a timeline view picker which sets the length of the time frame.
The length of the time frame is set relative to the last date (start or end) changed. If the end date
was last changed it sets the duration to end at that date. If the start date was last changed it
sets the duration to begin at that date. For example in the current screen the length of the time
frame is 3 months. If the end date was the last changed to May 1st, selecting 1 month in the

timeline view picker will change the start date to April 1st.
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[00656] Example value of time-line links are:

1W =7 days

2W = 14 days

1M = 30 days

3M = 90 days

6M = 180 days

1Y = 365 days

2Y = 730 days

5Y = 1825 days

[00657] ltem 8 provides a location drop-down which shows all locations by default. When
a location is selected, it shows the first line of the location’s address. When Merchant has only

one location, the location drop-down is not shown.

[00658] FIG. 27 displays an interface screen with a performance reward hover
mechanism.
[00659] Under Trends Tab, a user may select an example reward, such as 10% Off Any

Bottle reward.

[006860] tem 1 illustrates that hovering over a reward highlights it and displays that
reward’s graph. The graph line of the reward being hovered over is thicker that the other graphs

in this example.

[00661] FIG. 28 displays an interface screen with a performance reward hover
mechanism. Under Trends Tab, a user may select a data point on the graph.

[00662] ltem 1 illustrates that hovering over a data point in a graph may trigger the
display an information overlay that displays the y axis values for all displayed graphs on that
date. The value for the graph being hovered over is highlighted in this example.
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[00663] As shown in FIG. 3, loyalty system 26 may include a cardholder interface module
62 operable to generate an interface display on a cardholder device (not shown). The interface
may provide information about the cardholder, available incentives, merchants, loyalty

programs, card issuers, transactions, products, and so on.

[00664] The cardholder device may be configured with various computing applications,
such as loyalty program interface application. A computing application may correspond to
hardware and software modules comprising computer executable instructions to configure
physical hardware to perform various functions and discernible results. A computing application
may be a computer software or hardware application designed to help the user to perform
specific functions, and may include an application plug-in, a widget, instant messaging
application, mobile device application, e-mail application, online telephony application, java
application, web page, or web object residing, executing, running or rendered on the cardholder
device to access functionality of loyalty system 26 and display an interface screen. The
cardholder device is operable to register and authenticate users (using a login, unique identifier,

and password for example) prior to providing access to applications and loyalty system 26.

[00665] The cardholder device is operable by a member, customer, cardholder, etc. and
may be any portable, networked (wired or wireless) computing device including a processor and
memory and suitable for facilitating communication between one or more computing
applications of the cardholder device (e.g. a computing application installed on or running on the

cardholder device), the loyalty system 26.

[00666] In accordance with some embodiments, the cardholder device may be a mobile
computing device. A mobile computing device may be a two-way communication device with
advanced data communication capabilities having the capability to communicate with other
computer systems and devices. The mobile device may include the capability for data
communications and may also include the capability for voice communications. Depending on
the functionality provided by the mobile device, mobile device may be referred to as a portable
electronic device, smartphone, a data messaging device, a two-way pager, a cellular telephone
with data messaging capabilities, personal digital assistant, a wireless Internet appliance, a
portable laptop computer, a tablet computer, a media player, an electronic reading device, a
data communication device (with or without telephony capabilities) or a combination of these.
The cardholder device may also be a desktop computer, or other type of computing device. The
cardholder device may be connected within system 26 via any suitable communications channel
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(e.g., by way of network 10). The cardholder device may also have additional embedded
components such as a global positioning system (GPS), a clock, a calendar, and so on. The
cardholder device may also be connected to and receive data from other devices that collect

data regarding the user, objects associated with the user, and so on.

[00667] Cardholder interface 62 is operable to implement rules to retrieve data relevant to
cardholder, customer, member. Cardholder interface 62 is operable to generate an interface
rendering a display of the relevant data. The interface may be optimized for a mobile display
screen, a full size display screen, a tablet display screen, etc. Cardholder interface 62 may
receive configuration data regarding the cardholder device display screen to generate the

optimized interface.

[00668] FIG. 29 illustrates an example interface for display on the cardholder device. The

interface provides an expiring view of an incentive.

[00669] item 1 provides a Twist Control. This allows the user to navigate to different
reward/incentives filters using a touchscreen interface. The default filter when the user first
views this screen may be a the Recent filter. The twist remembers a state for the current
session and so any subsequent changes (filters chosen) may be remembered for the current

session and the default would be used for future sessions. Example twist values include:

. All
o Nearby
J Recent
. Expiring
J Favorite Merchants
. Saved
[00670] The twist control may lock at the top of the screen when scrolling and may

always be visible.
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[00671] Item 2 provides a reward list item. The reward list item displays the reward icon,
reward title, store name, donation rate and one relevant data point. Clicking on a reward takes

the user to the reward details.

[00672] Item 3 provides a Group indicator. The group indicator demarcates the beginning
of a new reward group. Rewards can be grouped by distance, publish date and expiration
period. The groups change based on what filter is chosen. The groups are outlined in the
relevant filter sections. If there are no rewards present in a group, that group indicator is not

displayed.

[00673] ltem 4 provides a Redeemed reward. Previously redeemed rewards are indicated
by the reward having a different background, "redeemed" text above the reward title and the

reward title being crossed-out.

[00674] ftem 5 provides a Location Button. Tapping displays the Location Control which
allows the user to set location by choosing any address in their profile or to use the device's
location services (GPS, etc.). Changing location can affect results that are based or sorted by

distance, e.g. Nearby rewards.

[00675] ltem 6 provides a Favorite merchant indicator. This indicates that the reward is

from merchant that the user had previously selecting as a favorite.

[00676] Iltem 7 provides a Saved for later indicator. This indicates the Member has saved
the reward.
[00677] Item 8 provides a donation rate. Displays the donation rate of a reward, defaults

to the merchant donation rate if there is no reward specific donation rate. The donation rate may

only display when the rate is equal or greater than 5%.

[00678] ltem 9 provides a Data point. The data point that is displayed is based on what
filter is chosen and is detailed in the section dedicated to that filter screen. Possible data points

are:

. Distance. Distance in miles between the Member Location and the Merchant

Location.

o Date reward was published.
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. Expiration period.
[00679] Iltem 10 provides a Section header.
[00680] FIG. 30 illustrates an example interface for display on cardholder device in a
default view.
[00681] This view may be displayed when a user selects an item under My Rewards

Screen from Nearby Tab. This may display available incentives that are nearby a user’s current

location, work location, home location, etc.

[00682] ltem 1 provides distance in miles between the Member Location and the
Merchant Location.

[00683] FIG. 31 illustrates an example interface for display on cardholder device in an

expanded reward view.
[00684] item 1 provides a Reward Image.

[00685] ftem 2 provides a Merchant name. Selecting this link takes the user to the

Merchant details screen.

[00686] item 3 provides a Favorite Merchant Indicator. Indicates that the Merchant
Location was marked as a Favorite by the Member.

[00687] ltem 4 provides a Distance between the Member Location and the Merchant
Location.

[00688] item 5 provides an Expiration. Number of days until expiration of the incentive.
[00689] item 6 provides a Donation rate.

[00690] Item 7 provides a Redeem button. Selecting this button takes the user to the

reward activation screen.

[00691] ltem 8 provides a Map button. Launches a mapping application with the reward

location inputted.
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[00692] item 9 provides a Call button. Launches a phone dialer with the Merchant

Location number inputted.

[00693] Item 10 provides a Save button. This button marks this reward as saved. The link

changes color and text, and becomes disabled if it has been saved.

[00694] ltem 11 provides a Reward description.

[00695] Item 12 provides a Reward fine print (Terms and Conditions).

[00696] Item 13 provides a Store link. Displays Merchant Location Details.

[00697] FIG. 32 illustrates an example interface for display on cardholder device in an

survey review view.
[00698] Item 1 provides a Back button. Tapping this displays the previous screen.

[00699] Item 2 provides a Edit button. Tapping this displays the Removing reviews from

the list - state screen.

[00700] Item 3 provides a Review list item. This displays information about a review. List
items are sorted by date in descending order. Tapping a list item displays the Standard

Question screen.

[00701] Item 4 provides a Transaction date. ltem 5 provides a Transaction time. ltem 6
provides a Merchant name. ltem 7 provides a Pending review indicator. ltem 8 provides a

Transaction amount.

[00702] FIG. 33 illustrates an example interface for display on cardholder device in an

remove survey items view.

[00703] Item 1 provides a Review check box. Multiple reviews can be selected using the

check boxes.

[00704] Item 2 provides a Delete button. This is inactive by default. when one or more
reviews are selected the button becomes active. Tapping the delete button deletes the selected

items and displays the prior screen.

110



CA 02880931 2015-02-03

[00705] Item 3 provides a Cancel button. Returns the user to the previous screen without

making any changes.

[00706] FIG. 34 illustrates an example interface for display on cardholder device in rating

guestions view.
[00707] The first survey question may be rating your experience.

[00708] item 1 provides a Back button. This displays the previous screen or previous
question with the selected response highlighted. If this screen was accessed from the rewards
redemption screen, the BACK button may be replaced with a HOME button - which when
tapped will display the Home screen or page.

[00709] Item 2 provides a Question text. There are may be a number of questions in the

Provide Merchant Feedback flow - standard questions, opens question, etc.

[00710] ltem 3 provides a Left Rating icon. The rating icon to the left of the selection. It
can be selected by tapping, or swipe-right-and-release. When selected the item is centered.

[00711] Item 4 provides a Selected Rating icon. The current selection (default is "Like").

[00712] ltem 5 provides a Right Rating icon. The rating icon to the right of the selection. It

can be selected by tapping, or swipe-left-and-release. When selected the item is centered.

[00713] ltem 6 provides a Next button. Tapping Next displays the next question and does

not submit any data to loyalty system 26. Data is submitted using the Submit button.
[00714] Other questions may be in the form of a yes/no question

[00715] FIG. 35 illustrates an example interface for display on cardholder device to ask a
survey question. For example, the question may be “Did charity influence your purchase? Select
Yes or No”. This may prompt for additional details about the charity for use in incentive

recommendations.

[00716] FIG. 36 illustrates another example interface for display on a cardholder device
to ask a survey question. The final survey question may ask the cardholder to write a review for
their experience with the merchant.
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[00717] Item 1 provides an Open question. Item 2 provides a Comment field. This is a
text entry field for the Member to type an optional entry. it may be limited to 200 characters, for

example.

[00718] Item 3 provides a Submit button. This is may be active. Tapping Submit displays
Thank You page and sends the survey data to loyalty system 26.

[00719] FIG. 37 illustrates another example interface for display on a cardholder device

to is response to receiving a survey or review.

[00720] Item 1 provides a Thank you message. ltem 2 provides a Next Review button.
Tapping this will take the user to the next review in the cardholders list of currently available
reviews. If there are no more reviews to be completed or the review flow was accessed from the
redeem reward screen then this button may not appear and the Done button will expand to fill
the button area. Item 3 provides a Done button. Tapping this displays different screens

depending on how this flow was accessed.

[00721] Members may access this flow in example ways: End of Redeem Reward
experience and Tapping the Done button displays Home page, Reviews and Tapping the Done

button displays the reviews list.

[00722] In some embodiments, surveys questions or requests for reviews may be
presented to particular customers based on the customer’s attributes (e.g., BIN ranges of
financial card(s) held by that customer). In some embodiments, surveys or requests for reviews
may be provided to particular customers based on customer profile categories (personas)

determined for those customers.

[00723] FIG. 38 illustrates an example interface for display on a cardholder device to
provide an aggregated view of donations. As described herein, an incentive may involve a
donation to a charity. As many users may transaction based on an incentive involving a
donation a pooled amount of donations may be referred to as a community donation. A total
amount of donations may be provided to a user as a way to further engage the user to make

transaction, which may in turn result in donations.

[00724] ftem 1 provides a Back button. Tapping links to previous page.
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[00725] Item 2 provides a Community donation. Displays total amount raised in the
program (i.e. within the footprint of the bank) as defined by business rules. The amount may or
may not a subset of a time period (i.e. "year to date" or "this month").

[00726] Item 3 provides an Individual donation. Displays amount donated from member
to the charity as defined in business rules. The amount may or may not a subset of a time

period (i.e. "year to date" or "this month™).

[00727] ltem 4 provides Imagery and copy. Copy may be a previously configured

message from the charity and pulled from a database 32.

[00728] FIG. 39 illustrates an example interface for display on a cardholder device to

provide an Interest Indicator.

[00729] ftem 1 links to the home page. Item 3 provides the customer Interests (e.g.
attributes). Interests may be collected in response to questions, in some example embodiments.
Interests may be otherwise received such as through a text box, suggested listing, and so on.
This example shows the number of interest questions answered. Clicking the interests link may
trigger the display of additional questions allowing the member to indicate their interest, one
question at a time. ltem 4 display an individual donation for a charity. ltem 5 displays settings for
a user (e.g. password, username, notifications). Iltem 6 provides a link to contact an

administrator. ltem 7 provides a link to cancel a membership to a loyalty program.

[00730] FIG. 40 illustrates an example interface for display on a cardholder device to

provide an interest question.

[00731] ltem 1 provides a Back button. Tapping links to previous page. The example
question is “How much do you like wine?” Item 2 provides an interest rating (e.g. dislike, like,
love) by member displays. Default state shows member's rating in center position (e.g. like).

Member can change rating and changing a rating is saved on change.

[00732] Rating interests from the Profile page may be similar to, but different than rating
interest during the Initial Login experience. In the login experience, Members may be asked to
rate 5 interests with the option to proceed to rate additional interests. Rating Interests from the
Profile page allows members to provide rating one interest at the time with the option to 'keep
going', until there are no more interests to rate, or until the Member selects 'Done’.
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[00733] Item 3 provides a number of ratings for the user. Displays total number of
Interests member has rated. ltem 4 provides a Done button. Tapping saves the rating for the
currently displayed Interest and links to the Profile page. Item 5 provides a Keep Going button.
Tapping links to the next rated Interest or to an Interest that has not yet been rated.

[00734] The cardholder interface 62 may also be adapted to generate interfaces for a full

size screen or tablet screen, for example.

[00735] FIG. 41 illustrates an example interface for display on a cardholder device to

provide an overview of rewards.

[00736] Item 1 provides a Rewards Filter Bar. This allows the user to navigate to different
reward filters. The default filter when the user first views this screen is the All filter. The Filter
Bar remembers state for the current session and any subsequent changes (filters chosen)
persist for the current session. The default is used for future sessions. Example values include:

. All

. Nearby

. Recent

. Expiring

. Favorite Merchant

. Saved
[00737] The filter bar locks at the top of the screen when scrolling and may always be
visible.
[00738] Item 2 provides a Group indicator. The group indicator demarcates the beginning

of a new reward group. Rewards can be grouped by distance, publish date and expiration
period. The groups change based on what filter is chosen. The groups are outlined in the
relevant filter sections. If there are no rewards present in a group, that group indicator is not
displayed.
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[00739] Iltem 3 provides a Reward list item. The reward list item displays the reward icon,
reward title, store name. It can also display the donation rate and one relevant data point.
Clicking on an item expands that item and displays additional information (see Rewards List
Item Expanded). Rewards with donation rates 5% and above may be larger (height, icon and

Reward Title text size).

[00740] ltem 4 provides a Data point. The data point that is displayed is based on what
filter is chosen and is detailed in the section dedicated to that filter screen. Example data points
are:
. Distance. Distance in miles between the Member Location and the Merchant
Location.
. Date reward was published.
. Expiration period. Days left before reward expires.
[00741] Item 5 provides a Donation rate. Displays the donation rate of a reward, defaults

to the merchant donation rate if there is no reward specific donation rate. The donation rate may

only be displayed when the rate is equal or greater than 5%.

[00742] ltem 6 provides a Favorite merchant indicator. This indicates that the reward is

from merchant that the user had previously selected as a favorite.

[00743] ltem 7 provides a Location Link. Clicking displays the Location Control which
allows the user to set location by choosing any address in their profile or to use the browser's
location services (IP triangulation, etc.). Changing location may affect results that are based or

sorted by distance, e.g. Nearby rewards.

[00744] Item 8 provides a Saved for later indicator. This indicates that the Member has

saved the reward.

[00745] ftem 9 provides a Redeemed reward. Previously redeemed rewards are indicated
by the reward having a different background, "redeemed" text above the reward title and the

reward title being crossed-out.
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[00746] FIG. 42 illustrates an example interface for display on a cardholder device to

provide an overview of rewards in an expanded view.

[00747] Iltem 1 provides a Reward Title. ltem 2 provides a Reward Image. Iltem 3 provides
a Merchant name. Selecting this link takes the user to the Merchant details screen. ltem 4
provides a Distance between the Member Location and the Merchant Location. tem 5 provides
an Expiration. Number of days until expiration. Item 6 provides a Donation rate. ltem 7 provides
a Save button. This button marks this reward as saved. The link changes color and text, and
becomes disabled if it has been saved. ltem 8 provides a Print button. The print button displays
the Rewards Print Screen in a new browser tab. This marks the reward as redeemed in the
system but is still displayed as an unredeemed reward until either a transaction is associated to
the reward redemption or the reward is redeemed using the member mobile website. Rewards
can be re-printed. ltem 9 provides a Map button. This button activates a mapping application
with the reward location inputted. ltem 10 provides a Reward description. This displays the
description and fine print with a maximum of 300 characters, truncated with ellipses at the end.
Item 11 provides a Reward Details link. This link displays the Rewards Details Screen.

[00748] FIG. 43 illustrates an example interface for display on a cardholder device to

provide a transaction feedback survey.

[00749] ltem 2 provides a List ltem. Selecting the list-item displays the Standard
Questions Screen for that transaction. Item 3 provides a Date/time column. Presents the data
and time of the transaction that triggered the review. ltem 4 provides a Business Name column.
Presents the name and address of the Merchant location the review is for. Item 5 provides a
Based on Reward column. If the review was based on a redeemed reward, the title of the
reward that triggered the review displays. I[tem 6 provides a Transaction amount presents the

amount for the transaction that triggered the review.

[00750] FIG. 44 illustrates an example interface for display on a cardholder device to

remove survey items.

[00751] Iltem 1 provides an Edit link. While in edit mode, clicking EDIT may do nothing
and does not have a rollover state. ltem 2 provides a Checkboxes allow the member to select
one or more list-items. Item 3 provides a Delete button is inactive until the member selects a

checkbox. Selecting removes any checked reviews. If all reviews were Deleted, then the page
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may go to the "No list-items (state)." Item 4 provides a Cancel button reverts back to previous

state without deleting any items.

[00752] FIG. 45 illustrates an example interface for display on a cardholder device to
provide survey rating questions. A survey question may be to rate your experience or rate a

product.

[00753] Item 1 provides a Question. item 2 provides Rating Selections. For example, the
ratings may consist of four ratings (dislike, so-so, like, love) or yes/no ratings. The Like rating is
selected by default. The Yes rating is selected by defauit.

[00754] ltem 3 provides a Previous Question Button. When the first question displays
(Overall experience with the merchant), this button may be disabled. When one of the rotating
questions displays, the button may be enabled. ltem 4 provides a Next Question Button.
Selecting displays the next question.

[00755] FIG. 46 illustrates an example interface for display on a cardholder device to

provide survey rating questions, with Yes / No Questions.
[00756] Other questions may be in the form of a yes/no question.

[00757] FIG. 47 illustrates an example interface for display on a cardholder device to

provide a review field.

[00758] A survey question may ask the cardholder to write a review for their experience
with the merchant.

[00759] Item 1 provides an Open Fixed Question. Iltem 2 provides a Comment Field. Text
entry field. Contains advisory text encouraging the user to make an entry. May be limited to 200
characters, for example. There may be a dynamic Character Counter. This may be a text string

with the number of characters. The number reduces in real time as the user types.

[00760] Iltem 3 provides a Submit button. This may be always active. Tapping displays

the survey summary page and sends the survey results to loyalty system 26.

[00761] FIG. 48 illustrates an example interface for display on a cardholder device to

display when a review is complete.
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[00762] Item 1 provides a Dynamic Text Message. This may refer to the Business Name.
ltem 2 provides a Next Review button. Selecting displays the next review in the Member's list of
currently available reviews. If there are no more reviews to complete this button is hidden, and
the Done button expands to fill the space. Item 3 provides a Done button. Selecting DONE

displays the Reviews Landing Page.

[00763] FIG. 49 illustrates an example interface for display on a cardholder device to
provide information regarding a charity and a donation. This may provide an aggregated view of

donations.

[00764] Item 1 provides a Charity branding and description. {tem 2 provides a community
donation. Displays total amount raised in the program (i.e. within the footprint of the bank). The
amount may be a subset of a time period (i.e. not "year to date" or "this month"). ltem 3 provides
an individual donation. Displays amount donated from member to the charity. The amount may
or may not be a subset of a time period (i.e. "year to date” or "this month"). ltem 4 provides a
Charity link. Clicking links to a charity web site.

[00765] FIG. 50 illustrates an example interface for display on a cardholder device to

provide a list of Interest Questions.

[00766] Iltem 1 provides a Dynamic text. The text displays the number of interests the
member has rated. Item 2 provides a number rated. Displays number of interests rated with a
given value (such as "Love"). Item 3 provides a Rated Interests. These may be sorted
alphabetically. Clicking displays an Edit Rating state {e.g. lightbox of rate interest control). ltem
4 provides Unrated Interests. These may be sorted alphabetically. Clicking displays Edit Rating
state (e.g. lightbox of rate interest control). When there are more than a predetermined number
of unrated interests, the first column may have a minimum of the predetermined number of
interests. The columns may have the same number of interests, except the last column, which
may have fewer interests. When there are no unrated interests, the "5/30 interests expressed.
How about..." copy may change, and the More button may not display. Item 5 provides a More
button. Clicking displays Edit Rating state with first unrated interest displayed.

[00767] FIG. 51 illustrates an example interface for display on a cardholder device to

provide an Interest Question.
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[00768] ltem 1 provides a, for rated interests, a highlighted value ("Hate" to "Love") that
matches the rating. For unrated interests, the highlighted value is the "Like" value.

[00769] Item 2 provides a Done button. Clicking saves the rating and returns to page
state with new ratings updated. Iltem 3 provides a Keep Going button. Clicking saves the rating
and displays the next unrated interest. If the displayed interest is the last unrated interest, or if
there are no unrated interests, this button does not display; the Done button is centered.

[00770] FIGS. 53 and 54 illustrate flow diagrams for creating an incentive or reward in
accordance with embodiments described herein. The incentive or reward may be created in
response to a recommendation generated by the loyalty system 26 as described herein. The
incentive or reward may be created in response to an alert generated by the loyalty system 26
as described herein. These are examples only and other events may trigger the creation of
incentives or rewards. FIG. 53 shows an example flow for creating an incentive, and FIG. 54

shows another example flow for creating an incentive.

[00771] FIG. 53 illustrates that a method for creating an incentive may begin with a create
reward action or display view (e.g. user interface screen display). This may provide various
actions or options, such as for example, an option to select a customized objective, an option to
select a sample incentive for modification, an option to view and manage alerts (which in turn

may trigger incentive creation), and an option to one or more sample or default objectives.

[00772] Examples of customized objectives include an objective to increase customer
spending, an objective to acquire new customers, and so on. The customized objectives may
enable selection of attributes for customers to tailor the incentive to, such as for example type of
customer (potential customers, existing customer), distance from merchant location, spending
thresholds, and so on. The customized objectives may trigger the display view of incentive and

customer demographics, as described herein.

[00773] The option to select a sample incentive for modification may provide multiple
samples or templates of incentives to select from and modify. The samples may also be linked
to attributes for customers, such that different selected attributes result in providing a different
set of samples.

[00774] The option to view and manage alerts (which in turn may trigger incentive

creation) may display different types of alerts. As described herein alerts may be triggered
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based on trend analysis, events, and so on. Example alerts may relate to a gap in customer
demographics, off-peak days or times, and so on. The alerts triggered may enable selection of
attributes for customers to tailor the incentive to. Example attributes include age ranges,

location, gender, and so on.

[00775] The display view of incentive and customer demographics (e.g. “Reward
Demographics”) may illustrate graphs, reports and charts for different customer attributes based
on historical data, industry averages, similar merchants, the same merchant, predicted data,
and so on. Example customer attributes include customer type, gender, age range, distance
from merchant location, average spending, customer visits, feedback, and so on. The different
customer attributes or demographics may be selected by the user for incentive creation.

[00776] A reward or incentive title and description may be received, provided, or

otherwise determined or identified by the loyalty system 26.

[00777] For the option for one or more sample or default objectives may, example
objectives may directed to customers with above average or threshold spending, negative

feedback or reviews, demonstrated loyalty, and so on.

[00778] The selection of a sample or default objective may trigger an incentive threshold
display view. The thresholds for different objectives may be view, modified, and so on. The
thresholds may be default values, customized values, and so on. For example, the spending
threshold may be $10, the feedback threshold may be ‘so-so’ or ‘disliked’, the number of visits
threshold may be 10 visits. These are non-limiting illustrative examples. The thresholds may be
modified and selected to generate incentives for customers that fall meet the threshold.

[00779] A customize incentive display view (e.g. “Customize Reward”) may create a data
structure for maintaining data regarding the incentive in a persistent store. For example, the
data structure may define different data fields for the incentive with corresponding values, such
as for example, reward identification number, title, description, terms, conditions, donation for
charity, icon, photo, stores, merchants, schedule, expiry date, limit, and so on. The schedule
may indicate a single occurrence of an incentive, or a recurring or periodic occurrence of an
incentive. The schedule may define a state date, a duration or end date, and so on.

[00780] A preview display page may provide a preview of the incentive prior to the

incentive being made available to customers. The preview may trigger modifications to the
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incentive which may in turn result in a revised preview. The incentive may be saved for later

review, modification, and dissemination.

[00781] A merchant may create different incentives for different customers, and so on.
The incentives may be associated with donations to charities and the attributes may relate to
charities. The charities may be recommended based on trends, and customer demographics.

[00782] At a high level FIGS. 53 and 54 show different incentive creation flows where the
order of “Customize Reward” and “Reward Demographics” actions or display views may vary. A
business administrator may be able to define what an offer is before defining who can see an

offer or use it for reward creation.

[00783] There may be a “Create from Scratch” display view (FIG. 54) that when clicked
immediately takes the user to the “Customize Reward” display view or action without having to
go through an intermediate display view.

[00784] On some flow paths for creating a reward, the “Reward Demographics” may be

skipped or omitted. This may result in the reward being available to all members or customers.

[00785] With these flows it may be possible for a business administrator to easily create a

simple reward with fewer steps for increased efficiency.

[00786] The embodiments of the systems and methods described herein may be
implemented in hardware or software, or a combination of both. These embodiments may be
implemented in computer programs executing on programmable computers, each computer
including at least one processor, a data storage system (including volatile memory or non-
volatile memory or other data storage elements or a combination thereof), and at least one
communication interface. For example, and without limitation, the various programmable
computers may be a server, network appliance, set-top box, embedded device, computer
expansion module, personal computer, laptop, personal data assistant, cellular telephone,
smartphone device, UMPC tablets and wireless hypermedia device or any other computing

device capable of being configured to carry out the methods described herein.

[00787] Program code is applied to input data to perform the functions described herein
and to generate output information. The output information is applied to one or more output
devices, in known fashion. In some embodiments, the communication interface may be a

network communication interface. In embodiments in which elements are combined, the
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communication interface may be a software communication interface, such as those for inter-
process communication (IPC). In still other embodiments, there may be a combination of

communication interfaces implemented as hardware, software, and combination thereof.

[00788] Each program may be implemented in a high level procedural or object oriented
programming or scripting language, or both, to communicate with a computer system. However,
alternatively the programs may be implemented in assembly or machine language, if desired.
The language may be a compiled or interpreted language. Each such computer program may
be stored on a storage media or a device (e.g., ROM, magnetic disk, optical disc), readable by a
general or special purpose programmable computer, for configuring and operating the computer
when the storage media or device is read by the computer to perform the procedures described
herein. Embodiments of the system may also be considered to be implemented as a non-
transitory computer-readable storage medium, configured with a computer program, where the
storage medium so configured causes a computer to operate in a specific and predefined

manner to perform the functions described herein.

[00789] Furthermore, the systems and methods of the described embodiments are
capable of being distributed in a computer program product including a physical, non-transitory
computer readable medium that bears computer usable instructions for one or more processors.
The medium may be provided in various forms, including one or more diskettes, compact disks,
tapes, chips, magnetic and electronic storage media, volatile memory, non-volatile memory and
the like. Non-transitory computer-readable media may include all computer-readable media,
with the exception being a transitory, propagating signal. The term non-transitory is not intended
to exclude computer readable media such as primary memory, volatile memory, RAM and so
on, where the data stored thereon may only be temporarily stored. The computer useable

instructions may also be in various forms, including compiled and non-compiled code.

[00790] It will be appreciated that numerous specific details are set forth in order to
provide a thorough understanding of the exemplary embodiments described herein. However, it
will be understood by those of ordinary skill in the art that the embodiments described herein
may be practiced without these specific details. In other instances, well-known methods,
procedures and components have not been described in detail so as not to obscure the
embodiments described herein. Furthermore, this description is not to be considered as limiting
the scope of the embodiments described herein in any way, but rather as merely describing

implementation of the various embodiments described herein.
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THE EMBODIMENTS OF THE INVENTION IN WHICH AN EXCLUSIVE
PROPERTY OR PRIVILEGE IS CLAIMED ARE DEFINED AS FOLLOWS:

1. A method comprising:
generating an incentive, using a neural network of an artificial
intelligence engine based on a percentage of a transaction
amount of a transaction, for a customer to conduct the
transaction with a merchant on a customer account of the
customer;
sending data characterizing the incentive to a logical address
corresponding to a web-enabled mobile computing device;
and
receiving transaction data associated, and in real time, with the
transaction conducted by the customer with the merchant on
the customer account of the customer, wherein:
the transaction data associated with the transaction
conducted by the customer with the merchant on the
customer account of the customer relates to a
commercial transaction using a transaction
processing system;
the transaction processing system is coupled to a payment
processing system which is adapted to process credit
and debit transactions; and
the commercial transaction involves the merchant supplying
a physical product to the customer;
determining a membership classification for the transaction using:
the transaction data associated with the transaction; and
customer profile data for the customer stored by an Internet
server;
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determining, using the membership classification for the
transaction, a membership interchange fee to be assessed
to the merchant;
and
sending, in real time with the transaction, the data characterizing
the incentive associated with the transaction to at least one
of:
an issuing bank system that issued the customer account of
the customer; and
an acquiring bank system that issued a merchant account of
the merchant.

2. The method of claim 1, wherein determining the membership
classification for the transaction comprises:
selecting a membership classification associated with a BIN range
of a payment account number or token used in the
transaction.

3. The method of claim 1, wherein determining the membership
classification for the transaction comprises:
identifying a profile grouping associated with the customer; and
determining the membership classification of the grouping.

4. The method of claim 1, wherein determining the membership
classification for the transaction is based on a spending profile grouping
associated with the customer.
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5. The method of claim 1, wherein:
the transaction data includes data for identifying at least one of a
manufacturer and a model of a customer device involved in
the transaction; and
determining the membership classification for the transaction is
based on the manufacturer or the model of the customer

device.

6. The method of claim 5, wherein determining the membership
classification for the transaction is based on a history of customer devices
associated with the customer.

7. The method of claim 1, wherein the steps further comprise
determining the membership interchange fee based on whether the
incentive associated with the transaction corresponds to a profile grouping
associated with the customer.

8. The method of claim 1, wherein the membership interchange fee to
be assessed to the merchant is further determined using merchant profile
data for the merchant stored by the Internet server, wherein the merchant
profile data including one or more membership classifications to which the
merchant has subscribed.
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9. The method of claim 1, wherein:

the steps further comprise sending data representing a loyalty
program accrual to a transaction initiating device that
generated the transaction data associated with the
transaction;

the membership interchange fee to be assessed to the merchant is
further determined based on the sending of the data
representing the loyalty program accrual; and

the loyalty program accrual is the incentive from the merchant to
the customer for the transaction.

10.  An Internet server to perform a plurality of steps and including:
generating an incentive, using a neural network of an artificial
intelligence engine based on a percentage of a transaction
amount of a transaction, for a customer to conduct the
transaction with a merchant on a customer account of the
customer;
sending a data characterizing the incentive to a logical address
corresponding to a web-enabled mobile computing device;
receiving transaction data associated, and in real time, with the
transaction conducted by the customer with the merchant on
the customer account of the customer, wherein:
the transaction data associated with the transaction
conducted by the customer with the merchant on the
customer account of the customer relates to a
commercial transaction using a transaction
processing system;
the transaction processing system is coupled to a payment
processing system which is adapted to process credit
and debit transactions; and
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the commercial transaction involves the merchant supplying
a physical product to the customer;
determining a membership classification for the transaction using:
the transaction data associated with the transaction; and
customer profile data for the customer stored by an Internet
server;
determining, using the membership classification for the
transaction, a membership interchange fee to be assessed
to the merchant;
and
sending, in real time with the transaction, the data characterizing
the incentive associated with the transaction to at least one
of:
an issuing bank system that issued the customer account of
the customer; and
an acquiring bank system that issued a merchant account of
the merchant.

11. The Internet server of claim 10, wherein determining the
membership classification for the transaction comprises:

selecting a membership classification associated with a BIN range

of a payment account number or token used in the

transaction.
12. The Internet server of claim 10, wherein determining the
membership classification for the transaction comprises:

identifying a profile grouping associated with the customer; and
determining the membership classification of the grouping.
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13. The Internet server of claim 10, wherein determining the
membership classification for the transaction is based on a spending
profile grouping associated with the customer.

14.  The Internet server of claim 10, wherein:
the transaction data includes data for identifying at least one of a
manufacturer and a model of a customer device involved in
the transaction and
determining the membership classification for the transaction is
based on the manufacturer or the model of the customer
device.

15. The Internet server of claim 14, wherein determining the
membership classification for the transaction is based on a history of
customer devices associated with the customer.

16. The Internet server of claim 10, wherein the steps further comprise
determining the membership interchange fee based on whether the
incentive associated with the transaction corresponds to a profile grouping

associated with the customer.

17. The Internet server of claim 10, wherein the membership
interchange fee to be assessed to the merchant is further determined
using merchant profile data for the merchant stored by the Internet server,
wherein the merchant profile data including one or more membership
classifications to which the merchant has subscribed.
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18. The Internet server of claim 10, wherein:

the steps further comprise sending data representing a loyalty
program accrual to a transaction initiating device that
generated the transaction data associated with the
transaction;

the membership interchange fee to be assessed to the merchant is
further determined based on the sending of the data
representing the loyalty program accrual; and

the loyalty program accrual is the incentive from the merchant to
the customer for the transaction.

19. A computer readable memory for storing computer-executable
instructions for use in the execution in a computer to perform a plurality of
steps that include:
generating an incentive, using a neural network of an artificial
intelligence engine based on a percentage of a transaction
amount of a transaction, for a customer to conduct the
transaction with a merchant on a customer account of the
customer;
sending data characterizing the incentive to a logical address
corresponding to a web-enabled mobile computing device;
receiving transaction data associated, and in real time, with the
transaction conducted by the customer with the merchant on
the customer account of the customer, wherein:
the transaction data associated with the transaction
conducted by the customer with the merchant on the
customer account of the customer relates to a
commercial transaction using a transaction
processing system;
the transaction processing system is coupled to a payment
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processing system which is adapted to process credit
and debit transactions; and
the commercial transaction involves the merchant supplying
a physical product to the customer;
determining a membership classification for the transaction using:
the transaction data associated with the transaction; and
customer profile data for the customer stored by an Internet
server;
determining, using the membership classification for the
transaction, a membership interchange fee to be assessed
to the merchant;
and
sending, in real time with the transaction, the data characterizing
the incentive associated with the transaction to at least one
of:
an issuing bank system that issued the customer account of
the customer; and
an acquiring bank system that issued the merchant account
of the merchant.
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20. The computer readable memory for storing computer-executable
instructions for use in the execution in a computer as defined in claim 19,
wherein the step of determining the membership classification for the
transaction is performed by a step selected from the group consisting of:
selecting a membership classification associated with a BIN range

of a payment account number or token used in the
transaction;

the step of:
identifying a profile grouping associated with the customer;
and
determining the membership classification of the grouping;
using a spending profile grouping associated with the customer;
using a manufacturer or the model of a customer device, wherein
the transaction data includes data for identifying at least one
of a manufacturer and a model of the customer device
involved in the transaction;
using a history of customer devices associated with the customer;
and
using whether the incentive associated with the transaction

corresponds to a profile grouping associated with the
customer.
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wo rncommend ligeting customars whosa

spand $51 o more 1o show yout ‘
oppretistion and build loyolty The graph PREVIOUS SAVE DRAFT

highlights this customer group

CUSTOMER SPENDING

i
; i
!
.

«$1¢ 51025 32

TOTAL SPENT

3 Raward Customars whin their fotal spanding reaches 51

-

S Mg

£20712 Smort Rewards | Lol
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FIGURE 20

SMART REWARDS

TARGET FREQUENT
CUSTOMERS

DEMOGRAPHICS
TOoTAL VISHTS TARGET THE CUSTOMERS
WHO FREQUENTLY VISIT

0 o YOUR STORE.

Bosad on your bjctive to increase Loyalty 53 Customers
we racommand torgeting customars who visit
or have visited your stors more than 10 time
The graph filustratas this customer group {erevious { | -save oraer

]

¢ a3 weze e
[T

TOTAL VISITS

3 Reward Customers on-their. visit

22012 Smart Rewords | Lol ks | B Mop

FIGURE 21

ALL STORES » MICHAEL § «

2 = 3

1 CHOOSE A
SAMPLE REWARD
TO START FROM

HAPPY HOUR

[,

BUY ONE, 10% OFF TOTAL CHARITY
GET ONE FREE PURCHASE HAPPY HOUR

#2012 Smart Rewards | tegativie | S rap
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273743012

All
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< 273752012
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22712012
258012

12412012
/202012
273772012
202772012
27272042
12772042
272742012
2225602
LRRa2

272774012

CHI12 Smart Rewards | Logel ol | Sie Map
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BRING I A NEW GROUP OF CUSTOMERS:
WOMEN AGE 21-30

ATTRACT CUSTOMERS DURING SLOW BUSINESS
PERIODS

INCREASE THE FREQUENCY OF VISITS FROM
YOUR EXISTING CUSTOMERS

ERING IN & NEW GROUP OF CUSTOMERS: WOMEN AGE 21.30
ATTRACT CUSTOMERS DURING SLOW BUSINESS PERIQDS

BRING N A NEW GROUP OF CUSTOMERS : WOMEN AGE 21.30

INCREASE THE FRECQUUENCY OF YHITE FROM YOUR EXISTING
CUSTOMERS

BRIMG [N A NEW GRQUP OF CUSTOMERS : WOMEM AGE 21-30

INCREASE THE FREQUENRCY OF ¥ISITS FROM YOUR
EXISTING CUSHOMERS

BRING i< A HNEW GROUP OF CUSTOMERS . wOMEN AGE
21.30

ATTRACT CUSTOMERS DURING S1OW BUSINESS PERIODS

BRING 1N A NEW GROUP OF CUSTOMERS . WOMEN aGE
24390

INCREASE THE FREQUIENCY OF YISIS FROM YOUR
EXISTING CUSTOMERS

BRIMG IN A NEW GROUP OF CUSTOMERS: WOMEN AGE
2130

INCREASE THE FREQUENCY OF VISITS FROM YOUR
EXISTING QUSTOMERS

Past

Past

Pasi

Past

Past

FIGURE 22A
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EMART REWARDS

VIEW ALERTS

You don't have any olerts yet, but this is where we'li let you
know about trends and new opportunities for your business.

CHECK BACK SCON!

G2 Smant Rewards | Logol i

FIGURE 22B
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© 4 ALERTS 3/5 *

BRING NEW
CUSTOMERS:
WOMEN UNDER 18
AND MEN 30-44

Loyuity | 0672177012

Over the past 7 months, ses which group
shopped at your store the leasf.

CUSTOMER SEGMENTS
(PREVIOUS 7 MONTHS)

TAKE ACTION

Creute o reward that con be redesmed
sharing yoor show business imes

T DISMISS
‘ 29

<18 4564 654

1829 K44

212 Sman Rawards

owrgaiieds | Bl 2

FIGURE 23A

SMARYT REWARDS

£ ALERIS 3/5 ¥

INCREASE SALES
DURING SLOW
HOURS

The chart shows your store hours when
stiles ore ot their lowest.

TRANSACTIONS PER HOUR
{PREVIOUS 3 MONTHS)

# Actual

TAKE ACTION NOW

Enconrage «arms frosn the group shown by
frrgetng theowith o reword

% Averoge

e DISMISS: . .. ..

$2012 Smart Rovwards

FIGURE 23B
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TAKE ACTION

You created a reward to respond to this alert.

FIGURE 23C
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FIGURE 24

SMART REWARDS ¢ ALLSTORES »  MICHAELS <

CUSTOMER
DEMOGRAPHICS v soaeer =

From
05312003 -

CUSTOMER ~ PN
TRANSACTIONS e -/ \

. / \/
— 400 Total w0 / S

| 08/16/2012. §

w\\\wm\ / m New / Returning
e wr Visits
b s Spanding
49 Ay Oeosaps
we Dander
10 wa ip Codes
C6/1512 IAINT G282 0BANA1Y
CUSTOMER VISITS
100
Average visits
pEr Customer 0
© 60
S
20
1% &30 1113 16-20 214
CUSTOMER
SPEMNDING R
Avgrage spent 80
par tronsoction
L 50
Averaga spent &
et Custamer : m
20 §
H

10 1320 2130 340 4150 5180 50+

CUSTOMER AGE
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CUSTOMER AGE
GROUPS

Age Total

Average age

32

AGE & GENDER

CUSTOMERS BY
ZiP CODE

Dizplaying top 5 zip codes

BHOW TR 20

©2012 Smornt Rowords |
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08112
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SMART REWARDS

PERFORMANCE

| Click rewards to view data

0% 141 W 070112

BUY ONE LOCAL WINE, GET
ONE FREE
714112 Yo 07701112

FRAPIY HOLE 0% 0FF alL
PRGOS
THVASEY 0 92701410

(o

CE14712 0 070112

BUY ONELOCAL WINE, GET
OMNE FREE
03/14/12 10 07N /12

10% OFF ANY BOTTLE
GSF14212 40 07201412

PARTIER WITH MQO'S TAVERN
FOR UNITED WAY OF
0S/14/12 W 0TI

FIGURE 27

. TIMELINE VIEW
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ALL STORES »

MICHAEL & -

w

- Totol Program Revenue

$1.000 N SN N A

T, .
. o e
$200 \\N‘:;;""M mw-/
e
6713712 70V N2 T84 81002 B/1512 90112

ALL ThaDL BY 2Y 17 S b (R W W

Lmz . 2013

ALLSTORES MICHARL 5~

PERFORMANCE

Clhick rewards to view data

D512 10 0701/12

BUY ONE LOCAL WINE, GET
ONE FREE
05714712 1o 0701712

SR T OFF Al

FInLS

0514512 w7012

CEITA/Y2 W BTV

BUY ONE LOCAL WINE, GET
ONE FREE
08714712 10 07/01/72

05714712 40 07/01712 {f:.)

PARTNER WITH MO'S TAVERN
FOR UNITED WAY OF .
05/14/17 30 07/01/12

PERFORMANGE

ALLLOCATIONS v

[ ranisactions. w] from | 0s/08/2012 2,_;_] to | oz/0002002 . 3

swe00 o e TS
$800 et

TN

3600 ™

SIYR2 g2 744507 80112 #1512 QO

TIMELINE VIEW  ALL TiE 5Y  2Y 1Y 48 38 tM IW W
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FIGURE 28

MART REWARDS ‘ ALL STORES » MICHAELS

PERFORMANCE  .uocaions v

Click rewords to view dofa

- Totol Program Revenue

e R

PN <
il o L moe :: PN // R N4
BUY ONE LOCAL WINE, GET : / N
ONE FREE : ; /" Ny, ; S
05/14/12 10 0701112 U sace L
[

HABPY HOLIR STEALY &
FRICTTS P //mus
BE/ 14712 to QT2 $o00 «m“,\\\w'/

L varz812
08/14/12 6 070112 $400 65801
BUY ONE LOCAL WINE, GET - o
ONE FREE 5 00 R R
05714712 10 DTA1 212 : S
05/14/12 10 02/01/32 g 6/18/12 7701712 715013 8/01/1% 81512 9/01/12
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FIGURE 29
10
MY REWARDS ® !
R - o EXPRING
Today
BUY ONE TACO
] GET A SECOND
2 T, ONE FREE
*%‘ 6 Fescn DAY
50% OFF FOR N
@ TSUNAMI RELIEF
Al il TOMEAY
vies ond.
3 i Next 7-days. i
. g
‘ o3
* el Shog & ft l

FIGURE 30

MY REWARDS

NEARBY 6 4 kt

50% OFF ALL
SIGNATURE RED

% & WHITE WINE. .
i R

FREE FILM WITH
PURCHASE OF
CAMERA

R ] Qg

50% OFF SUSHI
LUNCH SPECIAL
< a

] 'k..
' Rewng Alicat Gushi Q?

e
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1M
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REWARD DETAILS ()

TUESDAY SPECI? _ 50% OFF ALL
LOCAL WINES 3

Wina Shop "d’ Dali
: s bt

DESCRIPTION @ -

Start description here. | basicolly
interviewed the people | was caddying
for, figuring how they got to where they
were, and what principles guided them.

83% loved or liked the Bollard
: Vine Wine Shop and Deli )

10
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FIGURE 32
1 2

MY REVIEWS

Laura Bee Designs
$21.25 )

AS20G/Y2 51 2pem

,4 he 15 Pet Care
$31.66 }

AA1270 5 e

Portage Bay Cafe
” $63.71 )
. 471871 ,’r 5

B The Other Coast Cafe
1 $44.84 }

SV B 2pe
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FIGURE 33

MY REVIEWS
PENDING REVIEWS

Laura Bee Designs

4 All The Best Pet Care
$31.66

AS1RAE Eii o

Portage Bay Cafe
$63.71

AR Lotdpm

The Other Coast Cafe |
$44 .84

CANCEL ' 3
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FIGURE 34
3
| BRAD"S VINTAGE...
REVIEW YOUR EXPERIENCE
How would you rate
the customer service?
FIGURE 35

BRAD'S VINTAGE. .

REVIEW YOUR EXPERIENCE

Did charity influence
your purchase?
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FIGURE 36
BRAD'S VINTAGE...
REVIEW YOUR EXPERIENCE
1 Any comments?
FIGURE 37
BRAD'S VINTAGE...
REVIEW YOUR EXPERIENCE
1 Thank you for reviewing

Brad’s Vintage Threads.

'3 B NEXT REVIEW
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FIGURE 38

1 (eax{ UNITED WaY

Thanks, Tina.

YOU'YE HELPED RAISE

2 $18,044

FOR UNITED WAY

YOUR CONTRIBUTION 1S

3 $34.50

: A Contant TBD. Should include mission, causas, and
. results, United Waoy is badass, Over the past five

years, we've contributed countless Elme dolls to
Lide mil msimr dhn Cmmithn mmmm Salos sl i Bonllmmd

FIGURE 39

1 [owe] PROFILE
3 5 ln’ﬂarGSiS i }

- 4 ... You've raised $34.50 for United Way )

—en

§eiﬁngs }

- Contact administrator )

~ o

S Cancel membership )
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FIGURE 40

1 INTERESTS

CUSTOMIZE YOUR REWARDS

How much do you
like wine?

3 - 8 intarests rated

R ! KEEP GOING
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NEARBY
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SMART REWARDS

21

15% OFF CABERNET
SAUVIGNON OR...

L]

4

50% OFF FOR
TSUNAMI RELIEF

&

BUY ONE DOZEN
GET ONE FREE
WITH PURCHASE

1/2 OFF PURCHASE
OF $40 OR MORE

6

FREE BREAD LOAF
WITH PURCHASE. .

i

$5 OFF ANY
FLAVORED LATTE

HOW MANY
CAN YOU EAT?

50% OFF FOR
TSUNAMI RELIEF

15% OFF CABERNET
SAUVIGNON

PINA COLADA

1/2 OFF PURCHASE
OF $40 OR MORE

50% OFF FOR
TSUNAMI RELIEF

HAPPY HOUR
2 FOR1
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FIGURE 42

SMART REWARDS

NEARBY

01 mi

? 15% OFF CABERNET

SAUVIGNON OR... ﬁ @

1/2 OFF PURCHASE
OF $40 OR MORE

BUY ONE DOZEN Q
GET ONE FREE
50% OFF FOR FREE BREAD LOAF
g FSUNAMI RELIEF WITH PURCHASE WITH PURCHASE...

12mi 1
P 15% OFF CABERNET SAUVIGNON
e OR ANY LOCAL PINOT NOIR 50% OFF FOR
~ TSUNAMI RELIEF
3 = Yick's V7 ~op
$5 OFF ANY

FLAVORED LATTE

oEe <5 .
Start 7 on here 8 o interv 9 : PINA COLADA
1 people + was caddying for, sguring how thiéy got to
- whars they wers, ond what principles guidad them. HAPPY H OU R
/ 1/2 OFF PURCHA. Lt wisi enim ad minim veniam, quis nostrud exerci 2 FOR 1
L/ OF $40 OR MORE tation ullamcorpar suscipit lobortis nist uf aliquip ex

ea commodo consequat

11 vewsuoemmns
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FIGURE 43

SMART REWARDS

3 . PENDING REVIEV 6 .

‘2 AR Louro Bae Designg e o 5 s, $55 78
= Vb .
Py All The Bast Pei Cora T B S Bt 33536
PRE . .
470512 Portage Bay Cote $4124
4 Vg -
[ The Other Coast Cofe b ) btie sare
3 tagen .
T sk Michant Lang Fiem % oA drin 523 2%
R

I0Twanty [ — v

&2%:42 taura Bea Designs EYERs
5 Ypwm .

FIGURE 44

SMART REW,

PENDING REVIEWS i

Lauro Baa Casigns - LIEIEE 0
Al Yh«’ Best Per Cure 200 o ssung ot ¥z o
Foﬁ?m Bev Caote Sa 54 O
The ?m“ Conn Cofa 2ot tamon ¥ o
luhryx Michon! Lang Fine T oM touws spE%E O
2}0’(*::0«& 1455 O o6 s (R3] O
L«uvfa aej Erevigns [ O
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FIGURE 45

SMART REWARDS

REVIEW YOUR EXPERIENCE

BRAD'S VINTAGE THREADS

o How would you rate the | rod ct?

FIGURE 46

SMART REWARDS

REVIEW YOUR EXPERIENCE

BRAD'S VINTAGE THREADS

ould you recomend this place toafriends

: PREVIOUS QUESTION
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FIGURE 47

SMART REWARDS

REVIEW YOUR EXPERIENCE

BRAD'S VINTAGE THREADS

“ Any thoughis on our hat selection?

PREVIOUS QUESTION

FIGURE 48

SMART REWARDS

REVIEW YOUR EXPERIENCE

RADS VINTAGE THREADS

Thank you for reviewing Brad’s
Vintage Threads,
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FIGURE 49

Community Support

L9 P 38631 B Omer, UBterSr DALY
et sl disenr risnsosreny okl mussroint Lo sbit

B ey peg e
it n g Lsisgat KR el sy e
comenadic o

Disiz autmes vul wue wowe dphoe o bondhr o
o enghstoe; wrsaipant, oad dloss

ot n o e
i sy fac s, Hamn dhowt lerogcd ot ashity
SO S04 YR D I PR g
4 et msiarin fhin 4208 Raths guias dtisne Ty

o 8 Ftnsers mURdm . BT 158 v‘@em:xm
g B Gam ST R ree
JERAREARH M INSL H N
Saguit sevezeist

b a1 T 0N BB )
: ectocoms W

e Ft

st s ekte ot A ek B
porm dpre . gatodnvsens Kb o
Pl et s Jaes ) o
rern mioto g g o s e
T trite s :

FIGURE 50

HEATHER-IZE

Semart Revwsnchs s alt about Locot Businasses and Chorsty, But it's also olf abowt you
You will see rewords ihat match yoss inferests

HAY ARE YOU INTC

1 5730 interests expraessed. How about.

Acinhatay Mhgneires ody eophy dean
Haiion faot
Model sy

Byt gy
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bt sl Semenion yowaby

Babon dusing Susni

¥ibea T e




CA 02880931 2015-02-03

' ’ 42/53

FIGURE 51

Al OK TO CHANGE YOUR rinD
Qoreun BBQ
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FIGURE 52

CUSTOMERS
SETTINGS

Emsimé“ AN

ERTE Example: Save _ % Off
Sample Entire Purchase.

Potential

<18

1829

30-44 3 248
45.64

&5+

10% off Your Purchase

Réfe&e 10% off your ~ P

total purchase on all Offer valid ot oll Jocob's
lacob’s Surf and Tum locations on food items
food items. only.

‘None ‘

1%

118 CUSTOMERS
lacob's 124 St

T0832A 124 5t KW
AB, TOMOH3
CUSTOMERS
Jocob's 5t Albert
LERIES 210 Camegie Dr
Male AB, TBNSAT

."m‘] Jacob's Reed Deer
< 5018 45 Street
1-2km AB, TANTKS

3-Skm Jocob's Leduc
6-10km 5207 50th Avenue

- 15km AB, TOE6V3

‘ . 16-20km e ;

loved it 20km + 06/13/2013 01:00 pm
Liked it A : to

e None 12/05/2013 01:00 pm

S0-s0

Disliked it None

$10.549

Mone .

0 CUSTOMERS
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CUSTOMER TYPE (B

[ Potential

GENDER B

AGE RANGE ®

g 18-29 years
7] 30-44 years
B 45-64 Yeﬂrs
] 65{){3&5 .

DISTANCE FROM STORE (B

TOTAL SPEMDING (®

Cus:mm spent MORE THAN vl 1 in me past

In fhe past 2 months ‘customers typucaﬂy spent. 562 75 on uvemge at the store(s} seled&d N

CUSTOMER VISITS (®

hme.sm?hapusi

Customers v:sned L&QRE THAN = |

In fhe. post 2 momhs ‘tustomers wsned an uvemge. af 1 txmes ct the sfore.(s) seleded e

FIGURE 55



CA 02880931 2015-02-03

47/53

9G Old

909
JOJUOIN Bawit] |eay

¥09
Jajyolid Jueyossy

c09
19|joi1d Jswojsn)

09 auiu3 uolepuswwosay




CA 02880931 2015-02-03

48/53

z-value

Q — 0.8

® LT

C\ s=0.28 0.4
|

0.2

y-value
0.2

x-value

FIG.57



CA 02880931 2015-02-03

49/53

———— e . ————— ——— — — —

85 Old

0G¢ wa)sAg Buissaoold uonoesuel |

8¢

wa)sAg Janss| pien

oce
abueyoioyu|
/ J0Ssa%01d
JuswAed

oY ‘02¢
walsAg

yueg Buuinboy

—_—,e— e e — — =

08

waysAs Aleysn

00§ \»

9c
wa)sAg Ajjehon

€e
(s)ea1naQ
abelo}s eleq

oLe

oy
wa)sAg
JueyoIs

2o1naQ Buneniu|
uoljoesuelt |

G0¢€



CA 02880931 2015-02-03

50/563

v/ 400

Receive transaction data
410

l

Access merchant and/or
customer data
420

l

Determine Interchange fee
for the transaction
430

|

Generate signals for accruing
interchange fee
440

FIG. 89



CA 02880931 2015-02-03
51/53

09 Old

309 Old aos olid 009 9Old da09 9Oid V09 'Old

% # 3 o - &

PRy
DAY AU LDAIS

¢ V1T ‘ST 5By ‘Repuow —
P 45 severy 195ng ISy u2y2 nog Aydeyd q 4

jeredpised nok sy siouoddns i
V10T "61 100Ny “Aepsany
AJURWWOD BIOW JO ¢ 7 USYM < 119 AxeS s ujor

QCO %H_\—msu ¢ PogiLsnbny fepuon

ATNOH YER15 Sy

b

auQO Aldeyd

aauyy Liueyd n

sty

om} Kyreyd nmﬂ

01 pareUcp aq i1
INO ALIEYHD

‘ 404 SINIAD Y2 DNINOIAN o
i % i ’ e aug Ayueyd n
3 | :
£ £ =
5] mopppns sty fi O W N TN e

A e

z
%
z
&

pue wd| | 03 wdg usamisq

_,. .
A { : SSNOH >e2is 51y

[—

ISNOH JeNs 51V : Jeaup’| | bny ‘Aepuon 1xeu 'Alag

e

527 Y RU0 ARy 03 %07 AlEuog divk 3d3fans
BIC3UCALRYSESIUDAT LT
sineQ AuRger

a B i IR ] sles Adeon A




CA 02880931 2015-02-03

52/53

19 'OId

WU pe wiud ) “enbije euSew 31ojop 32 aioqe| 0 unpipiduy Jodway 9@ 4<.C&mOI
owisnia op pas ‘38 Jupsidipe in1eyo - 154 nsdi wal O * ‘ .aJuejeg 1ualin
P P p3s ‘3 Bunsidipe inalossuod ‘1aule 315 Jojop %umu.»“ﬂ“w m.ZmeJ_IU dﬁv_ ww wmq MNHW _ m 1 U
e iLINOVI HIHLYIT SI9A0T
SIGE % 3L : uyor Ag sa12A2J010|A WO1sSh Aln
dImEmEg \Nvﬁ Joupee; @2 ETE98S yor Aq s2|2A21010}\ WOISND oz Ainr
N i13DIAY3S IONVHD agn1 }aInp
SIEE % : ui02dod Al|2AON S,.g0 An
A jieleg N0 ANY 440 %SZ \m% s paz &« 1¥'81S d Al N 5,409 STAINS
rm— {32IN7 JINVDHO
SIGEE) % uels 92N G2 : ssaull4 WAg 9 Aln
A j1elag ANY NO %07 JAVS \m% pueis adInf GO 09'20TS 34 59yl T ANf
OS— iGNNOY 1X3N 95.INn0)
SIGIE) % Y : 1 Je Ain
4 s=Ra S04 NG %08 IAve \mMNV Joo7ax &2 58S IlUD 8 JBg DgY 6 Ainr
T IE Y=t i3344 INO 13
SIEE] % suod : 94018 ssenHoin Aln
dsmEa SN \er<\W wodsyy <K LY'T9TS 15 sse|poINny g Ainr
a1eq
spiemay aAISN|IX] |207 — SUIALD) JO HIOMIBN unowy uondunsaq —
ANAI1DY 2UNOJDY

2 =

sjigAed | siajsued)

i

i Alewwing N0y

QUlluQ Jueg AN




CA 02880931 2015-02-03

I 53/53
v/- 300
305 Issuer /
token
service /
- transaction
' processing
Termnnal/ \ Token payment request ( > system
Mobllgellgewce < Response to token 330, 350

FIG. 62



J‘ 28

=

40




	Page 1 - COVER_PAGE
	Page 2 - ABSTRACT
	Page 3 - DESCRIPTION
	Page 4 - DESCRIPTION
	Page 5 - DESCRIPTION
	Page 6 - DESCRIPTION
	Page 7 - DESCRIPTION
	Page 8 - DESCRIPTION
	Page 9 - DESCRIPTION
	Page 10 - DESCRIPTION
	Page 11 - DESCRIPTION
	Page 12 - DESCRIPTION
	Page 13 - DESCRIPTION
	Page 14 - DESCRIPTION
	Page 15 - DESCRIPTION
	Page 16 - DESCRIPTION
	Page 17 - DESCRIPTION
	Page 18 - DESCRIPTION
	Page 19 - DESCRIPTION
	Page 20 - DESCRIPTION
	Page 21 - DESCRIPTION
	Page 22 - DESCRIPTION
	Page 23 - DESCRIPTION
	Page 24 - DESCRIPTION
	Page 25 - DESCRIPTION
	Page 26 - DESCRIPTION
	Page 27 - DESCRIPTION
	Page 28 - DESCRIPTION
	Page 29 - DESCRIPTION
	Page 30 - DESCRIPTION
	Page 31 - DESCRIPTION
	Page 32 - DESCRIPTION
	Page 33 - DESCRIPTION
	Page 34 - DESCRIPTION
	Page 35 - DESCRIPTION
	Page 36 - DESCRIPTION
	Page 37 - DESCRIPTION
	Page 38 - DESCRIPTION
	Page 39 - DESCRIPTION
	Page 40 - DESCRIPTION
	Page 41 - DESCRIPTION
	Page 42 - DESCRIPTION
	Page 43 - DESCRIPTION
	Page 44 - DESCRIPTION
	Page 45 - DESCRIPTION
	Page 46 - DESCRIPTION
	Page 47 - DESCRIPTION
	Page 48 - DESCRIPTION
	Page 49 - DESCRIPTION
	Page 50 - DESCRIPTION
	Page 51 - DESCRIPTION
	Page 52 - DESCRIPTION
	Page 53 - DESCRIPTION
	Page 54 - DESCRIPTION
	Page 55 - DESCRIPTION
	Page 56 - DESCRIPTION
	Page 57 - DESCRIPTION
	Page 58 - DESCRIPTION
	Page 59 - DESCRIPTION
	Page 60 - DESCRIPTION
	Page 61 - DESCRIPTION
	Page 62 - DESCRIPTION
	Page 63 - DESCRIPTION
	Page 64 - DESCRIPTION
	Page 65 - DESCRIPTION
	Page 66 - DESCRIPTION
	Page 67 - DESCRIPTION
	Page 68 - DESCRIPTION
	Page 69 - DESCRIPTION
	Page 70 - DESCRIPTION
	Page 71 - DESCRIPTION
	Page 72 - DESCRIPTION
	Page 73 - DESCRIPTION
	Page 74 - DESCRIPTION
	Page 75 - DESCRIPTION
	Page 76 - DESCRIPTION
	Page 77 - DESCRIPTION
	Page 78 - DESCRIPTION
	Page 79 - DESCRIPTION
	Page 80 - DESCRIPTION
	Page 81 - DESCRIPTION
	Page 82 - DESCRIPTION
	Page 83 - DESCRIPTION
	Page 84 - DESCRIPTION
	Page 85 - DESCRIPTION
	Page 86 - DESCRIPTION
	Page 87 - DESCRIPTION
	Page 88 - DESCRIPTION
	Page 89 - DESCRIPTION
	Page 90 - DESCRIPTION
	Page 91 - DESCRIPTION
	Page 92 - DESCRIPTION
	Page 93 - DESCRIPTION
	Page 94 - DESCRIPTION
	Page 95 - DESCRIPTION
	Page 96 - DESCRIPTION
	Page 97 - DESCRIPTION
	Page 98 - DESCRIPTION
	Page 99 - DESCRIPTION
	Page 100 - DESCRIPTION
	Page 101 - DESCRIPTION
	Page 102 - DESCRIPTION
	Page 103 - DESCRIPTION
	Page 104 - DESCRIPTION
	Page 105 - DESCRIPTION
	Page 106 - DESCRIPTION
	Page 107 - DESCRIPTION
	Page 108 - DESCRIPTION
	Page 109 - DESCRIPTION
	Page 110 - DESCRIPTION
	Page 111 - DESCRIPTION
	Page 112 - DESCRIPTION
	Page 113 - DESCRIPTION
	Page 114 - DESCRIPTION
	Page 115 - DESCRIPTION
	Page 116 - DESCRIPTION
	Page 117 - DESCRIPTION
	Page 118 - DESCRIPTION
	Page 119 - DESCRIPTION
	Page 120 - DESCRIPTION
	Page 121 - DESCRIPTION
	Page 122 - DESCRIPTION
	Page 123 - DESCRIPTION
	Page 124 - DESCRIPTION
	Page 125 - CLAIMS
	Page 126 - CLAIMS
	Page 127 - CLAIMS
	Page 128 - CLAIMS
	Page 129 - CLAIMS
	Page 130 - CLAIMS
	Page 131 - CLAIMS
	Page 132 - CLAIMS
	Page 133 - CLAIMS
	Page 134 - DRAWINGS
	Page 135 - DRAWINGS
	Page 136 - DRAWINGS
	Page 137 - DRAWINGS
	Page 138 - DRAWINGS
	Page 139 - DRAWINGS
	Page 140 - DRAWINGS
	Page 141 - DRAWINGS
	Page 142 - DRAWINGS
	Page 143 - DRAWINGS
	Page 144 - DRAWINGS
	Page 145 - DRAWINGS
	Page 146 - DRAWINGS
	Page 147 - DRAWINGS
	Page 148 - DRAWINGS
	Page 149 - DRAWINGS
	Page 150 - DRAWINGS
	Page 151 - DRAWINGS
	Page 152 - DRAWINGS
	Page 153 - DRAWINGS
	Page 154 - DRAWINGS
	Page 155 - DRAWINGS
	Page 156 - DRAWINGS
	Page 157 - DRAWINGS
	Page 158 - DRAWINGS
	Page 159 - DRAWINGS
	Page 160 - DRAWINGS
	Page 161 - DRAWINGS
	Page 162 - DRAWINGS
	Page 163 - DRAWINGS
	Page 164 - DRAWINGS
	Page 165 - DRAWINGS
	Page 166 - DRAWINGS
	Page 167 - DRAWINGS
	Page 168 - DRAWINGS
	Page 169 - DRAWINGS
	Page 170 - DRAWINGS
	Page 171 - DRAWINGS
	Page 172 - DRAWINGS
	Page 173 - DRAWINGS
	Page 174 - DRAWINGS
	Page 175 - DRAWINGS
	Page 176 - DRAWINGS
	Page 177 - DRAWINGS
	Page 178 - DRAWINGS
	Page 179 - DRAWINGS
	Page 180 - DRAWINGS
	Page 181 - DRAWINGS
	Page 182 - DRAWINGS
	Page 183 - DRAWINGS
	Page 184 - DRAWINGS
	Page 185 - DRAWINGS
	Page 186 - DRAWINGS
	Page 187 - REPRESENTATIVE_DRAWING

