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A method and a device for controlling the issuing of advertising messages in sales facilities, wherein boundary condition data such
as weather conditions and temperature data are detected by means of detection means arranged inside and outside the sales
facility and correlated with effective quantities of sold products promoted by the advertising messages, and the issuing of
advertising messages is triggered in a targeted manner as a function of the results achieved when the boundary conditions
determined to be optimal are occurring.
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Abstract

A method and a device for controlling the issuing of advertising messages in sales facilities,
wherein boundary condition data such as weather conditions and temperature data are
detected by means of detection means arranged inside and outside the sales facility and
correlated with effective quantities of sold products promoted by the advertising

messages, and the issuing of advertising messages is triggered in a targeted manner

as a function of the results achieved when the boundary conditions determined to be

optimal are occurring.
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Method and device for controlling the issuing of product-related advertising

messages to customers in sales facilities

The present invention relates to a method and a device for controlling the issuing of
product-related advertising messages in sales facilities in order to optimize the

efficiency of addressing customers with advertising messages of this type.

It is common practice in sales facilities, such as supermarkets, to address customers
currently present in the market with advertising messages, for example by announcing
advertising spots for current promotions or special offers by means of loudspeakers in
specific intervals. It is also common to use advertising messages presented to customers in
sales facilities in a product-related manner in the form of video presentations on monitor
displays; this is especially the case in DIY markets and other sales facilities of this type,
where customers are addressed with videos presenting a specific product, for example a
tool, or its use. Advertising messages of this type may be presented continuously, in part
only when a customer passing by is detected by a sensor which then triggers the issuing of

the advertising message, or in part only after an active request by the customer.

Itis also known to lead customers through a sales facility and to address them in a targeted

manner with advertising messages as follows: In the entrance area of a sales facility
customers may, for instance, be able to input information on the type of goods they are
especially interested in into a terminal display. They may then, after identification, for

example by means of a transponder incorporated into the shopping cart, be tracked by a
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computer system and recognised by means of this identification in selected arcas of the
sales facility, where they may be addressed with advertising messages in a targeted manner
and/or be pointed to relevant products. This is however expensive and requires active
participation of the customer - a fact that may be realistically expected only in a facility
that the customer already visits with a specific purchase intention, for example in

DIY stores or gardening centers. This type of addressing customers will however

not be very efficient and promising in the area of food and drink markets.

It is an object of the invention to provide a method and a device that enhance, and also
evaluate, the efficiency of product-related advertising messages for customers, in order to
be able to present advertising messages aimed at boosting sales success to customers in a

more targeted manner.

This object may be achieved by the method of the and device of the invention.

The invention is based on the thought that it might be reasonable to adapt advertising
messages in a more thorough manner to the respective disposition and state of the
customer, in order to enhance efficiency. In contrast to advertising messages that are
announced in a unspecific manner and only point customers to currently valid special
offers or the like, or only present a specific product to customers because of their presence
in the respective area of the sales facility, the invention aims at providing the possibility to
take into account the current disposition of the customer along with further boundary
conditions, and to place an advertising message, as a function of these conditions, in a
targeted manner and in such a way that the customer is addressed by it at a moment where
he might especially be disposed to purchase a specific product.

According to the invention this comprises the recording and collecting of data that, in light
of past experience, have influence on the disposition of the customer. These data include
¢.g. day of the week, time of day and weather conditions. In the early morning of a
working day, for example, a possibly underslept customer that is also in a hurry is less
receptive to an advertising message than in a relaxed evening after work. And boosting

the sales of ice cream is more casily achievable in hot weather conditions in summer

than in cold weather conditions.

Date Regue/Date Received 2020-09-18
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Conditions that can influence the receptiveness of the customer to advertising messages
also include the current local conditions at the sales facility. In areas currently crowded
and rushed with customers the addressing of customers, especially by means of video

messages, is not very efficient, since it is only hardly possible to notice them at all.

According to the invention it is thus provided to detect external data of a purchase situation
in order to be able to estimate state and disposition of the customer and at the same time
control customer behaviour. This may be achieved by providing the customer, when he
enters the sales facility in an entrance or check-in area, with an individualising
identification for the time of the shopping visit. A few examples for this identification may
be a trackable ID of a shopping cart or shopping basket, or a voucher handed to the
customer and containing an ID. By tracking the customer in this way, even if in an
anonymised manner, and by associating the ambient data at the time of purchase, and later
the result of the purchase recorded at check-out, it can be detected if and to what extent a
product-related advertising message presented to the customer in the course of his shopping
visit has led to a successful sale. It can then also be determined if larger crowds of customers

are present in specific areas of the sales facility, or only individual customers.

If such data are recorded over a longer period, with different ambient conditions and for a
plurality of customers individualised in the above-mentioned manner, it can then be
determined by corresponding evaluation under which external conditions an advertising

message relating to a specific product is most likely to reach the customers.

The quality of this evaluation may be enhanced further by collecting and evaluating not
only data from one supermarket, but by effecting collection and evaluation of data
from a plurality of supermarkets in a central system, thereby rendering the evaluation

even more obj ective.

Based an these evaluations the presentation of product-related advertising messages to
customers may then be controlled in such a way that in the presence of favourable external

ambient conditions, such as weather conditions, day of week, time of day and temperature,

the respectively most appropriate product is prominently suggested to the customer,
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thereby boosting the sale of specific products at times when the conditions are

especially favourable for their sale.

Since the results of a purchase are also recorded at check-out points, the control signal (=
advertising message) may be optimized with the method and the device according to

the invention in the same way as in a technical control loop under control of output (=

result of purchase).

The invention will now be described in greater detail with reference to the appended
schematic drawing. The drawing shows a sort of flow diagram of the operational sequence
of the method according to the invention, from which also follows the device necessary for

its execution.

The drawing shows four main blocks, i.c. an entrance or check-in area 1 of a sales facility,
e.g. of a supermarket, a selling area 2 of the sales facility, being a sales room or a totality

of several sales rooms, and a cashpoint arca 3 as well as a central data processing area 4.

According to the respective functions, block 1 represents the area of individualisation of
customers, block 2 the area of action or customer addressing, block 3 the area of record,
where sales records are associated with the respective customers, and block 4 the area of
acquisition, recording, storing, accumulation and processing of data, and for controlling

advertising messages.

Blocks 1 to 3 are typically areas of a sales facility, such as a super market, a department
store or a market. Block 4 or the data processing area can be associated with a single sales

facility only, or with a plurality of sales facilities.

In the entrance area 1 an individualisation of customers is effected by providing the
customers with an identification for the time of their presence in the sales facility, this
identification allowing the association of the customers with their respective shopping
behavior and their actual purchases during their presence in the sales facility. Customer
identification is of course anonymised. The identification for the time of shopping visit
might be effected by the customer taking a shopping cart 11 from the depot, the shopping
cart being provided with an identification. The shopping cart could, for example, be
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provided with a number so that the number of the shopping cart can be detected by the
cashier staff in the cashpoint area 3 and associated to the sales receipt data.

Advantageously, the identification is provided an the shopping carts by means of barcodes or
by transponders, in order to allow electronic tracking of the identification not only in the
cashpoint area 3, but also in selected areas of the sales facility. Other types of identification
are also conceivable, such as issuing vouchers provided with an identification or the like

which the customer may then present at the check-out point to receive a specific benefit.

The identification assigned to the customer may at the same time be transferred to the data
processing area 4, for example when the customer takes a shopping cart 11 from the depot
and the cart 11 is provided with an electronically trackable identification. The time of

identification may then also be recorded.

Ambient data, such as weather conditions, air Pressure, air humidity, outside temperature,
temperature in the sales facility, or other data that may be of relevance for the purchasing
behaviour of the customer, are additionally transferred to the data processing area 4. These
data are Input into a data processing system 41 in the data processing area either
automatically, for example by means of measuring devices 51, 52, 53 or the like, or fed
into it in the form of messages or entered manually in specific intervals. Day of week, date
and time of day are of course available for association in the data processing system 41

anyhow.

Local conditions in the sales facility, such as customer frequency or noise level, may also

be detected by appropriate devices 54, 55 and then transferred to the data processing area 4.

In the sales area 2 defining the action area, in particular the addressing of the customer with
advertising messages is effected, their issuing being controlled by the data processing
system 41 in the data processing area 4. These advertising messages can be acoustic
messages, i.e. public announcements, audiovisual messages, i.e. messages containing
picture and sound, such as video clips, or slideshows with corresponding text, or only
visual messages, such as presentations by means of monitor displays. These advertising
messages may be issued by means of respectively appropriate output media 21, 22, 23, 24,

25, such as loudspeakers distributed in the sales area, loudspeakers arranged in the vicinity
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of a specific promoted product, video monitors or projection screens. Such an
advertising message may however also consist only in a temporarily accentuated
presentation of a specific product, for example in accentuating a specific product with

light effects, such as flashing with strobe light or illuminating it with coloured light.

These advertising messages may either be issued in a general, untargeted manner, or be
triggered in a targeted manner when a customer approaches the respectively

promoted product, in order to specifically capture the attention of the customer.

The especially effective, however also somewhat more expensive possibility of
immediately addressing a customer in a targeted manner when he approaches a promoted
product can be controlled either by detecting the individualising identification of the
customer, for example by means of a transponder arranged an the shopping cart 11,
thereby also allowing to detect and record in the data processing area 4 which customers
actually have passed by the promoted product; or the approaching of a customer can
be detected by light barriers or by means of electronic detectioh of the presence of a

metallic shopping cart.

In the cashpoint area 3, the purchases of customers are recorded at the cash register 31 and
associated with the individualised customers. The identification of the customer, for
example by means of the shopping cart 11, can again be tracked electronically and
automatically in the cashpoint area 3. It is however also possible that the cashier records
the data, for example by reading a number fixed to the shopping cart and entering it
manually. Purchases recorded by the cash register are transferred to the data processing
area 4 and associated with the customer. It is possible to filter only the data of currently
promoted products of interest from all the purchase data in the data processing area, or to
program or control the cash register in such a way that it only transfers the data for the

currently promoted products to the data processing area.

Although an individualisation of the customer as described above is advantageous and
expedient, it is not necessary in case of a simplified implementation of the concept
according to the invention. Recording the successful purchases at the cashpoints is however
of central importance in order to be able to correlate the sales figures of a specific promoted

product or several promoted products with the respective boundary conditions,
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and to thus determine at which moments and under which external conditions addressing
the customer to promote a specific product is especially effective and optimally boosts
sales success. Quality and significance will be especially high if data of a plurality of

sales facilities are recorded and evaluated by a central data processing area 4.

The data are collected, accumulated over periods of time and evaluated in the

data processing area.

In the exemplary embodiment shown the data processing area is associated with a plurality
of sales facilities. Blocks 1, 2 and 3 shown in the schematic drawing together form a
sales facility A. Further sales facilities connected to the common data processing area
4 are identified as blocks B, C, D ... N.

Evaluation of the boundary condition data and sales success data supplied by the different
sales facilities is effected by correlating sales data with the respective boundary condition
data. This means that sales data to which respectively current and detected boundary
conditions are associated are added up in association with a respective category of boundary
conditions, i.e. a specific temperature range, a specific time slot in the course of the day, a
specific day of week, specific weather conditions such as sunshine or rain, or the

like. Since such categories of boundary conditions, like ranges of ambient temperature,
ranges of room temperature, weather conditions, time slots during the day ctc. repeatedly
oceur, either regularly or occasionally, it is possible to precisely determine, by collecting
such data over a specific period, at which times of the day, under which temperature

conditions, wider which weather conditions or the like a specific product can most

effectively be sold.

It is accordingly possible to issue advertising messages in a more targeted manner an the
basis of values determined in this manner and aimed at optimizing efficiency for

the products to be promoted.

From an economical point of view, the use of the concept according to the invention

will lead to a significant increase of product sales.
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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 for controlling the issuing of advertising messages in sales facilities,
wherein product-related advertising messages are provided for use as required and output
media for issuing the advertising messages in the sales facility are provided, the method

comprising the following steps:

acquiring or measuring boundary condition data comprising day of week, time of
day, outside temperature, temperature in the sales room, air pressure, air humidity and/or
weather conditions during business hours, and temporarily storing these data in a data

processing system,

issuing product-related advertising messages from said data processing system to

output media located in the sales facility in order to promote specific selected products,

assigning to customers in an entrance area of the sales facility an individualizing

identification in the form of a technically readable or detectable ID of a shopping cart used,

technically detecting a presence of a customer provided with an individualized
identification in selected places of the sales facility, and, as a function thereof, triggering

issue of an advertising message for addressing the customer in an individualized manner,

recording purchases of each customer associated with the customer’s identification
and time of purchase at a cashpoint area and transferring these data to the data processing

system,
detecting the effective quantity of promoted products sold, including recording the

time of selling, associating the boundary condition data collected at the respective time of

selling with the respective sales of the advertised products by said data processing system in

Date Regue/Date Received 2021-07-13
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the cashpoint area of the sales facility on the basis of the cash register data,

collecting and storing of sales data with respectively associated boundary condition

data by said data processing system cumulatively over a longer period of time,

evaluating the collected sales data and determining the boundary conditions under
which promoted products are particularly frequently sold by said data processing system,

and

controlling by said data processing system the issuing of advertising messages
relating to the respective product, during presence of a boundary condition that has been

determined to boost sales.

2. The method according to claim 1, wherein the method steps are carried out

centrally for a plurality of sales facilities.

3. The method according to claim 1 or 2, wherein additional parameters comprising
current customer frequency or noise level are detected in an area of output media in the sales

facility and taken into account for controlling the issuing of the advertising messages.

4. A device for controlling the issuing of advertising messages in sales facilities for

carrying out the method according to claim 1,

with a data processing system comprising a storage memory for storing product-
related advertising messages, and with a programmable device for controlling the issuing of

these advertising messages on output media distributed in the sales facility,
further with detectors for detecting boundary condition data comprising outside

temperature, sales room temperature, air pressure, air humidity and/or weather conditions,

and for transferring these data to the data processing system for the temporary storage of said

Date Regue/Date Received 2021-07-13
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boundary condition data, the detection means for detecting boundary condition data
comprising measuring devices arranged inside and/or outside the sales facility and reception

devices for externally transferred data,

technically readable identification elements for temporary individualizing

identification of customers during their shopping visit,

sensors arranged in selected areas of the sales facility, to read out the individualized
identification of customers and to control triggering of advertising messages as a function
thereof for the purpose of addressing customers in an individualized manner, further with
recorders for recording sales data for the products promoted by means of the advertising
messages from cash register data and for associating them with boundary condition data

respectively occurring at the time of detection,

further with devices for collecting, storing and correlating the product sales data with
associated boundary condition data in order to determine those boundary conditions, under

which specific products promoted by advertising messages are particularly frequently sold,

wherein the means for collecting, storing and controlling the product sales data with
associated boundary condition data in the data processing system continually refine the
optimal boundary condition data for the sale of a product promoted by an advertising
message relating to this product, by accumulating the collected data over longer periods of

time and evaluating them, and
with a controller for controlling the issuing of advertising messages promoting a
specific product in all cases where boundary conditions occur for which particularly frequent

purchases of the respective product have been determined to occur.

5. The device according to claim 4, with detectors arranged in the sales facility for

detecting the current conditions in selected places of the sales facility, and transmitters for

Date Regue/Date Received 2021-07-13
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transferring these data to the data processing system.

0. The device according to claim 5, wherein the current conditions comprise current

customer frequency or noise level.

7. The device according to any one of claims 4 to 6, wherein the technically readable
identification elements are transponders incorporated into shopping carts or shopping

baskets.

8. The device according to any one of claims 4 to 7, wherein the data processing system
is associated with a plurality of sales facilities, to effect the collection and evaluation of data
from several sales facilities in a centralized manner and to control the issuing of advertising

messages in the several sales facilities in a centralized manner.
9. The device according to any one of claims 4 to 8, wherein the output media

arranged in the sales facility are loudspeakers, video monitor devices, and/or projectors with

associated projection screens.

Date Regue/Date Received 2021-07-13
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