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(57) Abstract: An individualized discount and reward
server includes one or more linked databases to store
customer data, where the customer data includes at least
one retailer account and purchase history associated with
the customer. The server includes a processor to allocate
at least one customized offer to the retailer account using
at least the purchase history associated with the cus-
tomer, where the at least one customized offer includes a
loyalty adjustment changing a general market price point
of a product in accordance with the customized offer.
The processor redeems the customized offer upon receiv-
ing a purchase notification. The customized offer is re-
deemed by associating the product with the loyalty ad-
justment independent of the general market price point
associated with the product at a time of reception of the
purchase notification.
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AN ADAPTABLE RETAIL PRICING ENVIRONMENT AND ELECTRONIC
EXCHANGE, DELIVERING CUSTOMIZED SHOPPER REWARDS AND DISCOUNTS

CROSS-REFERENCE TO RELATED APPLICATIONS
[0001] This application claims the benefit under 35 U.S.C. § 119(e) of the earlier filing date
of U.S. Provisional Application No. 61/282,742 entitled ““A Personalized Pricing System &
Associated Methodology of Delivering Customized Shopper Rewards and Discounts” filed
March 25, 2010, the entirety of which is incorporated herein by reference.

BACKGROUND
[0002] The present advancements relate to a system, apparatus, and associated
methodologies for providing individualized discounted customer pricing.
[0003] Loyalty programs are known to provide participating customers of a given retailer,
such as a department or grocery store, with discounts on retail goods and/or services.
Retailers may use these loyalty programs to monitor items that the retailer’s customer base is
purchasing or not purchasing, and provide an incentive and/or discount for a particular item.
As an example, a retailer may determine that a particular snack item is not selling very well.
Accordingly, the retailer may offer loyalty program customers an additional 30 cents off the
snack item. Such an offer would be provided to all participating customers. Yet, different
customers may have different purchasing interests and needs, and therefore, different
purchasing habits. Known loyalty programs are not tailored to individual customer needs,

interests, and habits.

SUMMARY

[0004) In view of the foregoing, the present advancements provide a system that generates
and notifies participating customers of offers and/or rewards tailored to a given customer
profile.

[0005] In exemplary embodiments, an individualized discount and reward server includes
one or more linked databases to store customer data associated with a loyalty program of a
retailer, where the customer data includes at least one retailer account and purchase history
associated with the customer. The server includes an interface to receive customer input.

The server further includes a processor to allocate at least one customized offer to the retailer
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account using at least the purchase history associated with the customer, where the at least
one customized offer includes a loyalty adjustment changing a general market price point of a
product in accordance with the customized offer. The processor displays to the customer, via
the interface, a display page including the at least one customized offer and an option for
selection of the at least one customized offer. The processor updates, upon reception of the
customer input indicating selection of the at least one customized offer, the retailer account
associated with the customer to indicate selection of the at least one customized offer. The
processor also redeems the customized offer upon receiving a purchase notification
specifying the retailer account associated with the customer and the product. The customized
offer is redeemed by associating the product with the loyalty adjustment independent of the
general market price point associated with the product at a time of reception of the purchase
notification.

[0006] In exemplary embodiments, an individualized discount and reward system includes a
server having one or more linked databases to store customer data associated with a loyalty
program of a retailer, where the customer data includes at least one retailer account and
purchase history associated with the customer. The server includes an interface to receive
customer input. The server further includes a processor to allocate at least one customized
offer to the retailer account using at least the purchase history associated with the customer,
where the at least one customized offer includes a loyalty adjustment changing a general
market price point of a product in accordance with the customized offer. The processor
displays to the customer, via the interface, a display page including the at least one
customized offer and an option for selection of the at least one customized offer. The
processor further updates, upon reception of the customer input indicating selection of the at
least one customized offer, the retailer account associated with the customer to indicate
selection of the at least one customized offer. The system further includes a point of sale
device to transmit a purchase notification to the server, the purchase notification specifying
the retailer account associated with the customer and the product. The customized offer is
redeemed by associating the product with the loyalty adjustment independent of the general
market price point associated with the product at a time of reception of the purchase
notification.

[0007] In exemplary embodiments, a non-transitory computer readable medium having
stored thereon computer executable instructions that when executed by a processor in an
individualized discount and reward server causes the server to store, in one or more linked

databases, customer data associated with a loyalty program of a retailer. The customer data
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includes at least one retailer account and purchase history associated with the customer. The
computer executable instructions further cause the server to receive customer input via an
interface and allocate at least one customized offer to the retailer account using at least the
purchase history associated with the customer. The at least one customized offer includes a
loyalty adjustment changing a general market price point of a product in accordance with the
customized offer. The computer executable instructions further cause the server to display to
the customer, via the interface, a display page including the at least one customized offer and
an option for selection of the at least one customized offer. The computer executable
instructions further cause the server to update, upon reception of the customer input
indicating selection of the at least one customized offer, the retailer account associated with
the customer to indicate selection of the at least one customized offer. Additionally, the
computer executable instructions further cause the server to redeem the customized offer
upon receiving a purchase notification specifying the retailer account associated with the
customer and the product. The customized offer is redeemed by associating the product with
the loyalty adjustment independent of the general market price point associated with the
product at a time of reception of the purchase notification.

[0008] In exemplary embodiments, a non-transitory computer readable medium having
stored thereon computer executable instructions that when executed by a processor in a
mobile device causes the mobile device to store, in one or more linked memories, a mobile
application and customer data, the mobile application downloaded from a rewards server
associated with a retailer. The customer data associated with a loyalty program of the
retailer, the customer data including at least one retailer account and purchase history
associated with a customer. The computer executable instructions cause the mobile device to
receive customer input via a user interface. The computer executable instructions cause the
mobile devices to display the mobile application via the user interface. The computer
executable instructions cause the mobile device to display a log-in page permitting a
customer to access the at least one retailer account associated with the customer and display a
purchase price, via the mobile application, for at least one product associated with the retailer.
The computer executable instructions further cause the mobile device to display an option for
payment, via the mobile application, of the at least one product using at least one payment
account associated with the at least one retailer account. Additionally, the computer
executable instructions cause the mobile device to update, upon reception of the customer
input indicating selection of the payment option, the at least one retailer account to indicate a

deduction of the displayed purchase price from the at least one payment account.
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[0009] In exemplary embodiments, an individualized discount and reward server includes
one or more linked databases to store customer data associated with a loyalty program of a
retailer, where the customer data includes at least one retailer account and purchase history
associated with a customer. The one or more linked databases further indicates a
predetermined number of top selling brands. The server further includes a processor to select
a brand from a plurality of brands associated with an allocation category and determine an
amount the customer spends on the allocation category according to the purchase history
associated with the customer. The processor determines a likelihood of brand switching
indicating a likelihood of the customer purchasing the selected brand according to the
purchase history associated with the customer, the likelihood of brand switching being one of
high and low. The processor also allocates one or more brand switching offers for the
selected brand to the at least one retailer account associated with the customer for the selected
brand based on at least the amount the customer spends on the allocation category and the
likelihood of brand switching. The one or more brand switching offers includes a loyalty
adjustment changing a general market price point of the selected brand.

[0010] In exemplary embodiments, an individualized discount and reward system includes a
server having one or more linked databases to store customer data associated with a loyalty
program of a retailer, where the customer data includes at least one retailer account and
purchase history associated with a customer. The one or more linked databases further
indicates a predetermined number of top selling brands. The server further includes a
processor to select a brand from a plurality of brands associated with an allocation category
and determine an amount the customer spends on the allocation category according to the
purchase history associated with the customer. The processor determines a likelihood of
brand switching indicating a likelihood of the customer purchasing the selected brand
according to the purchase history associated with the customer, the likelihood of brand
switching being one of high and low. The processor also allocates one or more brand
switching offers for the selected brand to the at least one retailer account associated with the
customer for the selected brand based on at least the amount the customer spends on the
allocation category and the likelihood of brand switching. The one or more brand switching
offers includes a loyalty adjustment changing a general market price point of the selected
brand. The system further includes a point of sale device to transmit a purchase notification
to the server, where the purchase notification specifies the retailer account associated with the

customer and the selected brand.
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[0011] In an exemplary embodiment, a non-transitory computer readable medium having
stored thereon computer executable instructions that when executed by a processor in an
individualized discount and reward server causes the server to store, in one or more linked
databases, customer data associated with a loyalty program of a retailer. The customer data
includes at least one retailer account and purchase history associated with a customer. The
one or more linked databases indicates a predetermined number of top selling brands. The
computer executable instructions further cause the server to select a brand from a plurality of
brands associated with an allocation category and determine an amount the customer spends
on the allocation category according to the purchase history associated with the customer.
The computer executable instructions further cause the server to determine a likelihood of
brand switching indicating a likelihood of the customer purchasing the selected brand
according to the purchase history associated with the customer, the likelihood of brand
switching being one of high and low. The computer executable instructions further cause the
server to allocate one or more brand switching offers for the selected brand to the at least one
retailer account associated with the customer for the selected brand based on at least the
amount the customer spends on the allocation category and the likelihood of brand switching.
The one or more brand switching offers includes a loyalty adjustment changing a general
market price point of the selected brand.

[0012] In exemplary embodiments, an individualized discount and reward server includes
one or more linked databases to store customer data associated with a loyalty program of a
retailer. The customer data including at least one retailer account and purchase history
associated with a loyalty customer. The server further includes a processor to select a retail
product from a plurality of retail products associated with the retailer. The processor
determines a first percentage indicating a percentage of time the loyalty customer purchases
the selected retail product on promotion according to the customer purchase history, and
determines a second percentage indicating an average percentage of time a plurality of
customers forming a peer group purchases the selected retail product on promotion, where the
peer group excludes the loyalty customer. Further, the processor further determines a
comparison result by comparing the first and second percentages. Additionally, the processor
allocates at least one customized offer to the retailer account associated with the loyalty
customer according to at least the comparison result, where the at least one customized offer
includes a loyalty adjustment changing a general market price point of the selected retail

product.
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[0013] In exemplary embodiments, an individualized discount and reward system includes a
server having one or more linked databases to store customer data associated with a loyalty
program of a retailer. The customer data including at least one retailer account and purchase
history associated with a loyalty customer. The server further includes a processor to select a
retail product from a plurality of retail products associated with the retailer. The processor
determines a first percentage indicating a percentage of time the loyalty customer purchases
the selected retail product on promotion according to the customer purchase history, and
determines a second percentage indicating an average percentage of time a plurality of
customers forming a peer group purchases the selected retail product on promotion, where the
peer group excludes the loyalty customer. Further, the processor determines a comparison
result by comparing the first and second percentages. Additionally, the processor allocates at
least one customized offer to the retailer account associated with the loyalty customer
according to at least the comparison result, where the at least one customized offer includes a
loyalty adjustment changing a general market price point of the selected retail product. The
system further includes a point of sale device to transmit a purchase notification to the server,
the purchase notification specifying the retailer account associated with the customer and the
selected retail product.

[0014] In exemplary embodiments, a non-transitory computer readable medium having
stored thereon computer executable instructions that when executed by a processor in an
individualized discount and reward server causes the server to store, in one or more linked
databases, customer data associated with a loyalty program of a retailer. The customer data
including at least one retailer account and purchase history associated with a loyalty
customer. The computer executable instructions further cause the server to select a retail
product from a plurality of retail products associated with the retailer. The computer
executable instructions further cause the server to determine a first percentage indicating a
percentage of time the loyalty customer purchases the selected retail product on promotion
according to the customer purchase history, and determine a second percentage indicating an
average percentage of time a plurality of customers forming a peer group purchases the
selected retail product on promotion, where the peer group excludes the loyalty customer.
Further, the computer executable instructions cause the server to determine a comparison
result by comparing the first and second percentages. Additionally, the computer executable
instructions cause the server to allocate at least one customized offer to the retailer account

associated with the loyalty customer according to at least the comparison result, where the at
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least one customized offer includes a loyalty adjustment changing a general market price
point of the selected retail product.

[0015] In exemplary embodiments, an individualized discount and reward server includes
one or more linked databases to store customer data associated with a loyalty program of a
retailer. The customer data includes at least one retailer account and purchase history
associated with a loyalty customer. The server further includes a processor to select a
product category from a plurality of product categories associated with the retailer, where the
selected product category is associated with a plurality of retail products. The processor
selects a retail product from the plurality of retail products, where the selected retail product
is purchased at least once by the loyalty customer. The processor determines, from at least
the purchase history associated with the loyalty customer, an amount the loyalty customer
spends on the selected retail product over a predetermined time period. The processor further
determines an amount each customer from a plurality of customers forming a peer group
spends on the selected retail product over the predetermined time period, where the peer
group excludes the loyalty customer. Further, the processor compares the amount the loyalty
customer spends on the selected retail product to the amount each customer in the peer group
spends on the selected retail product to form a comparison result. Additionally, the processor
allocates at least one customized offer to the retailer account associated with the loyalty
customer according to at least the comparison result, where the at least one customized offer
includes a loyalty adjustment changing a general market price point of the selected product.
[0016] In exemplary embodiments, an individualized discount and reward system, includes a
server having one or more linked databases to store customer data associated with a loyalty
program of a retailer. The customer data includes at least one retailer account and purchase
history associated with a loyalty customer. The server further includes a processor to select a
product category from a plurality of product categories associated with the retailer, where the
selected product category is associated with a plurality of retail products. The processor
selects a retail product from the plurality of retail products, where the selected retail product
is purchased at least once by the loyalty customer. The processor determines, from at least
the purchase history associated with the loyalty customer, an amount the loyalty customer
spends on the selected retail product over a predetermined time period. The processor further
determines an amount each customer from a plurality of customers forming a peer group
spends on the selected retail product over the predetermined time period, where the peer
group excludes the loyalty customer. Further, the processor compares the amount the loyalty

customer spends on the selected retail product to the amount each customer in the peer group
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spends on the selected retail product to form a comparison result. Additionally, the processor
allocates at least one customized offer to the retailer account associated with the loyalty
customer according to at least the comparison result, where the at least one customized offer
includes a loyalty adjustment changing a general market price point of the selected product.
The system further includes a point of sale device to transmit a purchase notification to the
server, the purchase notification specifying the retailer account associated with the customer
and the retail product.

[0017] In exemplary embodiments, a non-transitory computer readable medium having
stored thereon computer executable instructions that when executed by a processor in an
individualized discount and reward server causes the server to store, in one or more linked
databases, customer data associated with a loyalty program of a retailer. The customer data
includes at least one retailer account and purchase history associated with a loyalty customer.
The computer executable instructions further cause the server to select a product category
from a plurality of product categories associated with the retailer, where the selected product
category is associated with a plurality of retail products. The computer executable
instructions further cause the server to select a retail product from the plurality of retail
products, where the selected retail product is purchased at least once by the loyalty customer.
The computer executable instructions further cause the server to determine, from at least the
purchase history associated with the loyalty customer, an amount the loyalty customer spends
on the selected retail product over a predetermined time period. The computer executable
instructions cause the server to determine an amount each customer from a plurality of
customers forming a peer group spends on the selected retail product over the predetermined
time period, where the peer group excludes the loyalty customer. Further, the computer
executable instructions further cause the server to compare the amount the loyalty customer
spends on the selected retail product to the amount each customer in the peer group spends on
the selected retail product to form a comparison result. Additionally, the computer
executable instructions cause the server to allocate at least one customized offer to the retailer
account associated with the loyalty customer according to at least the comparison result, the
at least one customized offer including a loyalty adjustment changing a general market price
point of the selected product.

[0018] In exemplary embodiments, an individualized discount and reward server includes
one or more linked databases to store customer data associated with a loyalty program of a
retailer, where the customer data includes at least one retailer account and purchase history

associated with the customer. The server includes an interface to receive customer input.
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The server further includes a processor to allocate at least one customized offer to the retailer
account using at least the purchase history associated with the customer, where at least one
customized offer includes a loyalty adjustment changing a general market price point of a
retail product in accordance with a competitor price offered for the retail product by a
competitor of the retailer. The processor further displays to the customer, via the interface, a
display page including at least one customized offer and an option for selection of at least one
customized offer. The processor also updates, upon reception of the customer input
indicating selection of at least one customized offer, the retailer account associated with the
customer to indicate selection of at least one customized offer.

[0019] In exemplary embodiments, an individualized discount and reward system includes a
server having one or more linked databases to store customer data associated with a loyalty
program of a retailer, where the customer data includes at least one retailer account and
purchase history associated with the customer. The server includes an interface to receive
customer input. The server further includes a processor to allocate at least one customized
offer to the retailer account using at least the purchase history associated with the customer,
where at least one customized offer includes a loyalty adjustment changing a general market
price point of a retail product in accordance with a competitor price offered for the retail
product by a competitor of the retailer. The processor displays to the customer, via the
interface, a display page including at least one customized offer and an option for selection of
at least one customized offer. The processor also updates, upon reception of the customer
input indicating selection of at least one customized offer, the retailer account associated with
the customer to indicate selection of at least one customized offer. The system further
includes a point of sale device to transmit a purchase notification to the server, the purchase
notification specifying the retailer account associated with the customer and the product.
[0020] In exemplary embodiments, a non-transitory computer readable medium having
stored thereon computer executable instructions that when executed by a processor in an
individualized discount and reward server causes the server to store, in one or more linked
databases, customer data associated with a loyalty program of a retailer, where the customer
data including at least one retailer account and purchase history associated with the customer.
The computer executable instructions further cause the server to receive customer input via
an interface and allocate at least one customized offer to the retailer account using at least the
purchase history associated with the customer, where the at least one customized offer
includes a loyalty adjustment changing a general market price point of a retail product in

accordance with a competitor price offered for the retail product by a competitor of the
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retailer. Further, the computer executable instructions cause the server to display to the
customer, via the interface, a display page including the at least one customized offer and an
option for selection of the at least one customized offer. Additionally, the computer
executable instructions cause the server to update, upon reception of the customer input
indicating selection of the at least one customized offer the retailer account associated with
the customer to indicate selection of the at least one customized offer.

[0021] In exemplary embodiments, a mobile device includes one or more linked memories to
store a mobile application and customer data, the mobile application downloaded from a
rewards server associated with a retailer, the customer data associated with a loyalty program
of the retailer. The customer data includes at least one retailer account and purchase history
associated with a customer. The mobile device includes a user interface to receive customer
input. The mobile device further includes a processor to display the mobile application via
the user interface. The processor displays a log-in page permitting a customer to access the at
least one retailer account associated with the customer and displays a purchase price, via the
mobile application, for at least one product associated with the retailer. The processor further
displays an option for payment, via the mobile application, of the at least one product using at
least one payment account associated with the at least one retailer account. Additionally, the
processor updates, upon reception of the customer input indicating selection of the payment
option, the at least one retailer account to indicate a deduction of the displayed purchase price
from the at least one payment account.

[0022] In exemplary embodiments, an individualized discount and reward system includes a
server having one or more linked databases to store a mobile application and customer data,
associated with a loyalty program of the retailer. The customer data including at least one
retailer account and purchase history associated with a customer. The system includes a
mobile device having one or more linked memories to store the mobile application and
customer data downloaded from the server. The mobile device includes a user interface to
receive customer input. The mobile device further includes a processor to display the mobile
application via the user interface and display a log-in page permitting a customer to access
the at least one retailer account associated with the customer. The processor displays a
purchase price, via the mobile application, for at least one product associated with the retailer.
The processor further displays an option for payment, via the mobile application, of the at
least one product using at least one payment account associated with the at least one retailer

account. Additionally, the processor updates, upon reception of the customer input indicating
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selection of the payment option, the at least one retailer account to indicate a deduction of the
displayed purchase price from the at least one payment account.

[0023] In exemplary embodiments, a non-transitory computer readable medium having
stored thereon computer executable instructions that when executed by a processor in a
mobile device causes the mobile device to store, in one or more linked memories, a mobile
application and customer data, the mobile application downloaded from a rewards server
associated with a retailer. The customer data is associated with a loyalty program of the
retailer and including at least one retailer account and purchase history associated with a
customer. The computer executable instructions cause the mobile device to receive customer
input via a user interface. The computer executable instructions cause the mobile device to
display the mobile application via the user interface and display a log-in page permitting a
customer to access the at least one retailer account associated with the customer. The
computer executable instructions cause the mobile device to display a purchase price, via the
mobile application, for at least one product associated with the retailer. Further, the computer
executable instructions cause the mobile device to display an option for payment, via the
mobile application, of the at least one product using at least one payment account associated
with the at least one retailer account. Additionally, the computer executable instructions
cause the mobile device to update, upon reception of the customer input indicating selection
of the payment option, the at least one retailer account to indicate a deduction of the
displayed purchase price from the at least one payment account.

[0024] Other objects, features, and advantages of the present disclosure will be fully
understood from the following detailed description of example embodiments of the present

advancements when in conjunction with the accompanying drawings.

BRIEF DESCRIPTION OF THE DRAWINGS
[0025] A more complete appreciation of the present advancements and many of the attendant
advantages thercof will be readily obtained as the same becomes better understood by
reference to the following detailed description when considered in connection with the
accompanying drawings. However, the accompanying drawings and their example
depictions do not in any way limit the scope of the present advancements embraced by the
specification. The scope of the present advancements embraced by the specification and
drawings are defined by words of the accompanying claims.

[0026] Fig. 1 illustrates an exemplary network topology using a network;

11
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[0027] Fig. 2 is a block diagram of an exemplary server that may be utilized to implement an
enterprise system;

[0028] Fig. 3 is a block diagram of an exemplary mobile device;

[0029] Fig. 4 illustrates an exemplary system including one or more modules;

[0030] Fig. S illustrates an exemplary database library system;

[0031] Fig. 6 illustrates an exemplary overview of the enterprise system;

[0032] Fig. 7 illustrates an exemplary configuration between the enterprise system and a
coupon aggregator server;

[0033] Fig. 8 illustrates an exemplary configuration for operating manufacturer coupons
using a coupon application;

[0034] Fig. 9 illustrates an exemplary configuration for accessing a customer portal to view
offers;

[0035] Fig. 10 illustrates an exemplary architecture for implementing a customized offers
savings program;

[0036] Fig. 11 illustrates an exemplary network architecture for implementing the
customized offers savings program,;

[0037] Fig. 12 illustrates an exemplary customer profile;

[0038] Fig. 13 illustrates an exemplary product profile;

[0039] Fig. 14 illustrates an exemplary customer purchase history profile;

[0040] Fig. 15 illustrates an exemplary offer definition file;

[0041] Fig. 16 illustrates an exemplary household allocation file;

[0042] Fig. 17 illustrates an exemplary redemption file;

[0043] Fig. 18 illustrates an exemplary reporting file;

[0044] Fig. 19 illustrates an exemplary competitor price file;

[0045] Fig. 20 illustrates an exemplary price zone association file;

[0046] Fig. 21 illustrates an exemplary transfer image file;

[0047] Fig. 22 illustrates an exemplary data elements file;

[0048] Fig. 23 illustrates an exemplary customer portal interface;

[0049] Figs. 24A and 24B illustrate exemplary sign-in/registration interfaces;

[0050] Figs. 24C illustrates an exemplary login interface;

[0051] Fig. 25 illustrates an exemplary registration user interface;

[0052] Figs. 26A and 26B illustrate exemplary contact information user interfaces;
[0053] Fig. 27 illustrates an exemplary registration user interface;

[0054] Fig. 28 illustrates an exemplary survey user interface;

12
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[0055]
[0056]
[0057)
[0058]
[0059]
[0060]
[0061]
[0062]
[0063]
[0064]
[0065]
[0066]
[0067]
[0068]
[0069]
[0070]
[0071]
[0072]
[0073]
[0074]
[0075)

Fig. 29 illustrates an exemplary notification user interface;

Figs. 30A-30C illustrate exemplary introduction user interfaces;

Fig. 31 illustrates an exemplary offer selection user interface;

Fig. 32 illustrates another exemplary offer selection user interface;

Fig. 33 illustrates an exemplary club specials selection user interface;

Fig. 34 illustrates an exemplary coupon user interface for displaying coupon offers;
Fig. 35 illustrates another exemplary coupon user interface;

Fig. 36 illustrates an exemplary savings list user interface;

Figs. 37A and 37B illustrate exemplary additional savings list user interfaces;
Fig. 38 illustrates an exemplary print savings list user interface;

Fig. 39A illustrates an exemplary rewards user interface;

Fig. 39B illustrates an exemplary savings user interface;

Fig. 40 illustrates an exemplary savings reports user interface;

Fig. 41A illustrates an exemplary email notifying a customer of new offers;
Fig. 41B illustrates an exemplary register receipt;

Fig. 42 illustrates an exemplary loyalty rewards interface;

Fig. 43A illustrates an exemplary offer game interface; and

Fig. 43B illustrates another exemplary offer game interface.

Figs. 44A and 44B illustrate an exemplary administrator interfaces;

Figs. 45A-45C illustrate exemplary shopping lists;

Fig. 46 illustrates an exemplary process for registering a user with the enterprise

system and the customized offers savings program;

[0076]
a user;
[0077]
[0078]

Fig. 47 illustrates an exemplary process for displaying an offer selection user page to

Fig. 48 illustrates an exemplary customer purchase flow chart;

Fig. 49 illustrates an exemplary chart showing the top selling rapid consumable

categories;

[0079]

Fig. 50 illustrates an exemplary chart showing the top categories having the highest

share of wallet;

[0080]

Fig. 51 illustrates an exemplary chart for identifying potential brand switchers for

each brand in each category;

[0081]

Fig. 52 illustrates an exemplary process for allocating offers to one or more

households;

[0082]

Fig. 53 illustrates an exemplary brand switching offer allocation process;
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[0083] Fig. 54 illustrates an exemplary flow category buyer offer allocation process;

[0084] Fig. 55 illustrates an exemplary medium/ high buyer category allocation offer
process;

[0085] Fig. 56 illustrates an exemplary declining category offer allocation process;

[0086] Fig. 57 illustrates an exemplary buyer promo offer allocation process;

[0087] Fig. 58 illustrates an exemplary opportunity gap peer group offer allocation process;
[0088] Fig. 59 illustrates an exemplary high penetration and affinity offer allocation process;
[0089] Fig. 60 illustrates an exemplary interface displayed as a web page on a customer’s
computer or on a screen of a POS device;

[0090] Fig. 61 illustrates an exemplary interface displaying an offer acceptance for a
competitor price;

[0091] Fig. 62 illustrates an exemplary interface including the updated personalized offer for
the competitor’s price;

[0092] Fig. 63 illustrates and exemplary interface displayed on a POS device while a
customer is making a purchase;

[0093] Fig. 64 illustrates an exemplary interface displayed on a POS device while a customer
is making a purchase;

[0094] Fig. 65 illustrates an exemplary interface displayed on a POS device while a customer
is making a purchase;

[0095] Fig. 66 illustrates an exemplary interface where a customer specifies a product for
which the customer desires to receive a personalized offer;

[0096] Fig. 67 illustrates an exemplary competitor price matching interface;

[0097] Fig. 68 illustrates another exemplary competitor price matching interface;

[0098] Fig. 69 illustrates an exemplary user dashboard interface;

[0099] Fig. 70 illustrates an exemplary shopping list;

[0100] Fig. 71 illustrates another exemplary shopping list;

[0101] Fig. 72 illustrates an exemplary flow chart for providing customized offers at
competitor prices.

[0102] Fig. 73 illustrates an exemplary mobile user interface;

[0103] Fig. 74 illustrates an exemplary mobile purchase interface;

[0104] Fig. 75 illustrates another exemplary mobile purchase interface;

[0105] Fig. 76 illustrates an exemplary mobile check-in interface;

[0106] Fig. 77 illustrates an exemplary mobile shopping list interface;

[0107] Fig. 78 illustrates another exemplary mobile shopping list interface;
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DETAILED DESCRIPTION
[0108] The terminology “retailer” as used herein refers to a business involved in the sale of
consumer items, industrial goods, or services to the public. A “consumer packaged good”
(hereinafter “CPG”) as used herein includes any consumer item prepared and packaged by a
manufacturer and made available for purchase by the retailer. A “CPG manufacturer” as used
herein includes any manufacturer of a consumer packaged good. A “CPG partner” as used
herein includes any CPG manufacturer having a business and/or contractual relationship with
the retailer.
[0109] In exemplary embodiments, a customized offer includes one or more discounts and/or
one or more rewards. A “discount” as used herein specifies a reduction in a general market
price point of an item, or a set of items. A “reward” as used herein indicates providing value
to a customer such as a free item(s), discounted price, coupon(s), targeted service(s) and
targeted information. Additionally, a “coupon” as used herein specifies a reduction in a sale
price of an item for a limited duration of time or number of transactions.
[0110] In exemplary embodiments, the terminology a “customer” includes individuals and
households.
[0111] In exemplary embodiments, a loyalty medium is associated with a customer’s loyalty
account. Examples of a loyalty medium include, but are not limited to a loyalty card, fob,
credit card, biometric data, PIN, and cell phones having near field communication capability
(e.g., infrared, WiFi, bluetooth etc.). For example, when a customer’s loyalty medium is a
loyalty card, the loyalty card may be used to redeem offers when making a purchase by
swiping the card or entering a unique code associated with the card at a retail store. In
another example, when a customer’s loyalty medium is a cell phone having near field
communication capability, the cell phone may be used to redeem offers by transmitting a
unique ID associated with the customer’s loyalty account to a receiver located on a POS
device associated with the retailer.
[0112] According to some embodiments, a customer can have any desired number of loyalty
mediums. For example, the customer can have both a loyalty card and cell phone with near
field communication capability as loyalty mediums. According to some embodiments,
scanning a loyalty medium includes, but not limited to, scanning a barcode located on a
loyalty card, swiping a magnetic strip located on the loyalty card through a card reader, using

a near field communication capability of a cell phone or a fob to transmit a unique 1D
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associated with a customer’s loyalty account, or using any other desired communication
device to transmit the unique ID associated with the customer’s loyalty account.
[0113] The embodiments of the present advancements are related to systems and methods for
generating customized offers for selected households. In embodiments, a retailer of
consumer goods may utilize the exemplary customer loyalty system to deliver customized
offers. Each customized offer may be based on a household’s purchase history or the
purchase history of a number of households in a particular geographical area. Customized
offers for an item may be unique to a particular household where that household receives an
offer for an item that other households do not receive.
[0114] As an example, a retailer price for a particular brand of yogurt may sell for $2.00.
However, a particular household may receive an offer to buy that yogurt for $1.50. If a
household chooses to accept that offer, that offer may be loaded onto any desired loyalty
medium such as a loyalty card, fob, NFC cell phone, credit card, biometric, PIN associated
with the household. Accordingly, when the household purchases that particular brand of
yogurt and uses the loyalty medium when purchasing that brand of yogurt, the yogurt may be
sold for the offer price of $1.50 even if the price of that brand of yogurt went up to $2.20 at
the retailer.
[0115] According to embodiments, the price point may be determined by evaluating the
following inputs by price area for customers within that price area: retailer cost, retailer
regular retail price, retailer average retail price, retailer promoted price, and shelf price of key
competitors. In further embodiments, any additional funding available from CPG partners
that will be provided in return for incremental unit volume may also be included when
determining a price point. Additional embodiments take into account the price elasticity of
the item for retailer customers (i.e., how many incremental units the retailer expects
customers to purchase for a given reduction in price). Also, embodiments may take into
account any information indicating how important each particular item is in terms of trip
driving behavior (i.e., how important the item is to customers in deciding where to shop —
where the retailer would be more likely to provide a lower price point than might otherwise
be warranted for an item that is a critical driver of trip behavior). The above non-exclusive
list of inputs may be used to determine the price point that will be most optimal for
customers, CPG partners and the retailer.

Topology/Architecture
[0116] In embodiments, any desired network configuration, hardware, programming

architecture, or a combination of both may be used to implement a system to perform a
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retailer’s customized offers savings program. Fig. 1 illustrates an example network topology
using a network 100. In embodiments, the network 100 may be any desired network such as
the internet, a local area network (LAN), a wide area network (WAN), etc.

[0117] In embodiments, one or more servers 102 may be connected to one or more databases
104, and interfaced with the network 100. The one or more servers 102 may be utilized as a
central hosting site for a retailer to manage the retailer’s customized offers savings program.
According to some embodiments, an enterprise system run by the retailer may be
implemented on the one or more servers 102. The enterprise system may be used to
implement the customized offers savings program.

[0118] In embodiments, the network configuration illustrated in Fig. 1 may further include
personal computers (PC) 106 and 108 and mobile devices 110 and 112. As illustrated in Fig.
1, any desired number of PCs and mobile devices may be connected to the network 100.
Users of the PCs 106 and 108 and mobile devices 110 and 112 may access the customized
offers savings program on the one or more servers 102 via network 100. Accordingly, the
servers 102 may notify households of the customized offers savings program through the
network 100 to the households’ PCs or mobile devices. Additionally, one or more store
retailers 114 may access the server 102 via network 100. As an example, a retailer may be a
regional or national chain having a plurality of retailers associated with that retailer.
Accordingly, each store retailer 114 associated with the retailer may access the customized
offers savings program using a PC or point of sale device (POS). Additionally, one or more
CPG partners 116 may access the customized offers savings program on the server 102 via
the network 100. As an example, one or more CPG partners 116 may receive reports from
the server 102 via the network 100 to help the CPG partners 116 to receive reports to help the
CPG partners 116 develop offers.

[0119] Fig. 2 is a block diagram of a server 200 that may be utilized to implement the
enterprise system. According to some embodiments, one or more servers 200 operating in
parallel with each other may be utilized to implement the enterprise system.

[0120] In embodiments, the server 200 includes a CPU 280 which processes data and
instructions stored in main memory 240 and/or ROM 250. The CPU 280 may also process
information stored on the disk 210 or CD-ROM 220. As an example, the CPU 280 may be an
IBM System 4690 from IBM of America employing at least one Xenon processor from Intel
of America or an Opteron processor from AMD of America. Thus, instructions
corresponding to a process in a mobile device may be stored on any one of the disk 210, CD-

ROM 220, main memory 240 or ROM 250.
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[0121] In embodiments, the server 200 also includes a network interface 275, such as an
Intel Ethernet PRO network interface card from Intel Corporation of America, for interfacing
with the network 100 (Fig. 1); a display controller 230, such as a NVIDIA® GeForce® GTX
graphics adaptor from NVIDIA Corporation of America for interfacing with a display 202,
such as a Hewlett Packard HP L2445w LCD monitor. The server 200 may also include an
1/0 interface 290 for interfacing with a keyboard 295 and pointing device 285, such as a
roller ball or mouse. According to some embodiments, the disk controller 260 interconnects
disk 210, such as a hard disk drive or FLASH memory drive, and CD-ROM 220 or DVD
drive with bus 270, which may be an ISA, EISA, VESA, PCI, or similar for interconnecting
all of the components of the server 200. A description of the general features and
functionality of the display 202, keyboard 295 and pointing device 285, as well as the display
controller 230, disk controller 260, network interface 275 and /O interface 290 is also
omitted for brevity as these features are well known. Of course, other processor and
hardware vendors and types are known in the art such as Freescale, ColdFire®, 1.MX and
ARM processors from Freescale Corporation of America.
[0122] The example server 200 of Fig. 2 may therefore be a hardware platform of a
computing device, such as a PC, and CPU 280 may for example be an Intel Pentium
Processor, or any other desired processor known in the art. The computer-readable
instructions stored on any one of the main memory 240, ROM 250, disk 210 or CD-ROM
220 may be provided as a utility application, background daemon, or component of an
operating system, or combination thereof, executing in conjunction with CPU 280 and an
operating system such as Microsoft Windows® VISTA, UNIX®, Solaris®, LINUX®,
Apple® MAC OS® and other systems known to those skilled in the art.
[0123] Main memory 240 and/or ROM 250 support registries and the like features of the
server 102. As such, main memory 240 may be a random access memory (RAM), FLASH
memory, EEPROM memory, or the like, while ROM 250 is Read Only Memory, such as
PROMs. Further descriptions of the main memory 240 and the ROM 250 are omitted for
brevity as such memory is well known.

Savings Program
[0124] Offers may be generated to maximize profits and savings where a price for an item is
chosen that would increase profit for the retailer and also increase a household’s savings on
that item. The retailer may partner with a CPG manufacturer for the purpose of building
market share for both the CPG manufacturer and the retailer. In embodiments, the retailer

may utilize the exemplary customer loyalty system disclosed herein in a direct marketing
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effort to provide everyday prices that are best in the market loaded onto a loyalty medium.
The retailer may utilize the exemplary customer loyalty system to target households and
deliver the most relevant offers to each customer.

[0125] Additionally, the retailer may utilize the exemplary customer loyalty system to
monitor a customer’s purchase history, where the retailer and CPG partners can utilize an
aggregated view of collected information to develop prices for customized offers.
Particularly, upon receiving information from the retailer indicating that certain customers are
only willing to buy the CPG partner’s product at a reduced price, the CPG partner may agree
to provide funding to the retailer that will allow the retailer to fully or partially offset the cost
of the incremental price reduction to the consumer.

[0126] Particularly, the retailer may build profitable market share despite low everyday
prices because the CPG partner may fund a portion or all of the incremental markdowns to
support incremental business. The CPG partner may have the incentive to fund the
markdowns because the CPG partner may continue to make a strong margin against its own
marginal cost. Additionally, the CPG partner may have the incentive to provide free goods to
encourage trials with target consumers and build incremental demand.

[0127] Embodiments are related to identifying brand switchers and providing CPG partners
exclusive access to brand switchers. A brand switcher may be any consumer that may switch
brands if offered a particular price. Upon identifying a potential brand switcher, a CPG
partner may have the opportunity to provide an offer to the potential brand switcher.
Additionally, CPG partners may have the opportunity to offer free and deeply discounted new
items that fit the target consumer profile of the CPG partner.

[0128] According to some embodiments, a customized offers savings program may be
supported by any desired marketing and advertising methodology. As an example, customers
of the retailer may learn of the customized offers savings program through print advertising,
in-store signage, radio/TV, online advertising, social media, customer specific messaging,
customer specific checker and management interaction, and targeted emails, SMS/text
messages, or any other targeted form of communication.

[0129] According to some embodiments, based on a customer’s demonstrated propensity to
purchase an item, the customer is allocated a high-buyer reward offer. The purchase of the
offer is not based on the quantity of an item the customer purchases since the customer
already buys this item often. Therefore, the high-buyer offer is allocated as a reward to the
customer and builds loyalty by giving a highly relevant offer to the customer. Additional

embodiments include affinity offers where an offer is allocated upon purchase of an affinity
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item (e.g., an item that is frequently bought with another item). Affinity offers may be
provided in the form of “you bought X, so we suggest you try Y.”

[0130] Some embodiments are related to personalized information related to deals available
at the retailer, which may include a personalized list of the items on sale at the retailer
(whether included in the ad or not) that the customer will be interested in. According to
embodiments, the personalized list includes a list of the items in a retailer ad each week that
each customer buys from the retailer with the items sorted by relevance (e.g., item quantity,
amount spent, etc.) as well as items that are on deal each week (loyalty medium specials) that
are not included in the retailer ad. The benefit to the customer is a savings in time from
having to create their own personalized list of the items they typically buy from the retailer
that is on deal for the current week. Further embodiments extend the personalized list to
include recommended items (e.g., items that the customer doesn’t currently purchase, but that
customers like the customer typically purchase and they may want to consider).

[0131] Further embodiments are directed to manufacturer digital coupons. The manufacturer
digital coupons may be sorted according to customer/household relevance. Embodiments are
related to a site that aggregates all of the digital coupons available on the web, where coupons
are sorted by relevance to each shopper, which helps save the customer time. Embodiments
are related to sorting coupons based on relevance (e.g., item quantity, amount spent, discount
value, customer purchase history, etc.). Further embodiments include print coupons that can

be assorted by relevance as discussed above for digital coupons.

Selection of Households
[0132] Embodiments are related to the ability to pinpoint households that have the highest
probability of engaging in a customized offers savings program. Household selection may be
based on a geographical location such as an entire retailer division, a retailer district, a city,
etc. Household selection may also be based on households who are loyal retailer shoppers,
households who are not loyal retailer shoppers, households who are declining in spending,
households who are new to the retailer, or any other group or segment of households that the
retailer would be interested in engaging in a customized offers savings program. Additional
embodiments include allocation of offers based on customer segment data, which specifies
customer preferences. Customer segment data can be derived by the system of the present
invention from observational, behavioral, demographic and other segmentation
methodologies. Examples of customer segments include family lifestyles such as baby

and/or toddler. Additional customer segments can specify preferences such as pets,
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household goods, electronics, office supplies, etc. Therefore, offers can be tailored to these
segments.

Offer Creation
[0133] Embodiments are related to creating an offer bank that identifies the most relevant
offers to retailer shoppers. In embodiments, offers can take any desired form. As an
example, an offer may be a price point that is a $X.XX price for an item that may be for
unlimited use over a brief or extended period of time. As another example, an offer may be
in coupon form that is a $X.XX off an item that may be a one time use over a brief or
extended period of time. The offer may be in a continuation form where a consumer may
spend $X.XX or purchase a specific quantity over a period of time and save $Z.ZZ. The
offer may also take a total basket form that may be discount (% or $) off of an entire basket
of a consumer. Offers may further be in the form of if “you buy X, you will receive Y.”
Offers may also specify a % off a purchase price. Offers may also specify that a customer
needs to change purchasing behavior to receive an offer (e.g., if the customer purchases an
item at least once a week for one month, the customer receives a customized offer for the
item.)
[0134] Offers in the offer bank may include offers for any desired item in any desired
category. As an example, offers may be directed to high penetration items, which may be
items that are most popular in the marketplace, and therefore items that households are most
likely to compare across retailers. High penetration items may be highly relevant to
customers for targeted offers. Offers may be directed towards items with high relevance to
particular household segments. Offers in the offer bank may be directed towards items in
categories with a high rest of market gap (e.g., categories that may align a retailer’s actual
performance with the retailer’s potential performance). Offers may be directed towards items
in categories with a unique or special relevance to the retailer. Offers may also be directed
towards items from participating CPG partners.
[0135] Offers may further be revised based on input from retailer internal stakeholders, CPG
stakeholders, or from conditions from the competitive landscape. As an example, the retailer
may have the ability to make a targeted offer on any item within the store. Unique items may
be items that only the retailer carries such as retailer signature soup, which may be only
available at the retailer. Accordingly, offers can be on any item that the retailer carries and
would be relevant to a customer in the form of a targeted offer.
[0136] According to some embodiments, an offer may include any desired offer verbiage

such as the wording of an offer or the form of the offer. Offers may include any desired price
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point, which may be based on competitive price checks and/or an internal cost structure of the
retailer. An internal cost structure may include predetermined price points specified by the
retailer. Offers may further be embodied in offer files defining the specifics of an offer.
Additionally, offers may be associated with any desired branding and/or templates based on a
communication channel used to notify a consumer of the offer.

[0137] Embodiments are related towards allocating offers that are most relevant to a
household while also representing incremental sales to the retailer. In embodiments, offer
allocation may be based on an allocation strategy that balances relevance to a household and
incremental sales potential to the retailer and CPG partners. The allocation strategy may
utilize any desired methodology for determining which households should receive an offer.

Further, the allocation strategy may use point of sale (POS) data upon creation of an offer.

Offer Communication Channels
[0138] Embodiments are related towards delivering offers using any desired communication
channels. Embodiments may use any desired data mining methodology to enable the retailer
to determine the manner of communication that a customer is most likely to receive an offer.
In embodiments, the retailer can identify a communication channel by asking the customers
how they would like to receive offers. During registration, the customer may select from a
picture drop down list any desired method of communication: direct mail, printed receipt
coupons, online, e-mail, mobile phone, in store, etc. In other embodiments, the data provided
by customers and how the customers have responded in the past may be evaluated. For
example, if the customer provided the retailer with their e-mail and has responded to e-mails
in the past, future communications will use e-mail because this form of communication is
relevant, low cost, and has a short lead time.
[0139] An example communication channel may be a customized web page. The
customized web page may be tailored to give a customer easy access to the information that
is most relevant to that customer. On the customized web page, customized content and
customized offers may be presorted by relevance. Particularly, the customized web page may
deliver a unique display presentation of content on that web page based on the customer
viewing the web page. The customized web page may further allow a customer to choose
additional sorting and to state preferences unique to that customer. Further, the customized
web page may be connected to a retailer loyalty medium allowing a household to opt in to an

offer and download offers to the household’s retailer loyalty medium.
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[0140] A desired offer communication channel may be email. Email may be used to
announce a customized savings offer program, notify a household of a customized website,
and provide updates that new offers or special offers are available to the customer on their
customized website. Another desired communication channel may be a SMS message sent to
any desired mobile device such as a smart phone or tablet device. The mobile device may be
used to notify consumers of offers via email or text messages.
[0141] A desired communication channel may include direct mail. Direct mail may be used
to announce the customized offers savings program, notify a household of a customized
website, or notify the household of offer delivery. Another desired communication channel
may be retailer interaction. As an example, when a loyalty medium is scanned at a POS
device (e.g., register), a message may appear on the POS device indicating that the consumer
associated with that loyalty medium may be a potential candidate for the customized offers
savings program or has failed to view and accept an offer upon receiving notification of the
offer via email or text message. In embodiments, upon receiving the prompt on a POS
device, retailer personnel may engage the consumer regarding the customized savings offer
program or any outstanding offers. Further, offers may be communicated to the consumer via
a message placed on the consumer’s receipt tape after the consumer makes a purchase at the
retailer. Additionally, customers may be provided with printed receipt coupons including
reminders to join the customized offers savings program, new offers available, the customer’s
shopping list, etc. In further embodiments, in-store kiosks may be used to access the
customized offers savings program. Also, tags communicating offers or advertisements may
be placed on retailer store shelves and on POS devices. Additionally, communication of new
offers or other customer relevant messages may be included within a mobile application,
where new offers etc. for each customer will show up as an alert or other type of customer
communication when the customer opens their mobile application on their smart phone, tablet
or other mobile device.

Reporting
[0142] Embodiments may be related to any desired reporting tools to enhance the retailer’s
learning and strategy development regarding the customized offers savings program. An
example reporting tool may be used to capture key statistics regarding the use of the program
such as the number of households registered, the number of households redeeming offers, etc.
The reporting tool may further be used to provide post-analysis reports to indicate, as an

example, how much a particular offer is being used or how much profit an offer is generating.
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Additionally, the reporting tool may be used to keep track of offer redemption data to
generate bills to CPG partners for program funding.
[0143] In further embodiments, a CPG generates a Notice of Promotional Allowance
(NOPA). NOPA’s may represent a contract between the CPG and retailer. For example, the
NOPA specifies an agreement between the CPG and the retailer denoting the amount of
allowance the CPG will provide to fund a targeted promotion, which helps retailers determine
price points for offers.

System Diagrams
[0144] Fig. 3 is a block diagram of a mobile device 300. In embodiments, the mobile
device 300 is identical to the mobile devices 110 and 112 (Fig. 1). The mobile device 300
may be any desired smart phone such as an iPhone® from Apple®, Inc. The mobile device
may be any desired tablet device such as an iPad®, Motorola Xoom™, etc. Mobile device
300, includes a processor 320 used to control the functions of mobile device 300 and to run
applications thereon, such as an electronic address book, internet browser, etc. Processor 320
may be an ARM processor or a processor such as a Core 2 Duo from Intel Corporation of
America. Alternatively, Processor 320 may be implemented on an FPGA, ASIC or using
discrete logic circuits, as one of ordinary skill will recognize.
[0145] A user interface 310, which may include a microphone, speaker, touch screen,
keyboard or any combination thereof, allows the processor 320 to receive input from a user of
the mobile device 300, and a display 315 provides feedback to the user. Display 315 may be
a color or monochrome LCD display or any other display that is known.
[0146] In embodiments, mobile device 300 also includes a communication interface 305 and
antenna 335 to communicate with other devices, such as the server 102 (Fig. 1) another
mobile device 300. Further, mobile device 300 may communicate with these other devices
wirelessly using the cellular network (including EDGE, 3G, 4G, etc.) a WiFi connection, a
Bluetooth connection or any other wireless form of communication that is known. Mobile
device 300 may also communicate through a wired connection to communication interface
305, such as a USB connection.
[0147] In embodiments, mobile device 300 includes read-only memory, ROM 330, to store
low-level functions and processes necessary to support core functionality, and re-writable
memory 325, which stores an operating system, drivers, applications, application data and
user data. Re-writable memory 325 may be dynamic or static random access memory
(RAM), FLASH memory, EEPROM memory, and the like. Further, portions of the re-

writable memory 325 may be removable.
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[0148] For example, re-writable memory 325 may store an application for communicating
with server 102 (Fig. 1) to identify mobile device 300 and to provide the server 102 with
access to data stored therein. Such application may be downloaded, via any of the
communication methods described above, from the server 102, from a software repository or
from an online store, such as the App Store from Apple®, Inc. of America. Further, such an
application may be an electronic address book, or electronic personal information manager
(PIM). However, the application may also be a plug-in for an electronic address book or PIM
already installed on mobile device 300, a background application, driver and the like.

[0149] As one of skill in the art would recognize, the above descriptions of the server 200
and mobile device 300 are merely examples and other server configurations and mobile
devices may be used without departing from the scope of the present advancements.

[0150] According to some embodiments, a “module” refers to hardware architecture or one
or more programming architectures, or a combination of both, configured to perform one or
more designated functions.

[0151] Fig. 4 illustrates an example system 400 including one or more modules. In
embodiments, the system 400 may be incorporated within the server 102 (Fig. 1). In
embodiments, the system 400 includes a Communications Module 402, a System Interface
Manager Module 404, a Registration Module 406, a Profile Module 408, a Purchase History
Module 410, a Product Manager Module 412, a Brand Loyalty/Switcher Module 414, an
Offer Bank Module 416, an Offer Allocation Module 418, a Price Point Generator Module
420, a Retailer Medium Manager Module 422, an Offer Notification Module 424, an Offer
Reminder Module 426, and a Report Generator Module 428.

[0152] According to embodiments, the Communications Module 402 may include any
desired networking and/or communication functionality to permit the server 102 to
communicate with any desired device. As an example, if an e-mail is available for a
consumer notifying that consumer of an available offer, the Communications Module 402
includes the logic to send the e-mail to the consumer.

[0153] According to embodiments, the System Interface Manager Module 404 includes any
desired logic to provide an interface to the enterprise system that runs the customized offers
savings program. As an example, the System Interface Manager Module 404 may be
configured to provide one or more websites that allows users to view and select offers.
Additionally, the System Interface Manager Module 404 may be configured to allow CPG

partners to access the enterprise system and retrieve reports.
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[0154] According to embodiments, the Registration Module 406 may be configured to
provide a registration process for consumers who desire to sign up for the customized offers
savings program. In embodiments, the Profile Module 408 may be configured to manage
profiles of individual consumers that are created in the registration process.

[0155] According to embodiments, the Purchase History Module 410 may be configured to
keep track of all purchases by each household. In embodiments, the Product Manager
Module 412 may be configured to keep track of the products and brands sold at the retailer
and also keep track of offers associated with those products and brands. The Brand
Loyalty/Switcher Module 414 may be configured to keep track of any data used to determine
if a consumer is loyal to a brand or a potential brand switcher.

[0156] According to embodiments, Offer Bank Module 416 may be configured to determine
which items should be included in the offer bank. The Offer Bank Module 416 may be
further configured to keep track of all available offers in the offer bank (e.g., list of offers
available to customers). Offer types may include price point, coupon, continuity, total basket,
etc. In embodiments, each offer can include one or more items. As an example, an offer may
include any flavor of a particular brand of yogurt of a particular size.

[0157] In embodiments, the Offer Allocation Module 418 may be configured to allocate
offers to households. As an example, the Offer Allocation Module 418 may be configured to
implement any desired allocation strategy to identify offers that are most relevant for each
household and allocate those offers to each household. In embodiments, the Price Point
Generator Module 420 may be configured to generate a price point for an offer. As an
example, when a household has an allocated offer, the Price Point Generator Module 420
may be configured to determine the price for that offer. According to some embodiments,
price points are determined independently of offer allocation. For example, price points can
be set at various levels for a variety of pricing strategies: to entice a non-buyer to buy the
product, to entice a low-buyer to buy more of the product, to entice a brand-switcher to
switch brands, etc. Once an offer is allocated to a customer, the price point generator module
can be configured to determine which of the pricing strategies is best suited for that customer
for that particular offer. Therefore, in some embodiments, allocation includes at least
matching the customer to the right offers and then matching the right price points to the offers
already allocated.

[0158] According to embodiments, the Retailer Medium Manager Module 422 may be
configured to load selected offers onto a loyalty medium and keep track of which offers have

been redeemed. In further embodiments, when a customer is purchasing a product at a POS
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device associated with the retailer store and swipes or scans his/her loyalty medium, the POS
device may send a purchase notification to the enterprise system specifying a retailer account
associated with the loyalty medium and the product the customer is purchasing. Accordingly,
upon receiving this purchase notification, the Retailer Medium Manager Module 422 may
retrieve the retailer account specified in the purchase notification and redeem any offers
selected by the customer and associated with the product specified in the purchase
notification.

[0159] In embodiments, the Offer Notification Module 424 may be configured to notify each
household that a new offer is available. As an example, when a new offer is allocated to a
household, the Offer Notification Module 424 may prepare an email notifying the household
of that offer. In embodiments, the Offer Reminder Module 426 may be configured to
generate a reminder that an offer has not been selected or redeemed. According to
embodiments, the Report Generator Module 428 may be configured to generate one or more
reports that enable the retailer or CPG partners to determine at least the success of an offer.
[0160] Fig. 5 illustrates an example Database Library System 500. According to some
embodiments, the Database Library System 500 is incorporated in database 104 (Fig. 1). In
embodiments, the system 500 includes a Communications Library 502, a System Interface
Library 504, a Profiles Library 506, a Purchase History Library 508, a Products Library 510,
an Offers Library 512, and a Reports Library 514.

[0161] According to embodiments, a Communications Library 502 may include any desired
communication protocols to communicate over a desired network such as the IP protocol for
the Internet. In embodiments, the System Interface Library 504 may include any system
formats, logos, and files to implement an interface such as a web user interface.

[0162] According to embodiments, the Profiles Library 506 may include the profiles of
consumers who are registered to use the customized offers savings program. In
embodiments, the Purchase History Library 508 may include the purchase histories of each
household.

[0163] According to embodiments, the Products Library 510 may include any files that
indicate products and brands sold at the retailer and offers associated with those products and
brands. In embodiments, the Offers Library 512 may operate as the offer bank and store all
offers allocated by the Offer Allocation Module 418. Items included in the Offers Library
512 may be designated as an offer item (e.g., items that are available to receive offers).

Further, categories included in the Offers Library 512 may be designated as an offer category
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(e.g., categories that are available to receive offers). In embodiments, the Reports Library
514 may include all generated reports generated by the Report Generator Module 428.
[0164] Fig. 6 illustrates an example overview of the enterprise system that implements the
customized offers savings program. In embodiments, the enterprise system may include a
customer portal 600 that permits consumers to access the customized offers savings program
via a registration/login process 602. In embodiments, the customer portal 600 and all
interfaces associated by the customer portal 600 are implemented by the System Interface
Manager Module 404. Upon logging into the enterprise system, according to some
embodiments, consumers may then have access to a customized savings interface 604. In
embodiments, the customized savings interface 604 may further include personalized deals
606. According to some embodiments, personalized deals include one or more customized
offers for loyalty customers. The customized savings interface 604 may further include a
deal match 608 providing offers that match or improve upon competitor prices that are
promoted within the competitor’s store for a specified period of time. The customized
savings interface 604 may further include a coupon center 610 providing an aggregated view
of available print or digital coupons available to each customer.

[0165] In embodiments, the customized savings interface 604 may include an internal
award status 612 indicating available rewards for the consumer logged onto the enterprise
system. In embodiments, the customized savings interface includes “Your Club Specials”
614. Such specials target specific products that correspond to a customer’s purchase history
or system perceived lifestyle/demographic. For example, “Your Club Specials” provides a
list of all ad items and non ad items that the customer has purchased in the past. In
embodiments, the customized savings interface 604 may further include to year-to-date
savings 616 showing the savings that the consumer has accumulated by using the customized
offers and/or manufacturer offers. The customized savings interface 604 may also provide
access to a “My Savings” list 618 showing offers that have been selected for the customer
logged onto the enterprise system. In further embodiments, the customized savings interface
may include a preferred shopper program that provides deeper discounts and/or additional
services. These discounts and/or services may be provided to preferred loyalty customers
exceeding a loyalty threshold (e.g., month-to-month purchase amount) and are not available
to all loyalty customers. In additional embodiments, the customized savings interface 604
may include information about competitive pricing 622 showing competitive prices for

products and brands offered by the retailer.
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[0166] In embodiments, the enterprise system may distribute one or more functions to
applications run on one or more servers. In embodiments, the applications may be run on a
server that is operated by the retailer but separated from the enterprise system. Fig. 7
illustrates an example of distribution of functionality between the enterprise system 700 and a
coupon aggregator server 702. In embodiments, the coupon aggregator server 702 may run a
coupon presentation application such as Coupon Aggregator/Presenter. Advantages of
distributing functionality of the customized offers savings program between the enterprise
system and coupon aggregator server 702 may include the ability to prevent the enterprise
system from being slowed down by diverting traffic for the customized offers savings
program to the coupon aggregator server 702.

[0167] According to some embodiments, Coupon service providers 704 may be a coupon
provider that has access to the coupon aggregator server 702 to upload coupons. The
customer 706 may have access to the enterprise system 700 and the coupon aggregator server
702. In embodiments, the enterprise system 700 may be linked to any desired offer or
account management system such as Copient 708. In further embodiments, the enterprise
system 700 may be linked to any desired verification system such as Corema 710.

[0168] According to embodiments, functions on the enterprise system 700 may include
aggregating retailer data related to the customized offers savings program such as target offer
definitions 712, loading target household offers 714, and loading rewards (716).
Additionally, the enterprise system 700 may transfer the aggregated data as offers 718 and
transfer data associated with household purchases 720 to the coupon aggregator server 702.
Additionally, the enterprise system 700 may transfer offer redemptions to the coupon
aggregator server 702. In further embodiments, the enterprise system 700 may handle
customer log in 724, and if the customer 706 is not registered to use the customized offers
savings program, the enterprise system 700 may register the customer 726.

[0169] According to some embodiments, functions on the coupon aggregator server 702 may
include processing redemptions 732 transferred from the enterprise system 700. The coupon
aggregator server 702 may also consolidate manufacturer coupons 734 where one or more
decision rules are used to determine which coupons (or offers) can be presented to customers
to load to the loyalty medium, or if multiple offers have been loaded, to determine which
offers can be redeemed within a single transaction. These decision rules may be used avoid
the situation where a customer can redeem multiple offers on the same item within a single

transaction.
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[0170] According to some embodiments, the determination of which offers can be redeemed
within a single transaction will be made within the retailer’s point of sale system. This is
particularly important where coupons are available from more than 1 coupon aggregator,
which requires the rules regarding which offers should be presented to be made by the
retailer’s enterprise system and/or the decision for which offers can be redeemed within a
single transaction to be made by the retailer’s point of sale system.

[0171] The coupon aggregator server 702 may further be configured to load retailer data
736 such as offers and purchases transferred from the enterprise system 700. Further, the
coupon aggregator server 702, upon verification of a customer log in, may retrieve an
authenticated profile 738 of the customer. Once the customer is logged in, the coupon
aggregator server 702 may provide one or more interfaces to allow the customer to view
offers 740. Additionally, the coupon aggregator server 702 may provide one or more
interfaces for the customer to select/clip offers 742 or remove offers 744. Further, the one or
more interfaces may allow the customer 706 to view savings info 746.

[0172] Fig. 8 illustrates an example configuration for operating manufacturer coupons using
a coupon presentation application. The configuration includes e-coupon channel providers
800, a coupon presentation application such as Coupon Aggregator/Presenter 802, and a
retailer loyalty marketing system 804. According to some embodiments, the Coupon
Aggregator/Presenter 802 is run on one or more servers. In embodiments, the retailer loyalty
marketing system 804 may be incorporated within the enterprise system of the retailer.
According to embodiments, one or more manufacturers 806 may issue coupons and load the
coupons onto the e-coupon channel providers 800 and/or the coupon presentation application
802. A customer 808 may be able to register with the retailer, where the retailer forwards the
customer information to the coupon presentation application 802 permitting the customer to
clip offers. In some embodiments, the third party application 802 handles displaying
allocated offers and recording and sending clip information (i.e. virtual clipping of system
offer data) back to the retailer loyalty marketing system 804, which performs loading of the
clipped offer onto the customer’s loyalty medium. Additionally, according to embodiments,
the loyalty marketing system 804 may be configured to notify the coupon presentation
application 802 of offer redemptions, while the coupon presentation application 802 may be
configured to notify the e-coupon channel providers 800 of offer redemptions. In
embodiments, the loyalty marketing system 804 may be configured to send invoices to

clearinghouse 810 to receive payment.

30



10

15

20

25

30

WO 2011/119974 PCT/US2011/030015

[0173] Fig. 9 illustrates an example configuration for accessing a customer portal to view
offers. In embodiments, a customer portal 900 may interface with an identity management
system 902 and a coupon presentation application 906 such as a Coupon
Aggregator/Presenter. According to embodiments, the customer portal 900 and identity
management system 902 may be comprised of one or more components incorporated within
the enterprise system. A customer 908 may access the customer portal 900 via a browser of a
computer 910 or a mobile application on any desired mobile device 911 (represented by
dashed lines).

[0174] According to embodiments, the customer portal 900 may provide a sign-in page 912
to the customer 908 via the browser 910. The customer 908 may submit a user ID and
password information where an access manager 916 retrieves user information from a
database 918 running a lightweight directory access protocol (LDAP) to retrieve user
information. If the customer 908 is authenticated to access the customized savings program,
the customer portal 900 may return a sign-in success page 920 to the customer 908 via the
browser 910. Once the customer 908 is authenticated, the customer portal 900 may generate
and save a token associated with the customer’s session 908 in the database 914.

[0175] In embodiments, the customer portal 900 may utilize a web service 922 to contact the
coupon presentation application 906. The coupon presentation application 906 may provide a
targeted offers page 924 to the customer 908 via the browser 910.

[0176] Fig. 10 illustrates an example architecture 1000 for implementing the customized
offers savings program. According to embodiments, the architecture 1000 may be composed
of one or more layers including an end user’s layer 1002, an external systems layer 1004, a
retailer data center layer 1006, and a retailer layer 1008.

[0177] According to embodiments, an end user’s layer 1002 may include one or more
manufacturers 1010 and one or more customers 1012 that interface with systems in the
external systems layer 1004. In embodiments, the external systems layers 1004 may include
a third party application 1014, coupon manufacturers 1016a and coupon service providers
1016b, and a clearing house 1018. The coupon manufacturer 1016a may be a CPG
manufacturer. The coupon service provider 1016b and clearing house 1018 may be any party
that manages tracking and paying for coupon redemptions.

[0178] According to embodiments, the retailer data center layer 1006 may include the
customer portal 1020 and a business services system 1022. The business services system
1022 may be configured to provide customer services such as providing login services and

handling customer inquiries regarding the customized offers savings program. The retailer
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data center layer 1006 may further include business systems 1024, which may include any
desired business service systems such as an identity management system, an offer
management system, Corema, Central Copient, etc. The retailer data center layer 1006 may
also include a resource system 1026 that may have a data warehouse and a safeguards and
store single image solution (SSIMS) to provide information to one or more systems in the
example architecture 1000. The retailer data center layer 1006 may further include an
integration services system 1028 that may be configured to keep track of information
associated with offers and handle file transfers to the third party application 1014 and the
external systems layer 1004.
[0179] According to embodiments, the retailer layer 1008 may include a customer 1032 that
presents a loyalty medium to a POS controller 1034. The POS controller 1034 may be
configured to utilize the data warehouse in the resources system 1026 to retrieve customer
information and identify the loyalty medium associated with a customer 1032. Additionally,
the POS controller 1034 may utilize the offer management system in the business systems
1024 via a retailer POS system 1036 to identify offers associated with the loyalty medium of
the customer 1032.
[0180] Fig. 11 illustrates an example network architecture for implementing a customized
offer savings program using a third party application. In embodiments, the network
configuration illustrated in Fig. 11 includes the customer portal 1102 and a third party
application 1104. As illustrated in Fig. 11, one or more customers may log onto the customer
portal 1102. Once the one or more users 1100 are logged on, the customer portal 1102 may
contact the third party application 1104 to retrieve the customized offers for the one or more
customers 1100. The third party application 1104 may use a web services system 1106 to
provide clipping and verification services. Further, the web service system 1106 may be in
communication with a logical Copient environment 1108 for any desired accounting and
clipping services. In embodiments, the network configuration illustrated in Fig. 11 may
include a logical retailer environment 1110 which may include a retailer kiosk and a point of
sale device. The logical retailer environment 1110 may be in communication with a
redemption system 1112 that keeps track of offer redemptions. In embodiments, any desired
allocation strategy implemented through the network configuration illustrated in Fig. 11 may
be run using SQL code on Teradata and Netezza platforms.

Data Collection
[0181] According to embodiments, the enterprise system may keep track of information

associated with customer purchases, products, and offers. In embodiments, one or more files
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may be created by the modules illustrated in system 400 and stored in any one of the libraries
illustrated in the Database Library System 500.

[0182] According to embodiments, when a customer registers with the enterprise system via
a customer portal, a customer profile may be created for that customer. Table 1 of Fig. 12
illustrates an example customer profile that may be created upon registration of a customer.
In embodiments, the Profile Module 408 may create the profile illustrated in Table 1 of Fig.
12 and store and retrieve the profile in the Profiles Library 506 (Fig. 5). As illustrated in
Table 1, the customer profile includes a customer name and a user ID and password used for
login information. The customer profile may further include a field indicating whether the
customer may be reminded at the retailer of any offers. As an example, if this field has a
“yes” indicator, then the customer may be reminded of any offers the customer has not
viewed or selected while purchasing items at the retailer. As an example, when a customer is
purchasing an item, a POS device may prompt a POS clerk that the customer currently
making a purchase has received an e-mail notifying the customer of new offers, but the
customer has not logged into the enterprise system via the customer portal to view the new
offers. Accordingly, upon receiving this prompt, the POS clerk may interact with the
customer to remind the customer of the new offers.

[0183] The customer profile may further include a medium ID, where a unique medium ID
(e.g., card ID) is associated with each loyalty medium for each customer. Additionally, the
customer profile may indicate a customer price zone. In embodiments, the customer price
zone may be associated with the geographic location of the customer. A customer price zone
may be used for determining price points of offers that the customer receives. As an
example, a customer in price zone 1 may receive an offer for eggs for $1.50. However, a
customer in price zone 2 may receiver an offer for the same brand of eggs but at a price of
$1.75. Furthermore, the customer profile may indicate a survey location and a purchase
history location. As an example, the survey location may be a pointer to a file in the Profiles
Library 506 (Fig. 5) that has a survey the customer filled out upon registration indicating the
types of products for which the customer would prefer to receive offers. As another
example, the purchase history location may be a pointer to a purchase history file located in
the Purchase History Library 508 (Fig.5).

[0184] Table 2 of Fig. 13 illustrates an example product profile. A product profile may be
utilized to keep track of the products and brands associated with the products sold at the
retailer. In embodiments, the product profile illustrated in Table 2 may be created and

modified by the Product Manager Module 412 (Fig. 4). In embodiments, the product profile
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illustrated in Table 2 keeps track of all products sold at the retailer including each individual
chain associated with the retailer. As an example, if the retailer has chains in Virginia and
Washington D.C., the product profile illustrated in Table 2 keeps track of the products sold at
each of the chains in Virginia and Washington D.C. In other embodiments, an individual
product profile may be created for each chain associated with the retailer.

[0185] As illustrated in Table 2, the example product profile keeps track of each product and
a brand associated with each product. As an example, product 1 may be associated with
brands B1 and B2. Product 2 may be associated with brands B3, B4, and BS. Additionally,
the example product profile keeps track of the date and price for which each brand of each
product was available. As an example, the product profile in Table 2 illustrates that brand B1
of product 1 was sold at a price of $1.50 from January 1, 2010 to January 6, 2010. However,
brand B2 of product 1 was sold during that same time period at a price of $1.40.
Accordingly, the product profile illustrated in Table 2 may be used in conjunction with a
customer history purchase profile to determine what brands and products were available
when customers make purchases.

[0186] Table 3 of Fig. 14 illustrates an example customer purchase history profile. In
embodiments, the customer purchase history profile illustrated in Table 3 is created by the
Purchase History Module 410 (Fig. 4) and stored in the Purchase History Library 508 (Fig.
5). In embodiments, a customer purchase history profile is created for each customer having
a loyalty medium. As illustrated at Table 3, a customer purchase history profile is associated
with a customer based on the medium ID included in the customer purchase history profile.
As an example, based on the medium ID included in the purchase history profile illustrated in
Table 3, the medium ID is associated with the customer John Smith based on the customer
profile illustrated in Table 1. As illustrated in Table 3, the customer purchase history profile
may keep track of the date, price, quantity, and markdown amount (e.g., amount purchase
price has been reduced by an offer) of each product and brand the customer purchases. As an
example, Table 3 illustrates that the customer John Smith purchased brand 1 of product 1
three times between January 1, 2010 and January 22, 2010 at three different prices. Table 3
also illustrates that as the markdown amount decreased, causing the price to increase, the
quantity of brand 1 of product 1 purchased decreased. Table 3 further illustrates that between
January 1, 2010 and January 28, 2010 John Smith bought product 2 three different times at
the same price but with a different brand for each purchase.

[0187] Accordingly, the customer purchase history profile in Table 3 and the product profile

in Table 2 may both be used to determine a customer’s preference for a particular brand
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product, a customer’s preference for a product at a particular price, and the quantity
purchased according to the purchase price. As an example, Table 3 illustrates that on January
1, John Smith bought brand 1 of product 1 at a price of $1.50 when brand 2 of product 1 was
available for $1.40 as illustrated in Table 2. Additionally, Table 3 illustrates that on January
7, 2010, John Smith bought brand 1 of product 1 at a price of $1.75 even though brand 2 of
product 1 was available for $1.50 as illustrated in Table 2. Further, Table 3 illustrates that on
January 22, 2010, John Smith purchased brand 1 of product 1 again at a price of $2.00 when
brand 2 of product 1 was available for $1.50. Thus, since Table 3 illustrates that John Smith
consistently buys brand 1 of product 1 at a higher price than brand 2 of product 1, John Smith
most likely has a preference for brand 1 of product 1 independent of the price of brand 1.
Accordingly, if the CPG manufacturer of brand 1 is a partner (e.g., CPG partner) with the
retailer, the CPG partner may be provided with an opportunity to provide a customized offer
to John Smith to buy brand 1, if the retailer and CPG manufacturer believe there is an
opportunity to sell more of brand 1 to John Smith by giving him a better price than will be
available to other customers at the retailer. In further embodiments, a customized offer is not
provided unless both the CPG partner and retailer believe there are incremental purchases
available on brand 1. Further, Table 3 may be used to ascertain the price point that
maximizes the profit for brand 1 of product 1. For example, when the purchase price is $1.50
or $1.75, John Smith shows a tendency to purchase the same amount. Therefore, if John
Smith is provided an offer for brand 1 product 1, the price point of the offer may be $1.75.
[0188] As another example, Table 3 illustrates that on January 1, 2010, John Smith bought
brand 3 of product 2 at a price of $1.50 when brand 4 of product 2 was available for $1.75,
and brand 5 of product 2 was available for $2.00 on the same date. Table 3 further illustrates
that on January 15, 2010, John Smith bought brand 4 of product 2 for a price of $1.65 when
brand 3 of product 2 was available for $2.00, and brand 5 of product 2 was available for
$1.75 on the same date. Table 3 also illustrates that on January 28, 2010, John Smith bought
brand 5 of product 2 at a price of $1.50 when brand 3 of product 2 was available for $2.00,
and brand 4 of product 2 was available for $1.75 on the same date. Additionally, Table 3
illustrates that while John Smith did not purchase product 2 on January 7, 2010, Table 2
illustrates that the minimum price of product 2 was $1.75.

[0189] Accordingly, since John Smith purchases different brands of product 2, John Smith
most likely does not have a particular brand preference for product 2. Additionally, since
Tables 2 and 3 illustrate that John Smith did not purchase product 2 when the minimum price

for product 2 was $1.75, and the highest price that John Smith paid for product 2 was $1.65,
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John Smith is most likely not willing to pay a price for product 2 above $1.65. Accordingly,
if the CPG manufacturer of brand 3 is a partner with the retailer, whereas the CPG
manufacturers of brand 4 and brand 5 may not be partners with the retailer, the CPG
manufacturer for brand 3 may be provided the opportunity to provide a customized offer for
brand 3 of product 2 to John Smith at a price of $1.65.

[0190] If John Smith redeems this customized offer, the retailer has an opportunity to
increase revenue because the retailer has the ability to ensure that at least one brand of
product 1 is priced at the level that John Smith prefers. Thus, the retailer has a higher
probability of capturing an additional sale in product 1. The retailer also has an opportunity
to minimize the loss of profit through this transaction because the CPG partner for brand 3
may be willing to cover all or a portion of the incremental costs. The CPG manufacturer of
brand 3 has the opportunity to increase profits because the CPG manufacturer has information
of the highest price a customer is willing to buy the product the CPG manufacturer produces.
Additionally, if John Smith accepts the customized offer, John Smith has the opportunity to
increase his savings because if the minimum price of product 2 is above $1.65, John Smith is
guaranteed that product 2 will be available to him at $1.65 as long as his customized offer has
not expired.

[0191] According to some embodiments, the Brand Loyalty/Switcher Module 414 performs
the analysis described above for with respect to Tables 2 and 3. In further embodiments, the
Price Point Generator Module 420 determines the price points for the customized offers
discussed above with respect to Tables 2 and 3.

[0192] Table 4 of Fig. 15 illustrates an example offer definition file. In embodiments, the
offer definition file is prepared by the Offer Bank Module 416 and stored in the Offers
Library 512. The offer definition file may include a unique offer ID for each offer stored in
the Offers Library 512. Additionally, an offer may be associated with a group of offers
where the group is identified by a group offer ID. As an example, two or more offers may be
categorized in a particular group.

[0193] As illustrated in Table 4, the offer definition file may indicate an offer type. For
example, the offer type illustrated in Table 4 is price point. In other embodiments, one or
more other offer types discussed above may be specified in this field. The offer definition file
may include a CPG and brand. As an example, the CPG illustrated in Table 4 is ConFoods
with brand 2.  Additionally, the offer definition file may specify a category type for the

offer, where offers for similar products may be grouped under the same category type. As an

36



10

15

20

25

30

WO 2011/119974 PCT/US2011/030015

example, offers for butter and milk may be grouped in a dairy category. The offer illustrated
in Table 4 is for a product in the condiments and sauces category.

[0194] An offer definition file may also be associated with an image number. As an
example, an image number may point to an image associated with the product being offered.
The offer definition file may further include a price point, which may represent the price for
the offer. In other embodiments, the offer may specify a dollar value off a retailer price for
an item. Further, the offer definition file may specify offer verbiage. Offer verbiage may be
text and/or descriptions describing the offer. As illustrated in Table 4, the offer verbiage in
the offer definition file indicates that the offer is a customized price for a 24-pack 10 oz. steak
sauce barbeque style. The offer definition file may further specify the limits of an offer. As
an example, the offer illustrated in Table 4 is for unlimited quantity through a particular date.
The offer definition file may also specify any other desired information associated with the
file such as promo start and end dates, a regular price for the offer, a specific list of items or
UPC IDs that are included as part of the offer, a specific list of items or UPC IDs that are not
included as part of the offer, a disclaimer associated with the offer, etc.

[0195] Table 5 of Fig. 16 illustrates an example household allocation file. In embodiments,
the household allocation file is generated by the Offer Bank Module 416 and stored in the
Offers Library 512. The household allocation file may associate a unique household ID for
each household that is registered with the customized offers savings program. Additionally,
as illustrated in Table 5, more than one loyalty medium (e.g., household medium number)
may be associated with a household. As an example, a household may have a loyalty
medium for each family member in the household. The household allocation file may further
specify the offers associated with that household by including the unique group and rank
offer IDs.

[0196] Table 6 of Fig. 17 illustrates an example redemption file. In embodiments, the
redemption file is created by the Retailer Medium Manager Module 422 and stored in the
Offers Library 512. A redemption file may be used to identify the customers, via a unique
loyalty medium number, redeeming offers that are associated with a unique offer ID. As
illustrated in Table 6, the redemption file may specify a loyalty medium number and
household medium number redeeming an offer. The redemption file may further specify the
offer ID of the offer being redeemed. The redemption file may also include information
associated with redeeming an offer including at least the date the offer was redeemed, the

time the offer was redeemed, the particular retailer where the offer was redeemed via a store
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ID, a transaction ID, the POS device that was used to redeem the offer via a register number,
and the particular product that was purchased via a UPC ID.

[0197] Table 7 of Fig. 18 illustrates an example reporting file. In embodiments, the
reporting file is created by the Report Generator Module 428 and stored in the Reports
Library 514. A reporting file may be created for each loyalty medium number. The reporting
file may keep track of a customer’s activities including at least the first time the customer
logs onto the customer portal, the number of times the customer has visited the customer
portal, the number of offers the customer has clipped (e.g., selected), etc.

[0198] Table 8 of Fig. 19 illustrates an example competitor price file. In embodiments, the
competitor price file is generated by the Offer Bank Module 416 and stored in the Offers
Library 512. A competitor price file may be associated with each offer stored in the offer
bank (e.g., Offers Library 512) by specifying an offer ID. The competitor price file may
specify a price zone. As an example, a price zone may be associated with a geographic area.
The competitor price file may further specify a competitor name and a competitor price in the
specified price zone. Additionally the competitor price file may specify a capture date. As
an example, as illustrated in Table 8, the offer ID specified in the competitor price file is for
the offer specified in the offer definition file of Table 4. As discussed above, Table 4
specifies an offer for ConFoods Steak Sauce Barbeque Style. Accordingly, the competitor
price file illustrated in Table 8 indicates that the XYZ retailer on February 10, 2010 is selling
the same item in price zone 1 for $3.49. Accordingly, the information in the competitor price
file may be provided to customers to compare customized offers with competitor prices.
[0199] Table 9 of Fig. 20 illustrates an example price zone association file. In embodiments,
the price zone association file is generated by the Offer Bank Module 416 and stored in the
Offers Library 512. The price zone association file may associate one or more loyalty
medium numbers with a price zone. Accordingly, the price zone association file may be used
when determining a price point for an allocated offer to a particular loyalty medium number,
the price zone associated with that loyalty medium number.

[0200] Table 10 of Fig. 21 illustrates an example transfer image file. In embodiments, the
transfer image file is generated by the System Interface Manager Module 404 and stored in
the System Interface Library 504. The transfer image file may be used to associate images
used in offers with a unique image number. As an example, an offer for milk may use an
image of a milk carton, which is the dairy milk.jpg image and associated with image 707009.

In additional embodiments, the transfer image file may be used for images sent by e-mail.
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[0201] Table 11 of Fig. 22 illustrates an example data elements file. In embodiments, the
data elements file is generated by the Offer Bank Module 416 and stored in the Offers
Library 512. The data elements file may indicate the number of offers a customer (e.g., John
Smith) has received and activated the dollar value of the activated offers, and the dollar value
of all the received offers. The data elements file may provide similar information for digital
coupon offers and a personalized price. In embodiments, a digital coupon offer is for one
time use and a personalized price offer is a price point that can be redeemed multiple times
until an expiration date. The data elements file may also specify a year to date savings for the
customized offers, digital coupons, and personalized price offers. The data elements file may
be used to determine the percentage of received offers that a customer activates, and the
customer’s year to date savings on those offers that were activated.

User Interfaces
[0202] Figs. 23 — 41 illustrate example interfaces for a customer portal. In embodiments,
when a customer accesses the customer portal, the System Interface Manager Module 404
retrieves an interface from the System Interface Library 504 corresponding to a particular
view requested by the customer. In embodiments, an interface is a page including browser
executable code that may be displayed in any desired browser, including a mobile application
available on a smart phone, tablet or equivalent device. In embodiments, an interface may
include one or more input areas, which may be any desired mechanism, such as a text box,
for receiving customer data and/or selection(s).
[0203] Fig. 23 illustrates an example customer portal interface 2300.  As illustrated in the
user interface 2300, the user may click a register button 2302. The user may further access a
coupon center 2302 to view coupons, personalized deals 2304, club specials 2306, deal match
2308 or loyalty rewards 2310.
[0204] Fig. 24A illustrates an example sign-in/registration interface 2400 including
registration 2402 and sign in buttons 2404. As an example, the sign-in/registration interface
2400 is accessed by selecting the personalized deals 2304 from the customer portal interface
2300. Fig. 24B illustrates an example sign-in/registration interface 2406 including
registration 2408 and sign in 2410 buttons. As an example, the sign-in/registration interface
2406 is accessed by selecting the your club specials 2306 from the customer portal interface
2300.
[0205] Fig. 24C illustrates an example login interface 2412. The login interface 2412 may
be accessed by selecting any one of sign in buttons 2404 and 2410 from sign-in/registration

interfaces 2400 and 2406 respectively. A user may log into the enterprise system via the
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customer portal by entering login information in a login area 2414. If a user does not desire
to log into the enterprise system but wants to see a sampling of offers that are available to
users, the user may select a view offers button 2416. If the user is not a member and desires
to register with the enterprise system, the user may select a register button 2418.

[0206] Fig. 25 illustrates an example registration user interface 2500 for registering with the
enterprise system. The registration user interface 2500 may include one or more input areas
to enter identification information such as an e-mail address 2502, password information
2504, a security question 2506, and location information such as a zip code 2508. Upon
entering the desired information for registration, a user may click the register button 2510 to
submit the registration information.

[0207] Fig. 26A illustrates an example contact information user interface 2600. The contact
information user interface may include one or more input areas for entering a phone number
2602 or a loyalty medium number 2604, which may be linked to a user’s account. The
contact information user interface 2600 may further include one or more input areas 2606 to
enter contact information such as a name and address. Additionally, the contact information
user interface 2600 may include one or more input areas 2608 for entering household
information for additional savings for the household. Upon entering the desired information
in the contact user information interface 2600, the user may select a save changes button
2610 to save the changes to the user’s account. Fig. 26B illustrates another example contact
information user interface 2612 that is substantially similar to user interface 2600 except for
an area to enter a referral code 2614. A referral code may be used to identify any other
loyalty customer that referred the customer registering with the savings program. For
example, upon entering the referral code, the loyalty customer associated with the referral
code may receive additional offers or extra discounts.

[0208] Fig. 27 illustrates an example registration user interface 2700 for registering for the
user with the customized offers savings program. The registration user interface 2700 may
include one or more input areas 2702 for entering identification information and loyalty
medium information to be linked to the user’s account. If the user does not have a loyalty
medium, the user may select an “apply” button 2704 to apply for a loyalty medium. Upon
entering the desired information in the register user interface 2700, the user may click the
select button 2706 to link the entered information to their account.

[0209] According to embodiments, one or more surveys may be provided to users who
desire to enter information regarding products for which the user would like to receive offers.

Fig. 28 illustrates an example survey user interface 2800. A survey user interface 2800 may
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include one or more input areas 2802 for selecting products for which the user would like to
receive offers. The survey user interface 2800 may further include one or more input areas
2804 for entering information for which the user would like to receive offers. Upon entering
the desired information in the survey user interface 2800, the user may select the submit
button 2806 to link the entered survey information to their account.

[0210] According to some embodiments, customer survey information is used for segment
marketing, where customers get specialized targeted offers based on need or preference such
as baby offers, pet (dog, cat, both, etc.) offers, wine offers, and offers related to dietary
restrictions or health oriented preferences (gluten free, sugar free, etc.) For example, the
customer can specify in a survey that the customer desires to obtain offers for particular
items. Additionally, segment marketing may be based on a customer’s previous purchase
history for an item or category.

[0211] According to some embodiments, offers are provided around lifestyles or life stages
such as healthy lifestyle (fresh produce), an athletic lifestyle (health drinks, vitamins, power
bar), new family life stage (baby products) etc. As an example, the survey user interface
2800 can include a category such as “Healthy Lifestyle” where the customer selects from a
variety of health related products (e.g., multivitamins) for which the customer desires to
receive a personalized offer. In another example, the customer information may be used for
nutrition based targeting where gluten free offers are provided to customers who have
indicated a preference for gluten free items. In other examples, the nutrition based targeting
provides offers that are tailored to meet any desired diet (e.g., Atkins diet, South Beach diet,
etc.) , dietary restriction (e.g., low sodium, fat free, etc.), or health condition / disease state
(e.g., heart healthy 1tems)

[0212] Further embodiments include “U Pick offers,” where the customer informs the
retailer what offers they want from a pre-populated drop down list prepared by the retailer
and presented to the customer. In some embodiments the U Pick list will include the price
that the retailer is willing to provide to the customer as part of the offer. In other
embodiments the U Pick list will allow the customer to specify the price they are willing to
pay for the item, and the retailer will then decide based on cost and other factors whether they
want to offer the item to the customer at the desired price.

[0213] The U Pick list is pre-populated with items of particular relevance to the customer.
Each selected item from the drop down list will be added to the customer’s loyalty medium.
In an alternative embodiment, the “U Pick Offers” will only present offers to the customer

that will lead to an incremental sale at the retailer (i.e., a sale above and beyond a normal
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purchase habit). In some embodiments, the U Pick list permits the customer to select the
price associated with an offer. In other embodiments, the customer is not provided the ability
to select the price associated with an offer.

[0214] In embodiments, a user cannot register for a customized offers savings program
without applying for a loyalty account. If a user does not have a loyalty medium linked to the
user’s account, the user portal may display a page to indicate that the enterprise system does
not have any information regarding the user’s loyalty medium. Fig. 29 illustrates an example
notification user interface 2900 that indicates that there is no loyalty medium information on
record for the user. If the user has a loyalty medium and only needs to update their account
information, the user may select the update my loyalty medium info button 2902. If the user
does not have a loyalty medium, the user may select the link 2904 to apply for a loyalty
medium.

[0215] Fig. 30A illustrates an example introduction user interface. As illustrated in Fig. 30,
upon registering for the customized offers savings program, the introduction user interface
3000 may be displayed to the user. Fig. 30B illustrates another introduction user interface
3002 for the coupon center showing a sampling of coupons (3004, 3006) available to the
user. The user may select the save now button 3008 to view and select coupons. According
to embodiments, the coupon center presents coupons sorted for relevance according to a
customer’s purchase history. For example, if the customer purchase history indicates a
preference for a particular product or brand, then any coupons for that particular product or
brand will be presented first in the interface 3002. Fig. 30C illustrates another introduction
user interface 3010 for personalized deals showing a sampling of personalized deals (3012,
3014) available to the user. The user may select the save now button 3016 to view and select
personalized deals.

[0216] Fig. 31 illustrates an example offer selection user interface 3100. The offer selection
user interface may display one or more offers 3102, 3112, 3114, and 3116. As illustrated in
the offer selection user interface 3100, each offer may include a product, an offer price for
that product, a competitor’s price for that product, and an option to add that offer to the user’s
account. For example, the offer selection user interface 3100 shows that for offer 3102, the
user has received an offer for Product 1 3102 at an offer price of Price 1 (3106).
Additionally, the offer selection user interface 3100 shows that a competitor’s price 3108 for
Product 1 (3104). If a user desires to add offer 3102 for Product 1 (3104) to the user’s

account, the user may select the add button 3110.
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[0217] Fig. 32 illustrates another example offer selection user interface 3200. The offer
selection user interface 3200 may be associated with a navigation pane 3202 permitting a user
to select links to one or more other user interfaces such as a savings list, an offer view by
category, or an offer view by brand. The offer user selection interface 3200 may include a
related links area 3204 to guide the user to other offers allocated to the user. The user may
select a print/e-mail shopping list button 3206 to print or email any of the user’s shopping
lists. The offer selection user interface 3200 may further include a scroll feature 3208 to view
more offers on another page.

[0218] According to some embodiments, the offer selection user interface 3200 illustrates
one or more offers such as offer 3210. As an example, the offer 3210 may include a product
image 3212, an offer price 3214A, a regular price 3214B, and offer verbiage 3216. The offer
3210 may further include an offer limit 3218. As an example, the offer limit may specify a
purchase quantity limit and/or an expiration date. As an example, the offer limit 3218
included in the offer 3210 specifies that for the product displayed in 3212, the user may
purchase an unlimited amount of the product until April 19, 2011. If the user desires to add
offer 3210 to the user’s loyalty medium, the user may select the add button 3220.

[0219] Fig. 33 illustrates an example club selection user interface 3300 that displays club
specials available to the user such as club special 3302. . Fig. 34 illustrates an example
coupon selection user interface 3400 including a sorting pane 3402 permitting the user to sort
the user’s coupons by any desired category. For example, as illustrated in Fig. 34, the user
can sort coupons according to the user’s purchase history where coupons for the user’s most
frequently purchased items are displayed first.

The coupon interface includes one or more coupon offers such as coupon offer 3404, which
may include a coupon price 3406 and a coupon limit 3408. In embodiments, the coupon
price 3406 may be a general price that is provided to one or more users independent of the
price of the product at the retailer. The coupon limit 3408 may specify that the coupon is
available one time and expires on a particular date. Fig. 35 illustrates another example
coupon interface 3500.

[0220] Fig. 36 illustrates an example savings list user interface 3600. A savings list may
display the offers the user has selected and loaded onto the user’s loyalty medium. As an
example, the savings list user interface 3600 includes a savings chart 3602 that shows that the
user has selected Product 1 at Price 1 for an unlimited quantity that expires on January 31,

2010.
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[0221] Fig. 37A illustrates another example savings list user interface 3700 displaying a
savings list 3702. Each product listed in the savings list 3702 may specify a product name,
savings price, a product description, a purchase quantity limit, and an expiration date. The
user may have the option of e-mailing 3704, transmitting to a mobile device 3706, or printing
3708 the user’s savings list. Fig. 38 illustrates an example print savings list user interface
3800, which shows a printable form of the user’s savings list 3702 (Fig. 37). Fig. 37
illustrates an example savings list user interface 3710 that is provided to the user’s email
registered with the user’s account.

[0222] Fig. 39A illustrates an example rewards user interface 3900 displaying the status of a
rewards program. In embodiments, a rewards program may be any program that rewards a
user after a predetermined number of purchases for a particular product have been made. As
an example, the rewards user interface 3900 shows that the user is part of a rewards program
called “Coffee Club” where the user needs two more purchases of coffee to get one coffee
free.

[0223] Fig. 39B illustrates an example savings user interface 3902 displaying the user’s
year-to-date savings for the customized offers program. The savings user interface 3902 may
include a link 3904 that permits the user to manage the user’s loyalty medium info.

[0224] Fig. 40 illustrates an example savings reports user interface 4000 that displays a
savings report associated with the user. In embodiments, the savings report illustrated in Fig.
41 is prepared by the Report Generator Module 428 (Fig. 4) and retrieved from the Reports
Library (514). The savings reports user interface 4000 may display the user’s year-to-date
savings and the user’s savings by category. As an example, the savings reports user interface
4000 shows that the user has saved a total of $150 with $100 in products in the dairy
category, $30 in products in the condiments category, and $20 in products in the soft drinks
category.

[0225] In embodiments, when the Offer Allocation Module 418 allocates one or more new
offers to a customer, the Offer Notification Module 424 may prepare and send an email to the
customer informing the customer to log into the enterprise system via the customer portal to
view the one or more new offers. Fig. 41A illustrates an example email 4100 notifying the
customer of new offers.

[0226] Further embodiments include a notification of discount savings on a register receipt.
For example, after a customer completes a purchase and receives a receipt, the receipt may
indicate the customer’s savings. Embodiments present a summary of savings received in

each transaction from personalized offers so that customers can see their savings during each
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shopping trip. Fig. 41B illustrates an example receipt 4102 displaying the customer’s savings
for the customer’s purchase.

[0227] Additional embodiments include a notification of savings the customer could have
received if they loaded items to their loyalty medium. For example, items that are offered to
each customer that they could have loaded to their loyalty medium but didn’t are flagged.
Therefore, when the customer purchases one of those items, the retailer can tell the customer

on the register receipt the level of savings they could achieve if they had selected the offer.

Specialized Programs
[0228] According to some embodiments, a loyalty rewards savings program is provided to
customers and/or households, where rewards are provided to the customers and/or households
according to incremental spending over a period of time. As an example, the loyalty rewards
program can provide benefits (e.g., discounts, savings, rewards, etc.) to the customer in return
for a household’s incremental spending at a retailer above a base level of spending. In some
embodiments, the base level of spending is measured for a period of time prior to the
customer being eligible for loyalty rewards. As an example, when a household signs up for
the loyalty rewards program, the household’s spending at the retailer is measured over a
predetermined time period (e.g., two months) before the household is eligible for any rewards
under the loyalty rewards program. In further embodiments, prior to allocation of any
rewards to any household under the loyalty rewards program, the base level of spending for
each household registering with the loyalty rewards program is measured for the
predetermined period of time (e.g., two months).
[0229] According to some embodiments, upon determination of the base level of spending
for each household, a promotion period starts where the retailer compares the total eligible
spending for the household to the base level spending of the household to determine the
amount of incremental spending the household has spent with the retailer during the
promotion period. In embodiments, the level of incremental spending is subsequently
compared to a matrix that plots the benefit level associated with the level of incremental
spending by the household. As an example, the level of benefit to the household (e.g.,
discounts, savings, rewards, etc.) can increase as the household reaches higher levels of
incremental spending at the retailer.
[0230] Fig. 42 illustrates an example loyalty rewards program interface 4200 showing a
matrix that plots the benefit level associated with the level of incremental spending. As

illustrated in Fig. 42, when the user spends at least $50 per week at the retailer for three
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months, the user starts receiving incremental rewards based on the amount the user 1s
spending. For example, if the user spends at least $50 per week during April through June,
the user starts receiving incremental rewards in July where, if the user spends at least $70 a
week, the user receives at least 1% savings off their total spend with the retailer on every
transaction during the month of July. Further, as illustrated in Fig. 42, the level of rewards
provided to the user may be increased as the user continues meet the requirements of the
loyalty rewards program. For example, as illustrated in Fig. 42, the user receives at least 3%
in savings during the month of August if the user continues to spend at least $70 a week for a
second consecutive month, and 4% in savings during the month of September if the user
continues to spend at least $70 per week for a third consecutive month.

[0231] According to some embodiments, the retailer rewards the household for the level of
incremental spending following the promotion period as a lump sum amount, a percentage
savings on every transaction with the retailer, a percentage savings within a certain type of
product category within the retailer (e.g., fuel station, pharmacy, etc.), or in any other desired
way that provides benefit to the customer. In further embodiments, the benefits (e.g.,
discounts, savings, rewards, etc.) are applied directly to a payment card, such as a retailer
payment card, any type of debit or credit card the customer has registered with the retailer, or
any other desired form of payment such as a digital wallet, re-loadable gift card, etc. In
further embodiments, the retailer has the capability to identify certain areas of the store where
the benefit is rewarded at a higher level. For example, an incremental dollar spent on food
may be worth X benefit, while an incremental dollar spent on pharmacy may be worth X +Y
benefit.

[0232] Therefore, the loyalty rewards savings program provides a broad based reward only
to incremental spending at the customer or household level. Therefore, the loyalty rewards
program provides a personalized reward program that is focused on incremental spending.
According to embodiments, offers are based on a preferred customer program that identifies
“Preferred” customers and delivers customized special services or offers. As an example, a
“Preferred” customer may be a customer that spends at least a specific dollar amount over a
predetermined time period (e.g., $1000 a month). Special services or offers provided under
the preferred program may include the opportunity to have direct access with a store manager
upon request while shopping or an exclusive customer service number not provided to the
general public to provide faster service. Other special services can include a special
pharmacy call in telephone number, a wine concierge call in line, or any other type of special

service that is only available to preferred customers. According to some embodiments,
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preferred customers will receive additional offers or special offers that would not otherwise
be provided to the customer. An example would be an additional 10 cents off fuel discount
on every fuel transaction, or any other type of benefit (savings, reward, discount) that would
be available to the preferred customer as a special offer.

[0233] According to embodiments, the retailer loyalty program can provide targeted hot
offers to customers engaged in the loyalty program. These offers are extra “hot”, meaning
they will have deeper discounts than are typically available in the marketplace, including
some offers that may be free. As an example, a “hot” offer can provide an additional 50%
discount to an offer that has been allocated to the customer. Alternatively, if an offer has not
already been allocated to the customer, a “hot” offer can provide the additional 50% discount
prior to allocation of the offer to the customer. Hot offers may be provided in conjunction
with CPG partnership and create an additional ability to drive loyalty behavior. For example,
a hot offer would be an offer beyond a current or expected level of discount. In some
embodiments, the customer can only receive the extra hot offer by loading the offer from the
retailer website or mobile application. In further embodiments, offers are based on a
specialized global hot offers program that provides extra hot offers to all households in a
certain operating area. In some embodiments these hot offers will be targeted, meaning that
out of a set of all potential available hot offers, each customer in the operating area will get
the offer that is most relevant for that individual customer. Targeted hot offers are
particularly valuable in driving trial and awareness of new products available within the retail
store, or in driving trial and awareness of existing products available within the retail store
that have an opportunity to reach a new set of customers. In some embodiments, the retailer
can partner with a CPG manufacturer to provide a targeted hot offer to a targeted set of
customers, where the target is exactly the segment of customers the CPG partner wants to
reach. In return for being able to target the unique segment of customers, the CPG partner
may be willing to pay for some or all of the cost associated with providing the hot offer to the
targeted set of customers.

[0234] According to some embodiments, offers are based on a deal of the day/meal of the
day program. As an example, a deal of the day/meal of the day offer may expire after a short
period of time (e.g., good for one day) and may be provided in limited quantity (e.g., only the
first X hundred or thousand customers receive the specialized offer). Therefore, these
specialized offers provide additional incentive for customers to be loyal to the retailer and

visit the retailer’s website or mobile device application on a daily basis.
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[0235] According to some embodiments, offers are based on a nutrition based targeting
program. For example, nutrition based targeting offers may be based on a customer’s
specific nutritional needs (e.g., gluten free items) specified by the customer. As another
example, nutrition based targeting offers may be based on a customer’s purchase behavior
(e.g., customer demonstrates preference for a certain type of item).

[0236] According to some embodiments, a retailer can provide a game that permits
customers to vote on offers. An offer game is provided as a Facebook application or any
other desired social media networking application. In further embodiments, the offer game
can be provided on the iPhone®, Android™, Blackberry®, or any other desired mobile
platform. In additional embodiments, the offer game is accessible from any personal
computer or terminal/kiosk.

[0237] In some embodiments, the offer game permits users to vote on offers the retailer
selects in regular intervals. For example, the retailer provides one game per day and selects
ten offers in each game. Any registered users of the game can select/vote for five offers in
each game. The aggregate result of voting is displayed the day after the game is provided.
The five offers with the most votes may be provided as offers to customers who voted in the
game, where the users can add offers to their loyalty mediums. The five offers with the least
votes may not show prices, and users that choose them can see the offers and can also add
those offers to their loyalty mediums. Fig. 43A illustrates an example offer game interface
4300 permitting game participants to vote for product offers. Fig. 43B illustrates another
example offer game interface 4302 showing the offers that are available to be loaded on the
game participants’ loyalty mediums based on the voting results.

[0238] In further embodiments, users earn points and badges based on their votes. Users
can further suggest offers based on competitors ads, invite friends, and display their badges in
game play status on the user’s social network account (e.g., Facebook).

[0239] The offer game benefits the users by providing an exciting and engaging experience
with the retailer, where the user can receive additional offers. Further, the offer game
provides the retailer with information on the users’ preferences, so that the retailer can
understand the users better. The offer game further provides the retailer with information on
a competitors pricing and offers. Further, the offer game provides advertising opportunities
for CPGs and therefore, provides the CPGs with additional opportunities for increasing

revenue.
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Convenience Programs
[0240] According to some embodiments, loyalty medium specials offers are provided
according to current specials provided by the retailer. For example, the retailer sorts the
current specials running in the store based on the customer’s most likely preferences.
Therefore, upon logging onto the customer’s account, the customer has the ability to sort and
view the loyalty medium offers that are currently on special (i.e., have a reduced price). In
further embodiments, when a coupon is available to use in addition to a personalized offer or
loyalty medium special, the retailer communicates the availability of the coupon to the
customer.
[0241] According to some embodiments, the retailer determines the net price the Customer
pays when using a coupon. As an example, if a customer prints out a coupon for $1.00 off an
item, and the item purchase price is $10.00, the coupon indicates that the purchase price is
$9.00 upon redemption of the coupon. Therefore, the customer does not need to know the
regular purchase price for an item and perform the calculation to determine the net price.

Administrative Tools
[0242] Fig. 44A illustrates an example administrator interface 4400. In embodiments, an
administrator may input a loyalty medium number in the number input arca 4402 to see
loaded and unloaded offers for the entered loyalty medium number. Fig. 44B illustrates
another example administrator interface 4404.

My Shopping List
[0243] Additional embodiments include a My Shopping List, which is an aggregated list that
includes personalized deals, coupons, club specials, deal match items and other targeted
offers or reward elements that have been added to the shopping list — that is sorted by
category, and includes the relevant info so that the customer can easily shop the store and
receive their discounts. Figs. 45A-45C illustrate example shopping lists 4500, 4502, and
4504, respectively.

In Store List Printing
[0244] According to some embodiments, customers registered with the retailer can print their
shopping lists in a retailer’s store via a terminal/kiosk. For example, a customer creates a
shopping list on their computer. When the customer goes to their local retailer store, the
customer swipes their loyalty medium at an in-store shopping list terminal/kiosk. In an
alternative example, the customer uses their mobile device number or pin to log in to the
shopping list terminal/kiosk. The shopping list terminal/kiosk system retrieves the

customer’s shopping list from the retailer’s database and prints the customer’s personal
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shopping list. As an example, any of the shopping lists illustrated in Figs. 45A-45C or any
other desired shopping list is available at the shopping list terminal/kiosk.
[0245] In some embodiments, the content of the personal shopping list includes sections
organized by aisle number, items of the customer’s shopping list in each section, additional
retail offers based on the customer’s personal shopping history, additional manufacturer
coupons and local advertisement at the back of the printout, and/or additional retailer
corporate marketing messages. Thus, the customer may use the shopping list to guide the
customer shopping through the aisles.

Registration, Offer Selection, and Offer Redemption Flow Charts
[0246] Fig. 46 illustrates an example process for registering a user with the enterprise system
and the customized offers savings program. In embodiments, the process illustrated in Fig.
46 may be performed by the Registration Module 406. The process may generally start at
4600 where a customer portal log-in page is provided to a user attempting to log in to the
enterprise system. Process flow proceeds to 4602 to determine if the user is registered with
the enterprise system. If the user is not registered with the enterprise system, process flow
proceeds from 4602 to 4604 to provide the user with the enterprise system registration page
such as the registration page illustrated in the registration user interface 2500. Process flow
proceeds to 4606 to determine if the user has successfully registered with the enterprise
system. If the user has not successfully registered with the enterprise system, process flow
returns from 4606 to 4604. If the user has successfully registered with the enterprise system,
process flow proceeds from 4606 to 4608 to determine if the user is registered with the
customized offers savings program. Additionally, if the user is registered with the enterprise
system at 4602, process flow proceeds from 4602 to 4608.
[0247] If the user is registered with the customized offers program, the process illustrated in
Fig. 46 ends. If the user is not registered with the customized offers savings program,
process flow proceeds from 4608 to 4610 to provide the customized offers registration page
to the user such as the registration page illustrated in the registration user interface 2700.
[0248] Process flow proceeds to 4612 to determine if the user has successfully registered
with the customized offers savings program. As an example, the user may not have
successfully registered if the user entered an invalid loyalty medium number. If the user has
not successfully registered with the customized offers savings program, process flow
proceeds from 4612 to 4614 to determine if the user has a loyalty medium. If the user does
not have a loyalty medium, process flow proceeds from 4614 to 4616 to apply for the loyalty
medium. Process flow returns from 4616 to 4610 upon applying for the loyalty medium. If
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the user does have a loyalty medium but has not successfully registered (e.g., the user entered
incorrect information in the registration page), process flow returns from 4614 to 4610 to
permit the user to try to register for the customized offers savings program again.

[0249] If the user has successfully registered with the customized offers savings program,
process flow proceeds from 4612 to 4618 to determine if the user has filled out a survey such
as the survey page displayed in the survey user interface 2800. If the user has not filled out
the survey, process flow proceeds to 4620 to provide the survey page to the user. After the
user has filled out the survey page, the process illustrated in Fig. 46 ends. If the user has
already filled out the survey at 4618, the process illustrated in Fig. 46 ends.

[0250] Fig. 47 illustrates an example process for displaying an offer selection user page to a
user. The process may generally start at 4700 to determine if a user has logged into the
enterprise system via the customer portal. If the user has not logged into the enterprise
system, process flow proceeds from 4702 to wait for a user.

[0251] If the user has logged into the enterprise system, process flow proceeds from 4700 to
4704 to determine if the user has registered for the customized offers savings program. If the
user has not registered for the customized offers savings program, process flow proceeds
from 4704 to 4706 to provide the user with the registration process such as the registration
process illustrated in Fig. 46. Upon registering with the customized offers savings program,
process flow proceeds form 4706 to 4708 to provide an offers page to the user such as the
offers page illustrated in the offer selection user interface 3200. In some embodiments, if this
is the first time the user is logging into their account, all offers will be available to select to
load onto their loyalty medium. If the user has already selected offers in a previous session
this information is saved and displayed upon the user re-entering the site. Additionally, if the
user is already registered for the customized offers savings program, process flow proceeds
from 4704 to 4708.

[0252] Process flow proceeds to 4710 to determine if a user has selected an offer. 1f a user
has selected an offer, process flow proceeds from 4710 to 4712 to update the user’s loyalty
medium to include the selected offer. In embodiments, the Retailer Medium Manager
Module 422 updates the user’s loyalty medium as functionally described above. Process flow
proceeds to 4714 to update the user’s savings list with the selected offer. Process flow
proceeds to 4716 to determine if a user has selected the view savings list. Additionally, if a
user has not selected an offer, process flow proceeds from 4710 to 4716.

[0253] If the user has selected the view savings list, the process flow proceeds from 4716 to

4718 to display the savings list such as the savings list illustrated in the savings list interface
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3700. Process flow proceeds from 4720 to determine if the user has switched to the offers
page. If the user has switched to the offers page, process flow returns from 4720 to 4708. If
the user has not switched to the offers page, process flow returns from 4720 to 4718.

[0254] If the user has not selected the view savings list, process flow proceeds from 4716 to
4722 to determine if the user has logged out. If the user has not logged out, process flow
returns from 4722 to 4708. If the user has logged out, the process illustrated in Fig. 47 ends.
[0255] Fig. 48 illustrates an example customer purchase flow chart. In embodiments, the
process illustrated in Fig. 48 is performed when a customer makes a purchase. The process
may generally start at 4800 to determine whether a customer has made a purchase. If the
customer has not made a purchase, process flow proceeds to 4802 to wait for a customer
purchase. If the customer has made a purchase, process flow proceeds from 4800 to 4804 to
determine if the customer has scanned a loyalty medium. If the customer has scanned the
loyalty medium, process flow proceeds from 4804 to 4812 to update the customer’s purchase
history profile as functionally described above.

[0256] If the customer has not scanned the loyalty medium, process flow proceeds from
4804 to 4806 to remind the customer to scan the loyalty medium. If the customer indicates
they do not have a loyalty medium, process flow proceeds from 4808 to 4810 where the
customer is reminded that the retailer offers a loyalty medium program. The process ends
after the customer is reminded of the retailer’s loyalty medium program. If the customer has
a loyalty medium, process flow returns from 4808 to 4804.

[0257] If the customer has swiped a loyalty medium, process flow proceeds from 4806 to
4814 to determine if the customer is registered with the customized offers savings program.
If the customer is not registered with the customized offers savings program, process flow
proceeds from 4814 to 4816 where the customer may be informed of the customized offers
savings program. The process ends after the customer is informed of the customized offers
savings program.

[0258] If the customer is registered with the customized offers savings program, process
flow proceeds from 4814 to 4818 to determine whether the customer has an offer for the item
the customer is purchasing. If the customer does not have an offer for the purchased item, the
process illustrated in Fig. 48 ends. If the customer has an offer for the purchased item,
process flow proceeds from 4818 to 4820 to redeem the offer and update the customer’s
account to indicate that the offer has been applied to the purchased item. Process flow
proceeds to 4822 to determine if the customer has failed to visit the offers page upon

receiving a notification. If the customer has not received any new offers or has viewed any
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new offers, the process illustrated in Fig. 48 ends. If the customer has failed to visit the
offers page upon receiving notification of a new offer, process flow proceeds from 4822 to
4824 to determine if the retailer clerk may remind the customer of the new offer. If the clerk
cannot remind the customer of the new offer, the process illustrated in Fig. 48 ends. If the
clerk may remind the customer of the new offer, process flow proceeds from 4824 to 4826
where the clerk reminds the customer about the new offer.
[0259] As an example, if a customer has received an email regarding a newly allocated
offer, and the customer has not viewed that offer, the Offer Reminder Module 426 may
generate a reminder that appears on a POS device informing the retailer clerk to remind the
customer of the new offer. However, if the customer’s profile, such as the profile illustrated
in Table 1 of Fig. 12, indicates that the customer may not be reminded, no reminder is
generated.

Allocation Strategy
[0260] In embodiments, an offer allocation strategy may be based on allocating offers to
provide incentives to make extra trips to the retailer or purchase additional products. An
offer allocation strategy may further be directed towards increasing retailer sales by
identifying relevant non-buyer opportunity gaps and incremental category spend
opportunities.
[0261] Fig. 49 illustrates an example chart showing 20 of the top selling rapid consumable
categories. As illustrated in Fig. 49, 13 of the 20 categories include a brand switching partner
in the category. Fig. 50 illustrates an example chart showing the top ten categories having the
highest share of wallet (SOW). As an example, the share of wallet may serve as a
performance indicator of how much business the retailer gets from specific customers. In
embodiments, the top selling rapid consumable categories and categories having the highest
share of wallet may be given higher priority when allocating offers.
[0262] Fig. 51 illustrates an example chart for identifying potential brand switchers for each
brand in each category. As an example, each category buyer for a particular brand is
classified as a low category, medium category, or high category buyer. In embodiments, the
classification of category buyers may be based on the amount of money the category buyer
spends on the category compared to the total amount the category buyer spends on all other
categories. As illustrated in Fig. 51, each category buyer may be classified as a particular
brand buyer such as never buying the brand or as a 1X exclusive buyer of the brand.
Category buyers may further be classified as low brand buyers (e.g., buying the brand less

than 20% of the time the user buys an item in the category), as medium brand buyers (e.g.,
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buying the brand between 20%-60% of the time the user buys an item in the category); as
high brand buyers (e.g., buying the brand between 60%-80% of the time the user buys an
item in the category), and as loyal brand buyers (e.g., buying the brand between 80-100% of
the time the user buys an item in the category).

[0263] According to some embodiments, category buyers classified in the portion of the
chart containing an “X” may be identified as potential brand switchers. As an example,
category buyers that rarely buy a brand (e.g., one time brand buyer or low brand buyer) may
be considered as a potential brand switcher since these category buyers may be more likely to
switch to another brand if provided an offer. However, category buyers that almost
exclusively buy a brand (e.g., high brand buyer or loyal brand buyer) may not be considered
as a potential brand switcher since these category buyers may be less likely to switch to
another brand if provided an offer. In alternative embodiments, each category buyer
illustrated in Fig. 51 is identified as a potential brand switcher regardless of how often the
category buyer purchases a particular brand.

[0264] Fig. 52 illustrates an example process for allocating offers to one or more households.
The process may generally start at 5200 to select a category. In embodiments, the categories
available for offer selection may be predetermined such as the categories listed in Figs. 49
and 50. Process flow proceeds to 5202 to identify the category buyers of the selected
category. Process flow proceeds to 5204 to classify the category buyers as functionally
described above with respect to Fig. 51. Process flow proceeds to 5206 to determine if the
category is a brand switching category. If the selected category is a brand switching
category, process flow proceeds from 5206 to 5208 to perform a brand switching allocation
process to identify potential brand switchers. As an example, a category is identified as a
brand switching category if there is at least one brand switching partner associated with the
selected category.

[0265] Process flow proceeds to 5210 to determine if the category is in the offer bank.
Additionally, if the selected category is not a brand switching category, process flow
proceeds from 5206 to 5210. If the category is in the offer bank, process flow proceeds from
5210 to 5212 to perform the declining category offer allocation to determine whether a
category buyer’s spending on the selected category is decreasing.

[0266] Process flow proceeds to 5214 to determine if the category is an expandable
consumption category. Additionally, if the selected category is not in the offer bank, process

flow proceeds from 5210 to 5214. If the category is an expandable consumption category,
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process flow proceeds from 5214 to 5216 to perform the buyer promotion offer allocation to
determine the likelihood that a category buyer buys an item on promotion.

[0267] Process flow proceeds from 5216 to 5218 to determine if the selected category is
promo sensitive. If the selected category is promo sensitive, process flow proceeds from
5218 to 5220 to perform the opportunity gap versus peer gap offer allocation to determine
opportunities to increase retailer sales.

[0268] If the category is not promo sensitive, process flow proceeds from 5218 to 5222 to
determine if the selected category is a high penetration or affinity category. As an example,
an affinity category is a category that is commonly purchased by customers that purchase
another category. For example customers who buy peanut butter commonly buy jelly as well.
Therefore, jelly is an affinity category to peanut butter. Additionally, if the selected category
is not an expandable consumption category, process flow proceeds from 5214 to 5222. If the
category is a high penetration or affinity category, process flow proceeds from 5222 to 5224
to perform the high penetration and affinity offer allocation.

[0269] Process flow proceeds to 5226 to determine if there are any categories remaining for
offer allocation. Additionally, if the selected category is not a high penetration or affinity
category, process flow proceeds from 5222 to 5226. If there are no categories remaining for
offer allocation, the process illustrated in Fig. 52 ends. If there are categories remaining for
offer allocation, process flow returns from 5226 to 5200.

[0270] Fig. 53 illustrates an example brand switching offer allocation process. According to
some embodiments, the offer allocation process iterates through each brand and category
buyer of the selected category to determine if the category buyer should be allocated a brand
switching offer. In embodiments, process flow may be directed from 5208 in the offer
allocation process illustrated in Fig. 52 to 5300.

[0271] The process may generally start at 5300 to select a brand selected from the selected
category. Process flow proceeds to 5302 to select a buyer from the selected category.
Process flow proceeds to 5304 to determine if the buyer is a low category buyer. If the buyer
is a low category buyer, process flow proceeds from 5304 to 5306 to perform a low buyer
category allocation process.

[0272] If the buyer is a not a low category buyer, process flow proceeds from 5304 to 5308
to perform a medium/high buyer category allocation process. As an example, if the buyer is
not a low category buyer, then the buyer is either a medium category buyer or a high category
buyer. Process flow proceeds to 5310 to determine if there are any buyers remaining in the

category. Additionally, upon completing the low buyer category allocation process, process
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flow proceeds from 5306 to 5310. If there are buyers remaining in the category, process flow
returns from 5310 to 5302 to perform the offer allocation process for the next selected
category buyer. If there are no buyers remaining in the category process flow proceeds from
5310 to 5312 to determine if there are any brands in the category remaining. If brands are
remaining in the category, process flow returns from 5312 to 5300 to perform the offer
allocation process for the next selected brand. If there are no brands in the category
remaining, the process illustrated in Fig. 53 ends.

[0273] Fig. 54 illustrates an example low category buyer offer allocation process. In
embodiments, process flow may be directed from 5306 in the offer allocation process
illustrated in Fig. 53 to 5400. The process may generally start at 5400 to determine 1f the low
category buyer’s purchase activity indicates brand switching potential. As an example, the
low category buyer’s purchase activity may indicate brand switching potential if the buyer is
classified in any portion of the chart illustrated in Fig. 51 that contains an “X.”

[0274] If the buyer purchase activity indicates brand switching potential, process flow
proceeds from 5400 to 5402 to determine if there is a brand switching CPG partner in the
selected category. If there is no brand switching CPG partner in the selected category,
process flow proceeds from 5402 to 5404 to determine if the item is in the offer bank. If the
item is not in the offer bank, process flow proceeds from 5404 to 5406 where no offer is
provided and the process illustrated in Fig. 54 ends. If the item is in the offer bank, process
flow proceeds from 5404 to 5408 to allocate a low buyer offer. After the low buyer offer is
allocated the process illustrated in Fig. 54 ends. As an example, even when there is no brand
switching CPG partner for the selected brand, but an item associated with the brand is in the
offer bank, the retailer may realize an opportunity to increase retailer sales by allocating an
offer to the category buyer.

[0275] If there is a brand switching CPG partner in the selected category, process flow
proceeds from 5402 to 5418 to determine if the brand switching item is in the offer bank. If
the brand switching item is in the offer bank, process flow proceeds from 5418 to 5420 to
determine if consumer brands (retailer house brands) are at risk.

[0276] If no consumer brands are at risk, process flow proceeds from 5420 to 5422 to
allocate a CPG brand switching offer. After the CPG brand switching offer is allocated, the
process illustrated in Fig. 54 ends. If consumer brands are at risk, process flow proceeds
from 5420 to 5424 to allocate a CPG brand switching offer and a consumer brand (CB) offer.
After the CPG brand switching offer and consumer brand offer is allocated, the process

illustrated in Fig. 54 ends.
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[0277] If the brand switching item is not in the offer bank, process flow proceeds from 5418
to 5412 to determine if the low buyer item is in the offer bank. If the low buyer item is not in
the offer bank, process flow proceeds from 5412 to 5414 where no offer is provided and the
process illustrated in Fig. 54 subsequently ends. If the low buyer item is in the offer bank,
process flow proceeds from 5412 to 5416 to allocate a lower buyer offer. After the low buyer
offer is allocated, the process illustrated in Fig. 54 subsequently ends. As an example, even if
the brand switching item is not in the offer bank but the low buyer item is in the offer bank,
the retailer may realize an opportunity to increase retailer sales by allocating an offer to the
low category buyer.

[0278] If the buyer purchase activity does not indicate brand switching potential, process
flow proceeds from 5400 to 5410 to determine if the category buyer never buys the selected
brand. If the category buyer never buys the selected brand, process flow proceeds from 5410
to 5414. If the category buyer buys the brand, process flow proceeds from 5410 to 5412.
[0279] Fig. S5 illustrates an example medium/high buyer category allocation offer process.
In embodiments, process flow may be directed from 5308 in the offer allocation process
illustrated in Fig. 53 to 5500. The process may generally start at 5500 to determine if the
buyer purchase activity indicates brand switching potential as described above. If the buyer
purchase activity does not indicate brand switching potential, process flow proceeds from
5500 to 5502 where no offer is provided and the process illustrated in Fig. 55 subsequently
ends. As an example, if the buyer is a medium or high category buyer, and there is no brand
switching potential, the retailer may decide not to allocate an offer since the medium or high
category buyer may not have an incentive to increase his/her category spending.

[0280] If the buyer purchase activity indicates brand switching potential, process flow
proceeds from 5500 to 5504 to determine if the brand switching item is in the offer bank. If
the brand switching item is not in the offer bank, process flow proceeds from 5504 to 5502
where no offer is provided and the process illustrated in Fig. 55 subsequently ends.

[0281] If the brand switching item is in the offer bank, process flow proceeds from 5504 to
5506 to determine if consumer brands are at risk. If no consumer brands are at risk, process
flow proceeds from 5506 to 5508 to allocate a CPG brand switching offer. After the CPG
brand switching offer is allocated the process illustrated in Fig. 55 subsequently ends.

[0282] If consumer brands are at risk, process flow proceeds from 5506 to 5510 to allocate
the CPG brand switching offer and consumer brand offer. After allocating the CPG brand

switching offer and consumer brand offer, the process illustrated in Fig. 55 ends.
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[0283] Fig. 56 illustrates an example declining category offer allocation process. According
to some embodiments, a declining category offer allocation process may be performed to
determine if a category buyer’s spending in the category has declined over a period of time.
In embodiments, process flow may be directed from 5212 in the offer allocation process
illustrated in Fig. 52 to 5300.

[0284] The process may generally start at 5600 to select a buyer from the selected category.
Process flow proceeds to 5602 to determine a percentage of change in the selected buyer’s
category spending year over year (YOY).

[0285] Process flow proceeds to 5604 to determine if the buyer’s percentage decrease in
category spending is 5% YOQY. If the buyer’s percentage of decrease in category spending
is less than 15% YQOY, process flow proceeds from 5604 to 5606 where no offer is provided
and the process illustrated in Fig. 56 subsequently ends. As an example, if the buyer’s
spending in the selected category has not decreased in the past 12 months by more than 15%,
than the retailer may not provide an offer since the category buyer would most likely not have
any incentive to increase category spending if provided an offer.

[0286] If the buyer’s percentage of decrease in category spending is 2 5% YOY, process
flow proceeds from 5604 to 5608 to determine if the declining item is in the offer bank. If
the declining item is not in the offer bank, process flow proceeds from 5608 to 5606 where no
offer is provided and the process illustrated in Fig. 56 subsequently ends.

[0287] If the declining item is in the offer bank, process flow proceeds from 5608 to 5610 to
determine if the buyer already has an unexpired offer for the item. If the buyer already has an
unexpired offer for the item, process flow proceeds from 5610 to 5606 where no offer is
provided and the process illustrated in Fig. 56 subsequently ends. As an example, if the
buyer has already received a brand switching offer for the selected category or has any other
unexpired offer for the selected category, the buyer may not be provided a new offer.

[0288] If the buyer does not have an unexpired offer for the item, process flow proceeds
from 5610 to 5612 to allocate an offer. Accordingly, when the buyer’s decrease in category
spending in the past 12 months is greater than or equal to 15%, the retailer may allocate an
offer since the buyer may have incentive to increase category spending.

[0289] Process flow proceeds to 5614 to determine if the there are any buyers remaining in
the selected category. If there are no buyers remaining in the selected category, the process
illustrated in Fig. 56 ends. If there are buyers remaining in the selected category, process
flow returns from 5614 to 5600 perform the declining category allocation process for the next

selected buyer.
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[0290] Fig. 57 illustrates an example buyer promo offer allocation process. According to
some embodiments, the buyer promo offer allocation process may identify buyers that are
more likely to buy an item on promotion. In embodiments, process flow may be directed
from 5216 in the offer allocation process illustrated in Fig. 52 to 5700.

[0291] The process may generally start at 5700 to select an item from the selected category.
Process flow proceeds to 5702 to determine all item buyers for the selected item. In
embodiments, the determined item buyers may constitute a peer group. Process flow
proceeds to 5704 to determine an amount each item buyer spends on the selected item.
Process flow proceeds to 5706 to select an item buyer.

[0292] Process flow proceeds to 5708 to determine if the amount the item buyer spends on
the item is in the 95th percentile or greater compared to the peer group. If the amount the
item buyer spends is in the 95th percentile or greater compared to the peer group, process
flow proceeds from 5708 to 5710 to determine the percentage of time the item buyer buys the
selected item on promotion. Process flow proceeds to 5712 to determine the average
percentage of time that the peer group buys the selected item on promotion.

[0293] Process flow proceeds to 5714 to determine if the percentage of time the buyer buys
an item on promo is greater than the average percentage of time the peer group buys an item
on promotion. If the buyers’ percentage is less than the peer groups’ percentage, process
flow proceeds from 5714 to 5716 where no offer is provided and the process illustrated in
Fig. 57 subsequently ends. Additionally, if the amount the item buyer spends on the selected
item is less than the 95th percentile compared to the peer group, process flow proceeds from
5708 to 5716 where no offer is provided in the process illustrated in Fig. 57 subsequently
ends.

[0294] If the buyers’ percentage is greater than the average peer group percentage, process
flow proceeds from 5714 to 5718 to determine if the item buyer already has an unexpired
offer for the selected item. If the item buyer already has an unexpired offer for the selected
item, process flow proceeds from 5718 to 5716 where no offer is allocated and the process
illustrated in Fig. 57 subsequently ends. If the item buyer does not already have an unexpired
offer for the item, process flow proceeds from 5718 to 5720 to allocate an offer.

[0295] Process flow proceeds to 5722 to determine if there are any remaining buyers. If
there are any remaining buyers, process flow returns from 5722 to 5706. If there are no
remaining buyers, process flow proceeds from 5722 to 5724 to determine if there are any
remaining items. If there are no remaining items, the process illustrated in Fig. 57 ends. If

there are remaining items, process flow returns from 5724 to 5700 to select the next item for

59



10

15

20

25

30

WO 2011/119974 PCT/US2011/030015

performing the promo allocation offer process. Accordingly, the retailer may allocate an
offer to the buyer if the buyer’s purchase activity compared to the buyer’s peer group
indicates that the buyer is more likely to buy the selected item when an offer for the selected
item is available.

[0296] Fig. 58 illustrates an example opportunity gap vs. peer group offer allocation process.
According to some embodiments, the opportunity gap vs. peer group offer allocation process
identifies opportunities to increase retailer sales by allocating offers to buyers who are not
spending as much on items in the selected category compared to the buyers’ peer group. In
embodiments, process flow may be directed from 5220 in the offer allocation process
illustrated in Fig. 52 to 5800.

[0297] The process may generally start at 5800 to determine an amount each category buyer
spends on the selected category. Process flow proceeds to 5802 to select a category buyer.
Process flow proceeds to 5804 to determine if the amount the category buyer spends on the
selected category is below the 20th percentile compared to the peer group. If the amount the
category buyer spends on the category is above the 20th percentile compared to the peer
group, process flow proceeds to 5806 where no offer is provided. Process flow proceeds to
5808 to determine if there are any category buyers remaining. If there are no category buyers
remaining, the process illustrated in Fig. 58 ends. If there are any category buyers remaining,
the process flow returns from 5808 to 5802 to select the next category buyer.

[0298] If the amount the category buyer spends on the selected category is below the 20th
percentile compared to the peer group, process flow proceeds to 5810 to determine the items
the category buyer buys in the selected category. Process flow proceeds to 5812 to select an
item. Process flow proceeds to 5814 to determine an amount each category buyer spends on
the selected item.

[0299] Process flow proceeds to 5816 to determine if the amount the selected category buyer
spends on the item is below the 20th percentile compared to the peer group. If the amount the
selected category buyer spends on the selected item is above the 20th percentile, process flow
proceeds to 5818 where no offer is provided.

[0300] If the amount that the selected category buyer spends on the selected item is below
the 20th percentile compared to the peer group, process flow proceeds to 5820 to determine if
the selected category buyer has an unexpired offer for the selected item. If the category buyer
has an unexpired offer for the selected item, process flow proceeds from 5820 to 5822 where
no offer is provided. If the selected category buyer does not have an unexpired offer for the

selected item, process flow proceeds from 5820 to 5824 to allocate an offer.
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[0301] Process flow proceeds from 5818, 5822, and 5824 to 5826 to determine if the
selected category buyer has previously purchased another item in the selected category. If the
selected category buyer has another item available for possible offer allocation, process flow
returns from 5826 to 5812 to select the next item for offer allocation. If the selected category
buyer does not have any other items available for possible offer allocation, process flow
proceeds from 5826 to 5808.

[0302] Fig. 59 illustrates an example high penetration and affinity offer allocation process.
According to some embodiments, the high penetration and affinity offer allocation process
iterates through each household registered with the customized offers savings program to
allocate offers for the selected category. In embodiments, process flow may be directed from
5224 in the offer allocation process illustrated in Fig. 52 to 5900.

[0303] The process may generally start at 5900 to select a household. Process flow proceeds
to 5902 to determine if the household is a category buyer. If the household is a category
buyer, process flow proceeds from 5902 to 5904 to determine if the household is a low
category buyer. If the household is not a low category buyer, process flow proceeds from
5904 to 5908 where no offer is allocated. If the selected household is a low category buyer
process flow proceeds from 5904 to 5906 to allocate an offer for an item in the selected
category that the household buys.

[0304] If the selected household is not a category buyer, process flow proceeds from 5902 to
5910 to allocate an offer that customers in peer groups similar to this customer typically
purchase. Process flow proceeds from 5906, 5908, and 5910 to 5912 to determine if there are
any remaining households to be selected for offer allocation. If there are no remaining
households to be selected for offer allocation, the process illustrated in Fig. 59 ends. If there
are any remaining households to be selected for offer allocation, process flow returns from
5912 to 5900.

[0305] In embodiments, personalized offers include a comparison price point of the relevant
competitor for each item within a certain area. Embodiments identify the primary store for
each shopper, identify the competitor by item in that store, and do price checks and present
the results on the site so consumers can see how the retailer’s offer compares to the
competitor’s offer. According to some embodiments the competitor price will not be shown
along with the personalized price, but rather, will compare the personalized price to the
retailer’s reference price. This reference price could be the retailer’s regular retail price, the
retailer’s promoted price available in the marketplace for a period of time, or any other price

that would provide a point of reference for the customer.
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[0306] According to some embodiments, the price associated with a personalized offer is
determined after determining the competitor’s pricing. As an example, when a retailer is
selling a product and a competitor is selling the same product at a different price, a customer
of the retailer may be offered the competitor’s price or a price that is lower than the
competitor’s price. The retailer has the option to match or beat the competition. As an
example of matching the competition, the competitor’s price may be offered to the customer
as a personalized offer when the user logins into the user’s account. Further, the competitor’s
price may be offered to the user at an in-store kiosk while the user is making a purchase. For
example, when the customer is making a purchase that does not include the product for which
the competitor’s price is being offered, the customer may be offered a personalized offer at
the competitor’s price for the product.

[0307] Fig. 60 illustrates an example interface 6000 displayed as a web page on a customer’s
computer or on the customer’s mobile device through a mobile device. As illustrated in Fig.
60, the interface 6000 includes personalized offers 6002, 6004, and 6006 for matching
competitor prices for products 1, 2, and 3, respectively. In some embodiments, if the
customer clicks on the “Accept” button for a personalized offer including a competitor’s price
for a product, the competitor’s price of the accepted offer is associated with the customer’s
account and loaded onto the customer’s loyalty medium. Fig. 61 illustrates an example
interface 6100 illustrating an example offer acceptance 6102 for a competitor price. As
illustrated in Fig. 61, upon acceptance of any one of the offers illustrated in Fig. 60, the
competitor price for the retail product is loaded onto the customer’s loyalty medium.

[0308] According to embodiments, the customer is provided with an updated personalized
offer to take into account a change in a competitor’s price. For example, when a customer
accepts an offer for a competitor’s price for a product, the competitor’s price may decrease
before the customer’s next access of the customer’s account. If the customer purchase history
indicates that the customer has not purchased the product with the previously accepted
competitor price, the customer may be provided an updated offer with the competitor’s new
price during the customer’s subsequent access to the customer’s account. Fig. 62 illustrates
an example interface 6200 including the updated personalized offer 6202 for the competitor’s
price. In some embodiments, the interface 6200 is displayed when the customer is accessing
the customer’s account on a terminal, and a change occurs in the competitor’s price for a
previously accepted offer. In some embodiments, when the customer accepts the updated
offer 6202, the new competitor’s price for Product 1 is associated with the customer’s

account and loaded onto the customer’s loyalty medium.
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[0309] In another example, a customer may initially accept a personalized offer including a
competitor’s price for a product while the customer is logged onto the customer’s account.
However, before the customer’s next purchase at the retailer, the competitor’s price for the
product may have changed. Accordingly, if the customer’s current purchase does not include
the product for which the competitor’s price was previously accepted, the customer may be
offered an updated personalized offer indicating the competitor’s new price for the offer. As
an example, upon purchase, the customer may be provided the updated personalized offer via
SMS message, email, or a mobile application interface. If the customer’s current purchase
includes the product for which the competitor’s prices was previously accepted, the customer
may not be offered the updated personalized offer since there is no incentive to provide the
new competitor’s price.

[0310] Fig. 63 illustrates an example interface 6300 displayed to the customer while a
customer is making a purchase. In embodiments, the interface 6300 is displayed via a mobile
application on the customer’s phone. In another embodiment, the interface 6300 is displayed
at an in-store kiosk while the customer is performing a self-checkout. As illustrated in Fig.
63, the customer purchased Products 2-4, but did not purchase Product 1. Accordingly, in
some embodiments, the customer is provided with an updated personalized offer 6302
including a competitor’s new price for Product 1. If the customer accepts the updated offer
6302, the competitor’s new price for Product 1 is associated with the customer’s account and
loaded onto the customer’s loyalty medium.

[0311] In further embodiments, an offer for a competitor price provided to the customer
(e.g., via mobile application or in-store kiosk) may include limits that entice the customer to
continue shopping at the retailer. For example, if the customer’s current purchase does not
include the product for which an unaccepted personalized offer or an updated personalized
offer for a competitor price is available, the personalized offer may include quantity and/or
time limits on the offer. In some embodiments, when a customer is purchasing a product, a
personalized offer for a competitor’s price provided to the customer (e.g., via mobile
application or in-store kiosk) indicates that the customer can receive the competitor’s price if
the quantity of the purchased product is increased. Fig. 64 illustrates an example interface
6400 displayed to the customer either via a mobile application or an in-store kiosk while a
customer is making a purchase. As illustrated in Fig. 64, the customer is purchasing Product
1 with a quantity of 2. However, if the customer accepts the personalized offer 6402 and
increases the total purchased quantity of Product 1 to 4, the customer receives the

competitor’s price for Product 1. In additional embodiments, the personalized offer 6402 is
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an updated offer including a new competitor’s price that is different than a previously
accepted competitor’s price for Product 1.

[0312] In other embodiments, if the customer accepts the personalized offer for the
competitor’s price, the offer for the competitor’s price may only be valid for a specified
period of time to entice that the customer to continue shopping at the retailer. Fig. 65
illustrates an example interface 6500 displayed to the customer either via a mobile application
or an in-store kiosk while a customer is making a purchase. As illustrated in Fig. 65, the
customer purchased products 2-4, but did not purchase Product 1. Personalized offer 6502
specifies that if the customer accepts the offer, the customer receives the competitor’s prices
for Product 1 for the next offer. Thus, by accepting the personalized offer 6502, the customer
has incentive to return to the retailer’s store and continue making purchases.

[0313] According to some embodiments, an offer for a competitor’s price for a product takes
into account the brands associated with the product. For example, a product may be
associated with brands B1 and B2. In some embodiments, if a customer’s purchase history
indicates a customer preference for B1 over B2, and a competitor is offering B1 for a lower
price than the retailer, the customer is offered the competitor’s price for B1 to entice the
customer to continue purchasing B1 from the retailer. In other embodiments, if a customer’s
purchase history indicates a customer preference for B1 over B2, a competitor 1s offering B2
for a lower price than the retailer, and B2 is associated with a CPG partner, the customer is
offered the competitor’s price for B2 to entice the customer to start purchasing B2.

[0314] According to embodiments, the competitor’s price for a product is stored in a
database. As an example, one or more entities associated with the retailer may collect data
regarding a competitor’s price for the product. In other embodiments, when a customer is
logged onto the customer’s account, the customer may be provided the opportunity of
entering a competitor’s price for a product. For example, when the customer is interested in
purchasing a product from the retailer and has knowledge that the retailer’s competitor is
offering the product as a different price, the customer may indicate in their account the
competitor’s price for the product. Fig. 66 illustrates an example interface 6600 where a
customer specifies a product for which the customer desires to receive a personalized offer.
[0315] In some embodiments, an information area 6602 is provided to the customer to enter
information identifying a product such as the product’s name and brand, information
identifying a competitor such as the competitor’s name and location, and the competitor’s

price for the product.
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[0316] Fig. 67 illustrates an example competitor price matching interface 6700 which
includes one or more competitor price offers such as competitor price offer 6702. In
embodiments, the competitor price offer specifies a competitor 6704, a product 6706, the
competitor’s price 6708, and any limits 6710 associated with the competitor price offer 6702.
The user can load the competitor’s price 6708 for the product 6706 onto the user’s loyalty
medium by selecting the add button 6712. Fig. 68 illustrates another example competitor
price matching interface 6800 providing one or more competitor price offers for another
competitor.

[0317] Fig. 69 illustrates an example user dashboard interface 6900. According to some
embodiments, the user dashboard interface 6900 presents competitor prices for products
based upon customer buying habits. For example, if the customer’s purchase history
indicates a preference for a particular product, an offer including a competitor price for that
product is included in the user dashboard interface 6900.

[0318] Fig. 70 illustrates an example shopping list 7000 illustrating products for which the
user accepted a competitor’s price. Fig. 71 illustrates another example shopping list 7100
illustrating products for which the user accepted a competitor’s price.

[0319] Fig. 72 illustrates an example flow chart for providing customized offers at
competitor prices. In embodiments, the process illustrated in Fig. 72 is started upon a
customer registered with the discount savings program and accessing the customer’s account
either through a computer terminal, an in-store kiosk, or mobile application. The process
may generally start at 7200 or it is determined if a competitor price for a retail product is
available. According to some embodiments, a competitor price for a retail product becomes
available when a competitor of the retailer is offering the retail product at a lower price than
the customer. If no competitor price for the retail product is available, process flow proceeds
from 7200 to 7206. If a competitor price for a retail product is available, process flow
proceeds from 7200 to 7202 to provide a customized offer to the customer for the retail
product at the competitor price. As an example, any one of offers 6002, 6004, and 6006
illustrated in Fig. 60 may be provided to a customer if a competitor price becomes available.
In embodiments, if a customer accepts a customized offer at a competitor price, the
competitor price is loaded onto a loyalty medium associated with the customer’s account.
[0320] Process flow proceeds from 7202 to 7204 to determine if a purchase notification is
received. As an example, when a customer makes a purchase and scans their loyalty medium
at an in-store kiosk, a purchase notification may be sent to an enterprise server storing the

customer’s account, where the purchase notification specifies the customer’s account and
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each product the customer is purchasing. If no purchase notification is received, process flow
returns from 7204 to 7200. If a purchase notification is received, process flow proceeds from
7204 to 7206 to determine if the purchase notification specifies the retail product. If the
purchase notification specifies the retail product, process flow proceeds from 7206 to 7208 to
determine if the customer selected an offer for the retail product. If the customer has selected
an offer for the retail product, process flow proceeds from 7208 to 7210 to redeem the offer.
[0321] As an example, if a customer accepted a customized offer providing a competitor
price for the retail product, the customer is provided the competitor price upon purchase of
the retail product. If a customer did not select an offer for the retail product, and the purchase
notification specifies that the customer is purchasing the retail product, process flow
terminates at 7208 since there is no incentive to provide the customer with a customized
offer. If the purchase notification specifies the retail product, process flow proceeds from
7206 to 7212 to provide a customized offer along with any qualifying restrictions.
[0322] As an example, if the purchase notification indicates that the customer is not
purchasing a retail product, and an allocated customized offer for a competitor price was not
selected by the customer, the customized offer for the competitor price may be displayed to
the customer via a mobile application or on an in-store kiosk. Further, the display of the
customized offer at the competitor price may include any restrictions on the offer as
illustrated in Figs. 64 and 65. In another example, if the customer has already accepted a
customized offer for the retail product at a competitor price, but the customer is not currently
purchasing the retail product, an updated offer with a new competitor price may be displayed
to the customer.

Mobile Applications
[0323] Embodiments are directed to one or more mobile applications that permit customers
to access their account and receive customized offers and/or shopping lists on the customer’s
mobile device. As an example, one or more mobile applications associated with the retailer
may be downloaded from the retailer’s server 102 onto the customer’s mobile device 110
(Fig. 1). The mobile application permits customers to access the customer’s account, where
the customer can view his or her personalized offers and account information. In
embodiments, the mobile application can be created for the iPhone®, Android™,
Blackberry® platforms, or any other desired mobile platform. In additional embodiments the
mobile application can be created for any desired tablet device such as an iPad®, Motorola

™
Xoom 7, etc.
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[0324] According to some embodiments, the mobile application provides any of the
interfaces illustrated in Figs. 23-45C on a user’s mobile device. Fig. 73 illustrates an
example mobile user interface 7300. In some embodiments, a mobile application provides
location based marketing via the customer’s mobile device. As an example, upon activation
of the mobile application, the customer may receive retailer advertisements, coupons, and/or
offers on the mobile device.

[0325] In further embodiments, the mobile application permits the customer to make
payments via the mobile device. As an example, a customer can use the mobile device to
scan a barcode associated with an item, where the item’s purchase price is uploaded to the
customer’s mobile device. In another example, a customer can use the mobile device’s near
field communication capability or FOB to scan any tag associated with the item, where the
scanned tag provides the purchase price of the item to the mobile application. Fig. 74
illustrates an example mobile purchase interface 7400 showing the item and the item’s
purchase price on the customer’s mobile device, where the customer can confirm payment of
the item. For example, Fig. 74 illustrates that the customer scanned Product 1 7402 having a
purchase price 7404. In some embodiments, if the customer has accepted already accepted a
customized offer for Product 1, the purchase price 7404 reflects the offer price. In further
embodiments, if an offer for Product 1 has not been loaded onto the customer’s loyalty
medium, the offer is displayed in the mobile purchase interface 7400. The customer’s
account may be linked to the customer’s personal checking account where the mobile
application permits the customer to directly deduct the item’s purchase amount from the
customer’s checking account. For example, as illustrated in Fig. 74, the customer can select
the confirm button 7406 to have the purchase price 7404 deducted from the customer’s
account ending in 9021. The customer may cancel the transaction by selecting the cancel
button 7408.

[0326] In another example, upon checkout of items at a POS device, the POS device can
transmit a total purchase amount to the retailer’s server, where the mobile application
retrieves the total purchase amount, and the customer can confirm payment of the purchase
amount. According to some embodiments, the customer is required to confirm the purchase
before the customer leaves the store. In other embodiments, the customer is required to
confirm the purchase within a predetermined time limit (e.g., one week). Fig. 75 illustrates
an example mobile purchase interface 7500 showing a total purchase price 7502 for the

customer’s transaction. The customer can select the confirm button 7504 to have the total
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purchase price 7502 deducted from the customer’s account ending in 9021, or the customer
can cancel the transaction by selecting the cancel button 7506.

[0327] In some embodiments, the mobile application permits the customer to check-in at the
store, where the customer’s shopping list can be displayed with that particular store’s aisle
numbers. Fig. 76 illustrates an example mobile check-in interface 7600. For example, when
the customer enters the retailer store in San Jose, CA, the customer can select the check-in
button 7602 for that particular store or proceed without check-in by selecting the cancel
button 7604. In further embodiments, when customer checks in at a store via the mobile
application, the customer’s shopping list from the customer’s account is displayed on the
mobile device with the retailer’s San Jose store’s aisle numbers.

[0328] Fig. 77 illustrates an example mobile shopping list interface 7700 displaying the San
Jose store aisle numbers for each product included in the list. In another example, when the
customer is shopping at the retailer’s San Francisco, CA location, the customer can check-in
at the San Francisco store, where the customer’s shopping list is displayed on the mobile
device with the retailer’s San Francisco store’s aisle numbers. Fig. 78 illustrates another
mobile shopping list interface 7800 displaying the San Francisco store aisle numbers for each
product included in the list.

[0329] Thus, by providing the shopping list on the customer’s mobile device via the mobile
application, users do not have to remember to print the shopping list and bring them to the
store. Further, by correlating a particular store’s aisle numbers with the customer’s shopping
list, the user saves time since the user does not have to look for the items in the store. In
further embodiments, the users receive additional savings from the additional offers printed
on the shopping list.

[0330] By permitting the customer to check-in via the mobile application at a particular
store, the retailer has knowledge when the shoppers come in to the stores. Further, the check-
ins may be used to trigger the activation of any desired loyalty program. The shopping list
printout can be a platform for further shopper personalization, 1:1 marketing, and couponing.
[0331] Obviously, numerous modifications and variations of the present advancements are
possible in light of the above teachings. It is therefore to be understood that within the scope
of the appended claims, the advancements may be practiced otherwise than as specifically
described herein. It is further understood that any features from the customized savings
programs, special programs, convenience programs, club specials shopping lists, competitor
pricing, mobile applications, and/or offer games can be combined with each other to provide

any desired user interface or provide any desired offer.
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CLAIMS:
1. Anindividualized discount and reward server, the server comprising:
one or more linked databases to store customer data associated with a loyalty program
of a retailer, the customer data including at least one retailer account and purchase history
associated with the customer;
an interface to receive customer input;
a processor configured to:
allocate at least one customized offer to the retailer account using at least the
purchase history associated with the customer, the at least one customized offer
including a loyalty adjustment changing a general market price point of a product in
accordance with the customized offer;
display to the customer, via the interface, a display page including the at least
one customized offer and an option for selection of the at least one customized offer;
update, upon reception of the customer input indicating selection of the at least
one customized offer, the retailer account associated with the customer to indicate
selection of the at least one customized offer; and
redeem the customized offer upon receiving a purchase notification specifying
the retailer account associated with the customer and the product, the customized offer
redeemed by associating the product with the loyalty adjustment independent of the
general market price point associated with the product at a time of reception of the

purchase notification.

2. The server according to claim 1, wherein the loyalty adjustment is a discount price and
changes the general market price point of the product by allocating the product to the

customer at the discount price point.

3. The server according to claim 1, wherein the loyalty adjustment is a reward for at least one
additional service offered by the retailer or changes the general market price point of the

product by allocating the product to the customer at a discount price or for free.

4. The server according to claim 1, wherein the processor is further configured to:
prepare and send an email to the customer upon allocation of the at least one
customized offer to the customer, the email including indication of the at least one

customized offer; and
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generate a reminder upon reception of the purchase notification and upon
determination that the customer has not viewed one or more customized offers indicated in

the email, the reminder displayed on a point of sale device of the retailer.

5. The server according to claim 2, wherein the processor is further configured to:
determine the discount price point using at least the purchase history associated with

the customer, the discount price point set to be equal to or lower than a specific price point

upon indication from the purchase history that the customer did not previously purchase the

product at a price higher than the specific price point.

6. The server according to claim 1, wherein the at least one customized offer further includes
an offer limit specifying that the customer can purchase an unlimited amount of the product

through a predetermined expiration date.

7. The server according to claim 1, wherein the at least one customized offer is further
allocated to the customer according to one or more product preferences specified by the

customer.

8. The server according to claim 7, wherein the one or more product preferences are

specified in one or more surveys associated with the at least one customer account.

9. The server according to claim 7, wherein the one or more product preferences are selected

from a predetermined list of nutrition based categories.

10. The server according to claim 1, wherein the at least one customized offer is further
allocated to the customer according to selection of the product from a predetermined list of

products displayed to the customer.

11. The server according to claim 1, wherein the at least one customized offer is further
allocated upon indication from the purchase history associated with the customer that the

customer previously purchased an affinity product.

12. The server according to claim 1, wherein upon customer sign-in using a loyalty medium

associated with the customer, the processor is further configured to transmit a reminder
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notification to a point of sale device associated with the retailer upon determination that the
customer has not selected one or more offers allocated to the at least one retailer account

associated with the customer.

13. An individualized discount and reward system comprising:
a server including:
one or more linked databases to store customer data associated with a loyalty
program of a retailer, the customer data including at least one retailer account
purchase history associated with the customer;
an interface to receive customer input;
a processor configured to:
allocate at least one customized offer to the retailer account using at
least the purchase history associated with the customer, the at least one
customized offer including a loyalty adjustment changing a general market
price point of a product in accordance with the customized offer;
display to the customer, via the interface, a display page including the
at least one customized offer and an option for selection of the at least one
customized offer;
update, upon reception of the customer input indicating selection of the
at least one customized offer, the retailer account associated with the customer

to indicate selection of the at least one customized offer; and

a point of sale device to transmit a purchase notification to the server, the purchase
notification specifying the retailer account associated with the customer and the product, the
customized offer redeemed by associating the product with the loyalty adjustment
independent of the general market price point associated with the product at a time of

reception of the purchase notification.
14. The system according to claim 13, wherein the loyalty adjustment is a discount price

point and changes the general market price point of the product by allocating the product to

the customer at the discount price point.
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15. The system according to claim 13, wherein the loyalty adjustment is a reward for at least
one additional service provided by the retailer or changes the general market price point of

the product by allocating the product to the customer at a discount price or for free.

16. The system according to claim 13, wherein the processor is further configured to:
prepare and send an email to the customer upon allocation of the at least one
customized offer to the customer, the email including indication of the at least one
customized offer; and
generate a reminder upon reception of the purchase notification and upon
determination that the customer has not viewed one or more customized offers indicated in

the email, the reminder displayed on a point of sale device.

17. The system according to claim 14, wherein the processor is further configured to:
determine the discount price point using at least the purchase history associated with

the customer, the discount price point set to be equal to or lower than a specific price point

upon indication from the purchase history that the customer did not previously purchase the

product at a price higher than the specific price point.

18. The system according to claim 13, wherein the at least one customized offer further
includes an offer limit specifying that the customer can purchase an unlimited amount of the

product through a predetermined expiration date.
19. The system according to claim 13, wherein the at least one customized offer 1s further
allocated to the customer according to one or more product preferences specified by the

customer.

20. The system according to claim 19, wherein the one or more product preferences are

specified in one or more surveys associated with the at least one customer account.

21. The system according to claim 19, wherein the one or more product preferences are

selected from a predetermined list of nutrition based categories.
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22. The system according to claim 13, wherein the at least one customized offer is further
allocated to the customer according to selection of the product from a predetermined list of

products displayed to the customer.

23. The system according to claim 13, wherein the at least one customized offer is further
allocated upon indication from the purchase history associated with the customer that the

customer previously purchased an affinity product.

24. The system according to claim 13, wherein upon customer sign-in using a loyalty
medium associated with the customer, the server is further configured to transmit a reminder
notification to the point of sale device upon determination that the customer has not selected

one or more offers allocated to the at least one retailer account associated with the customer.

25. A non-transitory computer readable medium having stored thereon computer executable
instructions that when executed by a processor in an individualized discount and reward
server causes the server to:

store, in one or more linked databases, customer data associated with a loyalty
program of a retailer, the customer data including at least one retailer account and purchase
history associated with the customer;

receive customer input via an interface;

allocate at least one customized offer to the retailer account using at least the purchase
history associated with the customer, the at least one customized offer including a loyalty
adjustment changing a general market price point of a product in accordance with the
customized offer;

display to the customer, via the interface, a display page including the at least one
customized offer and an option for selection of the at least one customized offer;

update, upon reception of the customer input indicating selection of the at least one
customized offer, the retailer account associated with the customer to indicate selection of the
at least one customized offer; and

redeem the customized offer upon receiving a purchase notification specifying the
retailer account associated with the customer and the product, the customized offer redeemed
by associating the product with the loyalty adjustment independent of the general market

price point associated with the product at a time of reception of the purchase notification.
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26. The non-transitory computer readable medium according to claim 25, wherein the loyalty
adjustment is a discount price and changes the general market price point of the product by

allocating the product to the customer at the discount price point.

27. The non-transitory computer readable medium according to claim 25, wherein the loyalty
adjustment is a reward for at least one additional service provided by the retailer or changes
the general market price point of the product by allocating the product to the customer at a

discount price or for free.

28. The non-transitory computer readable medium according to claim 25, wherein the
executable instructions further cause the server to:

prepare and send an email to the customer upon allocation of the at least one
customized offer to the customer, the email including indication of the at least one
customized offer; and

generate a reminder upon reception of the purchase notification and upon
determination that the customer has not viewed one or more customized offers indicated in

the email, the reminder displayed on a point of sale device of the retailer.

29. The non-transitory computer readable medium according to claim 26, wherein the
executable instructions further cause the server to:

determine the discount price point using at least the purchase history associated with
the customer, the discount price point set to be equal to or lower than a specific price point
upon indication from the purchase history that the customer did not previously purchase the

product at a price higher than the specific price point.

30. The non-transitory computer readable medium according to claim 25, wherein the at least
one customized offer further includes an offer limit specifying that the customer can purchase

an unlimited amount of the product through a predetermined expiration date.
31. The non-transitory computer readable medium according to claim 25, wherein the at least

one customized offer is further allocated to the customer according to one or more product

preferences specified by the customer.
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32. The non-transitory computer readable medium according to claim 31, wherein the one or
more product preferences are specified in one or more surveys associated with the at least one

customer account.

33. The non-transitory computer readable medium according to claim 31, wherein the one or

more product preferences are selected from a predetermined list of nutrition based categories.

34. The non-transitory computer readable medium according to claim 25, wherein the at least
one customized offer is further allocated to the customer according to selection of the product

from a predetermined list of products displayed to the customer.

35. The non-transitory computer readable medium according to claim 25, wherein the at least
one customized offer is further allocated upon indication from the purchase history associated

with the customer that the customer previously purchased an affinity product.

36. The non-transitory computer readable medium according to claim 25, wherein upon
customer sign-in using a loyalty medium associated with the customer, the processor is
further configured to transmit a reminder notification to a point of sale device associated with
the retailer upon determination that the customer has not selected one or more offers allocated

to the at least one retailer account associated with the customer.

37. Anindividualized discount and reward server, the server comprising:
one or more linked databases to store customer data associated with a loyalty program
of a retailer, the customer data including at least one retailer account and purchase history
associated with a customer, the one or more linked databases indicating a predetermined
number of top selling brands;
a processor configured to:
select a brand from a plurality of brands associated with an allocation
category;
determine an amount the customer spends on the allocation category according
to the purchase history associated with the customer;
determine a likelihood of brand switching indicating a likelihood of the
customer purchasing the selected brand according to the purchase history associated

with the customer, the likelihood of brand switching being one of high and low; and
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allocate one or more brand switching offers for the selected brand to the at
least one retailer account associated with the customer for the selected brand based on
at least the amount the customer spends on the allocation category and the likelihood
of brand switching, the one or more brand switching offers including a loyalty

adjustment changing a general market price point of the selected brand.

38. The server according to claim 37, wherein the customer is one of

a low category buyer upon determination that the customer’s purchase history
indicates the amount the customer spends on the allocation category is below a category
purchase threshold, and

a medium category buyer upon determination that the customer’s purchase history
indicates the amount the customer spends on the allocation category is above the category

purchase threshold.

39. The server according to claim 38, wherein the likelihood of brand switching is high upon
determination from the customer purchase history that a percentage of an amount spent of
each other brand from the plurality brands excluding the selected brand is below a brand

purchase threshold.

40. The server according to claim 39, wherein, upon determination that the customer is the
low category buyer and the likelihood of brand switching is low, the processor allocates the
one or more brand switching offers for the selected brand to the at least one retailer account
associated with the customer upon further determination that

the customer purchase history indicates that the customer previously purchased the
selected brand at least once, and

the selected brand is included in the predetermined number of top selling brands.

41. The server according to claim 39, wherein, upon determination that the customer is the
low category buyer, and the selected brand is not associated with at least one entity that
compensates for at least a partial reduction in a price point associated with the one or more
brand switching offers, the processor allocates the one or more brand switching offers for the
selected brand to the at least one retailer account associated with the customer upon further

determination that
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the brand switching potential is high, and

the selected brand is included in the predetermined number of top selling brands

42. The server according to claim 39, wherein, upon determination that the customer is the
low category buyer, the selected brand is associated with at least one entity that compensates
for at least a partial reduction in a general market price point associated with the one or more
brand switching offers, and the likelihood of brand switching is high, the processor allocates
the one or more brand switching offers for the selected brand to the at least one retailer

account associated with the customer.

43. The server according to claim 42, wherein upon determination that at least one brand
from the plurality of brands excluding the selected brand is at risk of decreased profit upon
allocation of the one or more brand switching offers, the processor allocates at least one offer
for the at least one brand at risk of decreased profit to the at least one retailer account

associated with the customer.

44. The server according to claim 39, wherein upon determination that the customer is the
medium category buyer, the brand switching potential is high, and the selected brand is
included in the predetermined number of top selling brands, the processor allocates the one or

more brand switching offers to the retailer account associated with the customer.

45. The server according to claim 44, wherein upon determination that at least one brand
from the plurality of brands excluding the selected brand is at risk of decreased profit upon
allocation of the one or more brand switching offers, the processor allocates at least one offer
for the at least one brand at risk of decreased profit to the at least one retailer account

associated with the customer.

46. The server according to claim 37, wherein the processor is further configured to redeem
the one or more brand switching offers upon receiving a purchase notification specifying the
at least one retailer account associated with the customer and the selected brand, the one or
more brand switching offers redeemed by associating the selected brand with the loyalty
adjustment independent of a general market price point associated with the selected brand at a

time of reception of the purchase notification.
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47. An individualized discount and reward system, the system comprising:
a server including:
one or more linked databases to store customer data associated with a loyalty
program of a retailer, the customer data including at least one retailer account and
purchase history associated with a customer, the one or more linked databases
indicating a predetermined number of top selling brands;
a processor configured to:
select a brand from a plurality of brands associated with an allocation
category;
determine an amount the customer spends on the allocation category
according to the purchase history associated with the customer;
determine a likelihood of brand switching indicating a likelihood of the
customer purchasing the selected brand according to the purchase history
associated with the customer, the likelihood of brand switching being one of
high and low;
allocate one or more brand switching offers for the selected brand to
the at least one retailer account associated with the customer for the selected
brand based on at least the amount the customer spends on the allocation
category and the likelihood of brand switching, the one or more brand
switching offers including a loyalty adjustment changing a general market
price point of the selected brand; and
a point of sale device to transmit a purchase notification to the server, the purchase
notification specifying the retailer account associated with the customer and the selected

brand.

48. The system according to claim 47, wherein the customer is one of

a low category buyer upon determination that the customer’s purchase history
indicates the amount the customer spends on the allocation category is below a category
purchase threshold, and

a medium category buyer upon determination that the customer’s purchase history
indicates the amount the customer spends on the allocation category is above the category

purchase threshold.
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49. The system according to claim 48, wherein the likelihood of brand switching is high
upon determination from the customer purchase history that a percentage of an amount spent
of each other brand from the plurality brands excluding the selected brand is below a brand

purchase threshold.

50. The system according to claim 49, wherein, upon determination that the customer is the
low category buyer and the likelihood of brand switching is low, the processor allocates the
one or more brand switching offers for the selected brand to the at least one retailer account
associated with the customer upon further determination that

the customer purchase history indicates that the customer previously purchased the
selected brand at least once, and

the selected brand is included in the predetermined number of top selling brands.

51. The system according to claim 49, wherein, upon determination that the customer is the
low category buyer, and the selected brand is not associated with at least one entity that
compensates for at least a partial reduction in a price point associated with the one or more
brand switching offers, the processor allocates the one or more brand switching offers for the
selected brand to the at least one retailer account associated with the customer upon further
determination that

the brand switching potential is high, and

the selected brand is included in the predetermined number of top selling brands.

52. The server according to claim 49, wherein, upon determination that the customer is the
low category buyer, the selected brand is associated with at least one entity that compensates
for at least a partial reduction in a price point associated with the one or more brand switching
offers, and the likelihood of brand switching is high, the processor allocates the one or more
brand switching offers for the selected brand to the at least one retailer account associated

with the customer.

53. The system according to claim 52, wherein upon determination that at least one brand
from the plurality of brands excluding the selected brand is at risk of decreased profit upon
allocation of the one or more brand switching offers, the processor allocates at least one offer
for the at least one brand at risk of decreased profits to the at least one retailer account

associated with the customer.
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54. The server according to claim 49, wherein upon determination that the customer 1s the
medium category buyer, the brand switching potential is high, and the selected brand is
included in the predetermined number of top selling brands, the processor allocates the one or

more brand switching offers to the retailer account associated with the customer.

55. The server according to claim 54, wherein upon determination that at least one brand
from the plurality of brands excluding the selected brand is at risk of decreased profit upon
allocation of the one or more brand switching offers, the processor allocates at least one offer
for the at least one brand at risk of decreased profit to the at least one retailer account

associated with the customer.

56. The system according to claim 47, wherein the one or more brand switching offers are
redeemed by associating the selected brand with the loyalty adjustment independent of the
general market price point associated with the selected brand at a time of reception of the

purchase notification.

57. A non-transitory computer readable medium having stored thereon computer executable
instructions that when executed by a processor in an individualized discount and reward
server causes the server to:

store, in one or more linked databases, customer data associated with a loyalty
program of a retailer, the customer data including at least one retailer account and purchase
history associated with a customer, the one or more linked databases indicating a
predetermined number of top selling brands;

select a brand from a plurality of brands associated with an allocation category;

determine an amount the customer spends on the allocation category according to the
purchase history associated with the customer;

determine a likelihood of brand switching indicating a likelihood of the customer
purchasing the selected brand according to the purchase history associated with the customer,
the likelihood of brand switching being one of high and low; and

allocate one or more brand switching offers for the selected brand to the at least one
retailer account associated with the customer for the selected brand based on at least the

amount the customer spends on the allocation category and the likelihood of brand switching,
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the one or more brand switching offers including a loyalty adjustment changing a general

market price point of the selected brand.

58. The non-transitory computer readable medium according to claim 57, wherein the
customer is one of

a low category buyer upon determination that the customer’s purchase history
indicates the amount the customer spends on the allocation category is below a category
purchase threshold, and

a medium category buyer upon determination that the customer’s purchase history
indicates the amount the customer spends on the allocation category is above the category

purchase threshold.

59. The non-transitory computer readable medium according to claim 58, wherein the
likelihood of brand switching is high upon determination from the customer purchase history
that a percentage of an amount spent of each other brand from the plurality brands excluding

the selected brand is below a brand purchase threshold.

60. The non-transitory computer readable medium according to claim 59, wherein, upon
determination that the customer is the low category buyer and the likelihood of brand
switching is low, the processor allocates the one or more brand switching offers for the
selected brand to the at least one retailer account associated with the customer upon further
determination that

the customer purchase history indicates that the customer previously purchased the
selected brand at least once, and

the selected brand is included in the predetermined number of top selling brands.

61. The non-transitory computer readable medium according to claim 59, wherein, upon
determination that the customer is the low category buyer, and the selected brand is not
associated with at least one entity that compensates for at least a partial reduction in a price
point associated with the one or more brand switching offers, the processor allocates the one
or more brand switching offers for the selected brand to the at least one retailer account
associated with the customer upon further determination that

the brand switching potential is high, and

the selected brand is included in the predetermined number of top selling brands.
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62. The non-transitory computer readable medium according to claim 59, wherein, upon
determination that the customer is the low category buyer, the selected brand is associated
with at least one entity that compensates for at least a partial reduction in a general market
price point associated with the one or more brand switching offers, and the likelihood of
brand switching is high, the processor allocates the one or more brand switching offers for the

selected brand to the at least one retailer account associated with the customer.

63. The non-transitory computer readable medium according to claim 62, wherein upon
determination that at least one brand from the plurality of brands excluding the selected brand
is at risk of decreased profit upon allocation of the one or more brand switching offers, the
processor allocates at least one offer for the at least one brand to the at least one retailer

account associated with the customer.

64. The non-transitory computer readable medium according to claim 59, wherein upon
determination that the customer is the medium category buyer, the brand switching potential
is high, and the selected brand is included in the predetermined number of top selling brands,
the processor allocates the one or more brand switching offers to the retailer account

associated with the customer.

65. The non-transitory computer readable medium according to claim 64, wherein upon
determination that at least one brand from the plurality of brands excluding the selected brand
is at risk of decreased profit upon allocation of the one or more brand switching offers, the
processor allocates at least one offer for the at least one brand at risk of decreased profit to

the at least one retailer account associated with the customer.

66. The non-transitory computer readable medium according to claim 57, wherein the
processor is further configured to redeem the one or more brand switching offers upon
receiving a purchase notification specifying the at least one retailer account associated with
the customer and the selected brand, the one or more brand switching offers redeemed by
associating the selected brand with the loyalty adjustment independent of a general market
price point associated with the selected brand at a time of reception of the purchase

notification.
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67. An individualized discount and reward server, the server comprising:
one or more linked databases to store customer data associated with a loyalty program
of a retailer, the customer data including at least one retailer account and purchase history
associated with a loyalty customer;
a processor configured to:
select a retail product from a plurality of retail products associated with the
retailer;
determine a first percentage indicating a percentage of time the loyalty
customer purchases the selected retail product on promotion according to the
customer purchase history;
determine a second percentage indicating an average percentage of time a
plurality of customers forming a peer group purchases the selected retail product on
promotion, the peer group excluding the loyalty customer;
determine a comparison result by comparing the first and second percentages;
and
allocate at least one customized offer to the retailer account associated with
the loyalty customer according to at least the comparison result, the at least one
customized offer including a loyalty adjustment changing a general market price point

of the selected retail product.

68. The server according to claim 67, wherein the processor is further configured to allocate
the at least one customized offer for the selected retail product to the at least one retailer
account associated with the loyalty customer upon determination from the comparison result

that the first percentage is greater than the second percentage.

69. The server according to claim 68, wherein the processor is further configured to
determine a percentile of an amount the loyalty customer spends on the selected retail
product compared to an amount each customer included in the peer group spends on the
selected retail product, and
allocate the at least one customized offer for the selected retail product to the at least
one retailer account associated with the loyalty customer upon further determination that the

determined percentile is greater than a predetermined percentile.

83



WO 2011/119974 PCT/US2011/030015

70. The server according to claim 69, wherein the processor is configured to allocate the at
least one customized offer for the selected retail product upon further determination from the
at least one retailer account that no offer for the selected retail product is associated with the

at least one retailer account.

71. The server according to claim 70, wherein the processor is further configured to redeem
the at least one allocated customized offer upon receiving a purchase notification specifying
the at least one retailer account associated with the customer and the selected retail product,
the at least one allocated customized offer redeemed by associating the selected retail product
with the loyalty adjustment independent of a general market price point associated with the

selected retail product at a time of reception of the purchase notification.

72. An individualized discount and reward system, the system comprising;:
a server including:
one or more linked databases to store customer data associated with a loyalty
program of a retailer, the customer data including at least one retailer account and
purchase history associated with a loyalty customer;
a processor configured to:
select a retail product from a plurality of retail products associated with
the retailer;
determine a first percentage indicating a percentage of time the loyalty
customer purchases the selected retail product on promotion according to the
customer purchase history;
determine a second percentage indicating an average percentage of
time a plurality of customers forming a peer group purchases the selected
retail product on promotion, the peer group excluding the loyalty customer;
determine a comparison result by comparing the first and second percentages;
and
allocate at least one customized offer to the retailer account associated
with the loyalty customer according to at least the comparison result, the at
least one customized offer including a loyalty adjustment changing a general

market price point of the selected retail product; and
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a point of sale device to transmit a purchase notification to the server, the purchase
notification specifying the retailer account associated with the customer and the selected

retail product.

73. The system according to claim 72, wherein the processor is further configured to allocate
the at least one customized offer for the selected retail product to the at least one retailer
account associated with the loyalty customer upon determination from the comparison result

that the first percentage is greater than the second percentage.

74. The system according to claim 73, wherein the processor is further configured to
determine a percentile of an amount the loyalty customer spends on the selected retail
product compared to an amount each customer included in the peer group spends on the
selected retail product, and
allocate the at least one customized offer for the selected retail product to the at least
one retailer account associated with the loyalty customer upon further determination that the

determined percentile is greater than a predetermined percentile.

75. The system according to claim 74, wherein the processor is configured to allocate the at
least one customized offer for the selected retail product upon further determination from the
at least one retailer account that no offer for the selected retail product is associated with the

at least one retailer account.

76. The system according to claim 72, wherein the processor is further configured to redeem
the at least one allocated customized offer upon receiving the purchase notification specifying
the at least one retailer account associated with the customer and the selected retail product,
the at least one allocated customized offer redeemed by associating the selected retail product
with the loyalty adjustment independent of a general market price point associated with the

selected retail product at a time of reception of the purchase notification.
77. A non-transitory computer readable medium having stored thereon computer executable

instructions that when executed by a processor in an individualized discount and reward

server causes the server to:
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store, in one or more linked databases, customer data associated with a loyalty
program of a retailer, the customer data including at least one retailer account and purchase
history associated with a loyalty customer;

select a retail product from a plurality of retail products associated with the retailer;

determine a first percentage indicating a percentage of time the loyalty customer
purchases the selected retail product on promotion according to the customer purchase
history;

determine a second percentage indicating an average percentage of time a plurality of
customers forming a peer group purchases the selected retail product on promotion, the peer
group excluding the loyalty customer;

determine a comparison result by comparing the first and second percentages; and

allocate at least one customized offer to the retailer account associated with the
loyalty customer according to at least the comparison result, the at least one customized offer
including a loyalty adjustment changing a general market price point of the selected retail

product.

78. The non-transitory computer readable medium according to claim 77, wherein the
executable instructions cause the server to allocate the at least one customized offer for the
selected retail product to the at least one retailer account associated with the loyalty customer
upon determination from the comparison result that the first percentage is greater than the

second percentage.

79. The non-transitory computer readable medium according to claim 78, wherein the
executable instructions cause the server to

determine a percentile of an amount the loyalty customer spends on the selected retail
product compared to an amount each customer included in the peer group spends on the
selected retail product, and

allocate the at least one customized offer for the selected retail product to the at least
one retailer account associated with the loyalty customer upon further determination that the

determined percentile is greater than a predetermined percentile.

80. The non-transitory computer readable medium according to claim 79, wherein the

executable instructions cause the server to allocate the at least one customized offer for the
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selected retail product upon further determination from the at least one retailer account that

no offer for the selected retail product is associated with the at least one retailer account.

81. The non-transitory computer readable medium according to claim 80, wherein the
executable instructions cause the server to redeem the at least one allocated customized offer
upon receiving a purchase notification specifying the at least one retailer account associated
with the customer and the selected retail product, the at least one allocated customized offer
redeemed by associating the selected retail product with the loyalty adjustment independent
of a general market price point associated with the selected retail product at a time of

reception of the purchase notification.

82. An individualized discount and reward server, the server comprising;:
one or more linked databases to store customer data associated with a loyalty program
of a retailer, the customer data including at least one retailer account and purchase history
associated with a loyalty customer;
a processor configured to:
select a product category from a plurality of product categories associated with
the retailer, the selected product category associated with a plurality of retail products,
select a retail product from the plurality of retail products, the selected retail
product purchased at least once by the loyalty customer;
determine, from at least the purchase history associated with the loyalty
customer, an amount the loyalty customer spends on the selected retail product over a
predetermined time period,;
determine an amount each customer from a plurality of customers forming a
peer group spends on the selected retail product over the predetermined time period,
the peer group excluding the loyalty customer;
compare the amount the loyalty customer spends on the selected retail product
to the amount each customer in the peer group spends on the selected retail product to
form a comparison result; and
allocate at least one customized offer to the retailer account associated with
the loyalty customer according to at least the comparison result, the at least one
customized offer including a loyalty adjustment changing a general market price point

of the selected product.
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83. The server according to claim 82, wherein the processor is further configured to allocate
the at least one customized offer for the selected retail product to the retailer account
associated with the loyalty customer upon determination from the comparison result that the
amount the loyalty customer spends on the selected retail product is above a predetermined
percentile with respect to the amount each customer in the peer group spends on the selected

retail product.

84. The server according to claim 83, wherein the processor is further configured to allocate
the at least one customized offer for the selected retail product to the retailer account
associated with the loyalty customer upon further determination that an amount the loyalty
customer spends on the selected product category is above a predetermined percentile with

respect to an amount each customer in the peer group spends on the selected product category.

85. The server according to claim 84, wherein the processor is further configured to allocate
the at least one customized offer for the selected retail product to the at least one retailer
account associated with the loyalty customer upon further determination from the at least one
retailer account that no offer for the selected retail product is associated with the at least one

retailer account.

86. The server according to claim 82, wherein the processor is further configured to redeem
the at least one allocated customized offer upon receiving a purchase notification specifying
the at least one retailer account associated with the customer and the selected retail product,
the at least one allocated customized offer redeemed by associating the selected retail product
with the loyalty adjustment independent of a general market price point associated with the

selected retail product at a time of reception of the purchase notification.

87. An individualized discount and reward system, the system comprising;:
a server including:
one or more linked databases to store customer data associated with a loyalty
program of a retailer, the customer data including at least one retailer account and
purchase history associated with a loyalty customer;

a processor configured to:
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select a product category from a plurality of product categories
associated with the retailer, the selected product category associated with a
plurality of retail products,

select a retail product from the plurality of retail products, the selected
retail product purchased at least once by the loyalty customer;

determine, from at least the purchase history associated with the
loyalty customer, an amount the loyalty customer spends on the selected retail
product over a predetermined time period;

determine an amount each customer from a plurality of customers
forming a peer group spends on the selected retail product over the
predetermined time period, the peer group excluding the loyalty customer;

compare the amount the loyalty customer spends on the selected retail
product to the amount each customer in the peer group spends on the selected
retail product to form a comparison result; and

allocate at least one customized offer to the retailer account associated
with the loyalty customer according to at least the comparison result, the at
least one customized offer including a loyalty adjustment changing a general

market price point of the selected product; and

a point of sale device to transmit a purchase notification to the server, the purchase

notification specifying the retailer account associated with the customer and the retail product.

88. The system according to claim 87, wherein the processor is further configured to allocate

the at least one customized offer for the selected retail product to the retailer account

associated with the loyalty customer upon determination from the comparison result that the

amount the loyalty customer spends on the selected retail product is above a predetermined

percentile with respect to the amount each customer in the peer group spends on the selected

retail product.

89. The system according to claim 88, wherein the processor is further configured to allocate

the at least one customized offer for the selected retail product to the retailer account

associated with the loyalty customer upon further determination that an amount the loyalty

customer spends on the selected product category is above a predetermined percentile with

respect to an amount each customer in the peer group spends on the selected product category.
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90. The system according to claim 89, wherein the processor is further configured to allocate
the at least one customized offer for the selected retail product to the at least one retailer
account associated with the loyalty customer upon further determination from the at least one
retailer account that no offer for the selected retail product is associated with the at least one

retailer account.

91. The system according to claim 87, wherein the processor is further configured to redeem
the at least one allocated customized offer upon receiving the purchase notification specifying
the at least one retailer account associated with the customer and the selected retail product,
the at least one allocated customized offer redeemed by associating the selected retail product
with the loyalty adjustment independent of a general market price point associated with the

selected retail product at a time of reception of the purchase notification.

92. A non-transitory computer readable medium having stored thereon computer executable
instructions that when executed by a processor in an individualized discount and reward
server causes the server to:

store, in one or more linked databases, customer data associated with a loyalty
program of a retailer, the customer data including at least one retailer account and purchase
history associated with a loyalty customer;

select a product category from a plurality of product categories associated with the
retailer, the selected product category associated with a plurality of retail products,

select a retail product from the plurality of retail products, the selected retail product
purchased at least once by the loyalty customer;

determine, from at least the purchase history associated with the loyalty customer, an
amount the loyalty customer spends on the selected retail product over a predetermined time
period;

determine an amount each customer from a plurality of customers forming a peer
group spends on the selected retail product over the predetermined time period, the peer
group excluding the loyalty customer;

compare the amount the loyalty customer spends on the selected retail product to the
amount each customer in the peer group spends on the selected retail product to form a

comparison result; and
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allocate at least one customized offer to the retailer account associated with the
loyalty customer according to at least the comparison result, the at least one customized offer

including a loyalty adjustment changing a general market price point of the selected product.

93. The non-transitory computer readable medium according to claim 92, wherein the
executable instructions further cause the server to allocate the at least one customized offer
for the selected retail product to the retailer account associated with the loyalty customer
upon determination from the comparison result that the amount the loyalty customer spends
on the selected retail product is above a predetermined percentile with respect to the amount

each customer in the peer group spends on the selected retail product.

94. The non-transitory computer readable medium according to claim 93, wherein the
executable instructions cause the server to allocate the at least one customized offer for the
selected retail product to the retailer account associated with the loyalty customer upon
further determination that an amount the loyalty customer spends on the selected product
category is above a predetermined percentile with respect to an amount each customer in the

peer group spends on the selected product category.

95. The non-transitory computer readable medium according to claim 94, wherein the
executable instructions further cause the server to allocate the at least one customized offer
for the selected retail product to the at least one retailer account associated with the loyalty
customer upon further determination from the at least one retailer account that no offer for the

selected retail product is associated with the at least one retailer account.

96. The non-transitory computer readable medium according to claim 92, wherein the
processor is further configured to redeem the at least one allocated customized offer upon
receiving a purchase notification specifying the at least one retailer account associated with
the customer and the selected retail product, the at least one allocated customized offer
redeemed by associating the selected retail product with the loyalty adjustment independent
of a general market price point associated with the selected retail product at a time of

reception of the purchase notification.
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97. An individualized discount and reward server, the server comprising:
one or more linked databases to store customer data associated with a loyalty program
of a retailer, the customer data including at least one retailer account and purchase history
associated with the customer;
an interface to receive customer input;
a processor configured to:
allocate at least one customized offer to the retailer account using at least the
purchase history associated with the customer, the at least one customized offer
including a loyalty adjustment changing a general market price point of a retail
product in accordance with a competitor price offered for the retail product by a
competitor of the retailer;
display to the customer, via the interface, a display page including the at least
one customized offer and an option for selection of the at least one customized offer;
and
update, upon reception of the customer input indicating selection of the at least
one customized offer, the retailer account associated with the customer to indicate

selection of the at least one customized offer.

98. The server according to claim 97, wherein the at least one customized offer specifies a

quantity of the retail product to be purchased to receive the competitor price.

99. The server according to claim 97, wherein the processor is further configured to instruct
a point of sale device to display the at least one customized offer including the competitor
price upon reception of a purchase notification from the point of sale device, the purchase
notification specifying the at least one retailer account associated with the customer, the

purchase notification specifying one or more products excluding the retail product.

100. The server according to claim 99, wherein the at least one customized offer specifies a

time limit for receiving the competitor price for the retail product.
101. The server according to claim 99, wherein the processor is further configured to, upon

reception of the purchase notification, provide at least one revised customized offer for the

retail product in accordance with an updated competitor price.
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102. The server according to 97, wherein the processor is further configured to

receive, via the interface, one or more customer inputs specifying a competitor price
for an unallocated product, and

allocate, upon verification from the one or more linked databases for the specified
competitor price, at least one customized offer for the unallocated product in accordance with

the specified competitor price.

103. The server according to claim 97, wherein the processor is further configured to redeem
the customized offer upon receiving a purchase notification specifying the retailer account
associated with the customer and the product, the customized offer redeemed by associating
the product with the loyalty adjustment independent of the general market price point

associated with the product at a time of reception of the purchase notification.

104. An individualized discount and reward system, the server comprising:
a server including:
one or more linked databases to store customer data associated with a loyalty
program of a retailer, the customer data including at least one retailer account and
purchase history associated with the customer;
an interface to receive customer input;
a processor configured to:
allocate at least one customized offer to the retailer account using at
least the purchase history associated with the customer, the at least one
customized offer including a loyalty adjustment changing a general market
price point of a retail product in accordance with a competitor price offered for
the retail product by a competitor of the retailer;
display to the customer, via the interface, a display page including the
at least one customized offer and an option for selection of the at least one
customized offer; and
update, upon reception of the customer input indicating selection of the
at least one customized offer, the retailer account associated with the customer
to indicate selection of the at least one customized offer; and
a point of sale device to transmit a purchase notification to the server, the purchase

notification specifying the retailer account associated with the customer and the product.
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105. The system according to claim 104, wherein the at least one customized offer specifies

a quantity of the retail product to be purchased to receive the competitor price.

106. The system according to claim 104, wherein the point of sale device is further

configured to display the at least one customized offer including the competitor price upon
reception of the purchase notification specifying the at least one retailer account associated
with the customer, the purchase notification specifying one or more products excluding the

retail product.

107. The system according to claim 106, wherein the at least one customized offer specifies

a time limit for receiving the competitor price for the retail product.

108. The system according to claim 106, wherein the processor is further configured to, upon
reception of the purchase notification, provide at least one revised customized offer for the

retail product in accordance with an updated competitor price.

109. The system according to 104, wherein the processor is further configured to

receive, via the interface, one or more customer inputs specifying a competitor price
for an unallocated product, and

allocate, upon verification from the one or more linked databases for the specified
competitor price, at least one customized offer for the unallocated product in accordance with

the specified competitor price.

110. The system according to claim 104, wherein the processor is further configured to
redeem the customized offer upon receiving the purchase notification specifying the retailer
account associated with the customer and the product, the customized offer redeemed by
associating the product with the loyalty adjustment independent of the general market price

point associated with the product at a time of reception of the purchase notification.
111. A non-transitory computer readable medium having stored thereon computer executable

instructions that when executed by a processor in an individualized discount and reward

server to:
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store, in one or more linked databases, customer data associated with a loyalty
program of a retailer, the customer data including at least one retailer account and purchase
history associated with the customer;

receive customer input via an interface;

allocate at least one customized offer to the retailer account using at least the purchase
history associated with the customer, the at least one customized offer including a loyalty
adjustment changing a general market price point of a retail product in accordance with a
competitor price offered for the retail product by a competitor of the retailer;

display to the customer, via the interface, a display page including the at least one
customized offer and an option for selection of the at least one customized offer; and

update, upon reception of the customer input indicating selection of the at least one
customized offer, the retailer account associated with the customer to indicate selection of the

at least one customized offer.

112. The non-transitory computer readable medium according to claim 111, wherein the at
least one customized offer specifies a quantity of the retail product to be purchased to receive

the competitor price.

113. The non-transitory computer readable medium according to claim 111, wherein the
executable instructions cause the server to instruct a point of sale device to display the at least
one customized offer including the competitor price upon reception of a purchase notification
from the point of sale device, the purchase notification specifying the at least one retailer
account associated with the customer, the purchase notification specifying one or more

products excluding the retail product.

114. The non-transitory computer readable medium according to claim 113, wherein the at
least one customized offer specifies a time limit for receiving the competitor price for the

retail product.

115. The non-transitory computer readable medium according to claim 114, wherein the
executable instructions further cause the server to, upon reception of the purchase notification,
provide at least one revised customized offer for the retail product in accordance with an

updated competitor price.
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116. The non-transitory computer readable medium according to 111, wherein the executable
instructions further cause the server to:

receive, via the interface, one or more customer inputs specifying a competitor price
for an unallocated product, and

allocate, upon verification from the one or more linked databases for the specified
competitor price, at least one customized offer for the unallocated product in accordance with

the specified competitor price.

117. The non-transitory computer readable medium according to claim 111, wherein the
executable instructions further cause the server to redeem the customized offer upon
receiving a purchase notification specifying the retailer account associated with the customer
and the product, the customized offer redeemed by associating the product with the loyalty
adjustment independent of the general market price point associated with the product at a

time of reception of the purchase notification.

118. A mobile device comprising:
one or more linked memories to store a mobile application and customer data, the
mobile application downloaded from a rewards server associated with a retailer, the customer
data associated with a loyalty program of the retailer, the customer data including at least one
retailer account and purchase history associated with a customer;
a user interface to receive customer input; and
a processor configured to:
display the mobile application via the user interface,
display a log-in page permitting a customer to access the at least one retailer
account associated with the customer,
display a purchase price, via the mobile application, for at least one product
associated with the retailer,
display an option for payment, via the mobile application, of the at least one
product using at least one payment account associated with the at least one retailer
account, and
update, upon reception of the customer input indicating selection of the
payment option, the at least one retailer account to indicate a deduction of the

displayed purchase price from the at least one payment account.
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119. The mobile device of claim 118, wherein the processor is further configured to:

display to the customer, via the mobile application, a display page including at least
one customized offer and an option for selection of the at least one customized offer, the at
least one customized offer including a loyalty adjustment changing a general market price
point of the at least one product in accordance with the customized offer,

update, upon reception of the customer input indicating selection of the at least one
customized offer, the retailer account associated with the customer to indicate selection of the
at least one customized offer, and

adjust the purchase price according to the loyalty adjustment prior to display of the

purchase price via the mobile application.

120. The mobile device according to claim 118, wherein the processor is further configured
to:
display, via the mobile application, an option to check-in at a store associated with the

retailer according to a current location of the mobile device.

121. The mobile device according to claim 120, wherein the process is further configured to:
retrieve from the at least one retailer account, upon selection of the option to check-in
at the store, at least one customized shopping list specifying one or more products designated
by the customer, and
display, via the mobile application, the retrieved at least one customized shopping list
and a corresponding location in the store for each product designated in the at least one

customized shopping list.
122. The mobile device according to claim 118, wherein the mobile device is a smartphone.
123. The mobile device according to claim 118, wherein the mobile device is a tablet device.

124. An individualized discount and reward system comprising:

a server including:

one or more linked databases to store a mobile application and customer data,
associated with a loyalty program of the retailer, the customer data including at least one

retailer account and purchase history associated with a customer; and
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a mobile device including:
one or more linked memories to store the mobile application and customer
data downloaded from the server,
a user interface to receive customer input, and
a processor configured to:
display the mobile application via the user interface,
display a log-in page permitting a customer to access the at least one
retailer account associated with the customer,
display a purchase price, via the mobile application, for at least one
product associated with the retailer,
display an option for payment, via the mobile application, of the at
least one product using at least one payment account associated with the at
least one retailer account, and
update, upon reception of the customer input indicating selection of the
payment option, the at least one retailer account to indicate a deduction of the

displayed purchase price from the at least one payment account.

125. The system according to claim 124, wherein the mobile device is further configured to:

display to the customer, via the mobile application, a display page including at least
one customized offer and an option for selection of the at least one customized offer, the at
least one customized offer including a loyalty adjustment changing a general market price
point of the at least one product in accordance with the customized offer,

update, upon reception of the customer input indicating selection of the at least one
customized offer, the retailer account associated with the customer to indicate selection of the
at least one customized offer, and

adjust the purchase price according to the loyalty adjustment prior to display of the

purchase price via the mobile application.
126. The system according to claim 124, wherein the mobile device is further configured to:

display, via the mobile application, an option to check-in at a store associated with the

retailer according to a current location of the mobile device.
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127. The system according to claim 126, wherein the mobile device is further configured to:
retrieve from the at least one retailer account, upon selection of the option to check-in
at the store, at least one customized shopping list specifying one or more products designated
by the customer, and
display, via the mobile application, the retrieved at least one customized shopping list
and a corresponding location in the store for each product designated in the at least one

customized shopping list.

128. The system according to claim 124, wherein the mobile device is a smartphone.

129. The system according to claim 124, wherein the mobile device is a tablet device.

130. A non-transitory computer readable medium having stored thereon computer executable
instructions that when executed by a processor in a mobile device causes the mobile device
to:

store, in one or more linked memories, a mobile application and customer data, the
mobile application downloaded from a rewards server associated with a retailer, the customer
data associated with a loyalty program of the retailer, the customer data including at least one
retailer account and purchase history associated with a customer;

receive customer input via a user interface;

display the mobile application via the user interface;

display a log-in page permitting a customer to access the at least one retailer account
associated with the customer;

display a purchase price, via the mobile application, for at least one product associated
with the retailer;

display an option for payment, via the mobile application, of the at least one product
using at least one payment account associated with the at least one retailer account; and

update, upon reception of the customer input indicating selection of the payment
option, the at least one retailer account to indicate a deduction of the displayed purchase price

from the at least one payment account.

131. The non-transitory computer readable medium according to claim 130, wherein the

executable instructions further cause the processor to:
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display to the customer, via the mobile application, a display page including at least
one customized offer and an option for selection of the at least one customized offer, the at
least one customized offer including a loyalty adjustment changing a general market price
point of the at least one product in accordance with the customized offer,

update, upon reception of the customer input indicating selection of the at least one
customized offer, the retailer account associated with the customer to indicate selection of the
at least one customized offer, and

adjust the purchase price according to the loyalty adjustment prior to display of the

purchase price via the mobile application,.

132. The non-transitory computer readable medium according to claim 130, wherein the
executable instructions further cause the mobile device to:
display, via the mobile application, an option to check-in at a store associated with the

retailer according to a current location of the mobile device.

133. The non-transitory computer readable medium according to claim 132, wherein the
executable instructions further cause the mobile device to:

retrieve from the at least one retailer account, upon selection of the option to check-in
at the store, at least one customized shopping list specifying one or more products designated
by the customer, and

display, via the mobile application, the retrieved at least one customized shopping list
and a corresponding location in the store for each product designated in the at least one

customized shopping list.

134. The non-transitory computer readable medium according to claim 130, wherein the

mobile device is a smartphone.

135. The non-transitory computer readable medium according to claim 130, wherein the

mobile device is a tablet device.
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Customer Name John Smith
User ID J Smith
Password Savings456
May Customer Be | Yes
Reminded At
Retailer of Offers?
Medium ID RS1277381937472
Price Zone 1
Survey Location O0x00EH
Purchase History 0x00FH
Location

Table 1

Fig. 12
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Product | Brand Price Date(s)
Product 1 Bl $1.50 1/1/10 - 1/6/10
Product 1 B2 $1.40 1/1/10 — 1/6/10
Product 1 Bl $1.75 1/7/10 — 1/14/10
Product 1 B2 $1.50 1/7/10 - 1/14/10
Product 1 Bl $2.25 1/15/10 - 1/21/10
Product 1 B2 $2.15 1/15/10 = 1/21/10

' Product 1 Bl $2.00 1/22/10 — 1/28/10
Product 1 ' B2 $1.50 1/22/10 - 1/28/10
Product 2 B3 $1.50 1/1/10/ - 1/6/10
Product 2 ‘B4 $1.75 1/1/10/ - 1/6/10
Product 2 B5 $2.00 1/1/10/ - 1/6/10
Product 2 B3 S1.75 1/7/10/ - 1/14/10
Product 2 B4 51.75 1/7/10/ - 1/14/10
Product 2 B5 $2.00 1/7/10/ - 1/14/10
Product 2 B3 $2.00 1/15/10/ - 1/21/10
Product 2 B4 51.65 1/15/10/ - 1/21/10
Product 2 B5 $1.75 1/15/10/ - 1/21/10
Product 2 B3 $2.00 1/22/10/ - 1/28/10

! Product 2 B4 $1.75 1/22/10/ - 1/28/10
Product 2 BS $1.50 1/22/10/ - 1/28/10

Table 2

Fig. 13
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Medium RS1277381937472
ID
Product Brand Price | Markdown | Quantity Date
Product1 | Bl $1.50 | $.5 2 1/1/10
Product 1 Bl $1.75 | $.25 2 1/7/10
Product 1 Bl $2.00 | $0 1 1/22/10
Product2 | B2 $1.50 |30 2 1/1/10
Product2 | B3 $1.50 [$0 2 1/15/10
Product2 | B4 $1.50 | $0 2 1/28/0
Table 3

Fig. 14
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Example
Offer ID 1026 8235
Group Offer ID A001
Offer Type Price Point
CPG ConFoods
Brand Brand?2
Department ID 510
Category Type Condiments & Sauces
Image Number 707009
Price Point of Coupon Value | $2.99

Cost Verbiage

Personalized Price

Verbiage Line 1

Steak Sauce Barbeque Style

Verbiage Line 2 100Z

Verbiage Line 3 24Pk - SLT

Limits Unlimited through 5/1/10

Mix & Match select limit 4

Promo Start 3/15/10

Promo End 5/1/10

Regular Price $3.50

Disclaimer Must be used at checkout to receive discount

Table 4
Fig. 15
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Example
Household ID 250005024026
Household Medium Number 1 074536
Household Medium Number 2 345678
Offer ID 415 5530
Group Offer ID A001
Rank ID 1,2, 3, etc.

Table 5

Fig. 16
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Example

Loyalty Medium Number 345678
Household Medium Number 000000
Offer ID 1026 8235
Date 4/1/10
Time Stamp 2:00 pm
Store ID VA5678
TXNID 234646
Register Number 234646 Al
UPCID 012345 67890 5
MKDN Amount 000000
Banner NM 000000
EXTCODE 000000

Table 6

Fig. 17
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Example
Loyalty Medium Number 345678
Household Source 000000
First Visit 3/1/10
First Visit Time 1:00 pm
Visit Count 10
Revisit Source Email
Last Visit Date 3/12/10
Page Count 3
Offer Clip Count 5
Mifgr Clip Count 10
First Offer Clip Date 3/5/10
Last Offer Clip Date 3/12/10
Print Date 3/12/10
Print Quantity 1
Email List Y
Email Quantity 2
Visit Source www.retailstore.com
Household ID 250005024026
Offer Clip [List of Offers Clipped]

Table 7
Fig. 18
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Example
Offer ID 1026 8235
Price Zone 1
Competitor Name XYZ Store
Competitor Price $3.49
Capture Date 2/10/10
Table 8

Fig. 19
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Loyalty Medium Number Price Zone
23456 1
34523 2
23425 3
Table 9

Fig. 20
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Image Name

Image Number

Image

Milk Carton

707009

Dairy Milk.jpg

Egos 707010 Egg Carton.jpg
Bread 707011 Bread Loafjpg
Apples 707012 Red Apples.jpg

Table 10
Fig. 21
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Example

Email J_Smith@gmail.com
Registration Date 2/10/10
Last Visit Date 2/15/10
Total # Offers Activated 10

| Total # of Offers Available 15
Total § Value of Offers Activated $25
Total § Value of Offers Available §$30
Total # of Digital Coupons Activated iS5
Total # Digital Coupon Offers Available 8
Total § Value of Digital Coupon Offers Activated | $7
Total § Value of Digital Coupon Offers Available | 39
Total # EDV Offers Activated 4
Total # EDV Offers Available 5
Total § Value of EDV Offers Activated 35
Total § Value of EDV Offers Available $6
Total Offers Savings Year to Date $20
Total Digital Offers Savings Year to Date $15
Total EDV Offers Savings Year to Date $10

Table 11
Fig. 22
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» User ID/E-mail e e e e e
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e T
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{ |

‘ Address Line 1: ‘
l p.ddrcn Line 2¢ ‘

Zip/ Postal Code: 1
M -
% edit

CRy:

PLEASANTON

State:

Calforria

Country:
United States

i K

| want extra savings on products for kids? 3

l Just ek us know birth manth and year for personalzed savings. 4
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/ Save more with just for U! | View Mobile Version

Coupon Center | Personalized Deals | Your Club Specials | Sign In »

m t K&wlg{ 5@/1@5 ngrm N
Thank you for: reglstenng with your ( Redium o, Now you ; tO s ave!
. can'start savmg more than ever before:with 3 great ways ’ "
;. fosave. Visit ovludbsite ml ;tart.enjoymg all your ST
savings! T -

(1) coupon center

S Account name testBO@yahoo com L {2; personalized deals

{3) your club specials

Forgot Your Password’? Click Here

Have Questions?

- {Learn how to save even
¢ 'more with just for U.

" Watch the Video

" IFind answers on our FAQ

5 :
I Maximize Your Savings
lpage« ;

B IContact Us 3

Our Store | Recipes & Meals | Healthy Living | Blog | Contact Us

E‘b' 30k
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Exclusive __Coupons! | View with Images | View Mobile Version

Personalized Deals | Your Club Specials | Sign In »

Coupon Center:f;'

- New Savings are Here!

Yvonne, find great deals like
- these, plus many more,

"‘;"':-_every time you shop

Our Store | Recipes & Meals |

‘ dpdatéd
" every week, so'you can keep savmg more

‘IFind these coupons and more at

‘>Save Now &

i FREE
with $15 purchase
Foster Farms Great Bites

7.62 oz. Selected Varieties. Limit 1. o
Expires: 2/19/2011 e

¥ $1.99 each

. Best Foods Mayonnaise

22 to 30-0z. Selected Varieties.
Limit 2.

Expires: 2/19/2011

Healthy Living | Email Preferences | Contact Us

ﬁg.BDB
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Get Exclusi i v
usive Prices on ltems YOU Buy! | View with Images | View Mobile Version

0
/?".,,‘

Featured Personalized Deal:

V|31t . today——dow‘ oad your new
Personalized.C Deals to your L@&H‘DW pnnt your
- Savings List, then shop in store. You: can save
. again and again!

Lucerne

Large Grade AA
2 Eggs

" Your Price: $1.88

i
l
lSave with these and many more personalized Deals. View All © |

e e e S T e

\\ Personallzed Deals‘

i

‘ Your Price: $3.12 e Your Price: $2.88

‘\ A‘.-:.Oscar Mayer A Oroweat

‘ “ Oven Roasted Deli Shaved English Muffins

.‘ " Qoz 7120z SelVar o
i " Expires: 4/18/11 Expires: 4/18/11 i

i /bo\u‘

Your Price: $1.45 Your Price: $2.40

Qcean Spray

Cranberry Cocktail Drink
640z SelVar

Expires: 4/19/11

Artisan
Baguette

8oz

Expires: 4/19/11

ES-%OC
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Redipes & Meals ' Healthy Living Blog
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w View By Category

Shovr AH {70}

Beveragex (3)

Bread B Bakery (5)

Cannid Goods & Soups (2)
Condimenis, Spas & Bake (1)
Cooliex, Sracks & Candy {4)
Ouiry, Eggs & Cheese (4)

D=k (S}

Frogtn Foods {5)

Fruis & Vegrubles {13}
Grains, Pass & Sidu (2}

Hat & Seziood {7)

Papas, Ceaning & Hocas (£)
h Fecsont] Care 8 Pharmecy {3}

kY

Related Links:

1. Coupon Center

L P:rsonalxz:d Dsals

3 Your Club Sn-aals

Cocpon Poicy

personallzed de-als

Good for up to 90 days Ql us the-y can be used over & over agam.

Gl ~add” to load dez!sontcyour Lpsajwe&

1—11[{'31 %

) : QUILTED NORTHERN . SAFEWAY :
Safeway Liguid Laundry . Quited Northarn Bath Tissue | Safewsy Trash Bsgs 13gal !
Detergent bmmwé Do 912 Rol E 38/45/50ck :
' Personalizid P,ri l Personalized Price i R Personalized Price
| 59.85 ~ 324 A $6.19 : . §5.49 :
[ Our Regolar Price Our Reguler Price ; Walmart i
i 7.99 574 '
un 88839 14 6 * i N :

i unlinitted zee detells v ‘-T
=pires 4[19/2011

. GLAD
; oo o Liquid Detergent 52- | i Glad Clg Plastic Wrap 200
; S4.oads 1000T Ly sq ft
i
- [ Y - -

! personalized Price C W Personalized Price
: 51243 i 1 $1.88
i Dur Regular Price H Wakmart
. $15.49 i E 5198

i

"

i

a ——

g unfimited see datads b,
¥ sxpiras 4715/2018

TILEX
Thex Bathtab Clazner 3202

Personalzed Price- )
$3.63 ‘
Walmart |

S3.73

B

ety e o e

¥ unnmn:ed see detpils II “unlimttad see desals > | uniimited gze deizks e |
| e ajtofion ELME:P Add" i ~J wxpies 4f13/2013 | gxpines 4715/201L !
: FORMULA 409 : KUERIEX

Formuls 409 AR Purpose : tizenex F2go Tissas 75~
i Cleaner 3207 ! mon
[ _personalzedPrice. .. h.. .0 Persomalged Price ..ol e -
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mat 2| your club specials

Show A3 (45} The items you buy that are currently Card Specials—updated weery:

Bevsrapss (3)

;:: G:;’:‘S(;:m ) T Chk.ad oI 1o place ‘speclals on your Shopping Lt |
Dairy, Ec:s&cneielz) N

Dek (2) *Ppricing for 4100 Redwood Rd, Ozkland, CA 94619

Flowens (1) ///
Fruts b Vegatzbks {s} .
et & Sexicod 53]

Pparscrel Care & Pharmecy {8}
Vfine, Erec & Sprs {1}

i

] B ShoppInG LA G916

et A i

Dairy, Eggs & Cheese
s

. -
Related Links: E .
e AL Primo Taglio Fresh Mozzarella Ball

s e SR e

2, Personaized Deals

e I
\:_;u;;n_PoE:; T pannon Light & Rt Yogurt Sel Var Reg.Pice  Save UpTo 245

Competior Info - esor $2.50 $0.51 20% 3

FAQ T -

prints £ SHopping Lst O |
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' In Coupon Center

Offers o

v View By Category

Shovs Al (153}
Saby (3}
Eaversges (12)
Bread & Saksry (5)

coupon center

The largest digital grocery coupon site in North Amenca'

Chet ~380" 10 foad coupons onm your Lo":ﬂiﬂj /V\Q),c um

Semakfag & Careal (5}

Cannad Goods & Soups {2}
Condsnenis, Spices & Bake (B)
Cookis, Saucks & Candy {13)
Dalry, Eggs & Chss (B)

Cal (i}

Freven Foods (7)

Frubs & Vagenbas (1)

Grains, Pish b Sides {8)

1est & Sesfood {2}

Piper, Ciearing & Heme (16)
Personsl Cam & Pharmacy (35}
P Care (22)

Wine, Besr & Spircs (D

~3 Yo T
Sort by: ‘ Purchage History

$19%9 :ach \’J'{Ob

KELLOGG'S SPECIAL K
CEREAL

113 102, Lmits, MINGH sl |
£10 PLRCHASE REQUIRED.  ;

«~ View By Bra nd
Crest Fnm (2} [
Cragt Tocthpusie (2) i Save 75¢ ;
Gilstie Fuson (2) .- n ONE® CEl {
LS % FIBER REAL 4
:::[l; @ : R, " when you buy any ONE BOX z
wicks Cough & Cold Products (3) % Fiber One(peerealisizd™ |

one-time g detele >

|
|
14
l‘ expiras 4272011

Related Links:

1. Coupon Center

2. persorishzed Dedls

BOB EVANS®

]

i

3, Your Chub Spegals ‘i
: COFF ANY BOB EVANS® |

Cowponbokey i

;; mie~Ume
I expires X 0YRN

1y

$1.99 each
KELLOGGS SPECIAL K
BARS

Save75¢

MULTIGRAINR
CHEERIOS® CEREAL
when you buy ONE BOX
6.302. Sel var, Ums, MIN MulifGrain Crieerios® cereal
$10 PURCH REQ.

i
|
1
i
\
)
:
{
)
{
1

i ittt 0

f one-time 2ee gty
!: cxpires 472772011

A

|
|
Or Fiber Plus Sars. 4.6~ i
i
|
1

remam  Save 55¢ Save 50¢ on TWO
TRIX® CEREAL o PILLSBURY® TOASTER ‘
when you buy ONE BOX STRUDEL® !
Trix® careat when you buy TWO any

fiavor fveriety PlsHurvid
Toaster Strudel@ Pasties

7 IS,

SAVETS¢ [

 _FROZENSANDWICH . 4. =

¢ fizCann's freh
neodurt

9 Be
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entar keyword

mess 2 | cOUPON center

-+ View BY Category

Show A1(159) The largest digital grocery coupon site in North America! .

Beby () : . . .

eaversges (D) dd” PVIAAN

Erand & Eakery (53 Click "add™ g 1030 COUpEnS onto your \_0%3 1 N\Q,&

reskhat & Coreal (B) -
Cannd Goods & SoUPE (2}

Congimants, Spess & Bake {8} )1 E)
Owk!u.sm:blsmdy(ﬂ) o e T . . e e e
‘;’:’(‘ne“‘ & Chaesn (€) : save $1.50 s Save $1.00 ' Save §1.50 :
#rosen Foods (1) i COUGH & COLD I OUGH & COLD ;
£ oads } VICKS GH & CO! F VICKS COUGH & COLD VICKS COUGH H
Fruis & Vagembhs [6)) | PRODUCTS P PRODUCTS ) PRODUCTS \‘
Graing, Pass RS {5 on any ORE oyl Product | Cm sny ONE Vamo prodact On ary ONE DayQuil Produtt |
st & Sefood (2} : L !
PRpel Claning & Hame 1:8) ! . \: 2
personn Came & phamacy 3%) ; i
e Care (22 | [

Wine, 2t e Spws (1} “..,“__..,__.; i et bt 0 ! \..W.T_M.n..w R
e e \ one-time '1\ one-time
Vols oLt N expires 2/26/2011
<+ View By Brand | s T i | woires A2
Creat Rinss (3 ot B AT o]
Crest Tocthprstt (2 print/ Esmizit Shopping Ust [ v]
Glate Fuson () T T e e
pringies G3) Once offers are addad 1o yOU card you o0 Uzt them T the local geograp‘n‘nca\ yeghon that you reside 0.
Te (2) _’__~_/__/,_ N
+Jcde Cough & coid preducs (3) —
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My Savings tist
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Shop with your list and save!

Remember your savings list each time you head to the store,
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g Fom B P\&o—‘\f/(@ 50‘0511 bers. ({J'mlc,(. Sert: Fri2f18/2011 2:59 PM
| To: Dusty Roads .
Ce:
Subject: = Your Shopping List
4 . - - -
] My Savings List
Product Hame Savings Preduct Description Type Good Thru
Beverages
Peet's Your Price Peat's Sperial Coffee Blends Loz Personalized 4f19/2011
' $8.58 S=iVar Price
Odwalla Juice Orange Club Price®*  64FL 02 ClubPrice®  12/31/2011 ’
$5.9%
Bread & Bakery
E Thomas' Your Price Thomas' English Muffins 12-130z Personalized 4/13/2011
3 $1.90 Price
. !
i
Breakfast & Cereal ;
McCann's Yoa save on ANY McCann's Irish Oatmeal Qne-Time 11/1/2011
: $1.08 product Coupon ;
Condiments, Spices & Bake
KRUSTEAZ Your Price Krustezz Cornbread Mix 14.5-150z Personalized 4132011
$1.58 Price
Cookies, Snacks & Candy
NABISCO Your Price Nabisco Honey Maid Grahiams 14.40z Personalized 4f19f2011
£2.79 Selvar Price
1
g MABISCO Yaur Price Nabiso Oreo Cookies 15-180z Personalized 4/19/2011
S2.68 Price
)
i O O PR ~ NI an) Sy

Fio. 375
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500

v

Print My Savings List ¥ Grayscale ¥ Hide images i
Product Name Savings Product Description Type Expiration Date
Meat & Seafond
$1.00 off Hickory Smoked Bacon, Sliced cne-tima 742009
Butchers Cut Regular You Save 97% Fat Free Tub - 100z unlimited 7120i09
Sliced Bacon $1.00
per kem
Trans Dcean Crab $1.00 off Crab Classic, Leg Style one-tima 7520/09
Classic Leg Style
0 Organics Baby You Save © Organics Baby Peeled Carrots 1 Lb uplimited 2120403
Peeled Carrots $3.00 Prepacked - 16 Oz
per iter
Snack Salad Snapea $1.00 off Snapsa Crisps, Caesar Flavar, Baked one-time 7{20/03
Caesar Crisps -3.302

FI3I Water $1.50 off $1.50 Off Ona (1) 500 ML é-pack cresdingg 7{26}03

of FIJI Water
“5‘ Floridas Natural Orange  $1.00 off Florldas Watural Orangs Juice Home one-lma 7{znio?
. Juice Squeezed With Caldum - 64 Fl, Oz
Rlkat Doty
i Beatrice Egg Beaters $1.80 cll Eqg Product, Original ors-“ling {20108
=+ Knudsen Double Peach  $1.50 oft Cottage Cheese, Lowfat, BPeach Topplng ot lme 7120009

W Cottage Cheese

Fin. 28
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My Rewards Sea Al
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Buy 6, Get One Free
4 purchased/2togoy

oy Reward Level Discount
N $3.40 off par gslion
$80.00tago
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i Added 30 Savings $25.50
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GROCERY
2828971 83,19
ML RSTD NUT CRNCH™ $.E7 F
RegPrice 1047
OuisSav S0
jd»U Stoce e(pm 20
J4U ME eCym ED-
KRAFT MALLCH S0F
RegPrice 1.59
QuSav B4
Mir Lpn 2%
REFRESHE WATER 3INF
CRYV WATER 0,25
RegPricr ¢,99
CutSav 5
J3U Pexsanal Lp0-.
MELT
CHICKEBN 23320% 5.00F
10% o Dapt SOF
HECELLANEOUS
1084 o Basltet 1.7%-F
e X A0 gAL 18.62
CLSH 15.62
CHLY BE 00

401080 10:44 9876 55 oo o

Welome Qub Member! 1411

YOUR LASHIER TOD AY WAS ROBIN

Savings
Savings ¢ 2.2
Basket Savings $ L
Patécpdlized Savinge ¢ L.U0D
MY Cpn Savings $ 50
Deparirent Savings $ 5D
' Cps S avings $ 4p
My Chn Savings Paper i 25
TOTAL $ 6.68

TOTAL SAVINGS YALUE 30%%

As of today, you haveararnvlated 5 of 7 toward
yourFree Signature Caff Sandwich,

LETVS BEAR FROMYOV!

4 0

Fa.4ig,

PCT/US2011/030015
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Welcome, Guest o Grocery Defivery | 4 Find a Store | <&, Weekly Specials | @ : E-mait Savings -
Sign In | Register Now | My Account - . . .

Seaich . Enier kepword i E

A.. 6;r Store  Recipes & Meals  Healthy Living  Blog Grocery Delivery

save 250 — &6 Or more on every 7 /7,'0./

V Introducing
LOYALTY Rewards g

Get rewarded in a BIG way, only from Safeway.

See Your
Shop for three months, 5‘
save big for three months! "Register Now Q

You can save 2%-~6% or even more on every shopping trip.
Aready Reqistered? Sign In

Shop for three months, save big for three months!

i

; 29/0 ;
M - o
'ty Mugust  Septambar

Quick Links Services Our Brands Company Info About this Site
Home Home CGrozery Delvery mora to mom® Abo it Us Hels
Find 3 Store Git Cads Saferay SELECTR © Carzers Privacy Pclicy
Vzakly Specias Prarmacy Stgnature Cafely Employess Terms ¢ Use
Couscns Produect Recalls : M ConzctUs
:_f“ " - Besic Red®: -
SiTelehymtion . Prime Tedliofs irwestors
Lpoate Cuwb Cers - Community Ranchzrs Ressrya s Suppliers
E-Mail Savings Facebook Lucerne’ Sustainghiy

Twiter Bright Green™

Biog - waterfront BISTRG™

Safewsy Brend

Fi%. H2,
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Retailer Offer Game

Thank you for playing! Please vote for two of your
favorite offers below.

Product 1 Unlimited thru
Product 1 Price May 2011 Vote
Unlimited,
Product 2 Prg?ité(;t 2 Expires May Vote
1, 2011
One Time,
Product 3 Prg?ilé(: 3 Expires May Vote
1, 2011
Limit 5,
Product 4 Prg(:il;(;t 4 Expires April Vote
15,2011 |
Product 4 Unlimited thru
Product 5 Price May 2011 Vote

FIG. 43A
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Retailer Offer Game

Congratulations! Based on total votes, the following
offers are available to be added to your loyalty medium:

Product 1 Unlimited thru
Product 1 Price May 2011 Add
Limit 5,
Product 4 Pr g‘r’i‘é‘; 4 Expires April Add
15, 2011

FIG. 43B
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[Eu‘mr Kc"v\ ard

12250

shoppmg list

All your savmgs pulled together! Pririt or e-mail for‘an easy remlnder.. v

1 Co'.xpon Center

2. Personalved Deals

3. Your Cub Specaa\s

Eoupon Policy

e - Beverages

Tampetitor Info

FAQ E PEET'S - Peet's Spacial Coffee Blends 120z Selvar Your Price $8.58  Personalized Price 04/15/2011
.- v

ODWALLA JUICE ORANGE - 54 FL OZ Club Price® $5.89  Club Price™ 02/08{11-
12/311

Bread & Bakery

P THOMAS' - Thomas' English Muffing 12-130z Your Price $1.90  Personalized Price 03/19/2011

T2

=

Breakfast & Cereal

il s HCCANN'S - 61 ANY McCann's Irish Oatmesl product YouSave$1.00 One-Time Coupnn 11/01/2011

B BE=

Condiments, Spices & Bake

fﬁ KRUSTEAZ - Krusteaz Cornbread Mix 14,5-150z Your Price $1.58  Personblized Price 04/15/2011

] é

Fia. 454
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N ek

Your Price $8.58 rarsonalzed Price D4f19/2011

ODWALLA JUICE ORANGE - 64FL OZ Club Price® $5.9% Club Price* 02J06/11-
12431411

Bread & Bakery

THOMAS' - Thomas' English Muffins 12-130Z Your Price $§1.50 personalized Price 04{19/2011

rorrekS SR T e
"Umu;":.
w & ﬁ
A
o &

g &
b
w
10
B
[2}
o
0
S
i
m
el
"
5
o
@
5
»
v
1
&
ol

Breakfast & Cereal
MCCANN'S - on ANY McCann's Irish Oatmeal product YouSave $1.06  One-Time Coupon 11/03f2011

Condiments, Spices & Bake
KRUSTEAZ - Krusteaz Cornbread Mix 14.5-1507 Your Price §1.58 personalized Price 04/18f2011

Cookies, Snacks & Candy

NABISCO - Nabisco Honay Maid Grahams 14.402 Selvar Youar Price $2.79 personalized Price 04192011 i
................................................... M._,-.A__,.._.A.‘__..,...,_._.,.H...ﬂ..,,.,___,_..._-_.w._.,_.,,_._...,_,.-.N_..ﬂ,___x._,.w.__.,__ o L
MABISCO - Nabisco Oreo Cookies 15-180Z Your Price $2.68 personalized Price 04/19/2011 1
AR e e T PRy
Dakry, £gas & Cheese
DANKON LIGHT & FIT YOGURT SEL VAR -46 0L Club Price™ $1.59 Club Price® 02/09711- !
03/05/11 b
ol 2
SIGHATURE CAFE - Signature Cafe Whole Roasted Your Price $5.59 personalized Price 04/18/2011 o
Chicken 3202 [
o
?‘ Frozen Foods o
SAFEWAY SELECT - Safeway SELECT Pizza 14.25- Your Price $3.6% personalzed Price 03/18/2011 f,
32,70z Sefvar b
BREYER'S XCE CREAR -or ¥ondike Hovelties. L.5qt. 42,28 each one-Time Coupor 024222011 1

Or 4-6ct. Sel Ver, Limé.

Mil §10 PURCH REQ.

Fruits & Vegetables

0 ORGANICS - O Organics Salad Mix 5-3027 Your Price $2.87 personali

ed Price 04/15/2011

GOLD - Gold Pineapple Eadh Your Price $2.7% Personalized Price 04/13/2011 o

STRAWBERRIES - siranberies 1b

Your Price $1.68, K

ﬂz[}nv A




WO 2011/119974

54/87 PCT/US2011/030015

Beverages
i PEET'S - Peet's Special Coffee Blends 1207 Your Price S8.58  Personalzed Price 04/19/2011 i
selvar P
Vi
ODWALLA JUTCE ORANGE - 53R OZ Club Price* $5.99 Club Price™ 02/06/11-
1221411
Bread & Bakery
’ ':"31 THOMAS' - Thomas' English Mufiins 12-1302 Your Price $1.90  Personalized Price 04/19/2011
ARy
= :
Breakfast & Cereal
ey MCCANN'S - on ANY McCann's Irish Oatmeal You Saye$1.00  One-Time Coupon 11/01f2011 :
pSvay product . =
Condiments, Spices & Bake
vE KRUSTEAZ - Krusteaz Combraad Mix 14.5- Your Price 515§ Personalized Price  04/19/2011
150z
Cockies, Snacks & Candy
F l MABISCO - Nabisco Honey Maid Grahams Your Price $2.78  Personalized Price 04/19/2011
14,407 SelVar
HABISCO - Nabisco Oreo Cookias 15-180z Your Price $2.68  Personalized Price 04/19/2011
i
Dairy, Eggs & Cheese
DANNON LIGHT & FIF YOGURT SEL VAR - Clob Price® 199 Club Price® 02/05/11-
46 07 03/05/11
Deli
SIGHATURE CAFE- Signature Cafe t¥hol2 Your Price $5.99  Personalized Price 04f19/2011 n
Romstad (Hirken 3707 . . e I ".Z-JI
; S T | 24
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Category

| Total Annual Sale

Orde “'Code” ' |Descrip v
1 1234 Category 1 987
2 1239 Category 2 986
3 1244 Category 3 945
4 1249 Category 4 887
5 1254 Category 5 895
6 1259 Category 6 846
7 1264 Category 7 924
8 1269 Category 8 789
9 1274 Category 9 768
10 1279 Category 10 479
11 1284 Category 11 519
12 1289 Category 12 587
13 1294 Category 13 777
14 1299 Category 14 769
15 1304 Category 15 789
16 1309 Category 16 785
17 1314 Category 17 849
18 1319 Category 18 865
19 1324 Category 19 843
20 1329 Category 20 409

Fig 49
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ed | Total Annual:Sales tal Market'
*Co Description - g (000's “’ Penetration ' v |-
1 2026 Category 1 654 85% yes
2 2031 Category 2 596 76% yes
3 2036 Category 3 523 59% no
4 2041 Category 4 625 58% no
5 2046 Category 5 436 46% yes
6 2051 Category 6 512 77% yes
7 2056 Category 7 526 52% yes
8 2061 Category 8 695 66% no
9 2066 Category 9 685 54% no
10 2071 Category 10 479 86% yes

Fig 50



PCT/US2011/030015

WO 2011/119974

60/87

1G B4
slaAng mo7 O
X X X X o
(o]
slaAng pa\ o
X X X X 2
X X X X siadng ybiH ,Mno
|eho] pue.g pueig siaAng slaAng siahng siafng [OA
pueigiAng JaaaN| Jo JaAng|pueig moT pue.g pueig pueig! DI AGHH
Jawnsuo) ‘1oX3 X1 poa ybiH [eAo7

puelg 943 Pajoseg




PCT/US2011/030015

61/87

WO 2011/119974

3 19 20

ﬂé ! cxo:w&

o, / me :an.w \Ex
m&mm\dx//\

\ Sy g/

Ve Y 9
@uaﬁﬁd ST \\

gy

(5

|

aw

N

o)
~ON ﬂ%ﬂw@*@ 57,

~

r_J

~,

~
nb:

%3}
%«30,2%
%. 440 f.s&«.

- )J o) d(:.ucmm_\
-, | 4,3% x* ]

MRS

b
|

Vel 20 véﬂ
SA M_aw

22\

Q\h(b@ ~

s

tyny0dd 0 Wy

\,
|

RN
//

\ﬂuoﬂuxé\
(o,»wiawc

ARG o Yo

G
" @WN
NS

=)\

JrJ
voys?oy |

Lv&o ow ey
39ancy Wwaedsa)

ql14”

G xS0
L 2 A7

Gy nconvx
A% A&rxqwmu\\

at5 Q;&
b
4 SR eyl

il
\9\97

v

7

jﬁ

QUG
o VR
Adon:_md ST

%/@m

~

Ga)

N

I~

oty ovonmS
Aﬁé w Vdumw




WO 2011/119974 62/87 PCT/US2011/030015

(57{; )
V,,,,___._\_..,z;.._______

Seleck ol orand [ L300

NV

feom Cadenproy

Peclocra low bugel ~5306
Cm+eﬁor~j cllocaXion

o low Ccd"e?pf‘3
\b"‘sf’f.?
\

e r’ 6308

Pecfotm Medion/Hian

bugr Coteneoc s
sllocotion

|
T sl
e an Yuuers \

}{ZS‘Q Caleo oty Qma)nlnﬁr?‘/‘é—"”‘—“

P Ace aﬁtﬁ \D(‘a—ﬂ&_.s
Yeé - LA C&,\fgbo(j re_maimagﬂ

\

-~

N‘O

e

Fio 53



PCT/US2011/030015

WO 2011/119974

63/87

Eon, @:_si_swmy

rvi 4t in T
%d?ﬁ%ﬁ ETAN

2ut s9g

(3

«u\N\QTm mumu%i)u
VI sauprod 947

n(ﬁ_g%déym m.\H.

Ro&o s watT
_./)q./._.?n.ﬂgu@ Wu.\\

(o

2440
@A Cu: M Sy

r%wéﬂ o g \%oqw

l.@%w@ ﬁ:i.l. JnSUIQ

L S




PCT/US2011/030015

WO 2011/119974

64/87

55 Y

0 ommf\

Jo_+c0+ od
D,jutamﬁéﬁ =2 407 R\
ﬂ*;iu,d 2sovysnd

/gg N

, AV vy

8955 DvE Ve
—S Suppes vy g ST
A@J b@% OS./)\#EW\/Z&VQ\ v
e a7 J»&UE, \
\ 4 LS N
di m L\W&Q 37 A , -0 Svng \m
N L\v&o ﬂq_/ﬁ{?mgum "3 weSuery Bl
- Q\mm\,\,:! 9y Py | %mm




WO 2011/119974 PCT/US2011/030015

65/87

1 ol
Beleck o Pyl
| e e
\

Detesmine ?6(‘09—“}\’%6
of cnanae. 1\ buypes's

Codenpey Spending Y

il

Ts Hhe busec’
Peccentoge descease
in Cadeapryy Spendi ney )
>=15% YoY / T

\\ /
I L0%
P
“Ts éeac\m\n\\\@'\{

<\! n offec beK
N
YLf;

Does Wm\% Yes
e

h"‘Ve, Unexegice -

//\< C NI ﬂrin/
A e any buvecs, JNO
Y&5< Eﬂoé‘;fgy " *L”"/W{ Alltake. 0fFec | 5617

st e

Fiy. 56




WO 2011/119974
66/87

TN
(DmsT )
-

e

—

\}/ /6/{00
Seleck an item 1

PCT/US2011/030015

T
N

Hhere ™\
YA

F(‘om the. C’/\i&_»-/} )%

L
Dekeemine sl item |00~
b‘”bC(S (Qeex &cm\:\)

L _
Detecmine omount
each tem bupg spens 571
on em

2

Soleck o iheen | p510t

~

l
bowec {

EN

. ~
s b oyl 6707
J‘LU< 0 95 a/a'*'i\ﬁ. o(%(ﬂf,!f"f\\\
VS, Qec Geo B

e’?/

5110

Dodecmine. 'l F Tim&
item ower huws ilem oA
PcoMD

> 70

De)ye,cm{ne_ ooy % o

0f PomD

llocke, 0ffec 5722

£ 57



WO 2011/119974 PCT/US2011/030015

67/87
“Steck
FND
SPeid S on (i< ol
NR
M N 5809
@ég& 6?3 wee [/ : feb m&* Q(L
TRty Y
e %(
- 580°
¥ \ No Offec
2094 %l Vo
eeg Geeu®
L /6@}0
Dc\vm'me, \remS
(adeapts budes
| bus i ity D
4 6811— p \(,g‘g}w

7

Irédedr o item | /’Daef: QM“\
have Afothes
\’/‘ . __Yl,é T{&«ff}? .
I};»‘.ecm-\ne atiay vgg/ﬁ{
e Ctd'é“—\duf % \‘Dw‘j’.(

{ 4
3?@,\& on reM

Is the Slated
Caderpr, Buwpe bl
{he 20 %, hle. V5.
\KPQG\‘ G(DUQ,Z,




WO 2011/119974 PCT/US2011/030015

68/87
10
Seleck o— Household

[/5‘?/0
Mleake. 0Hec
'fbc #\ Elte

T8 Temn
Yea LTiem

._A;("Llé?ag NV 55’/2/
N?__‘__J Ace these uﬂs
\ . Ay (@poinindy
Ws v/
No

Fio. 51




WO 2011/119974 PCT/US2011/030015
69/87

6000
Welcome to Retailer Savings Program!
The following customized offers for matching competitor prices are
available.
. . 6002
Competitor g
Price i
Product 1 /
Accept |
_ ; 6004
Competitor g
Price i
Product 2 /\
Accept
: ; 6006
Competitor ;
Price i
Product 3 /_\
Accept

FIG. 60
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6100

Welcome to Retailer Savings Program!

Thank you for accepting offer for Product 1. The following
competitor’s price is now loaded onto your loyalty medium!

Competitor

Price
Product 1 f

FIG. 61
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6200

Welcome to Retailer Savings Program!

Thank you for accepting our previous offer for Product 1. You now
have an updated offer for Product 1 matching the Competitor's new
price!

_________________________________________________________________________________________________

: 6202
New g
Competitor é
Product 1 Price /\
Accept

FIG. 62
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6300

Thank you for shopping at Retailer Store!

ltems Purchased

Product 2

Product 3

Product 4

Your current purchase does not include Product 1. There
is an updated offer available for Product 1 matching the
Competitor's new price!

_________________________________________________________________________________________________

N ; 6302
ew 3
Competitor |
Product 1 Price /\
Accept

FIG. 63
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6400

Thank you for shopping at Retailer Store!

Items Purchased Quantity
Product 1 2
Product 3 1

T
Product 4 4

Your current purchase includes Product 1 with a quantity of
2. If you accept the below offer and increase the total

qguantity of Product 1 to 4, you will receive the Competitor’'s
price for Product 1.

----------------------------------------------------------------------------------------------------------------

| 6402
Competitor
Price /
Product 1 i
Required
Quantity: 4
Accept

FIG. 64
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6500

Thank you for shopping at Retailer Store!

ltems Purchased

Product 2

Product 3

Product 4

Your current purchase does not include Product 1. There
is an updated offer available for Product 1 matching the

Competitor's new price! This offer is only valid for one
hour.

----------------------------------------------------------------------------------------------------------------

New . 6502
Competitor :

Price
Product 1 f

Time Limit; 1
Hour

FIG. 65
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6600

Welcome to Retailer Savings Program!

If there are any products for which you would like to receive an offer
for a competitor's price, please enter the information below.

Product Name

Product Brand 6602

Competitor Name J

Competitor Location

Competitor Price

FIG. 66



WO 2011/119974 PCT/US2011/030015
76/87

Deal Match: \71“%

We match the best deals

from our compe’ators “ads ev every week!

You just click §FE to load them to your U}& 1») ﬂ

« View by Category

Show Al HE)

M 203 Sesfod {11)
presuet [7)

Ceyy (3}

Grocery (25)

* View by Store Foodiand/Sack 5 Sa'v

shov AU [46) s - =
Fossand/Sack N Sxvs {10} Nt

— —— e e e e e e e

Trees Superrarkes (15 Foodhnd;Sa::kHSave . (’ 1_{_ | Foodiand/Sack N Seve * Foodland/Sack K Save
N { Boneless Top Sirloin i Boneless Pork : Farm Pack Eggs
. Steak o og : Sirloin Chop . Mainland, Grade A*
",P"'"‘/E'm" Shopping LIt [ 53.99 Ib G \ | valoe Pack. . Shel Protected, tzrge, 187k
o T e | TRLNS ( 15249 1b ! 2fors7.00
K D ueme mpeckEnes
elated L|n 4 oy | ;
e e ——— - | unlimited X unlimited
FAQ \ vahd 2/16 - 2/23/2011 veld 2/16 - 2/22/7011
. : } Foodland/Sack N Save Foodland/Sack N Save C Foodland/Sack H Save
) LY Kraft Shredded ¢ "Delite” : Capri Sun Drinks
éflO’L— Cheese i Clementines* ' Selecled Veriebes, $0/6-0z.
Seiscied Yacksiies, 15-0z. i 2. bag. - 2 for 54.00
54.99 each i 2 for 55.00 :

"Uunenthe: 54, boxSo 25
each

unlimlted unlimited " 1 unimited

o an vabd 236 - 2221011

valid 2/16 < 2/227 2011

valid 235 - 2/22/2011

. F»oodland/S-ckH Save : Fondhnd/iack NSave . FoudlandlSa:kN save {
Meadow Gold Orange | Frito Lay Fritos, © : Bud, Coors or Miller :
3uice i Chestas, or Funyuns : 30Pk Cans
- PES 1/2Gal. ' \ Select=d var, 7.752, 2507 . 82199 each
S R - 2 for $6.00 15198 each :

1

B ]
vald 2/16 - ZJZZJZDI‘

Foodland{Sack i Save
Hemeken or Corona
18-Pack Bottles
§21.99 each

unlimfted

vald 2/16 - 2/12/2011
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Times Supermarkels Times Supermarkets

' USDA Choice Tri-Tip St. Louls Style
Roast Spareribs*
. 83.99 b s3.29 Ib
“Exia Meatly P;rkaa A

unlimited
vald 2/16 - 2/22/2011

unfimited
valid 2/16 : 2/22/2011

Times Supermarkets

Bagged Apples Fujl,

. Times Supermarkets
! putity or Gouvea's

Portuguese Sausage Red, Gala, Green®
10707, Seizcied Varizlies, s,
2 for 54.00 52.99 each

“Bagped Apples Fuf, Reg, Gale
Graen 34b, §2.19 each

unlimited i Y
vakig 2/16 ~ 2/2/2011)

Times Supermarkets

anlimited

valdd 2{16 - 2/22/2011

Tintes Supermarkels

Post Honey Bunches Kettle Chips ot
of Oats Santitas
. 14.5-oz Selecled Yarketes, 3.5t 132 Sel varietes,
$1.99 each

- 52.89 each

unfimjted
vald 216 - /22011

unlimited '
vald 2/16 - 2/22/2011

. Times Supermarkets Tinies Supermarkels

Coke or Pepsl Starkist Tuna
. 24iter, Sed Var, Must Buy 4. , Sz, in\WarerNepetable Of.
. 4 for $4.00 50.79 each

unlimited
vald 2/16 - 2f22/20 11 }

unlimited

velid 2/16 - 2/22/2011

' Tiwes Supermarkets

' Times Supermarkets

Hinode Calrose Rice - Corona or Dos Equis
. &3, 12Zvackf120z. bohles, Sd Var.
. §10.87 each 512.99 each

unlimtted
vold 216 - /2272011

unlimited
vabd 2/16 - 2/220201 %

| Times Superniarkets
Fresh Atlantic

| Galmon Fillet
5$8.49 Ib

uniimited i
vald 215 - /222011

i Times Supermarkets

! Whole New Zeatand
: Kabocha Pumplkin¥
'50.79 {b

“Kabocha Squash

unlimited
vohd 2118 - 2/22/2011

: Ttmes Supermarkets
' Banquet Pot Pies
| -0, Salected Varietas.
. $0.88 each

i
!
i

unhmited

valid 2/16 - 2/222011

{ Times Supermarkets

! Bunt's Puddings or
| Gels

} 4-Pack, Selected Veriebes.
! 50.9 each

|

i

é Tiwes Supermarkets
: Diamond Bakery

i Crackers

' 13-02, Selectad Varetes,
. 53.49 each
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Foscer Farms Fresh " waisr,.ont BISTRO | Reiloed’s Reserve

Whole Chicken . Medium Raw Shiimp ! Whoke Tti Tip Roast
r Vivole Cut Lip Chiken o " 51.60Tr0r Coskmd Smp 91 ; Untrimmed, Or Bolkss

Whi§oi Chicken at 51.4b. Temmd Tr{ T Rst or Snisc T

1i0
: ot at 12.99h. o 1 Tio Stk At $1.0%5 Stk o EVF,

e - rams mmnn
{uninited urtinited unkmired 3
l\‘aid Y- yRj010 vad 215 - e vald 2/16 - 2/22/201L | )

Lucerne Milkk
' Gaton, 2%, 1%, of FatFree,

: ‘ﬁlap'la Flilets
. Farm Raisec. Previotsly
| Froren.

Assorted Pork Loin
Chops

Or Centar Cut Pock Low Chops &
&1 §2.95%, Cone-ln. EV9. :

unlimited
vaho 236 - 222021

iunl}nﬂlcd s
\'J(v"d 6 222700

mﬁmlvzd
{webd 2715 - 312272011 §

| Sweet Red or Green i Broccol Crowns

Jumbo Navel Oranges
| i Seedless Grapes

Less than §2<end hin e
$.089.

unkinited
wald 2/18 - 2122/2011

unlimited
vakd 2% - 2/22/:011

Coca-Cola Fridge Pks | Safeway 100% whole

1. Sweet Blackberries
. or Blueberries 12/12-oz. cans. Sel : Wheat or Crushed
6or ' Var, Plus dep. and ! Wheat Breads
! i fees. PLUS 2 BRET boxes Hahsco

1 220L

\ " Seack Criag 5.5-10m2. S8 var.

T T W — ot i
. DI unlitnited unhmited
SR PR vakd 2716 - 21222011

{vahz 26 - 272372001
Post Fruity Pebbles
1307, Careal.

unlimited
valig 2/16 - 222201

'

: Arrowhead Water
! 24-Pack, 16.9-02 Pus
: dwosnsmqfee:. .

Marie Callender's or

i Healthy Choice Meaks
| B 10 21-02 Selecied Varkedece
: Excudes Pot Pis.

1 i

unhmitad X
L‘:‘-‘ﬂﬂ 2136 - 122011

-

SR
unlmited
vakd 218 - 222/2011

Lay's or Lay's
Kettle Potato Chips
3-ioch. Apoie or Chesty ; 1 3uice | ! 3,512 1303, Sekecr=d
Tty " 59w 6hoe, Chld. Seleted [ Yaneues,

C L Vatier. H

aor IO TR
vrlimited
&\')id 6 - a1

Al American Spht
Pie | Minute Maid Orange

{ Florida's Naturalor |-

unlimited > unhinvited
vald 2015 - 2241041 g AL Tl )uvabd 2/18 - 2212011
IR

S lunliniited
inid 215 - Zf23/021

I  Tide D':tenjent
! 20000, X Liguid or 134- 14601
Powter, Seiected Yor,

: Quitted Northern or

7 12-Pack St Pault
. 1 Angel Soft Bath

Gi, Pyramid or

Primo Island ; [ - Tissue or Viva Paper B
1207, botdes. Sel Var. i Tones, 13Rol Tisaue o 6RO :
Phus dapesitz and fees. b Tomes, Stleciad er. !
[ . ;
[ [ :
{untimited Tunlimited unhmited
|vaba 2735 - 2210 {vald 233 - oy aid 215 - 22202011
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Deal Match Shopping List: /_/

» View by Category

shopping list

» View by Store

Print or E-mail for an easy reminder.

* Print/€-mail Shopping List

-

Relatag Links:

PR Meat and Seafood

Rancher's Reserve Whole Tri Tip Roast Untrimumed. Or Bnlss - Trmad Trl Tip Rstor X 2/15/11 -

Briss T T Stk &t 54,991 S EVP. $3.99%  unlimited Yzat

Q Produce.

- 2/18/11 -

Qementines 5-1b. box $6.25 each 2for$5.00  unlimited P
. ) . 2716/11 -

Lucerne L8-Pack Eygs 2for$7.00  unlimited Y

-
Grocery ' LT

Safeway 100% Whole Whest or Crushed Wheat Breads - 22-0z, $349 each  unfimited ggﬁf "
Starkist Tuna - 5-0z, In Woter Vegetable O $0.79each  unlimited. 3‘5,"%

s

Fig. 79
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Deal Match Printed Shopping List: /( ‘ oo

Ingredients.tor Jife..

Product lame/Description Price/Savings  Type Good Thru

SSeak snd Seaisnd

Rancher's Reserve Whole Tri Tip Roast Untrimmed. Or Bolss -

- 3. ‘rlirat : 2 - h

Tremd Tri Tip Rst or Brlss Tr Tp Stk at $4.931b Stk in EVP. $3.99 [ unlinitted 215/ - 2/22/11
Prodoos

Clementines 5-1b. box $6.25 gach 2fors5.00 unlimited 2{16/11-2{22/11
f’f;”.’}"

Lucerne 18-Pack Eggs 2fors7.60 unlimited 2/15/11- 222711

Eracery

Safeway 100% Whole Wheat or Crushed Wheat Breads - 22-0z. $3.49 each unlimited 2f15/11- 2/22/11

Starkist Toaa - S-0z. In Water fWegeiahle Gil. $0.79 each unlimited 2/15/11-2/22/11

55.7[



No

WO 2011/119974

Start

Is Competitor Price for a
Retail Product Available?

N

Provide Offer to

Product at Competitor
Price

7202
Customer for the Retail /

Purchase Notification
Received?

Does Purchase Notification
Specify the Retail Product?

Provide Offer With
Any Qualifying
Restrictions

END j«

81/87

Customer Selected Offer for
Retail Product?

PCT/US2011/030015

Yes

7210

Redeem Offer
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7300

Welcome to Mobile Retailer Savings
Program!

Please sign in to start viewing your savings!

Login 1D

Password

Not Registered? Click here

These offers are waiting for you!

Offer
Product 1 Price

Offer
Product 2 Price

FIG. 73



WO 2011/119974 PCT/US2011/030015

83/87

7400

Welcome to Mobile Retailer Savings
Program!

You have scanned the following product
for purchase:

7402
Product 1
Price for product 1
Product 1 Price 7404

Would you like to purchase product 1
using the account ending in xxx90217?

Confirm Cancel
7406 7408

FIG. 74
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7500

Welcome to Mobile Retailer Savings
Program!

Thank you for shopping with us! Please
find below your total purchase price:

- 7502
Total Purchase Price

Would you like to pay for your purchase
using the account ending in xxx90217?

Confirm Cancel
7504 7506

FIG. 75



WO 2011/119974 PCT/US2011/030015
85/87

7600 /\

Welcome to Mobile Retailer Savings
Program!

Thank you for visiting us at our San Jose, CA location.
Would you like to check-in?

Check-in Cancel
7602 7604

FIG. 76



WO 2011/119974

7700
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PCT/US2011/030015

Mobile Retailer Savings Program

Thank you for checking in at our San Jose, CA location.
Please find below your shopping list:

Product 1
Product 1 Unlimited thru Aisle 1
Price May 2011
Product 2
One Time,
Prg(:itégt 2 Expires May Aisle 4
1, 2011
Product 3
Unlimited,
Prg?itégt 3 Expires May Aisle 7
1, 2011

FIG. 77
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Mobile Retailer Savings Program

Thank you for checking in at our San Francisco, CA
location. Please find below your shopping list:

Product 1
Product 1 Unlimited thru )
Price May 2011 Aisle 10
Product 2
One Time,
Prg(:il;c;t 2 Expires May Aisle 2
1, 2011
Product 3
Unlimited,
Prgc:iigt 3 Expires May Aisle 5
1, 2011

FIG. 78
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A. CLASSIFICATION OF SUBJECT MATTER
IPC(8) - GO6Q 30/00 (2011.01)
USPC - 705/14.25; 705/14.33; 705/14.13; 705/14.27; 705/14

According to International Patent Classification (IPC) or to both national classification and IPC

B.  FIELDS SEARCHED

Minimum documentation seafched (classification system followed by classification symbols)
705/14.25; 705/14.33; 705/14.13; 705/14.27; 705/14

Documentation searched other than minimum documentation to the extent that such documents are included in the fields searched
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Category* Citation of document, with indication, where appropriate, of the relevant passages Relevant to claim No.
X 1-3, 5-7, 10-11, 13-15, 17
- US 2006/0277103 At (Fujita et al. ) 07 December 2006 (07.12.2006) entire document -19, 22-23, 25-27, 29-31,
Y (especially para [0058],[0072),[0077],[0083],[0090}-{0094],[0097]-{0098],[0102]-{0103),[0148], | 34-35, 37

[0150]-[0151])

4,8-9,12,16,20-21,24,28,
32-33,36, 67-117

X 37-42, 44, 46-52, 54, 56-
- US 2010/0070346 A1 (Davis) 18 March 2010 (18.03.2010) entire document (especially 62, and 64, 66
Y para [0078],{0107],[0112])-{0113],{0123)-{0129]).[0152]-[0154]) !

43, 45, 53, 55, 63, 65

X 118-119, 122-125, 128-
- US 2009/0150218 A1 (Brunner et al. ) 11 June 2009 (11.06.2009) entire document especially 131, 134-135
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120-121, 126-127, 132-
133
Y US 2008/0262925 A1 (Kim et al.) 23 October 2008 (23.10.2008) (para [0150],[064],[0191]) 4,12, 16, 24, 28 and 36
g Further documents are listed in the continuation of Box C. I:]
*  Special categories of cited documents: “T” later document published after the international filing date or priority
“A” document defining the general state of the art which is not considered date and not in conflict with the apﬁliqatlon but cited to understand
to be of particular relevance the principle or theory underlying the invention
“E” earlier application or patent but published on or after the international  «X> document of particular relevance; the claimed invention cannot be
filing date considered novel or cannot be considered to involve an inventive
“L” d_ocgment w}l;ilqhhmtﬁy thrgl\y dqubtz;)n pxt;iority d::lain_)(s)‘ or whicl;‘ is step when the document is taken alone
cited to establish the publication date of another citation or other wyn gocyment of particular relevance; the claimed invention cannot be
special reason (a.s specified) . L considered top involve an inventive step when the document is
“O” document referring to an oral disclosure, use, exhibition or other combined with one or more other such documents, such combination
means being obvious to a person skilled in the art

“P” document published prior to the international filing date but later than « g » :
the priority date claimed '&” document member of the same patent family

Date of the actual completion of the international search Date of mailing of the international search report
11 August 2011 (11.08.2011) 1 9 AUG 20“

Name and mailing address of the ISA/US Authorized officer:

Mail Stop PCT, Attn: ISA/US, Commissioner for Patents Lee W. Young
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INTERNATIONAL SEARCH REPORT International application No.
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Box No. II Observations where certain claims were found unsearchable (Continuation of item 2 of first sheet)

This international search report has not been established in respect of certain claims under Article 17(2)(a) for the following reasons:

1. D Claims Nos.:

because they relate to subject matter not required to be searched by this Authority, namely:

2. D Claims Nos.:

because they relate to parts of the international application that do not comply with the prescribed requirements to such an
extent that no meaningful international search can be carried out, specifically:

3. I:I Claims Nos.:

because they are dependent claims and are not drafted in accordance with the second and third sentences of Rule 6.4(a).

Box No. III  Observations where unity of invention is lacking (Continuation of item 3 of first sheet)

This International Searching Authority found multiple inventions in this international application, as follows:

-See extra sheet-

1. & As all required additional search fees were timely paid by the applicant, this international search report covers all searchable
claims.

2. I:] As all searchable claims could be searched without effort justifying additional fees, this Authority did not invite payment of
additional fees.

3. D As only some of the required additional search fees were timely paid by the applicant, this international search report covers
only those claims for which fees were paid, specifically claims Nos.:

4. D No required additional search fees were timely paid by the applicant. Consequently, this international search report is
restricted to the invention first mentioned in the claims; it is covered by claims Nos.:

Remark on Protest D The additional search fees were accompanied by the applicant’s protest and, where applicable, the
payment of a protest fee.

D The additional search fees were accompanied by the applicant’s protest but the applicable protest
fee was not paid within the time limit specified in the invitation.

& No protest accompanied the payment of additional search fees.
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Continuation of Box lll: Observations where unity of invention is lacking

This application contains the following inventions or groups of inventions which are not so linked as to form a single general inventive
concept under PCT Rule 13.1.

Group 1: claims 1-36 and 97-117, directed to an individualized discount and reward server, a system, and a non-transitory computer
readable medium.

Group 2: claims 37-66, directed to an individualized discount and reward server, a system, and a non-transitory computer readable
medium. .

Group 3: claims 67-81, directed to an individualized discount and reward server, a system, and a non-transitory computer readable
medium.

Group 4: claims 82-96, directed to an individualized discount and reward server, a system, and a non-transitory computer readable
medium.

Group 5: claim 118-135, directed to a mobile device, an individualized discount and reward system, and a non-transitory computer
readable medium.

The inventions listed as Groups 1-5 do not relate to a single general inventive concept under PCT Rule 13.1 because under PCT Rule
13.2 they lack the same or corresponding technical features for the following reasons:

Groups 2-5 do not include the inventive concept of allocating at least one customized offer to the retailer account using at least the
purchase history associated with the customer of Group 1.

Groups 1 and 3-5 do not include the inventive concept of allocating one or more brand switching offers for the selected brand to the at
least one retailer account associated with the customer for the selected brand based on at least the amount the customer spends on the
allocation category and the likelihood of brand switching of Group 2.

Groups 1-2 and 4-5 do not include the inventive concept of determine a second percentage indicating an average percentage of time a
plurality of customers forming a peer group purchases the selected retail product on promotion, the peer group excluding the loyalty
customer of Group 3.

Groups 1-3 and 5 do not include the inventive concept of comparing the amount the loyalty customer spends on the selected retalil
product to the amount each customer in the peer group spends on the selected retail product to form a comparison result of Group 4.

Groups 1-4 do not include the inventive concept of update, upon reception of the customer input indicating selection of the payment
option, the at least one retailer account to indicate a deduction of the displayed purchase price from the at least one payment account of
Group 5.

None of these technical features are common to the other groups, nor do they correspond to a special technical feature in the other
groups. Therefore, unity of invention is lacking.
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