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SYSTEMIS AND METHODS FORTALORING 
MARKETING 

CROSS REFERENCE TO RELATED 
APPLICATIONS 

0001. This application claims priority to, and the benefit 
of, U.S. Provisional Patent Application Ser. No. 61/610,981 
filed on Mar. 14, 2012 and entitled “GENERATING ACUS 
TOMER REVIEW USING CUSTOMIZED TAGS. This 
application further claims priority to, and the benefit of U.S. 
Provisional patent application Ser. No. 61/610,983 filed on 
Mar. 14, 2012 and entitled “TRANSACTION REWARDS 
LIST. This application further claims priority to, and the 
benefit of U.S. Provisional patent application Ser. No. 61/610, 
461 filed on Mar. 13, 2012 and entitled “GENERATING 
MERCHANT RECOMMENDATIONS FOR CONSUM 
ERS. This application further claims priority to, and the 
benefit of U.S. Provisional Patent Application Ser. No. 
61/646,778 filed on May 14, 2012 and entitled “SYSTEMS 
AND METHODS FORTAILORED MARKETING BASED 
ON FILTERING.' All of these applications are incorporated 
by reference herein in their entirety for all purposes. 

BACKGROUND 

0002 1. Field 
0003. The present disclosure generally relates to tailored 
marketing. 
0004 2. Background 
0005. With the proliferation of the Internet, as well as the 
growing popularity of mobile communication devices, mar 
ketplaces in which deals (e.g., offers, recommendations, etc.) 
are exchanged (e.g., purchased, sold, traded, distributed, etc.) 
have grown over time. This “deals marketplace' has grown 
quickly, but has encountered a number of challenges. For 
example, deals are often poorly tailored to consumers (e.g., 
deals are irrelevant or less relevant to consumers), which may 
lead many consumers to opt out of receiving Such deals and/or 
a tendency of consumers to “tune out' orignore deals that are 
received. Similarly, processes associated with redemption 
and/or fulfillment of deals may be cumbersome, which may 
discourage consumers from receiving deals and/or necessi 
tate tedious and/or expensive employee deal redemption 
training programs. In addition, merchants often find it diffi 
cult to accurately assess the return on investment (or ROI) 
associated with deals they have paid to have delivered to 
consumers. It would therefore be advantageous to have a 
system in which one or more merchants are able to accurately 
tailor relevant deals to one or more consumers. Likewise, it 
would be advantageous to have a system in which deal 
redemption and/or fulfillment are accomplished quickly and 
easily, and in which ROI may be measured. 

SUMMARY 

0006. The present disclosure includes systems, methods, 
and/or articles of manufacture for tai marketing. In various 
embodiments, a method may comprise determining, based on 
a collaborative filtering algorithm, a consumer relevance 
value associated with a merchant and transmitting, based on 
the consumer relevance value, an offer associated with the 
merchant to a Social media channel. In various embodiments, 
a collaborative filtering algorithm may receive, as an input, 
one or more of a transaction history associated with the 
consumer, a demographic of the consumer, a consumer pro 

Sep. 19, 2013 

file, a type of transaction account, a transaction account asso 
ciated with the consumer, a period of time that the consumer 
has held a transaction account, a size of wallet, and a share of 
wallet, social data, time and/or date information, consumer 
feedback, merchant characteristics, and/or the like. A method 
may further comprise, in various embodiments, generating a 
ranked list of items based upon a plurality of consumer rel 
evance values, transmitting the ranked list of offers to a con 
Sumer, and/or re-ranking the ranked list. Further, in various 
embodiments, a method may comprise receiving, from a mer 
chant, a selection of a social media channel through which 
information associated with an item should be delivered, 
and/or re-ranking an item in response to: a holiday, consumer 
feedback, and/or the like. 
0007. In various embodiments, a method may comprise, 
determining a consumer relevance value associated with a 
restaurant based upon a plurality of item to item similarity 
values, and transmitting, based on the consumer relevance 
value, a restaurant identifier to the consumer. 
0008. In various embodiments, a method may comprise 
counting a number of transactions with a merchant during a 
time period, determining an average transaction count based 
on the counting, determining a maximum transaction count of 
the merchant during the time period, and determining a nor 
malized popularity score based upon the average transaction 
count and the maximum transaction count. 

0009. In various embodiments, a method may comprise 
determining a consumer preference, and transmitting infor 
mation associated with an item to a web client associated with 
a COSU. 

0010. In various embodiments, a method may comprise 
receiving a rating associated with an item, transmitting a 
plurality of word tags based on the rating, and receiving a 
selection of one of the plurality of word tags. 
0011. In various embodiments, a method may comprise 
determining a gratuity amount associated with a transaction, 
and determining a quality of service associated with a mer 
chant associated with the transaction based upon the gratuity 
amount. 

0012. In various embodiments, a method may comprise 
calculating based on a first data set comprising a plurality of 
transactions associated with a merchant, a mean record of 
charge (ROC) amount and a standard deviation ROC amount 
associated with the merchant, and determining a relative con 
Sumer cost based on the mean ROC amount and the standard 
deviation ROC amount. 

0013. In various embodiments, a method may comprise 
determining a plurality of percentages of ROCs, wherein each 
of the plurality of percentages is associated with a range of 
ROC amounts, and determining an estimated price perperson 
based upon a first maximum in the percentages of the ROCs. 
0014. In various embodiments, a method may comprise 
comparing a number of days between a ROC associated with 
a merchantanda current date to a number of consecutive days 
during which the merchant was not associated with a ROC, 
and flagging the merchant with a status of inactive based upon 
the comparing. 
0015. In various embodiments, a method may comprise 
offering a reward to a consumer on a condition that the con 
Sumer check in with a merchant, and checking in the con 
Sumer in response to a transaction with the merchant. 
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BRIEF DESCRIPTION OF THE DRAWINGS 

0016. The features and advantages of the present disclo 
sure will become more apparent from the detailed description 
set forth below when taken in conjunction with the drawings. 
The left-most digit of a reference number identifies the draw 
ing in which the reference number first appears. 
0017 FIG. 1 shows an exemplary system diagram, in 
accordance with various embodiments. 
0018 FIG. 2 shows a flowchart depicting an exemplary 
process for tailoring a relevant item to a consumer, in accor 
dance with various embodiments. 
0019 FIG. 3 shows a flowchart depicting an exemplary 
process for generating a consumer relevance value, in accor 
dance with various embodiments. 
0020 FIG. 4A shows an exemplary item matrix, in accor 
dance with various embodiments. 
0021 FIG. 4B shows an exemplary item to item similarity 
matrix, in accordance with various embodiments. 
0022 FIG. 5A shows an exemplary item to item similarity 
matrix used as part of a computation, in accordance with 
various embodiments. 
0023 FIG. 5B shows an exemplary item matrix used as 
part of a computation, in accordance with various embodi 
mentS. 

0024 FIG.5C shows an exemplary CRV matrix, in accor 
dance with various embodiments. 
0025 FIG. 6 shows an exemplary item to item similarity 
matrix including demographic information, in accordance 
with various embodiments. 
0026 FIG. 7 shows a flowchart depicting an exemplary 
process for adjusting a merchant goal based upon a consumer 
location, in accordance with various embodiments. 
0027 FIG. 8A shows a screenshot depicting an interface 
wherein a merchant may select a tailoring option, in accor 
dance with various embodiments. 
0028 FIG. 8B shows a screenshot depicting an interface 
wherein a merchant may build an offer, in accordance with 
various embodiments. 
0029 FIG. 8C shows a screenshot depicting an interface 
wherein a merchant may select one or more social media 
channels to feature an offer, in accordance with various 
embodiments. 
0030 FIG. 9 shows a screenshot depicting an interface 
whereina merchant may review a marketing campaign report, 
in accordance with various embodiments. 
0031 FIG. 10A shows a screenshot depicting an interface 
wherein a consumer may review one or more offers, in accor 
dance with various embodiments. 
0032 FIG. 10B shows a screenshot depicting an interface 
wherein a consumer may review details associated with one 
or more offers, in accordance with various embodiments. 
0033 FIG. 10C shows a screenshot depicting an interface 
wherein a consumer may add one or more offers to a trans 
action account, in accordance with various embodiments. 
0034 FIG. 10D shows a screenshot depicting an interface 
wherein a consumer may review offers and filter based upon 
one or more filtering criteria, in accordance with various 
embodiments. 

0035 FIG. 10E shows a screenshot depicting an interface 
wherein a consumer may review the locations associated with 
one or more offers via a map, in accordance with various 
embodiments. 
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0036 FIG. 11 shows a flowchart depicting an exemplary 
process for adjusting tailoring based upon one or more mer 
chant goals, in accordance with various embodiments. 
0037 FIG. 12 shows exemplary item matrices associated 
with a restaurant consumer, in accordance with various 
embodiments. 
0038 FIG. 13 shows exemplary item to item similarity 
matrices associated with a plurality of restaurants, in accor 
dance with various embodiments. 
0039 FIG. 14 shows an exemplary item matrix and an 
exemplary item to item similarity matrix, in accordance with 
various embodiments. 
0040 FIG. 15 shows an exemplary CRV matrix and an 
exemplary total CRV matrix, in accordance with various 
embodiments. 
0041 FIG. 16 shows an exemplary ranked list of restau 
rants, in accordance with various embodiments. 
0042 FIG. 17 shows an exemplary ranked list of restau 
rants including reason codes and an exemplary CRV matrix, 
in accordance with various embodiments. 
0043 FIG. 18 shows an exemplary ranked list of restau 
rants including sample messages, in accordance with various 
embodiments. 
0044 FIG. 19 shows exemplary lists of previously visited 
restaurants, ranked restaurants, restaurants ranked by popu 
larity, and a final list, in accordance with various embodi 
mentS. 

0045 FIG. 20 shows a flowchart depicting an exemplary 
process for generating a normalized popularity Score, in 
accordance with various embodiments. 
0046 FIG. 20 shows a screenshot depicting an interface 
wherein a consumer may review a recommended restaurant, 
in accordance with various embodiments. 
0047 FIG. 21 shows an exemplary table including a plu 
rality of transaction histories, in accordance with various 
embodiments. 
0048 FIG.22 shows an exemplary table depicting an aver 
age transaction count associated with a period of time, in 
accordance with various embodiments. 
0049 FIG.23 shows an exemplary table depicting a maxi 
mum transaction count associated with a period of time, in 
accordance with various embodiments. 
0050 FIG.24A shows a screenshot depicting an interface 
wherein a consumer may receive a ranked restaurant, in 
accordance with various embodiments. 
0051 FIG.24B shows a screenshot depicting an interface 
wherein a consumer may review a ranked restaurant, inaccor 
dance with various embodiments. 
0.052 FIG.24C shows a screenshot depicting an interface 
wherein a consumer may review a list of ranked restaurants, 
in accordance with various embodiments. 
0053 FIG. 25 shows a screenshot depicting an interface 
wherein a consumer may rate a merchant, in accordance with 
various embodiments. 
0054 FIG. 26 shows a screenshot depicting an interface 
wherein a consumer has rated a merchant, in accordance with 
various embodiments. 
0055 FIG. 27 shows a screenshot depicting an interface 
wherein a consumer may select a word tag associated with a 
merchant, in accordance with various embodiments. 
0056 FIG. 28 shows a screenshot depicting an interface 
wherein a consumer has selected a word tag associated with a 
merchant, in accordance with various embodiments. 
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0057 FIG. 29 shows a screenshot depicting an interface 
wherein a consumer has selected a word tag associated with a 
merchant, in accordance with various embodiments. 
0058 FIG. 30 shows a screenshot depicting an interface 
wherein a consumer has selected a word tag and a rating 
associated with a restaurant, in accordance with various 
embodiments. 
0059 FIG. 31 shows a screenshot depicting an interface 
wherein a consumer may entera description of a merchant, in 
accordance with various embodiments. 
0060 FIG. 32 shows a screenshot depicting an interface 
wherein a consumer is entering a description of a restaurant, 
in accordance with various embodiments. 
0061 FIG. 33 shows a screenshot depicting an interface 
wherein a consumer has entered a rating, a word tag, and a 
description of a restaurant, in accordance with various 
embodiments. 
0062 FIG. 34 shows a screenshot depicting an interface 
wherein a consumer may review a restaurant, in accordance 
with various embodiments. 
0063 FIG. 35 shows a flowchart, depicting an exemplary 
process for determining a service sentiment, in accordance 
with various embodiments. 
0064 FIG. 36 shows a flowchart depicting an exemplary 
process for determining a relative consumer cost, in accor 
dance with various embodiments. 
0065 FIG. 37 shows an exemplary table including a plu 

rality of transactions associated with a merchant, in accor 
dance with various embodiments. 
0066 FIG.38 shows an exemplary table including a mean 
ROC amount and a standard deviation ROC amount for a 
plurality of merchants, in accordance with various embodi 
mentS. 

0067 FIG. 39 shows an exemplary table in which a mer 
chant associated with fewer thana threshold number of ROCs 
is eliminated, in accordance with various embodiments. 
0068 FIG. 40 shows an exemplary table in which a mer 
chant location associated with a lesser number of ROCs is 
eliminated, in accordance with various embodiments. 
0069 FIG. 41 shows an exemplary table in which a plu 

rality of ROC cutoff points are calculated, in accordance with 
various embodiments, in accordance with various embodi 
mentS. 

0070 FIG. 42 shows an exemplary table in which a ROC 
is eliminated based upon a ROC cutoff point, in accordance 
with various embodiments. 
0071 FIG. 43 shows an exemplary table in which a mean 
ROC amount and standard deviation ROC amount are recal 
culated, in accordance with various embodiments. 
0072 FIG. 44 shows an exemplary table including a plu 

rality of consumer sizes of wallet and an exemplary table 
including a plurality of average consumer sizes of wallet, in 
accordance with various embodiments. 
0073 FIG. 45 shows an exemplary table including a mean 
ROC amount, a total spend, a standard deviation ROC 
amount, and a consumer size of wallet, in accordance with 
various embodiments. 
0074 FIG. 46 shows a flowchart depicting an exemplary 
process for determining a relative consumer cost, in accor 
dance with various embodiments. 
0075 FIG. 47 shows an exemplary table including a plu 

rality of ROCs associated with a plurality of merchants, in 
accordance with various embodiments. 
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0076 FIG. 48 shows an exemplary table organizing a plu 
rality of ROCs by merchant and ROC date, in accordance with 
various embodiments. 
(0077 FIG. 49 shows an exemplary cross-reference table 
associating a meal type with a transaction time and a probable 
dining time as well as an exemplary table associating a ROC 
with a meal type, in accordance with various embodiments. 
0078 FIG. 50 shows an exemplary table including aggre 
gated meal type information associated with a merchant, in 
accordance with various embodiments. 
007.9 FIG. 51 shows an exemplary table including a per 
centage of ROCs corresponding to a range of ROC amounts, 
in accordance with various embodiments. 
0080 FIG. 52 shows a table including a total number of 
ROCs organized by meal type per merchant as well as a chart 
showing a price distribution associated with a meal type, in 
accordance with various embodiments. 
I0081 FIG. 53 shows a flowchart depicting a process for 
determining a merchant status, in accordance with various 
embodiments. 
I0082 FIG. 54 shows a screenshot depicting an interface 
wherein a consumer may review a list of merchants associ 
ated with a reward, in accordance with various embodiments. 
I0083 FIG. 55 shows a screenshot depicting an interface 
wherein a consumer may review a list of merchants with 
which the consumer has checked in, in accordance with vari 
ous embodiments. 
I0084 FIG. 56 shows a screenshot depicting an interface 
wherein a consumer may review a variety of lists, in accor 
dance with various embodiments. 
I0085 FIG. 57 shows a screenshot depicting an interface 
wherein a consumer may review a plurality of merchants with 
which the consumer has dined, in accordance with various 
embodiments. 
I0086 FIG. 58 shows a screenshot depicting an interface 
whereina consumer may review a plurality of completed lists, 
in accordance with various embodiments. 
I0087 FIG. 59 shows a screenshot depicting an interface 
wherein a consumer may review a plurality of tailored lists, in 
accordance with various embodiments. 

DETAILED DESCRIPTION 

I0088. The present disclosure generally relates to filtering, 
and more particularly, to tailored marketing to consumers 
based on filtering. The detailed description of various 
embodiments herein makes reference to the accompanying 
drawings, which show the exemplary embodiments by way of 
illustration. While these exemplary embodiments are 
described in sufficient detail to enable those skilled in the art 
to practice the disclosure, it should be understood that other 
embodiments may be realized and that logical and mechani 
cal Changes may be made without departing from the spirit 
and scope of the disclosure. Thus, the detailed description 
herein is presented for purposes of illustration only and not of 
limitation. For example, the steps recited in any of the method 
or process descriptions may be executed in any order and are 
not limited to the order presented. Moreover, any of the func 
tions or steps may be outsourced to or performed by one or 
more third parties. Furthermore, any reference to singular 
includes plural embodiments, and any reference to more than 
one component may include a singular embodiment. 
I0089. The phrases consumer, customer, user, account 
holder, account affiliate, cardmember or the like may be used 
interchangeably and shall include any person, group, entity, 
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business, organization, business, Software, hardware, 
machine and/or combination of these, and may, in various 
embodiments, be associated with a transaction account, buy 
merchant offerings offered by one or more merchants using 
the account and/or be legally designated for performing trans 
actions on the account, regardless of whether a physical card 
is associated with the account. For example, a consumer or 
account affiliate may include a transaction account owner, a 
transaction account user, an account affiliate, a child account 
user, a Subsidiary account user, a beneficiary of an account, a 
custodian of an account, and/or any other person or entity 
affiliated or associated with a transaction account. 

0090 Abank may be part of the systems described herein, 
and the bank may, in various embodiments, represent other 
types of card issuing institutions, such as credit card compa 
nies, card sponsoring companies, or third party issuers under 
contract with financial institutions. It is further noted that 
other participants may be involved in some phases of a trans 
action, such as an intermediary settlement institution. 
0.091 Phrases and terms similar to “business.” “mer 
chant,” “service establishment,” or “SE may be used inter 
changeably with each other and shall mean any person, entity, 
distributor system, software and/or hardware that is a pro 
vider, broker and/or any other entity in the distribution chain 
of goods or services. For example, a merchant may be a 
grocery store, a retail store, a restaurant, a travel agency, a 
service provider, an on-line merchant and/or the like. In vari 
ous embodiments, a merchant may request payment for goods 
and/or services sold to a customer or consumer who holds an 
account with a transaction account issuer. 

0092. Terms such as “transmit,” “communicate” and/or 
"deliver may include sending electronic data from one sys 
tem component to another over a network connection. Addi 
tionally, as used herein, "data” may include information Such 
as commands, queries, files, data for storage, and/or the like in 
digital or any other form. 
0093. A “transaction' may include one or more approved 
authorizations. Moreover, the phrase “transaction data” may 
comprise data associated with one or more transactions. In 
various embodiments, an authorization may be approved by a 
payment processorin response to a transaction request, which 
may be initiated by a consumer and/or a merchant. 
0094 Phrases and terms similar to “item” may include any 
good, service, information, experience, data, content, access, 
rental, lease, contribution, account, credit, debit, benefit, 
right, reward, points, coupons, credits, monetary equivalent, 
anything of value, something of minimal or no value, mon 
etary value, offer, merchant, type of merchant, demographic 
data, preference data, consumer profile data, consumer pro 
file, type of transaction account, transaction account, period 
of time (e.g., a period of time a consumer has been a customer 
ofa transaction account issuer), size of wallet, share of wallet, 
information, and/or the like. Further, in various embodi 
ments, an item may comprise an input to and/or an output of 
a collaborative filtering or recommendation algorithm. 
0095. An "offer may comprise any data and/or informa 

tion. An offer may comprise one or more items. In addition, an 
offer may comprise data associated with one or more items. 
An offer may further comprise one or more characteristics or 
metadata. The characteristics or metadata associated with an 
offer may describe one or more attributes associated with the 
offer. Further, in various embodiments, an offer may com 
prise an offer to purchase good or service offered for sale by 
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a merchantor SE. Similarly, in various embodiments, an offer 
may be associated with a merchant or SE. 
(0096. A “record of charge” or “ROC may comprise a 
record of a transaction or charge by a consumer with a par 
ticular merchant. In various embodiments, a ROC may cor 
respond to an individual transaction. Further, in various 
embodiments, a ROC may comprise a cumulative value, 
which may indicate a number of total transactions (e.g., pur 
chases) a consumer has made with a particular merchant. 
Further still, in various embodiments, a ROC may simply 
comprise an indication that a consumer has conducted at least 
one transaction with a merchant (e.g., within a particular time 
period). For instance, where a consumer's transaction history 
shows that the consumer has made at least one purchase from 
a merchant (e.g., within 12 months), a ROC may simply 
comprise a binary value, such as a “1” or a “yes.” Conversely, 
where a consumer's transaction history indicates that a con 
Sumer has not made a purchase from a merchant, a ROC may 
simply comprise a value such as a “0” or a 'no'. Various 
embodiments may be described with respect to purchases; 
however, the system contemplates any transaction in associa 
tion with the system. 
0097. A “channel’ may include any system or method for 
delivering content and/or the content itself. The content may 
be presented in any form or medium, and in various embodi 
ments, the content may be delivered electronically and/or 
capable of being presented electronically. For example, a 
channel may comprise a website, a uniform resource locator 
(“URL'), a document (e.g., a Microsoft Word document, a 
Microsoft Excel document, an Adobe pdf document, etc.), an 
“ebook, an “emagazine an application or micro-applica 
tion (as described herein), a text message, an email, and/or the 
like. In various embodiments, a channel may be hosted or 
provided by a data partner. Further, in various embodiments, 
a channel may comprise a social media channel. Such as 
FACEBOOK, FOURSQUARE, TWITTER, and/or the like. 
(0098. A “consumer profile' or “consumer profile data” 
may comprise any information or data about a consumer that 
describes an attribute associated with the consumer (e.g., 
preference, an interest, demographic information, personally 
identifying information, and/or the like). In various embodi 
ments, a consumer profile may be based upon a variety of 
data. For example, a consumer profile may be based upon data 
that is received, culled, collected, and/or derived from a vari 
ety of sources. Such as a consumer's transaction history, data 
associated with or available via a consumer's Social network 
ing profile (e.g., a consumer's FACEBOOK profile), data 
associated with a customer's physical location, and/or other 
publicly and/or privately available sources of information 
about a consumer. In various embodiments, a consumer pro 
file may not be based upon such data, unless a consumer opts 
in or requests that such data be used. 
0099 Further, in various embodiments, a consumer profile 
may be based upon data contributed by a consumer, a mer 
chant, a third party, and/or an SE (as described herein). Such 
data may comprise, for example, a consumer's personal infor 
mation, e.g., demographic information, a consumer's date of 
birth, a consumer's residence information, an address of the 
consumer's work, a specific preference associated with the 
consumer (e.g., a preference for a certain type of vacation, 
Such as a preference fir a tropical vacation), a website in 
which the consumer is interested, and/or the like. Further, a 
consumer may contribute data towards a consumer profile by 
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way of a form and/or questionnaire, Such as, for example, a 
web-based form or questionnaire. 
0100. With further regard to the types of data which may 
be contributed to a consumer profile, in general, any informa 
tion that a consumer would like to serve as a basis for a 
consumer profile may be contributed. For instance, a con 
Sumer profile may comprise location data (e.g., data associ 
ated with a global positioning system, a home address, a work 
address, family location data, data about a consumer's most 
shopped or favorite shopping locations, data about a consum 
er's most visited or favorite places), data associated with a 
consumer's favorite websites, digital destinations, or maga 
Zines (e.g., blogs, news websites, shopping websites, research 
websites, financial websites, etc.), personal data (e.g., email 
addresses, physical addresses, phone numbers, age informa 
tion, income information, expenses information, etc.), data 
associated with a consumer's status or mode of travel (e.g., 
vacation data, business data, personal data, airline data, lodg 
ing data, etc.), data associated with a consumer's favorite 
items (e.g., food, restaurants, groceries, electronics, music, 
gaming, clothing types, hobbies, fitness, etc.), and/or the like. 
0101. In addition, in various embodiments, a consumer 
profile may include online tracking cookie data, web beacon 
data, web tracking data, web packet trace data, digital finger 
print data, clickstream data, purchase or transaction history 
data, data entered by a consumer in a web based form, data 
purchased by a merchant about a consumer, Social network 
ing data, banking and/or credit card data, Stock keeping unit 
(“SKU”) data, transactional and/or budget data, coupon data, 
retail data (e.g., items purchased, wish lists, etc.), data from 
third party personal data aggregators, search engine data, 
and/or any other data which the merchant may have in its 
possession or to which the merchant may gain access. 
0102. In various embodiments, a consumer may specify 
that a consumer profile may be based upon certain data, but 
that the profile should not be based upon other data. For 
example, a consumer may specify that the consumer's profile 
may be based upon data associated with the consumer's trans 
action history, but may not be based upon data culled from the 
consumer's Social networking profile. 
0103 Phrases and terms similar to “account,” “transaction 
account,” “account,” “account number,” “account code, and/ 
or “consumer account” may include any account that may be 
used to facilitate a transaction (e.g., financial transaction). 
These accounts may include any device, code (e.g., one or 
more of an authorization/access code, personal identification 
number (“PIN), Internet code, other identification code, and/ 
or the like), number, letter, symbol, digital certificate, Smart 
chip, digital signal, analog signal, biometric or other identi 
fier/indicia suitably configured to allow the consumer to 
access, interact with or communicate with the system. The 
account number may optionally be located on or associated 
with a rewards account, charge account, credit account, debit 
account, prepaid account, telephone card, embossed card, 
Smart card, magnetic stripe card, bar code card, transponder, 
radio frequency card and/or an associated account. 
0104 Further, the phrase “size of wallet” may refer to a 
consumer's or business total aggregate spending. Likewise, 
as used herein, the phrase “share of wallet” may represent 
how a customeruses different payment instruments. A size of 
wallet and a share of wallet may, for example, be determined 
as described in U.S. patent application Ser. No. 10/978.298 
filed, Oct. 29, 2004, and entitled Method and Apparatus for 
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Estimating the Spend Capacity of Consumers, which is incor 
porated herein by reference in its entirety for all purposes. 
0105. In general, although embodiments are described 
with additional detail herein, an item may be tailored to a 
consumer based upon a collaborative filtering algorithm. In 
various embodiments, a collaborative filtering algorithm may 
identify items that are relevant to one or more consumers. For 
example, a collaborative filtering algorithm may assign a 
score to one or more items, where the score may be based on 
information such as a consumer profile, a transaction history 
associated with a consumer, social data (e.g., data associated 
with a social media channel, such as FOURSQUARE, FACE 
BOOK, TWITTER, and/or the like), demographic data, 
clickstream data, consumer feedback data, and/or the like. 
Thus, a score may identify relevant items based upon a variety 
of information associated with a consumer. 

0106 Moreover, in various embodiments, an item may be 
tailored to a consumer based on a merchant's needs (e.g., that 
the merchant is interested in rewarding existing loyal custom 
ers and/or that the merchant would like to acquire new cus 
tomers). Further still, in various embodiments, an item may 
be tailored to a particular consumer based upon a business 
Such as, for example, that it is a holiday, that it is a particular 
time of day, that the consumer is traveling, that the item is 
associated with a merchant who is some distance away and/or 
near to from the consumer's location, that the consumer has 
indicated a preference not to receive the item (e.g., the con 
Sumer has given the item a “thumbs down”), and/or the like. 
0107. In operation, social data may be used to determine 
how an item is displayed to a consumer or to modify a pre 
determined ranking. For example, an offer presented through 
FACEBOOK may comprise or be associated with criteria 
(e.g., keywords, metadata, and/or the like). Social data from 
FACEBOOK may be captured and compared to the criteria. 
Where there is a match or association between the criteria and 
the Social data, the offer may be ranked higher, associated 
with a higher rank (e.g., higher number) or displayed more 
prominently based on the match or association. Business 
rules may be employed to define how a match or association 
is determined. The business rules may include that the social 
data partially match or associate with the criteria. The busi 
ness rules may include that the Social data exactly match or 
associate with the criteria. An exact match or association may 
be used to adjust the ranking of an offer (where the offer was 
previously ranked based on other data associated with the 
customer) to ensure that the Social data adjusts the ranking in 
a manner that is relevant and desirable for the customer. 
0.108 For example, company A may have a FACEBOOK 
page that a customer can “like. Another party may also have 
a FACEBOOK page that is critical of company A that a 
customer can “like.” If the customer “likes' company As 
FACEBOOK page, that social data may be used to promote or 
adjust the rankings of an offer from company Abased on the 
direct match. However, if the customer “likes' the FACE 
BOOK page that is critical of company A, the Social data may 
be ignored with respect to the ranking of an offer from com 
pany A or may be used to lower the ranking of the offer from 
company A. 
0109 Rankings of offers may also be adjusted based on 
other types of social data such as customer broadcasts. For 
example, a customer using TWITTER may broadcast tweets 
comprisinghashtags and/or any otheridentifiers or keywords. 
The hashtag, identifier, and/or keyword data may be captured 
(e.g., via an API interfacing with Twitter, or being on a Twitter 
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distribution list) and used to adjust offers associated with the 
hashtag, identifier, and/or keyword. The hashtag, identifier, 
and/or keyword data may be compared to criteria associated 
with the offer. The hashtag, identifier, and/or keyword data 
may also be evaluated to identify a customer's interests, hob 
bies, and/or preferences. This knowledge of the customer 
may affect the ranking of particular offers associated with any 
interest, hobby, or preference (e.g., if an of Ter is relevant to 
a particular customer, the ranking of the offer may be 
increased). 
0110. Accordingly, and with reference to FIG. 1, an exem 
plary recommender system 100 for tailoring and/or recom 
mending an item (e.g., an offer, a merchant, a restaurant, etc.) 
to a consumer is disclosed. In various embodiments, system 
100 may comprise an item database 102, an item eligibility 
system 104, a scoring system 106, a real time system 108, a 
network 110, a web client 112, a fulfillment system 114, 
and/or a merchant reporting system 116. 
0111. An item database 102 may comprise hardware and/ 
or Software capable of storing data. For example, an item 
database 102 may comprise a server appliance running a 
suitable server operating system (e.g., MICROSOFT INTER 
NET INFORMATION SERVICES or, “IIS) and having 
database software (e.g., ORACLE) installed thereon. In vari 
ous embodiments, an item database 102 may store one or 
more items, such as one or more offers, associated, for 
example, with one or more merchants. An item database 102 
may also store information associated with one or more items, 
Such as information associated with one or more offers, one or 
more merchants, one or more recommendations and/or the 
like. 
0112 An item eligibility system 104 may comprise hard 
ware and/or software capable of determining whether a con 
Sumer is eligible to receive an item and/or information related 
to an item (e.g., an offer, information associated with a mer 
chant). For example, in various embodiments, an item eligi 
bility system 104 may determine that a consumer is ineligible 
to receive an offer based upon a partnership and/or an affili 
ation associated with a transaction account of the consumer 
(e.g., an AMERICAN EXPRESS Airline A customer may be 
ineligible to receive an offer on an airline that is not Airline 
A). 
0113. A scoring system 106 may comprise hardware and/ 
or Software capable of scoring an item. For example, in vari 
ous embodiments (as described herein), a scoring system 106 
may analyze a variety of consumer information to score an 
item, such as an offer and/or a merchant. Moreover, in various 
embodiments a scoring system 106 may comprise a variety of 
"closed loop' or internal data associated with a consumer 
(e.g., as described herein). 
0114. A real time system 108 may comprise hardware 
and/or Software capable of adjusting the relevance of an item 
(e.g., a scored offer and/or merchant) based upon a variety of 
criteria, Such as one or more merchant criteria, one or more 
business rules, and/or the like. For example, as described 
herein, a real time system 108 may adjust the relevance of an 
offer based upon a merchant interest in acquiring new cus 
tomers, a merchant interest in rewarding loyal customers, a 
holiday, a particular time of day, that the consumer is travel 
ing, that the offer is associated with a merchant who is some 
distance away from and/or near to the consumer's location, 
that the consumer has indicated a preference not to receive an 
offer (e.g., the consumer has given the offer a “thumbs 
down”), and/or the like. 
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0.115. A network 110 may include any electronic commu 
nications system or method which incorporates hardware 
and/or software components (e.g. a "cloud' or "cloud com 
puting system, as described herein). Communication among 
parties via network 110 may be accomplished through any 
Suitable communication channels, such as, for example, a 
telephone network, an extranet, an intranet, Internet, point of 
interaction device (point of sale device, electronic device 
(e.g., IPHONE, PALM PILOT, BLACKBERRY cellular 
phone, tablet computer, kiosk, etc.), online communications, 
satellite communications, off-line communications, wireless 
communications, transponder communications, local area 
network (LAN), wide area network (WAN), virtual private 
network (VPN), networked or linked devices, keyboard, 
mouse and/or any suitable communication or data input 
modality. Moreover, although system 100 is frequently 
described herein as being implemented with TCP/IP commu 
nications protocols, the system may also be implemented 
using IPX, APPLETALK, IP-6, NetBIOS, OSI, any tunneling 
protocol (e.g. IPsec, SSH), or any number of existing or future 
protocols. If network 110 is in the nature of a public network, 
Such as the Internet, it may be advantageous to presume 
network 110 to be insecure and open to eavesdroppers. Spe 
cific information related to the protocols, standards, and 
application software utilized in connection with the Internet 
is generally knownto those skilled in the art and, as Such, need 
not be detailed herein. See, for example, DILIP NAIK, INTERNET 
STANDARDS AND PROTOCOLS (1998); JAVA 2 COMPLETE, various 
authors, (Sybex 1999); DEBORAHRAY ANDERIC RAY, MASTERING 
HTML 4.0 (1997); and LOSHIN, TCP/IP CLEARLY EXPLAINED 
(1997) and DAVID GOURLEY AND BRIAN TOTTY, HTTP. THE 
DEFINITIVE GUIDE (2002), the contents of which are hereby 
incorporated by reference. 
0116. The various system components may be indepen 
dently and separately or collectively suitably coupled to net 
work 110 via data links which include, for example, a con 
nection to an Internet Service Provider (ISP) over the local 
loop as is typically used in connection with standard modem 
communication, cable modem, Dish networks, ISDN, Digital 
Subscriber Line (DSL), or various wireless communication 
methods, see, e.g., GILBERT HELD, UNDERSTANDING DATA CoMMU 
NICATIONS (1996), which is hereby incorporated by reference. 
It is noted that network 110 may be implemented variously, 
Such as, for example, as an interactive television (ITV) net 
work. Moreover, this disclosure contemplates the use, sale or 
distribution of any goods, services or information over any 
network having similar functionality described herein. 
0117. As used herein, a “cloud or "cloud computing 
may describe a model for enabling convenient, on-demand 
network access to a shared pool of configurable computing 
resources (e.g., networks, servers, storage, applications, and 
services) that can be rapidly provisioned and released with 
minimal management effort or service provider interaction, 
Cloud computing may include location-independent comput 
ing. Whereby shared servers provide resources, software, and 
data to computers and other devices on demand. For more 
information regarding cloud computing, see the NIST's (Na 
tional Institute of Standards and Technology) definition of 
cloud computing at http://csrc.nist.gov/publications/nist 
pubs/800-145/SP800-145.pdf (last visited June 2012), which 
is hereby incorporated by reference in its entirety. 
0118. A web client 112 may include any device (e.g., a 
personal computer, a mobile communications device, and/or 
the like) which communicates via any network, for example 
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such as those discussed herein. A web client 112 may include 
one or more browsers or browser applications and/or appli 
cation programs, including browser applications comprising 
Internet browsing software installed within a computing unit 
or a system to conduct online transactions and/or communi 
cations. For example, in various embodiments, a web client 
112 may include (and run) MICROSOFT INTERNET 
EXPLORER, MOZILLA FIREFOX, GOOGLE CHROME, 
APPLE SAFARI, and/or any software package available for 
browsing the Internet. 
0119) A computing unit or system may take the form of a 
computer or set of computers, although other types of com 
puting units or systems may be used, including tablets, lap 
tops, notebooks, handheld computers, personal digital assis 
tants, cellular phones, Smart phones, set-top boxes, 
workstations, computer-servers, main frame computers, 
mini-computers, PC servers, pervasive computers, network 
sets of computers, personal computers, such as IPADs, 
IMACs, and MACBOOKS, kiosks, terminals, point of sale 
(POS) devices and/or terminals, televisions, GPS receivers, 
in-dash vehicle displays, and/or any other device capable of 
receiving data over a network. The computing unit of the web 
client 112 may be further equipped with an Internet browser 
connected to the Internet oran intranet using standard dial-up, 
cable, DSL or any other Internet protocol known in the art, 
Transactions originatingata web client 112 may pass through 
a firewall in order to prevent unauthorized access from users 
of other networks. Further, additional firewalls may be 
deployed between the varying components of system 100 to 
further enhance security. 
0120 In various embodiments, a web client 112 may or 
may not be in direct contact with an application server. For 
example, a web client 112 may access the services of an 
application server through another server and/or hardware 
component, which may have a director indirect connection to 
an Internet server. For example, a web client 112 may com 
municate with an application server via a load balancer and/or 
a web server. In various embodiments, access is through a 
network or the Internet through a commercially-available 
web-browser Software package. 
0121. A web client 112 may farther include an operating 
system (e.g., WINDOWS NT/95/98/2000/XP/VISTA/7/8/ 
CE/MOBILE, OS2, UNIX, Linux, SOLARIS, MACOS, 
PALMOS, etc.) as well as various conventional support soft 
ware and drivers typically associated with computers. A web 
client 112 may be in a home or business environment with 
access to a network. A web client 112 may implement Secu 
rity protocols such as Secure Sockets Layer (SSL) and Trans 
port Layer Security (TLS). A web client 112 may further 
implement several application layer protocols including http, 
https, ftp, and Sftp. 
0122) A fulfillment system 114 may comprise any hard 
ware and/or software capable of fulfilling and/or facilitating 
fulfillment. For instance, a fulfillment system 114 may, in 
various embodiments, comprise hardware and/or Software 
capable of fulfilling and/or facilitating fulfillment of an offer. 
In various embodiments, a fulfillment system 114 may com 
prise a system, such as a system described in U.S. patent 
application Ser. No. 1 1/779,734, filed, Jul. 18, 2007, and 
entitled Loyalty Incentive Program. Using Transaction Cards, 
which is incorporated herein by reference in its entirety. In 
addition, in various embodiments, a fulfillment system 114 
may comprise a system, Such as a system described in U.S. 
patent application Ser. No. 12/857,389, filed, Aug. 16, 2010, 
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and entitled System and Method for E-Mail Based Rewards, 
which is incorporated herein by reference in its entirety. In 
various embodiments, a fulfillment system 114 may comprise 
a system, such as a system described in U.S. patent applica 
tion Ser. No. 13/153,890, filed, Jun. 6, 2011, and entitled 
System and Method for Administering Marketing Programs, 
which is incorporated herein by reference in its entirety. In 
various embodiments, a fulfillment system 114 may comprise 
a system, such as a system described in U.S. patent applica 
tion Ser. No. 13/021,327, filed, Feb. 4, 2011, and entitled. 
Systems and Methods for Providing Location Based Coupon 
Less Offers to Registered Card Members, which is incorpo 
rated herein by reference in its entirety. In various embodi 
ments, a fulfillment system 114 may comprise a system, Such 
as a system described in U.S. patent application Ser. No. 
13/153,890, filed, Jun. 6, 2011; and entitled System and 
Method for Administering Marketing Programs, which is 
incorporated herein by reference in its entirety. In various 
embodiments, a fulfillment system 114 may comprise a sys 
tem, such as a system described in U.S. patent application Ser. 
No. 13/188,693, filed, Jul. 22, 2011, and entitled System and 
Method for Coupon-Less Product Level Discounts, which is 
incorporated herein by reference in its entirety. In various 
embodiments, a fulfillment system 114 may comprise a sys 
tem, such as a system described in patent application Ser. No. 
13/411,281, filed, Mar. 2, 2012, and entitled System and 
Method for Providing Coupon-Less Discounts Based on a 
User Broadcasted Message, which is incorporated herein by 
reference in its entirety. In various embodiments, a fulfillment 
system 114 may comprise a system, Such as a system 
described in U.S. patent application Ser. No. 13/439,768, 
filed, Apr. 4, 2012, and entitled System and Method for Pro 
viding International Coupon-Less Discounts, which is incor 
porated herein by reference in its entirety. 
0123. A merchant reporting system 116 may comprise any 
hardware and/or software capable of generating a report and/ 
or providing a report to a merchant. For example, in various 
embodiments, a merchant reporting system 116 may generate 
a report illustrating a ROI received by the merchant as the 
result of a tailored marketing campaign. 
(0.124 Referring broadly now to FIGS. 2-59, the process 
flows, logical representations, and/or screen shots depicted 
are merely embodiments and are not intended to limit the 
Scope of the disclosure. For example, the steps recited in any 
of the method or process descriptions may be executed in any 
order and are not limited to the order presented. It will be 
appreciated that the following description makes appropriate 
references not only to the steps depicted in FIGS. 2-59 but 
also to the various system components and/or logical repre 
sentations as described above with reference to FIG. 1. In 
addition, although FIGS. 2-59 may variously utilize and make 
reference to one or more matrices, tables, and/or the like, it 
will be appreciated that a variety of data structures, data sets, 
and/or the like may be substituted and/or utilized with equal 
application to the process flows, logical representations, and/ 
or screen shots depicted and discussed herein. 
(0.125 With reference to FIG. 2, a process 200 for tailoring 
and/or recommending a relevant item, such as an offer and/or 
merchant, to a consumer is described. In addition to the pro 
cesses described herein, in various embodiments, a process 
for tailoring marketing to a consumer as described in U.S. 
patent application Ser. No. 13/245,636, filed, Sep. 26, 2011, 
and entitled Systems and Methods for Targeting Ad Impres 
sions, which is incorporated herein by reference in its entirety, 
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may be implemented. Similarly, in various embodiments, a 
process for tailoring marketing to a consumeras described in 
U.S. patent application Ser. No. 13/172,676, filed, Jun. 29, 
2011, and entitled Spend Based Digital Ad Targeting and 
Measurement, which is incorporated herein by reference in its 
entirety, may be implemented. Further, in various embodi 
ments, a process may be implemented for tailoring marketing 
to a consumeras described in U.S. patent application Ser. No. 
13/348,432, filed, Jan. 11, 2012, and entitled Systems and 
Methods for Digital Spend Based Targeting and Measure 
ment, which is incorporated herein by reference in its entirety. 
0126 Further still, in various embodiments and in addition 
to the processes described herein, a process for tailoring 
marketing to a consumer may be implemented as described in 
U.S. patent application Ser. No. 1 1/315,262, filed, Dec. 23. 
2005, and entitled Method and Apparatus for Collaborative 
Filtering of Card Member Transactions, which is incorpo 
rated herein by reference in its entirety. In addition, in various 
embodiments a process for tailoring marketing to a consumer 
may be implemented as described in U.S. patent application 
Ser. No. 1 1/500,492, filed, Aug. 8, 2006, and entitled System 
and Method for Predicting Card Member Spending Using 
Collaborative Filtering, which is incorporated herein by ref 
erence in its entirety. 
0127. Further still, in various embodiments and in addition 
to the processes described herein, a process for tailoring 
marketing to a consumer may be implemented as described in 
U.S. Provisional Patent Application Ser. No. 61/610,461, 
filed, Mar. 13, 2012, and entitled Generating Merchant Rec 
ommendations for Consumers, which is incorporated herein 
by reference in its entirety. In addition, in various embodi 
ments a process for tailoring marketing to a consumer may be 
implemented as described in U.S. Provisional patent applica 
tion Ser. No. 61/610,981, filed, Mar. 14, 2012, and entitled 
Generating a Customer Review Using Customized Tags, 
which is incorporated herein by reference in its entirety. 
Moreover, in various embodiments a process for tailoring 
marketing to a consumer may be implemented as described in 
U.S. Provisional Patent Application Ser. No. 61/610,983, 
filed, Mar. 14, 2012, and entitled Transaction Rewards List, 
which is incorporated herein by reference in its entirety. 
0128 Referring broadly to FIG. 2, each of the steps 202 
206 may be performed alone and/or in combination with any 
other step 202-206. Accordingly, as shown, in various 
embodiments, a consumer's eligibility may be assessed (step 
202). As described herein, an item eligibility system 104 may 
assess a consumer's eligibility to receive an item, such as an 
offer and/or information associated with a merchant. Further 
more, a consumer may be ineligible to receive an item for 
many reasons. For example, a consumer may be ineligible to 
receive an item because the consumer holds a transaction 
account (e.g., an AMERICAN EXPRESS Airline Aaccount) 
that is associated with a partner and/or merchant (e.g., Airline 
A) that is unaffiliated with (and/or a competitor of) an item 
associated with another merchant (e.g., Airline B). 
0129. Further, in various embodiments, a consumer rel 
evance value or score may be determined (e.g., by a scoring 
system 106) (step 204). In various embodiments, a consumer 
relevance value (or “CRV) may be determined based on 
content and; oran industry associated with one or more items. 
Similarly, in various embodiments, a consumer relevance 
value may be determined based on a collaborative filtering 
algorithm, as described herein. Further, in various embodi 
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ments, a consumer relevance value may be based on either or 
both of content and/or a collaborative filtering algorithm. 
0.130. Further still, in various embodiments, a consumer 
relevance value associated with an item Such as an over and/or 
merchant may be adjusted and/or determined based on one or 
more merchant goals and/or one or more business rules (e.g., 
by a real time system 108) (step 206). For example, as 
described herein, a consumer relevance value may be 
adjusted based on a merchant goal to acquire only new cus 
tomers, tailor existing customers of the merchant, and/or 
tailor all consumers. In various embodiments, a consumer 
relevance value may be adjusted based on any suitable adjust 
ment parameter including, for example, a holiday, a particular 
time of day, a determination that the consumer is traveling, a 
determination that the item is associated with a merchant who 
is some distance away from and/or near to the consumer's 
location, because the consumer has indicated a preference not 
to receive the item (e.g., the consumer has given the offer a 
“thumbs down”), and/or the like. 
I0131 With reference to FIGS. 3-6, a process 300 and 
screenshots for determining a consumer relevance value of an 
item are described. In various embodiments, a CRV may be 
determined based upon a collaborative filtering algorithm. As 
shown, an “item to item similarity” may be determined (step 
302). In general terms, an item to item similarity may show 
which pairings of items (e.g., merchants, demographics, etc.) 
occur most often or are most strongly correlated. An item to 
item similarity may be determined for many types of items, 
but for purposes of illustration and in various embodiments, 
an item to item similarity between a plurality of merchants 
may be determined by comparing ROCs of a plurality of 
consumers at the plurality of merchants. 
I0132) To illustrate, and with particular attention now to 
FIG. 4A, an “item matrix” (e.g., item matrix 400A) may be 
arranged and/or generated. In various embodiments, an item 
matrix may comprise one or more coefficients (and/or one or 
more rows and/or columns). Each coefficient of an item 
matrix may comprise a record associated with one or more 
items, such as an indication that an item is associated with 
another item (e.g., a consumer with a merchant, a consumer 
and/or merchant with an interest, a consumer with a demo 
graphic, a merchant with a demographic, a consumer with 
another consumer, a consumer's profile with another con 
Sumer's profile, a size or share of wallet with a consumer, an 
age attribute with a consumer, a gender with a consumer, a 
favorite cuisine with a consumer, and/or the like). So, for 
example, in various embodiments, each coefficient may com 
prise a ROC of a consumer with a merchant. As described 
herein, a ROC may comprise an indication or record that a 
consumer has conducted a transaction with a merchant and/or 
a record of a number of transactions a consumer has made 
with a merchant. Where a ROC comprises a record of a 
number of transactions a consumer has made, the ROC may 
be capped or limited to a particular maximum value (e.g., a 
ROC may be limited to a value of “1,” “2, etc.), so that a CRV 
(which is calculated as described herein) is not overly skewed 
or distorted by a large number of ROCs. However, in various 
embodiments, a ROC may not be capped to a maximum 
value. 

0.133 Thus, in various embodiments, each column or row 
of an item matrix may correspond to a merchant and/or a 
consumer. For example, item matrix 400A may include a first 
consumer's ROCs at one or more merchants or SEs (e.g., 
ROCs 402a, 402b, and/or 402c of the consumer Alex at SE1, 
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SE2, and/or SE3), which may be compared to ROCs of one or 
more other consumers at those merchants (e.g., ROCs 404a. 
404b, and/or 404c and/or ROCs 406a, 406b, and/or 406c of 
the consumers Bob and Cam, respectively). In various 
embodiments, an item may comprise any information asso 
ciated with a merchant and/or a consumer, such as, for 
example, one or more merchant characteristics, on or more 
consumer characteristics, one or more consumer profiles and/ 
or information comprising a consumer profile, demographic 
information associated with a consumer and/or a merchant, 
consumer and/or merchant feedback, and the like. 
0134. In various embodiments, coefficients of an item 
matrix may be compared, and a correlation or similarity 
between items, (i.e., “item to item similarity'), may be deter 
mined based upon the comparison. For instance, in various 
embodiments, coefficients of an item matrix may be com 
pared, and an item to item similarity between items may be 
determined based on one or more methods. More particularly, 
in various embodiments, an item to item similarity may be 
determined based on a co-occurrence method, a cosine 
method, and/or the like. Broadly, a co-occurrence method 
may determine, in various embodiments and as described 
herein, how many times one or more items occur together. 
Similarly, a cosine method may be used to determine, in 
various embodiments, a distance between two vectors (e.g., 
where a vector may comprise one or more coefficients in an 
item matrix). 
0135 Where coefficients comprise ROCs, a comparison 
of ROCs (e.g., using a co-occurrence method) of a plurality of 
consumers at one or more merchants (e.g., ROCs 402a, 402b, 
402c, 404a, 404b, 404c. 406a, 406.h, and/or 406c) may show 
that two consumers (e.g., Bob and Cara) have a ROC at both 
SE1 and at SE2. Likewise, the comparison may show that two 
consumers (e.g., Alex and Cara) have a ROC at SF3, but that 
only one of those consumers (e.g., Cara) also has a. ROC at 
SE1. Similarly, the comparison may show that two consumers 
(e.g., Bob and Cara) have a ROC at SE2, while only one of 
those consumers (e.g., Cara) has a ROC at SE3. 
0136. As such, a comparison may show ROCs by more 
than one consumer (e.g., Bob and Cara) at a plurality of 
merchants (e.g., SE1 and SE2), and this may suggest a cor 
relation or similarity (i.e., an item to item similarity) between 
these merchants. In other words, the correlation may show a 
tendency by consumers like Bob and Cara to conduct trans 
actions with these merchants. Similarly, the existence of 
ROCs by a first consumerata first merchant (e.g., Alex at only 
SE3) and ROCs by a second consumer at a plurality of mer 
chants including the first merchant (e.g., Cara at SE1, SE2. 
and SF3) may suggest an item to item similarity between the 
first merchant and the plurality of merchants (e.g., between 
SE3 and SE1 and between SE3 and SE2). 
0.137 Therefore, where an item to item similarity is based 
on ROCs of a first consumer at a first merchant and ROCs by 
a second consumer at a plurality of merchants including the 
first merchant, as described above, the item to item similarity 
between merchants (e.g., between SE3 and SE1 and between 
SE3 and SE2) may not be as pronounced or strong as an item 
to item similarity, for example, between merchants (e.g., SE1 
and SE2) from whom each consumer conducted a transaction. 
In other words, a comparison may suggest a more pro 
nounced, stronger, and/or greater item to item similarity 
between merchants when consumers (e.g., Bob and Cara at 
SE1 and SE2) each shop at the merchants than when consum 
ers shop at Some merchants (e.g., Alex and Cara shop at SE3) 
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but not all merchants (e.g., Alex does not shop at SE1 and 
SE2). Thus, in simple terms, an item to item similarity may 
demonstrate or suggest a sort of "wisdom of the people with 
which a tendency of certain consumers to transact with one 
merchant may suggest an interest by other consumers in that 
merchant and/or in other merchants from whom the consumer 
may transact. 
0.138. In various embodiments, and with attention now to 
FIG. 4B, an item to item similarity may correspond to a 
numerical value (an “item to item similarity value'), and this 
value may be determined based upon a comparison as 
described above (e.g., a comparison of ROCs of one or more 
consumers at a plurality of merchants). In particular, an item 
to item similarity value may be based upon the number of 
consumers two merchants share in common. Moreover, one 
or more item to item similarity values may be arranged in an 
“item to item similarity matrix” (e.g., item to item similarity 
matrix 400B), in which each coefficient corresponds to an 
item to item similarity value, and in which each row and/or 
column may correspond to a particular item or merchant. 
Thus, an item to item similarity value may describe, as dis 
cussed herein, the similarity of one item to another (e.g., 
where greater values correspond to more pronounced or 
stronger item to item similarities between items such as mer 
chants). 
0.139. For instance, an item to item similarity matrix 400B 
may comprise a first item to item similarity value 408 of “2. 
The value 408 may be assigned to SE1 and SF2, because these 
two merchants have two consumers (e.g., Bob and Cara) in 
common. Likewise, an item to item similarity value 410 of 
“1” may be assigned to SE1 and SF3, because, only one of 
these two merchants (e.g., SF3) has ROCs for both consumers 
(e.g., Alex and Cara both shop at SE3, but only Cara shops at 
SE1). And, an item to item similarity value 412 of “1” may be 
similarly assigned to SE2 and SE3, because, as the example 
shows, only one of these two merchants (e.g., SE2) has ROCs 
for both consumers (e.g., Bob and Cara may both shop at SE2, 
but only Cara shops at SE3). Thus, an item to item similarity 
value may, in various embodiments, be based upon a co 
occurrence between items (e.g., the number of consumers 
with co-occurring ROCs at a plurality of merchants). 
0140. In addition, although items may be scored (e.g., 
associated with an item to item similarity value and/or a CRV. 
as described herein) with a collaborative filtering algorithm, 
in various embodiments, an item may be scored based upon 
its content. For example, where a first item comprises an offer 
to eat at a particular type of restaurant (e.g., a Chinese restau 
rant), a second item may be scored based upon its similarity to 
the first item. So, for example, where a consumer's transac 
tion history, consumer profile, Social data, feedback data, 
click-through data, etc. show that the consumer has eaten at 
and/or accepted an offer related to a first type of restaurant, 
offers related to similar restaurants may be tailored to the 
consumer. Further, as described herein, an item may be scored 
based upon a combined collaborative filtering and/or content 
based process, in which case both types of scoring may sim 
ply apply and/or contribute to an items overall or collective 
SCO. 

0.141. With continuing regard to FIG. 3 and with special 
attention now to FIGS.5A through 5C, a CRV may be deter 
mined or calculated (step 304). In various embodiments, a 
CRV may describe a relevance of an item (e.g., a merchant, an 
offer associated with the merchant) to a consumer. In other 
words, a CRV may describe a likelihood or probability that a 
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consumer will be interested in a particular item (e.g., a mer 
chant and/or an offer from a merchant). 
0142. Accordingly, in various embodiments, a CRV may 
be determined based on an item to item similarity and/or an 
item to item similarity value, a consumer transaction history, 
a demographic, a consumer profile, a size of wallet, social 
data, time and/or date information, consumer and/or mer 
chant feedback, and/or the like. For instance, in various 
embodiments, a CRV may be calculated by multiplying an 
item to item similarity value by a consumer transaction his 
tory. More particularly, in various embodiments, a "consumer 
relevance matrix' or “CRV matrix' comprising one or more 
CRVs may be determined or calculated by multiplying an 
item matrix by an item to item similarity matrix. Thus, each 
coefficient of a CRV matrix may comprise a CRV. 
0143. Many additional examples and/or implementations 
are possible. With regard to FIGS.5A, 5B, and 5C, CRVs for 
the consumer Dan to each of the three merchants, SE1, SE2, 
and SE3 may be obtained by multiplying the row vector 
corresponding to Dan in the consumer item matrix 500B to 
each column vector corresponding to the three SEs in the item 
to item similarity matrix 500A. As shown in FIG. 5C, a CRV 
matrix 500C may comprise CRVs for one or more consumers 
to one or more items (e.g., merchants, offers associated with 
one or more merchants, and/or the like). To illustrate, a cal 
culation may be performed for the consumer Dan as follows: 

Dan's CR to SE1:508a 502a+508h 504a 
5088,506 = 1*O-O:20:1=0 

Dan's CR to SE2:508 *SO2-508iSO4 
508,8506b = 1:20:00*1=2 

0144. Accordingly, as shown, the consumer Dan has 
CRVs of “0” to SE1, “2 to SE2, and “1” to SE3. These values 
may indicate, for example, that Dan is most likely to have an 
interest in the merchant SE2 (and/or offers from or recom 
mendations for the merchant SE2), while he is less likely to 
have an interest in the merchant SE3, and least likely to have 
an interest in the merchant SE1. That is, in other words and in 
various embodiments, greater consumer relevance values 
may indicate that a consumeris more likely to have an interest 
in an item, while lesser values may indicate that a consumeris 
less likely to have an interest in an item. 
0145. In various embodiments, a CRV may be determined 
based upon any item (as described herein). For example, a 
CRV may be determined based on a consumer profile, trans 
action data, demographic data, a type of transaction account, 
a transaction account, a period of time a period of time a 
consumer has been a customer of a transaction account 
issuer), a size of wallet, a share of wallet, an output of a 
collaborative filtering algorithm, a preference, and/or the like. 
For instance, a CRV may be determined based on data com 
prising a consumer profile (e.g., demographic data) where, 
for example, a consumer is not associated with a transaction 
history (e.g., the consumer may hold an unused transaction 
account). Moreover, in various embodiments, consumer pro 
file data, demographic data, and/or the like may be used 
(alone and/or in conjunction with a transaction history Such as 
ROC data) to determine a CRV even if a consumer is associ 
ated with a transaction history. 
0146 More particularly, in various embodiments, a CRV 
may be determined based on a consumer profile, demo 
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graphic information, Social data, time and/or date informa 
tion, consumer and/or merchant feedback, and/or the like by 
including the item as part of an item matrix and/or as part of 
an item to item similarity matrix, as described herein. An 
illustrative item to item similarity matrix that includes demo 
graphic information is shown in FIG. 6, and a CRV may be 
calculated, as described herein, by multiplying an item matrix 
including such information by an item to item similarity 
matrix that also includes such information. With regard to an 
item to item similarity matrix that includes demographic (or 
other) information, an item such as a merchant may, in vari 
ous embodiments, be associated with a particular demo 
graphic item based on, for example, a demographic of a 
consumer who may tend to shop with the merchant (e.g., 
consumers inaparticular age range, consumers in a particular 
Zip code, consumers having a particular gender, etc.) Thus, a 
CRV may be determined based upon a variety of items. 
0.147. Further, in various embodiments, matrix coeffi 
cients, item to item similarity values, CRVs, and/or the like, 
may be weighted or adjusted by an adjustment or weighting 
factor. For example, a coefficient (e.g., a coefficient in an item 
to item similarity matrix) may be weighted based upon a 
likelihood that a consumer will perform a desired action, such 
as a likelihood that a consumer will transact with a merchant. 
More particularly, in various embodiments, a coefficient in a 
matrix (e.g., a coefficient in an item to item similarity matrix) 
may be weighted more heavily in response to a determination 
that the coefficient is associated with a greater likelihood that 
a consumer will transact with a merchant. A coefficient may, 
similarly, be weighted less heavily in response to a determi 
nation that the coefficient is associated with a reduced or 
lesser likelihood that a consumer will transact with a mer 
chant. Thus, a coefficient (Such as an item to item similarity 
value and/or a CRV) may be adjusted or weighted based upon 
a likelihood that a consumer will perform a desired action, 
Such as transaction with a merchant, and this adjustment may 
be used to increase or maximize (or attempt to maximize) a 
chance of predicting that a consumer will perform a desired 
action. 

0.148. In various embodiments, a weighting or adjustment 
factor may be calculated based on one or more transaction 
histories. For example, an analysis of the transaction histories 
of a plurality of consumers may suggest that items such as a 
particular size of wallet and/or a particular demographic may 
often co-occur with transactions by consumers with a particu 
lar merchant. Where this is the case, a size of wallet and/or a 
demographic may be weighted more heavily, while other 
items or factors (e.g., ROCs) may be weighted less heavily, 
e.g., because a similarity between ROCs and transactions 
with a particular consumer may be less than a similarity 
between other items (e.g., share of wallet) and transactions 
with the consumer. 

0149. In various embodiments, each coefficient of a CRV 
matrix (e.g., CRV matrix 500C) may be organized or ranked 
(e.g., as part of a ranked list (step 306)) and the ranking and/or 
ranked list may be used to tailor items (e.g., offers, merchants, 
etc.) to consumers (e.g., as part of a merchant marketing 
campaign). For instance, with continued attention to the fore 
going example, each CRV may be ranked from most relevant 
to least relevant and/or highest to lowest. Thus, with continu 
ing reference to the example provided above, a ranking and/or 
list may be generated for the consumer Dan which lists SE2 
first, SE3 second, and SE1 last. In various embodiments, such 
a list may be used to recommend items and/or tailor items to 
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a consumer (e.g., Dan). For example, a consumer may receive 
merchant offers and/or merchant identifiers associated with a 
CRV. Likewise, a consumer may receive a list of merchants 
and/or offers related to each item or merchant in a. CRV 
matrix. A ranked list may be organized according to CRV 
value. For instance, merchants and/or offers associated with 
high CRVs may be displayed at the top of a list, while mer 
chants and/or offers associated with lower CRVs may be 
displayed nearer the bottom of a list. 
0150. With reference to FIG. 11, a process 1100 for adjust 
ing a recommendation of an item, such as an offer, is 
described. As shown, a recommendation may be adjusted 
based upon a merchant goal (step 1102), which a merchant 
may establish as part of a marketing campaign, as described 
herein. For instance, in various embodiments, a ranking of 
CRVs, a list of ranked items, and/or a list of ranked CRVs, as 
discussed above, may be reorganized or re-ranked based upon 
one or more merchant tailoring goals (step 1104). Similarly, 
in various embodiments, an item that might otherwise be 
tailored and/or delivered to a consumer (e.g., based upon a 
ranked list and/or a CRV) may not be tailored and/or delivered 
as a result of process 1100. 
0151. A merchant goal may, in various embodiments, 
comprise an “acquisition goal. a "loyalty goal and/or an 
“unlimited goat' An acquisition goal may comprise a goal to 
acquire new customers. A loyalty goal may comprise a goal to 
reward or encourage additional spending by existing custom 
ers. An unlimited goal may comprise a goal to reach and/or 
tailor marketing to all consumers (e.g., all consumers based 
upon one or more CRVs). 
0152 With reference to FIG.7, an acquisition goal may be 
associated with a process 700 in which the tailoring of one or 
more items may be adjusted according to a merchant goal to 
acquire new customers. As shown, in various embodiments, a 
location of a merchant (or “merchant location’’) may be com 
pared to a location of a consumer for “consumer location') to 
determine whether the consumer may be a candidate for 
acquisition (step 702). A consumer location may comprise, 
for example, a location in which a consumer resides, such as 
a Zip code in which a consumer lives (or "living location') 
and/or one or more locations in which a consumer spends, 
Such as one or more Zip codes in which a consumer spends (or 
“spending location'). A consumer location may also be deter 
mined based on an input from the consumer. For example, the 
consumer may be able to indicate a desired location on a map 
where the customer expects to be at a later time (e.g., through 
a computer interface). In addition, in various embodiments, 
as described herein, a consumer location may comprise a 
real-time physical location of a consumer. Where a consumer 
location comprises a real-time location (or “real-time con 
Sumer location'), the location may be based upon a global 
positioning system signal (“GPS), triangulation or another 
positioning technique that uses a signal output by a consum 
er's web client 112, and/or the like. 
0153. Thus, in various embodiments, if a consumer loca 
tion is within a particular distance of a merchant location 
(e.g., one or two miles), the consumer may be considered a 
candidate for acquisition and a tailored item transmitted to the 
consumer based, for example, upon a ranked list and/or a 
CRV matrix, as described herein (step 704). However, if a 
consumer location is not within a particular distance of a 
merchant location, a consumer may not be considered a can 
didate for acquisition, because, although the consumer may 
be likely to accept the tailored item, the consumer may nev 
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ertheless be unlikely to return to the merchant as an existing 
customer due to the distance between the consumer location 
and the merchant location. 

0154 Continuing, in various embodiments, a loyalty goal 
may be associated with a process in which tailored items are 
delivered to existing consumers, provided, for example, that 
these consumers meet one or more criteria. For example, 
information associated with a tailored item may be delivered 
to an existing customer of a merchant provided the customer 
has purchased from the merchant within a threshold time 
period (e.g., the previous twelve months). 
0.155. In various embodiments, with respect to an unlim 
ited goal. Such a goal may simply indicate that a merchant 
wishes to tailor items to all consumers (e.g., that the merchant 
wishes to tailor items to all consumers based upon a collabo 
rative filtering process, a ranked list, a CRV matrix, etc.). 
Thus, for example, consumers (whether existing customers or 
new customers) may receive information associated with tai 
lored items based upon a CRV matrix, as described herein. 
0156 Invarious embodiments, and with reference now to 
FIGS. 8A, 8B, and 8C, and with particular reference to FIG. 
8A, a merchant may (e.g., via interface 800, such as a web 
based interface displayed by web client 112) select a mer 
chant goal (e.g., an unlimited goal to recommend to all con 
Sumers, an acquisition goal to recommend to new customers, 
and/or a loyalty goal to recommend to existing customers). 
Moreover, with particular reference to FIG. 8B, a merchant 
may, in various embodiments, place a variety of constraints 
on an item. For instance, as shown, a merchant may specify a 
type of item (e.g., an offer to receive a credit on a billing 
statement, and/or the like). Similarly, in various embodi 
ments, a merchant may specify that a particular item should 
be delivered to a consumer provided the consumer meets a 
particular restriction (e.g., that the consumer spends a thresh 
old amount with the merchant, etc.) Further, a merchant may 
limit an item to a particular number or range of consumers 
(e.g., a merchant may limit an offer to 10,000 consumers). 
(O157. In addition, with particular reference to FIG. 8C, a 
merchant may select one or more channels (e.g., one or more 
websites, one or more social networks, and/or the like) that 
should feature an item. For example, in various embodiments, 
a merchant may specify channels associated with entities 
such as AMERICAN EXPRESS, FOURSQUARE, FACE 
BOOK, TWITTER, GOOGLE, and/or the like. Similarly, in 
various embodiments, a merchant may specify channels such 
as an electronic statement associated with a consumer's trans 
action account, an application and/or micro-application asso 
ciated with web client 112, as described herein, and/or the 
like. Additionally, in various embodiments, a consumer may 
be associated with one or more preferred channels (e.g., via a 
consumer profile), and a tailored item may be delivered to the 
consumer via the one or more preferred channels. For 
example, a consumer may register to receive information 
associated with tailored items via one or more preferred 
Channels (e.g., via an AMERICAN EXPRESS channel). 
0158. Further, in various embodiments, an item may be 
distributed or delivered over one or more channels over time. 
For example, in various embodiments, an offer may be dis 
tributed to a first channel or group of channels (e.g., FACE 
BOOK during the morning and evening hours (e.g., based on 
a probability or assumption that a consumeris at home), while 
the same offer may be distributed to a second channel or 
group of channels (e.g., FOURSOUARE during the after 
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noon and/or from 8am to 5 pm, for example (e.g., based on a 
probability or assumption that a consumer is not at home, but 
potentially shopping). 
0159 Further, in various embodiments, a ranking and/or 
ranked list of items and/or CRVs may be transmitted to a 
channel or channel owner for delivery or further transmittal to 
one or more consumers. In various embodiments, a channel or 
channel owner may not be allowed to re-rank a list and/or 
CRVs. However, in various embodiments, a channel or chan 
nel owner may be allowed to re-rank a list and/or CRVs in 
response to certain actions by a consumer (e.g., an explicit 
indication of interest or non-interest by a consumer, such as a 
“like' or “dislike.” a thumbs up or thumbs down, and/or the 
like). Moreover, in various embodiments, an explicit indica 
tion of interest (e.g., a consumer “liking the ACME brand) 
may permit a channel or channel owner to move or re-rankan 
item (e.g., at the top of a ranking and/or ranked list of items). 
0160 A merchant may pay for an item accepted by a 
consumer in a variety of ways. For instance, a merchant may 
pay for an accepted offer in response to the offer being 
redeemed by a consumer and/or a merchant may pay for an 
offer or group of offers at a time the merchant selects or 
chooses to make a number of offers, as described herein (e.g., 
see FIG. 8B). In addition, where a merchant pays only for 
accepted offers, a merchant may in essence pay for perfor 
mance. In other words, because a merchant may only pay for 
redeemed offers, the merchant need not be concerned about 
making a number of offers to consumers via system 100 (e.g., 
because the merchant would not pay for each offer unless 
redeemed). 
0161 Further, with reference to FIG. 9, a merchant may 
receive and/or view, in various embodiments, a marketing 
campaign report (e.g., report 900). A marketing campaign 
report 900 may show, for example, a ROI associated with a 
particular tailored marketing campaign. Moreover, in various 
embodiments, a marketing campaign report 900 may show a 
ROI over the course of a particular campaign period (e.g., 
several weeks or months). Thus, a merchant may visualize an 
actual effectiveness of a tailored marketing campaign (i.e., an 
actual effectiveness because the merchant may only be 
charged for accepted offers). 
0162 Returning now to FIG. 4, as discussed above, an 
item and/or CRV may be ranked or re-ranked based upon one 
or more business rules (step 404). For example, in various 
embodiments, an item and/or CRV may be re-ranked in 
response to a holiday, in response to a particular time of day, 
in response to the consumer traveling, in response to an item 
being associated with a merchant who is some distance away 
and/or near to from the consumer's location, in response to a 
consumer indicating a preference to receive an item and/or 
not to receive the item (e.g., a consumer giving an item a 
“thumbs up' and/or “thumbs down”), and/or the like. 
0163 More particularly, in various embodiments, and for 
purposes of illustration, an item and/or CRV may be up 
ranked or down-ranked (i.e., moved up or down in a list and/or 
increased or decreased in value) based upon one or more of 
the foregoing criteria. For instance, an item related to a holi 
day (e.g., a. Halloween decoration) may be up-ranked near in 
time to the holiday (e.g., the Halloween holiday) and/or 
down-ranked in response to the holiday not being near. Simi 
larly, an item related to dining (e.g., a dining offer at a res 
taurant, the restaurant itself, etc.) may be up-ranked around 
breakfast, lunch, and/or dinner time, and/or down-ranked at 
other times of day. Further, an item related to an activity or 
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product that is not typically associated with travel (e.g., home 
improvement) may be up-ranked if a consumer is located in a 
living location and/or down-ranked if a consumer is on travel 
or located away from a living Zip code. Further still, an item 
may be up-ranked and/or down-ranked based upon consumer 
feedback (e.g., a consumer may give a thumbs up and/or 
thumbs down, for instance, which may affect the ranking of 
an item and/or CRV). 
(0164. In addition, an item associated with a merchant 
located a certain distance from a consumer's living location 
and/or a consumer location (as described herein) may be 
up-ranked if the consumer location and/or living location is 
within a certain distance of the merchant location and/or 
down-ranked if the consumer location or living location is not 
within a certain distance of the merchant location. For 
example, an item associated with a merchant located a first 
distance from a consumer location (e.g., one-half mile) may 
receive a first up-ranking, while an item associated with a 
merchant located a second distance from a consumer location 
(e.g., two miles) may receive a second, lesser, up-ranking, and 
an item associated with a merchant located a third distance 
from a consumer location (e.g., fifteen miles) may receive a 
third, still lesser, up-ranking, and so on. 
(0165. With reference now to FIGS. 10A-10E, a consumer 
may receive information related to a recommended item (e.g., 
a tailored offer, information associated with a merchant, etc.) 
via, for example, a web client 112. For instance, with refer 
ence to FIG. 10A, a consumer, e.g., “Natasha, may access 
her web client 112 to view one or more tailored offers (e.g., 
for offers related to merchants such as Merchant A, Merchant 
B. Merchant C, and/or the like). These offers may be tailored 
to a consumer (e.g., Natasha, in this example) as a result of 
one or more of the processes described herein. 
(0166 With reference to FIG. 10B, a consumer may select 
a particular item to review details related to the item. For 
example, Natasha may select an offer related to the merchant 
TARGET to review details related to the offer. In various 
embodiments, a consumer (e.g. Natasha) may “Like' or “Dis 
like an item, such as an offer and/or a merchant, (as 
described herein), which may cause the item and/or other 
items related to the merchant to be re-ranked or down-ranked. 

0.167 Having reviewed an offer, a consumer may, as 
shown with reference to FIG. 10C, select an option to add the 
item to a transaction instrument or transaction account asso 
ciated with the user. For instance, a consumer may select an 
option, as shown, labeled “Add to my Card.” Selection of such 
an option may associate or “load an item (e.g., an offer) 
directly to a consumer's transaction account. Thus, a selected 
item may be couponlessly associated with a consumer's 
transaction account. A consumer may redeem Such an offer (a 
"loaded offer”) without using a coupon. For example, a con 
Sumer may make a purchase associated with a loaded offer 
(e.g., a purchase at Merchant A, for example), and the con 
Sumer's transaction account may be automatically credited 
(e.g., with a rebate) based upon the loaded offer. Thus, a 
consumer may quickly and effortlessly redeem loaded offers. 
(0168. In addition, in various embodiments, as shown with 
reference to FIG. 10D, a consumer may review a plurality of 
offers associated with a transaction account, saved coupons or 
offers, expired offers, a savings history, offer settings, acra/or 
the like. In addition, in various embodiments, a consumer 
may filter one or more tailored items based upon one or more 
criteria (e.g., offers deemed special offers, a location associ 
ated with offers, and/or the like). For instance, as illustrated in 
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FIG. 10E, a consumer may select an option to filter offers by 
location, in response to which, a consumers web client 112 
may display a map showing a consumer location and/or one 
or more locations associated with one or more tailored items. 
For instance, in various embodiments, a web client 112 may 
display a consumer location and a location of a plurality of 
merchants associated with tailored offers and/or a location of 
one or more recommended or tailored merchants themselves. 
So, in various embodiments, a consumer may navigate to a 
location associated with a tailored item, such as an offer 
and/or merchant, according to its location. 
0169. Thus, as described above, one or more items may be 
tailored to a consumer based upon a collaborative filtering 
process. For example, in various embodiments, and as dis 
cussed, offers and/or merchants, to name a few items, may be 
tailored to a consumer. 
0170 Now, although systems and methods for tailoring a 
variety of items are described in detail above, for purposes of 
illustration, more specialized processes for tailoring one or 
more restaurants are described herein. In addition, although 
the processes set forth herein are described with respect to 
restaurants, the processes may apply, with certain variations, 
to other types of items as well, e.g., other merchants, offers, 
etc. 

0171 With reference to FIG. 12, a process for tailoring a 
recommendation for an item (e.g., a merchant Such as a res 
taurant) to a consumer may be based upon, as described 
herein, an item matrix 1200A. As shown, item matrix 1200A 
may comprise one or more coefficients, each of which may be 
based upon a relationship between a consumer (e.g., Con 
Sumer A) and a particular item (e.g., one of a plurality of 
restaurants, such as Rest 1-Rest 5, one of a particular share of 
wallet attributes, such as SOW Bucket A and SOW Bucket B, 
one of a plurality of age attributes, such as Age Bucket A and 
Age Bucket B, a gender, on of a plurality of favorite cuisine 
attributes, such as Italian and Japanese, and/or the like). As 
described above, a relationship between a consumer and a 
particular item may be determined based upon a consumer 
profile, a transaction history associated with a consumer, 
Social data (e.g., data associated with a social media channel, 
such as FOURSQUARE, FACEBOOK, TWITTER, and/or 
the like), demographic data, clickstream data, consumer feed 
back data, and/or the like. While the examples below discuss 
restaurants, it should be understood that system 100 may be 
capable of recommending any suitable item based on the 
process described herein. 
0172. With continuing reference to FIG. 12, a coefficient 
1202A-1210A may, as discussed herein, be based upon a 
ROC between a restaurant (e.g., Rest 1-Rest 5) and a con 
Sumer (e.g., Consumer). Thus, as shown by item matrix 
1200A, a consumer such as Consumer A may have Zero ROCs 
with a restaurant, Rest 1, 7 ROCs with a restaurant, Rest 2, 
and so on. Further, as depicted, coefficient 1212A and/or 
1214A may be based upon a share of wallet attribute associ 
ated with a consumer. Likewise, coefficient 1216A and/or 
1218A may be associated with an age attribute of a consumer, 
while in various embodiments, coefficient 1220A and/or 
1222 may be associated with a favorite cuisine attribute of a 
consumer. With respect to each of these attributes, a share of 
wallet (as discussed above) attribute may comprise a variable 
related to and/or describing a consumers use or utilization of 
one or more transaction instruments. Further, an age attribute 
may comprise an age or age group of a consumer, and a 
favorite cuisine attribute may comprise, as shown, a type of 
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cuisine associated with a consumer (as determined, for 
example, front the consumer's transaction history, consumer 
profile, and/or the like). 
0173. In various embodiments, a coefficient may, as 
described above, comprise a total value associated with a 
particular item. For example, as illustrated in FIG. 12A, a 
coefficient such as coefficient 1204A may comprise a value 
greater than one, which may indicate, for example, a total 
number of items or instances of an item associated with a 
consumer. Thus, with respect to coefficient 1204A, this coef 
ficient may indicate that a consumer has visited and/or pur 
chased from a restaurant, Rest 2, a total of seven times. 
Moreover, in various embodiments, a coefficient having a 
value greater than one may be capped or truncated to a value 
equal to or less than one. For example, as illustrated in FIG. 
12B, a coefficient 1204B and/or 1206E may be truncated to a 
value of one. 
0.174. In various embodiments, a coefficient may, as 
described above, comprise a binary, or positive or negative, 
value associated with an item. For instance, a coefficient Such 
as coefficient 1214A and/or 1216A may comprise a zero 
value, which may simply indicate that a consumer is not 
associated with a SOW attribute and/or an age attribute, 
respectively. Likewise, coefficient 1212A and/or 1218A may 
comprise a value of one, which may indicate that the con 
Sumer is associated with a particular SOW attribute and/or a 
particular age attribute, respectively. 
0.175. Further, in various embodiments, a coefficient may 
comprise a non-whole number or a decimal fraction, e.g., 0.5, 
which may indicate that a consumer is associated with a 
particular item (e.g., as shown, Italian cuisine, Japanese cui 
sine), but that such an attribute is considered less indicative of 
a consumer's dining preferences than, for example, a ROC of 
a consumer, a share of wallet of a consumer, and; or an age of 
a consumer. A decimal fraction may also indicate, as dis 
cussed herein, that a coefficient has been adjusted by a 
weighting factor. A coefficient may also comprise a non 
whole or decimal fraction where, for example, it is desirable 
to more precisely measure a consumer's relationship to an 
item (greater values designating, for example, greater corre 
lation between the consumer and the item). 
0176 With further regard to each item, as shown by item 
matrix 1200A, certain items (e.g., SOW Attributes, Age 
Attributes, and/or the like) may be grouped or divided into 
“buckets.” In various embodiments, a bucket may simply 
refer to a group or range. Thus, a SOW bucket may comprise 
a range of shares of wallet. Similarly, an age bucket may 
simply refer to a group or range of ages. 
0177 Thus, in general terms, a relationship of a consumer 
to a variety of items may be captured as part of item matrix 
1200A and/or 1200B. Further, as described above, an item to 
item similarity matrix may be generated based, for example, 
upon item matrix 1200A and/or 1200 B. 
0.178 For example, as illustrated in FIG. 13, and as 
described above, an item to item similarity matrix 1300A may 
be generated. Matrix 1300A may, in various embodiments, 
identify a similarity between a first item and a second item. 
For example, matrix 1300A may show that a gender item of 
male (M) is most similar to a merchant, Merch 45, second 
most similar to a merchant, Merch 12, third most similar to a 
share of wallet, SOW Bucket A, and so on. 
(0179 An item to item similarity matrix 1300A may be 
generated, as discussed above with reference to FIGS. 4A and 
413, based upon a comparison of a plurality of coefficients 
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comprising an item matrix (e.g., item matrices 1200A and/or 
1200B). For example, returning briefly to FIG. 4B for pur 
poses of explanation, an item to item similarity matrix 400B 
may be generated, as discussed, such that matrix 400B 
includes one or more item to item similarity values (e.g., 
values 408, 410, and 412). To illustrate, each of the coeffi 
cients comprising a matrix 400B may be compared, and a 
matrix similar to matrix 1300A generated based upon the 
comparison. Such a comparison would yield, with respect to 
matrix 400B, a matrix identifying SE2 as the first most similar 
item to the item SE1 and SE3 as the second most similar to the 
item SE1. Thus, an item to item similarity matrix 1300A may 
be organized or reorganized according to a coefficient or item 
to item similarity value such that matrix 1300A lists each item 
in descending or ascending order of similarity to a particular 
other item. 
0180. With continuing reference to FIG. 13, in various 
embodiments, any bucketed or grouped items (e.g., SOW 
Bucket A, Age Bucket D, etc.) may be removed from an item 
to item similarity matrix 1300A, where for example, it is 
desirable to determine a similarity between non-bucketed 
items (e.g., merchants or restaurants). Moreover, bucketed 
items that cannot be recommended to a consumer or which 
are not desirably recommended to a consumer (Such as age) 
may be removed from an item to item similarity matrix 
1300A. 

0181 An item to item similarity matrix 1300B is shown in 
which each bucketed item has been removed. Where an item 
(e.g., Merch 67) is located adjacent to a one or more bucketed 
items (e.g., SOW Bucket A) which are eliminated, the adja 
cent item may be moved within matrix 1300B into the loca 
tion of the leftmost eliminated bucketed item (e.g., as 
described with reference to matrix 1300B, Merch 67 may 
move into the position of SOW Bucket A as the third most 
similar item to the item Gender (M)). 
0182. With reference now to FIG. 14, an item to item 
similarity matrix 1400A may, in addition to identifying a first 
most similar item, a second most similar item, a third most 
similar item, etc., also identify or show an item to item simi 
larity value, as described above. For example, as shown by 
matrix 1400A, a Restaurant 5 may be first most similar to a 
Restaurant 1, and these restaurants may share an item to item 
similarity value of four. Likewise, a Restaurant 6 may be 
second most similar to a Restaurant 5, and these restaurants 
may share an item to item similarity value of two. 
0183. Further, in various embodiments, an item to item 
similarity value may be adjusted by a weight or weighting 
factor. In general, a weighting factor may be based upon a 
regression analysis of CRVs, which may be calculated as 
discussed herein. 

0184. So, for instance, in various embodiments, a CRV 
may be calculated according to the following formula: 
|B1*Z1+|B2*Z2+|B3*Z3+|B4*Z4, where each Z value repre 
sents an item to item similarity value, and each B value rep 
resents an association of an item with a particular consumer 
(i.e., each B value may represent a coefficient in an item 
matrix). 
0185. More particularly, and for example, a CRV “Z1” as 
shown in FIG. 14, may be calculated for a consumer (e.g., 
Consumer A) in connection with a particular restaurant (e.g., 
Restaurant 5) by multiplying each coefficient representing a 
restaurant visited by the consumer, as indicated by the coef 
ficients in item matrix 1400B, by the item to item similarity 
value of each of these restaurants to Restaurant 5. To illus 
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trate, a CRV Z1 may be calculated according to the formula 
provided above as follows, where each value is followed, for 
the purpose of explanation, by a parenthetical to aid under 
Standing: 

Z1=1 (Consumer A visited Rest 1)*4(the item to item 
similarity value of Rest 1 to Rest 5)+O(Consumer 
A did not visit Rest2)*O(the item to item similar 
ity value of Rest 2 to Rest 5)+O(Consumer A did 
not visit Rest3)*1 (the item to item similarity 
value of Rest 3 to Rest 5)+O(Consumer A did not 
visit Rest 4)2(the item to item similarity value 
of Rest 4 to Rest 5)=4. 

0186 Similarly, CRVs, Z2, Z3, and Z4 may be calculated 
for a consumer (e.g., Consumer A) in connection with each of 
a variety of other items. For example, CRVs may be calcu 
lated for a SOW attribute, an age attribute, and/or a favorite 
cuisine attribute. As discussed above, this may be accom 
plished by multiplying each coefficient representing an item 
attribute associated with a consumer by the item to item 
similarity value of each of these item attributes to a restaurant 
(e.g., as above, Rest 5). Thus, for example, Z2, Z3, and Z4 
may be calculated as follows for a variety of other items: 

Z2=1 (Consumer A is associated with SOW A)*4(the 
item to item similarity of SOW A to Rest 5)+0 
(Consumer A is not associated with SOW B)*1 
(the item to item similarity of SOW B to Rest 
5)=4 

0187 Thus, a variety of CRVs may be calculated for a 
consumer with respect to a particular restaurant based upon 
an item to item similarity between the restaurant and a variety 
of other items (e.g., other restaurants, other item attributes 
such as SOW, age, favorite cuisine, etc.) 
0188 Invarious embodiments, having calculated a variety 
of CRVs, each corresponding to a consumer in connection 
with an item, a regression matrix may be generated according 
to the following equation: Z1=Z2+Z3+Z4=Y, where the vari 
able Y may take a value of “1” in the event that a consumer 
visited a restaurant and/or was associated with an item during 
a particular period of time. Thus, a first row of a regression 
matrix may, with the Z values derived above, be generated as 
follows: Z1 Z2 Z3 Z4IY, or 440 21. Here, Y may take 
a value of “1” because, for example, Consumer Avisited Rest 
5 during a particular period of time. Further, in various 
embodiments, a dataset of consumer transactions may be 
broken out or divided into two subsets based upon a time 
period during which each transaction in the dataset occurred. 
For example, for twelve months of transaction data, transac 
tions occurring during a first period (e.g., the first nine months 
of the twelve month period) may be grouped as “post-period” 
data, while transactions occurring during a second period 
(e.g., the last three months of the twelve month period) may 
be grouped as “pre-period’ data. Thus, regression matrices 
may be formulated for a variety of periods (e.g., pre and/or 
post-periods). 
0189 Invarious embodiments, a regression matrix may be 
expanded according to the process discussed above by calcu 
lating CRVs for a consumer (e.g., Consumer A) in connection 
with a plurality of other restaurants, e.g., Rest 6, Rest 7, Rest 
8, etc. Further, in various embodiments, a regression matrix 
may serve as the basis for a regression analysis, Such as a 
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logistic regression analysis, which may yield a weighting to 
be applied to one or more groups of items, e.g., groups Z1, Z2. 
Z3, Z4, etc. 
0190. With reference to FIG. 15, a CRV matrix 1500A 
may, as shown, be generated for a consumer. CRV matrix 
1500A may comprise one or more weighted (or unweighted) 
CRVs for a consumer. For example, with respect to the CRVs 
Z1, Z2, Z3, and Z4 calculated above for Consumer A and 
relating to Rest 5, a CRV matrix may resemble the following 
matrix 440 2. Likewise, in various embodiments, a CRV 
matrix for each of the CRVs calculated above may also 
resemble (4*w1) (4*w2) (0*w3) (2*wa), where w1-wa are 
weighting factors calculated as described above. Similarly, in 
various embodiments, a CRV matrix may be calculated as 
discussed above based upon weighted item to item similarity 
values. Thus, a weighting factor may be applied variously. 
(0191) With continuing reference to FIG. 15, a plurality of 
CRVs comprising CRV matrix 1500A, may form the basis for 
a total CRV matrix 1500B. More particularly, in various 
embodiments, each CRV related to a restaurant for a con 
Sumer (e.g., as shown, Rest 6) may be used to generate total 
CRV matrix 1500B. Further, each of these CRVs may be 
Summed or aggregated to obtain a total CRV, as shown in the 
rightmost column of matrix 1500B. A total CRV may repre 
sent, for each restaurant, an aggregate consumer relevance 
value associated with that restaurant for aparticular consumer 
based upon, as described above, a variety of calculated CRVs 
for the customer to the restaurant. 

(0192 With attention to FIG. 16, a plurality of total CRVs 
(or restaurants associated with total CRVs) may be ranked 
from greatest to least, least to greatest, etc. to form a table or 
list of restaurants 1600. List 1600 may rank a plurality of 
restaurants in order of relevance to a consumer. Thus, with 
respect to list 1600, a restaurant, Rest 16, may be most rel 
evant to a consumer, a restaurant, Rest 19, may be second 
most relevant to a consumer, and so on. Further, in various 
embodiments, a plurality of restaurants may be ranked simply 
based upon a CRV associated with each. 
0193 Referring to FIG. 17, areason or reason code may be 
determined for each restaurant in a ranked list 1700A of 
restaurants. A reason code may comprise a greatest or most 
significant CRV and/or restaurant contributing to a total CRV. 
For example, and with reference to CRV matrix 1700B, 
matrix 1700B may show that the most significant individual 
CRV contributing to the position of the restaurant, Rest 8, on 
ranked list 1700A of restaurants, is the CRV of Rest 8 to the 
restaurant, Rest 3 (with a CRV of 0.8). Likewise, matrix 
1700B may show that the most significant individual CRV 
contributing to the position of the restaurant, Rest 6, on 
ranked list 1700A of restaurants, is the CRV of Rest 6 to the 
restaurant, Rest 3 (with a CRV of 1.2). Thus, a reason or 
reason code may simply comprise a restaurant and/oran item 
that most significantly contributed to a total CRV of another 
restaurant and/or item. 

0194 With reference to FIG. 18, a ranked list of restau 
rants 1800 may be organized as shown. In addition, ranked list 
of restaurants 1800 may include a reason or reason code as 
described above. Further, ranked list of restaurants 1800 may 
include a message 1802, 1804, and/or 1806 indicating a rea 
son for adding a restaurant to ranked list 1800. Thus, as 
shown, message 1802 and/or 1804 may indicate that a restau 
rant was recommended because a consumer dined at a res 
taurant having an item to item similarity with the recom 
mended or listed restaurant. As discussed above, the 
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recommendation may be based upon a total CRV. Thus, in 
various embodiments, message 1802 and/or 1804 may be 
based upon a CRV that most significantly contributes to a 
restaurants ranking. Similarly, as shown, message 1806 may 
indicate that a restaurant was added to ranked list 1800, 
because other consumers having an identity attribute in com 
mon with the consumer also dined at the restaurant. For 
example, although a variety of CRVs may contribute to a 
ranking, a CRV comprising an age attribute and/or a favorite 
cuisine attribute may be listed where, for example, that CRV 
most significantly contributed to the total CRV. 
0.195. In various embodiments, and referring now to FIG. 
19, a ranked list 1900 may be backfilled or adjusted based 
upon a list of restaurants previously visited by a consumer 
1902 and/or a list of popular restaurants 1904. For example, 
one or more restaurants comprising ranked list 1900 may be 
removed based upon an indication that the consumer for 
whom ranked list 1900 is generated has already visited the 
restaurant (e.g., within a particular period of time, such as the 
last day, week, month, etc.) Similarly, in various embodi 
ments, ranked list of restaurants 1900 may be supplemented 
by the addition of one or more restaurants on a list of popular 
restaurants 1904. For example, ranked list 1900 may be com 
pared to list of popular restaurants 1904, and those restaurants 
appearing on list 1904 which do not appear on ranked list 
1900 may be added to the ranked list. The results of these 
operations may be compiled as part of a final list 1906. 
(0196. With further regard to list of popular restaurants 
1904, such a list may be created based upon a normalized 
popularity score. In various embodiments, a normalized 
popularity score may be obtained as discussed with reference 
to FIGS. 20-23. With brief regard to these figures, although 
each figure refers to and is discussed in the context of a 
merchant (and/or a merchant id), in general, a normalized 
popularity Score may be obtained for any item, including a 
merchant Such as a restaurant and/or an offer. 

0.197 Accordingly, with reference now to FIG. 20, a pro 
cess 2000 for obtaining a normalized popularity score is 
shown. To obtain a normalized popularity Score, a plurality of 
transactions may be grouped by merchant (step 2002). A table 
2100A grouping a plurality of transactions by merchant is 
illustrated in FIG. 21. As indicated, a merchant having a 
merchant I.D. of for example, 12312312311 may be associ 
ated with a plurality of transactions, each occurring during a 
particular time period, such as a particular day of a particular 
month during a particular year (e.g., Jan. 1, 2011). Each 
transaction may be associated with an amount, a customer id, 
a transaction time, and/or the like. Thus, in various embodi 
ments, each transaction may represent a purchase by a con 
Sumer from the merchant. Further, as shown in table 21001, 
the plurality of transactions occurring during a time period 
with a particular merchant may be counted or aggregated to 
obtain a periodic (e.g., daily, monthly, etc.) transaction count 
of a merchant (step 2004). 
0198 Having obtained a periodic transaction count, as 
shown in FIG. 22, an average periodic transaction count may 
be obtained by dividing the periodic transaction count by, for 
example and where the period during which transactions are 
aggregated is greater than a single day, the number of days in 
the period (step 2006). This process is shown in tables 2200A 
and 2200B. This process may be applied to other types of item 
data as well, as discussed elsewhere herein. For instance, a 
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count may be calculated in association with Social data, time 
and/or date information, consumer and/or merchant feed 
back, and the like. 
0199 Continuing, a maximum number of transactions 
during a period with a given merchant may be determined 
(step 2008). For example, as illustrated in FIG. 23, a maxi 
mum number or count of daily transactions with the exem 
plary merchant 12312312311 may be determined for a speci 
fied time period (e.g., one month). This process is shown in 
tables 2300A and 2300B. 
0200. Now, having obtained both an average periodic 
transaction count associated with a merchant as well as a 
maximum transaction count associated with the same mer 
chant, a normalized merchant popularity score may be 
obtained by taking the quotient of the two (step 2010). For 
example, with reference to FIGS. 22 and 23, the average daily 
transaction count associated with merchant 12312312311 is 
33, while the maximum number of daily transactions during 
the specified period of time is 77. The normalized popularity 
score for the merchant 12312312311 during the specified 
period is therefore 33/77, or approximately 43%. A normal 
ized popularity score may therefore represent a probability or 
likelihood that a merchant such as a restaurant, irrespective of 
its size relative to any other merchant, will on any given day 
reach its maximum capacity. Greater normalized popularity 
scores therefore represent greater popularity, in that mer 
chants that are more likely to reach a maximum capacity are 
more popular with consumers. 
0201 Thus, in various embodiments, list of popular res 
taurants 1904 (and/or a list of popular merchants or items) 
may be generated by repeating process 2000 for each item of 
interest. In response to a score being determined for each item 
of interest, list of popular items 1904 may be generated by 
ranking or ordering each restaurant in the list according to its 
popularity Score (e.g., with higher popularity Scores being 
ranked higher in the list). 
0202 Further, as discussed above, a normalized popular 

ity score may be used to construct list 1904 of popular res 
taurants, which may be used to backfill or adjust list of mer 
chants 1900 output by a collaborative filtering or 
recommendation process. Moreover, in various embodi 
ments, a normalized popularity score may, as discussed 
briefly above, normalize a capacity bias of a variety of mer 
chants. More particularly, a normalized popularity Score may 
adjust for an apparent bias in the popularity of one merchant 
over another merchant which may otherwise arise as a result 
of the greater capacity or size (e.g., a greater number of 
ROCs) of the one merchant over the other merchant. 
0203. In addition, in various embodiments, a normalized 
popularity Score may not simply act as a Supplement to ranked 
list of merchants 1900. On the contrary, a normalized popu 
larity score may inform a ranked list of items, including a 
ranked list of restaurants and merchants. For example, ranked 
list 1900 may include a normalized popularity score, and a 
consumer may, as described herein, receive a normalized 
score in association with one or more recommended items. 

0204. In addition, in certain embodiments, a normalized 
popularity score may be used to supplement or Substitute 
restaurants in ranked list1900. For example, a consumer may 
indicate that he is interested in items outside his normal mode 
of shopping (e.g., items that System 100 (e.g., a recommender 
system or a system Suitably configured to make recommen 
dations) would not identify based upon the consumer's trans 
action history, etc.) In these circumstances, a consumer may 
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receive one or more items associated with a normalized popu 
larity score (e.g., a top ten most popular items). Similarly, a 
normalized popularity score may be used to recommend 
items to a consumer who has no transaction history and/or 
who is associated with data insufficient to make a recommen 
dation, as described elsewhere herein. 
0205 Furthermore, in certain embodiments, a restaurant 
and/or a list of restaurants may be ranked based upon a chan 
nel through which a consumer receives an identifier (e.g., a 
name) associated with the one or more restaurants. For 
example, a consumer who receives a ranked list of restaurants 
via a mobile communication device may receive restaurant 
identifiers associated with restaurants that are within a certain 
distance of the location of the mobile communications 
device, while a consumer who receives a ranked list of res 
taurants from a stationary personal computer may receive 
offers based purely upon a CRV or total CRV, as described 
above. Further, in various embodiments, a restaurant in a list 
of restaurants may be up-ranked and/or down-ranked depend 
ing upon the relationship of the restaurant to an owner or 
proprietor of system 100. For instance, a restaurant may be 
up-ranked where the restaurant is a partner of the owner of 
system 100. 
0206 Referring now to FIGS. 24A-24C, a ranked list of 
restaurants and/or a ranked restaurant may be provided to a 
consumer in a variety of formats and via a variety of channels 
and/or web clients 112. For example, with special attention to 
FIG. 24A, a restaurant (e.g., ACME Restaurant) may be pro 
vided to a consumer via a mobile communication device with 
a description of the restaurant, a CRV associated with the 
restaurant (which may be expressed as a number of Stars 
and/or via another rating or ranking scale), an address of the 
restaurant, and/or the like. A consumer may further obtain 
directions to a recommended restaurant, as discussed herein. 
0207. In addition, with reference to FIG.24B, a consumer 
may describe or rate a restaurant the consumer has visited 
(e.g., as described in greater detail herein and as trendy, quick, 
etc.), request a restaurant fitting Such a description, and/or 
review Such a description associated with the restaurant. Fur 
ther still, with reference to FIG.24C, a consumer may receive 
a ranked list of restaurants (e.g., Acme Ristorante, Acme 
Burger, Acme Restaurant, etc) in accordance with a ranked 
list, as described above. More particularly, in Various 
embodiments, a consumer may receive a ranked list of res 
taurant identifiers (e.g., restaurant names) in an ascending 
order of relevance, where the order is based upon a CRV 
and/or total CRV associated with each restaurant. 

0208 Thus, as discussed above, system 100 may recom 
mend a variety of items to a consumer based upon a variety of 
criteria. Moreover, although certain portions of the foregoing 
description rely upon specific items for purposes of illustra 
tion, any item may be recommended based upon the pro 
cesses discussed above. Further, although the embodiments 
discussed above highlight a variety of exemplary items and 
item attributes, many other items may be used as part of the 
recommendation processes discussed above. Some of these 
items are discussed herein. 

0209. In various embodiments, an item may, as discussed 
above, comprise a preference of a consumer for another item. 
Thus, a preference may comprise a favorite or preferred cui 
sine of a consumer, a favorite or preferred merchant of a 
consumer, and/or any other favorite or preferred item of a 
COSU. 
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0210 A preference may be determined, in various 
embodiments, based upon data associated with a consumer. 
More particularly, in various embodiments, a preference may 
be determined based upon an analysis of transaction data 
associated with a consumer. For instance, a preference may be 
inferred from transaction data associated with a consumer. 
That is, in various embodiments, system 100 may infer, based 
upon one or more transactions associated with a consumer 
that a consumer has an interestina particular item, and, based 
upon this inference, system 100 may determine that the con 
Sumer has a preference for one or more items. Specifically, in 
various embodiments, system 100 may determine that a con 
Sumer has an interest in one or more types of cuisine, one or 
more merchants, and/or the like. 
0211. As discussed briefly above, the data upon which a 
preference is based may be variously determined. For 
instance, a preference may be based, in various embodiments, 
upon transaction data, which may include, for example, one 
or more industry codes (e.g., standard industry codes or SIC 
codes) associated with one or more transactions. Similarly, a 
preference may be based upon one or more groups of similar 
items (e.g., merchants), a mapping of third party data associ 
ated with one or more items to internal data (as discussed 
herein), a consumer profile (as discussed above), and/or the 
like. Further, as discussed herein, data Such as transaction 
data, Social data, time and/or date information, consumer 
and/or merchant feedback, and/or the like, may serve as a 
basis for determining a preference. 
0212. Thus, to illustrate, system 100 may determine that a 
consumer has a preference for a particular merchant based 
upon a transaction history of the consumer which shows that 
the consumer has one or more transactions with the particular 
merchant, one or more transactions with merchants in a same 
or similar industry group as the merchant, and/or the like. A 
similar process may be performed for other items, such as 
cuisine. And, in this way, system 100 may associate a con 
Sumer with a preference, which may act as an input to a 
collaborative filtering process as described above. That is, in 
various embodiments, a CRV may be calculated, as described 
above, based upon a preference of a consumer. Similarly, in 
various embodiments, a ranked list of items (e.g., merchants) 
may be ordered and/or reordered based upon a preference. 
For example, ranked list of merchants 1900 may be reordered 
or re-ranked based upon a consumer preference for a mer 
chant. That is, a preferred or favorite merchant may be up 
ranked, while other merchants may be down-ranked. 
0213 Continuing, in accordance with various embodi 
ments, and with reference now to FIG. 25, as discussed more 
briefly above, a consumer may receive a review of and/or 
review an item, such as a merchantorrestaurant. For example, 
in operation, a consumer may be prompted to write a review 
based on the consumer's transaction activity at a merchant. In 
various embodiments, a consumer may be prompted shortly 
before and/or after completing (or partially completing) a 
transaction at a merchant. For example, a consumer may 
receive a delayed prompt that occurs after a transaction is 
authorized and/or completed, such as on a daily, weekly, 
monthly or other basis. A prompt may be delivered to a 
consumer via an interface 2500 displayed by a web client 
associated with the consumer. A prompt may take the form of 
an email, text message, a mobile application notification, 
and/or the like. Similarly, a consumer may make a request to 
review an item. 
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0214. In various embodiments, system 100 may verify that 
a consumer is an account holder and/or that the consumer has 
initiated and/or completed at least one financial transaction 
associated with an item. Thus, a consumer review, which may 
be displayed variously as described herein, may include a 
notation that the consumer review is based on a verified 
transaction, which may enhance a credibility associated with 
the consumer review. A verified consumer review may further 
include a date of a financial transaction, and in the instance 
that a consumer has conducted multiple transactions with a 
merchant, the consumer may, in various embodiments, verify 
and include multiple transaction dates. 
0215. In various embodiments, an interface 2500 may 
include a consumer rating component 2504, a word tagging 
component 2506, and/or a free-form text review component 
2508. A rating component 2504 may comprise, as illustrated 
in FIG. 26, any type of rating component, Such as a star rating 
component, a numerical rating component, etc., and a con 
Sumer may select a rating to associate with an item. As those 
of skill may appreciate, a rating may be assigned by a con 
Sumer based upon the consumer's experience with the item 
and/or the consumer's opinion of the item. 
0216. With attention to FIGS. 27-30, a word tagging com 
ponent 2506 may allow a consumer to quickly associate one 
or more words with an item, in various embodiments, word 
tagging component 2506 may comprise one or more groups 
and/or a dictionary of words and/or word tags. In various 
embodiments, and as shown in FIG. 27, one or more word 
tags may be presented to a consumer. Word tags may include 
a variety of words suitable to describe an item. Thus, where an 
item comprises a restaurant, exemplary word tags may 
include, as shown, “fun.” “casual.” “cozy.” “hipster.” “quiet.” 
“trendy,” “fresh.” “damp,” “roomy,” “quaint,” “famous.” 
“small and/or the like. 
0217. Certain word tags may be grouped into one or more 
categories and displayed in association with an item. More 
particularly, in various embodiments, one or more word tags 
may be displayed and/or grouped based on a category of an 
item and/or one or more item characteristics. For example, a 
word tag and/or a merchant may be categorized based upon a 
merchant type, such as whether the merchant is a restaurant, 
a retailer, an entertainment merchant, a service merchant, an 
online merchant, and/or the like. Similarly, a word tag and/or 
a merchant may be categorized based upon information asso 
ciated with the merchant, including, for instance, a price 
range associated with the merchant, various merchant offer 
ings, what type of cuisine the merchant serves (if the mer 
chant is a restaurant), and/or the like. Thus, to illustrate, 
where an item comprises a Mexican restaurant, wordtags that 
are commonly associated with one or more Mexican restau 
rants and/or the particular restaurant (e.g., "spicy.” “hot, etc.) 
may be presented to the consumer via interface 2500, grouped 
in association with the restaurant, and/or displayed to the 
consumer in association with the restaurant. 

0218. Further, in various embodiments, one or more word 
tags presented to a consumer via interface 2500 may be 
adjusted and/or the order of certain word tags presented may 
be adjusted in response to a consumer's rating of an item (e.g., 
a star-rating, as described above). For example, more positive 
word tags may be presented via interface 2500 in response to 
a positive rating and/or a rating corresponding to a threshold 
(higher) level. Similarly, more negative word tags may be 
presented via interface 2500 in response to a negative rating 
and/or a rating corresponding to a threshold (lower) level. In 
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addition, word tags may be presented to a consumer based 
upon one or more other parameters, such as, for example, one 
or more prior word tags associated with a restaurant, a price 
per person of a restaurant (e.g., an "expensive' or “fancy' tag 
may be presented in association with a high-end restaurant), 
and/or the like. 

0219. Further, in various embodiments, all of a group of 
word tags associated with an item may be presented to a 
consumer. Similarly, a truncated or limited portion of a group 
of word tags may be presented to a consumer. Likewise, a 
consumer may provide his or her own word tag. However, 
where a consumer provides a word tag, the word tag may be 
reviewed and approved before being allowed. A group of 
word tags may, in addition, be provided to a consumer, which 
includes both positive and negative word tags. Moreover, in 
various embodiments, one or more word tags may be priori 
tized based on a consumer's history of word tag selections. 
For example, a consumer may be presented with word tags 
most commonly selected by the consumer. A wordtag may, in 
addition, be presented to a consumer based upon one or more 
merchant parameters. For example, a group of word tags may 
be associated with a category of restaurant (e.g., a 4-star 
category of restaurant), and a consumer who receives a 4-star 
restaurant recommendation, as described above, may be pre 
sented word tags from the 4-star restaurant group of word 
tags. 

0220. In various embodiments, a merchant may include a 
selected word tag in a group of word tags. A merchant may 
thus include certain test word tags, which, if selected by 
consumers, may indicate that the word tag is associated with 
or descriptive of the merchant. For instance, a merchant 
which wants to promote itself as a trendy restaurant may 
request that the word tag “trendy' be included within a word 
tag group (and/or at a certain rank or position within a word 
tag group), and this word tag may be presented to consumers 
who are customers of the merchant and/or consumers who 
receive the restaurant as part of a recommendation, as 
described more fully above. Thus, to illustrate, if the wordtag 
“trendy' is often selected by a merchant’s customers, the 
merchant may conclude that its customers view it as a trendy 
restaurant. Conversely, if the merchant’s customers do not 
select the “trendy' word tag to describe the merchant, the 
merchant may conclude that its customers do not view it as a 
trendy place to eat. 
0221 Thus, as discussed above, a consumer may be pre 
sented with a variety of word tags, each of which may be 
associated with an item such as a restaurant. And, as also 
discussed above, a consumer may interact with interface 2500 
in response to receiving a list of ranked restaurants, in 
response to a request by the consumer for a list of word tags 
associated with a restaurant, in response to a consumer enter 
ing a restaurant location, in response to a transaction with the 
restaurant, and/or the like. 
0222 Further, as particularly shown in FIGS. 28 and 30, a 
consumer may select one or more word tags to associate with 
an item (e.g., as illustrated in FIG. 28, a consumer has selected 
the “causal” tag and the “trendy' tag), and, as discussed, a 
consumer may select one or more word tags based upon the 
consumer's impression of an item, experience with the item, 
opinion of the item, and/or the like. Thus, where a consumer 
receives a restaurant identifier as part of a restaurant recom 
mended by system 100, the consumer may simultaneously 
review one or more word tags which, as discussed above, are 
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grouped with or associated with the restaurant and/or select 
one or more word tags which the consumer wishes to associ 
ate with the restaurant. 
0223) Moreover, in various embodiments and with par 
ticular attention to FIGS. 31-33, a free-form text review com 
ponent 2508 may permit a consumer to provide a description 
of a user's opinion of and/or experience with an item. 
Although a consumer may decline to enter text, this option 
may, as depicted, permit a user to add detailed comments, 
which may be made available, as described herein, to other 
consumers. As those of skill will appreciate, a consumer may 
Submit or otherwise transmit a completed review comprising 
one or more of the consumer's selected rating, word tags, 
and/or written description of an item to system 100 for storage 
and analysis. 
0224. In various embodiments and with reference to FIG. 
34, a consumer may receive information associated with an 
item. For example, as depicted, a consumer may receive an 
overall merchant review, which may include an average rating 
associated with the merchant, a list of one or more most 
commonly selected or “top” word tags associated with the 
merchant, and/or one or more written descriptions of the 
merchant (as entered by one or more consumers). In various 
embodiments, one or more word tags may be displayed in 
association with a number of other consumers or cardmem 
bers who have selected each word tag. 
0225. Further, as discussed, a consumer may receive an 
item or restaurant review in association with an item recom 
mendation by system 100 and/or ranked list of items (e.g., 
restaurants) 1900 that is generated for the consumer. Thus, for 
example, a consumer may select a restaurant from list of 
ranked restaurants 1900 provided to the user by a system 100, 
and in response, the consumer may be provided via interface 
2500 a restaurant review as shown in FIG. 34. A consumer 
may further receive an item review in response to a request by 
the consumer for the review and/or based upon a location of 
the consumer (e.g., the consumer may receive a review in 
response to entering the restaurant). 
0226. In various embodiments, a review completed by a 
consumer, as described above, may be more creditable than 
other typical consumer reviews. This may occur, for example 
and as discussed above, as a result of the fact that the reviews 
discussed herein may only be created by consumers who have 
conducted actual, Verifiable transactions in association with a 
merchant. Further, although in various embodiments, a trans 
action may be conducted with any type of transaction card, in 
various embodiments, a transaction may be paid for with 
cash, but a consumer may check-in at a merchant for verifi 
cation, which may enable the consumer to create a verifiable 
review. These simplified and rapid processes for creating 
reviews of items may further encourage a consumer to pro 
vide a review, and this may, in turn, result in a large number of 
reviews, which may, in its turn, result in more accurate overall 
item reviews. 

0227 Continuing, in various embodiments, a quality of 
service or service sentiment may be associated with an item, 
Such as a restaurant and/or treated as an item or item attribute. 
A quality of service may, in various embodiments and as 
described with reference to process 3500 as shown in FIG.35, 
beinferred or determined from transaction data. For example, 
in various embodiments, a quality of service may be deter 
mined from one or more gratuity or “tip” amounts added by 
consumers to one or more transactions. More particularly, a 
greater or larger gratuity amount may indicate consumersat 



US 2013/0246300 A1 

isfaction (and therefore good quality of service) with a res 
taurant, while lesser or Smaller gratuity amounts may indicate 
consumer dissatisfaction or reduced consumer satisfaction 
(and therefore reduced or poor quality of service). 
0228 Invarious embodiments, system 100 may determine 
a gratuity amount associated with a transaction based upon a 
variety of data (step 3502). For example, in certain embodi 
ments, a restaurant may provide a gratuity amount to system 
100 as a separate line item. In addition, in various embodi 
ments, system 100 may determine a gratuity amount based 
upon a comparison of a first transaction request and authori 
Zation amount that includes a consumers total bill to a second 
transaction and authorization amount that includes the con 
Sumers total bill plus any gratuity the consumer has added to 
the bill. The difference between the first transaction amount 
and the second transaction amount may be identified as the 
gratuity amount. 
0229. In various embodiments, an average gratuity per 
centage (and/or amount) may be determined for one or more 
of a plurality of restaurants over a period of time (e.g., one 
month) (step 3504). For example, a gratuity amount may be 
divided by a total bill amount for a transaction to arrive at a 
gratuity percentage for the transaction. This calculation may 
be repeated for each of a plurality of transactions associated 
with the restaurant during the period (e.g., all purchases made 
from the restaurant during a month period) to arrive at a 
plurality of gratuity percentages. Each of this plurality of 
gratuity percentages may be Summed and divided by the total 
number of transactions during the period to arrive at an aver 
age gratuity percentage for the restaurant. This average gra 
tuity may represent an overall or average quality of service 
associated with the restaurant. 
0230. Further, in various embodiments, an average gratu 

ity associated with a restaurant may be scored or evaluated to 
place the average gratuity in a context that a consumer may 
more easily incorporate into the consumer's decision making 
process (step 3506). For example, an average gratuity may be 
used to score or rate a restaurant’s quality of service (e.g., as 
“excellent,” “good.” “average.” “poor.” and/or the like). An 
average gratuity may also, in various embodiments, be asso 
ciated with a score, such as a number of stars, a thumbs up 
symbol or a thumbs down symbol, and/or the like. 
0231. Therefore, a score may be calculated based upon a 
variety of scoring models. However, to discuss a few, a score 
may be associated with a restaurant as follows. In various 
embodiments, a restaurant having an average gratuity of 
greater than a first value (e.g., 15%) may receive a first score 
(e.g., a score of “excellent”), while a restaurant having an 
average gratuity of between the first value and a second value 
(e.g., between 10% and 15%) may receive a second score 
(e.g., a score of “average'), and a restaurant having an aver 
age gratuity of less than the second value (e.g., less than 10%) 
may receive a third score (e.g., a score of “poor”). In various 
embodiments, any number of Scoring values may be applied 
(e.g., in addition to the three values discussed above) to filter 
an average gratuity as finely or as granularly as desired. 
0232 Further, in various embodiments, a total average 
gratuity may be calculated for a group of merchants (e.g., 
based upon the average gratuity calculated above for each 
individual restaurant), and the individual average gratuities 
compared to the total average gratuity to formulate a score. 
For example, a restaurant having an average gratuity that is 
greater than the total average gratuity may receive a quality of 
service score of “excellent,” while a restaurant having an 
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average gratuity that is less than the total average gratuity may 
receive a score of “poor.” However, in various embodiments, 
a variety of scoring themes may be applied, depending, again, 
upon a desired scoring granularity. For example, any restau 
rant having an average gratuity within a first margin of a total 
average gratuity may receive a first score, while any restau 
rant within a second margin may receive a second score, and 
SO. O. 

0233 Similarly, in various embodiments, a plurality of 
average gratuities may be expected to fit a normal or Gaussian 
distribution (e.g., a “bell curve'). Where such a distribution 
applies, a restaurant may receive a score based upon the 
location of the restaurant's average gratuity on the distribu 
tion. For example, a restaurant having an average gratuity 
located a first standard deviation away from a mean average 
gratuity may receive a first score, while a restaurant having a 
second average gratuity located a second standard deviation 
away from the mean may receive a second score, etc. 
0234. In operation, a quality of service score and/or an 
average gratuity associated with a restaurant may be associ 
ated with a restaurant as a restaurant attribute and fed into a 
collaborative filtering process, as described above, to develop 
CRVs for the restaurant, to up rank and/or down-rank the 
restaurant, and/or the like. For example, a restaurant may be 
added to ranked list 1900 as described above and re-ranked 
based upon a quality of service score (where desirable scores 
may engender up-ranking and less desirable scores the oppo 
site). Similarly, as described above with respect to FIG. 34, a 
quality of service and/oran average gratuity may be presented 
to a consumer as part of an overall merchant review. 
0235 Continuing, in various embodiments, a relative con 
Sumer cost associated with an item may be determined. For 
example, in various embodiments, a relative consumer cost 
associated with a merchant may be determined. A relative 
consumer cost may indicate a cost associated with an item or 
merchant. A cost may comprise, for example, an expected 
expenditure of a consumer with a merchant, such as an 
expected charge amount, in various embodiments, as 
described herein, a relative consumer cost may be based upon 
a variety of items, including transaction data. Thus, a relative 
consumer cost may provide a more accurate representation of 
an expected cost of an item to a consumer, because, for 
example, other estimates of cost may be based upon factors 
(e.g., menu data, user feedback) which may not reflect actual 
consumer behavior and/or which may be subject to consumer 
impressions of cost (as opposed to actual spending). 
0236 Moreover, in various embodiments, a relative con 
Sumer cost may be provided in relative terms. For example, a 
relative consumer cost may indicate a cost associated with a 
merchant relative to a cost associated with another merchant. 
Thus, in various embodiments, a relative consumer cost may 
segment a plurality of merchants into one or more categories 
or segments of cost or expected expenditure. Further, any 
number of segments may be used. Further still, segments may 
be associated with a variety of indicia. For example, segments 
may be associated with dollar sign symbols, such that a con 
Sumer may readily determine that a merchant associated with 
a single dollar sign symbol is less expensive than a merchant 
associated greater than one dollar sign symbol. Other indicia 
may include numbers (e.g., numbers from 1 to 10), stars (e.g., 
stars from 1 to 5), and, in general, any other symbol or index. 
0237 Accordingly, with reference now to FIG. 36, a pro 
cess 3600 for determining a relative consumer cost is 
described. Process 3600 is described herein with reference to 
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a variety of tables, each of which may assist in the implemen 
tation of process 3600. However, although process 3600 is 
described with reference to each table, in various embodi 
ments, a variety of data structures, data sets, and/or the like 
may accommodate process 3600. In other words, the tables 
discussed herein are included for illustrative purposes only. 
0238. Therefore, in various embodiments, and with refer 
ence to FIG. 37, all (or a subset of all) positive transactions or 
ROCs associated with one or more merchants during a period 
(e.g., one month) may be determined (e.g., by a system 100) 
and stored, as shown, as part of a table 3700 (step 3602). A 
positive transaction or ROC may comprise a transaction in 
which a consumer remits payment (as opposed to a transac 
tion in which a consumer receives a credit, Such as a back 
charge). In general, although table 3700 may include a variety 
of columns, in various embodiments and for purposes of 
illustration, table 3700 may further comprise a merchant ID 
column 3702, a charge column 3704, a merchant name col 
umn 3706, a merchant zip code column 3708, a merchant 
address column 3710, and/or the like. Thus, each row in a 
table such as table 3700 may correspond to a transaction 
record or a ROC associated with one or more positive trans 
actions of consumers at a merchant (e.g., as shown, consum 
ers at the merchant “Merchant A'). In addition, each ROC 
may be associated with a transaction or ROC amount at, for 
example, column 3704, as well as a merchant id, a merchant 
name, a merchant Zip code, a merchant address (at columns 
3702, 3706,3708, and 3710, respectively). 
0239 Turning to FIG.38, a mean ROC amount, a standard 
deviation (and/or variance) ROC amount, and/or a number or 
count of ROCs associated with one or more merchants may be 
determined based upon table 3700 (step 3604). For example, 
as shown in a table 3800, a mean ROC amount may be 
calculated for a plurality of merchants in column 3804. Like 
wise, a number of ROCs may be determined for a plurality of 
merchants in column 3804, while a standard deviation ROC 
amount may be calculated in column 3806. As those of skill is 
the art will appreciate, in various embodiments, a mean ROC 
amount and/or a standard deviation ROC amount may be 
calculated according to known methods. 
0240 Further, in various embodiments, as illustrated in 
FIG.39, table 3900, any merchant with fewer thana threshold 
number of ROCs may be deleted or eliminated from table 
3800 (to produce table 3900) (step 3606). In various embodi 
ments, a merchant may be eliminated if a merchant is asso 
ciated with less than twenty ROCs during a time period (e.g., 
30 days, one month, etc.) 
0241. With brief attention now to FIGS. 39 and 40, table 
3900 may be modified such that a merchant may be limited to 
a single location (step 3608). That is, in various embodiments, 
a merchant may comprise one or more locations (e.g., the 
merchant may have greater than a single store location). 
Accordingly, as depicted, a merchant having multiple loca 
tions may be limited to the location associated with the 
greater or greatest number of ROCs. Thus, as shown at table 
4000 the merchant associated with merchant id 6319018.933 
may be eliminated based upon its (lower) number of ROCs. In 
various embodiments, multiple merchant locations may be 
distinguished or identified based upon a merchant name col 
umn 4002, a merchant zip code column 4004 and/or a mer 
chant address column 4006. For example, a determination 
may be made that a plurality of entries or records in table 4000 
correspond to a plurality of merchant locations (each having 
its own merchantidas shown at column 4008) based upon one 
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or more of a same merchant name column 4002, merchant Zip 
code column 4004, and/or merchant address column 4006. 
0242 Continuing, with reference now to FIG. 41, a plu 
rality of transaction or ROC cutoff points may be determined 
based upon the information contained in table 4100 (step 
3610). A cutoff point may represent a maximum and/or mini 
mum ROC amount, over or under which a transaction record 
or ROC entry (as depicted generally in table 3700) may be 
eliminated from inclusion, as described herein, in a recalcu 
lated or newly determined mean ROC amount, standard 
deviation ROC amount, and/or number of ROCs. In general, 
and in various embodiments, a ROC cutoff point (maximum 
or minimum) may represent a value that is two standard 
deviations or greater from the mean value. Thus, as discussed 
herein, a maximum ROC cutoff point may comprise a ROC 
amount that is two standard deviations or more greater than 
the mean ROC amount, while a minimum ROC cutoff point 
may comprise a ROC amount that is greater than or equal to 
two standard deviations less than the mean ROC amount. 
Therefore, a maximum ROC cutoff point and/or a minimum 
ROC cutoff point may be seen to eliminate outliers, or ROC 
amounts which are statistically much higher or much lower 
than the mean ROC amount. 
0243 In various embodiments, a maximum ROC cutoff 
point may be determined based upon the equation: maximum 
ROC cutoff point mean ROC amount--2 standard deviation 
ROC amount. Similarly, in various embodiments, a minimum 
ROC cutoff point may be determined based upon the follow 
ing equation: minimum ROC cutoff point-max (mean ROC 
amount-2 standard deviation ROC amount, 0). In other 
words, a minimum ROC cutoff point may be the greater of a 
mean ROC amount-2 standard deviation ROC amount and 
0. Accordingly, with reference to table 4100, a maximum and 
minimum ROC cutoff point for the restaurant Merchant A 
may be calculated as follows: 

Maximum ROC cutoff point(Merchant A)=152. 
32-2*177.57=S507.46, 

Minimum ROC cutoff point(Merchant A)=max(152. 
32–2* 177.57.0)=max(-202.82,0)=0. 

0244 Having determined maximum and minimum ROC 
cutoff points, and with reference now to FIG. 42, in various 
embodiments, ROC entries appearing in table 3700 may be 
eliminated from table 3700 if the charge amount appearing in 
charge column 4702 is greater than the maximum ROC cutoff 
point or less than the minimum ROC cutoff point. As dis 
cussed above, this process may eliminate outliers. Thus, as 
depicted, the ROC entry associated with the restaurant Mer 
chant A having a charge amount of 763.6 may be eliminated 
from table 4200, because the charge amount exceeds the 
maximum ROC cutoff point (and is therefore an outlier). 
0245 Now, having eliminated outlier data entries, as 
described above, a mean ROC amount, a standard deviation 
ROC amount, and/or a number of ROCs may be recalculated 
based upon the data remaining in table 4200 (step 3614). 
Recalculating these values in the absence of outlying data 
entries may serve to improve or normalize the accuracy asso 
ciated with each value. With briefreference to FIG.43, a table 
4300 comprising a plurality of recalculated values is shown. 
0246. Further, in various embodiments, and with reference 
to FIG. 44, a size of wallet associated with a consumer may be 
determined for each ROC (step 3616) and appended to all or 
part of any of the tables described herein. Further, in various 
embodiments, e.g., where a consumer has transacted with a 
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particular merchant on more than one occasion during a 
period of time (e.g., multiple ROCs exist for the consumer 
merchant pair), duplicate pairs may be removed, such that 
only a single consumer-merchant pair remains. A table 
resembling table 4400 may result. Further, in various embodi 
ments, any table entries including Zero size of wallet values or 
missing size of wallet values may be removed as part of this 
process. Further still, as shown in table 4402, an average 
consumer size of wallet may be determined in association 
with or more merchants (step 3618). This may be accom 
plished, for example, by averaging individual consumer size 
of wallet values for each ROC associated with a merchant. 
Thus, a merchant may be associated with an average con 
Sumer size of wallet value. 

0247. Now, with reference to FIG.45, a table 4500 may be 
produced, compiled, calculated, determined, or the like. As 
shown, table 4500 may include each of the values calculated 
as described above. For example, table 4500 may contain a 
recalculated mean ROC amount, as shown in column 4502, a 
recalculated standard deviation ROC amount, as shown in 
column 4506, an average consumer size of wallet, as shown in 
column 4508, and a total spend associated with each mer 
chant, as shown in column 4504. In various embodiments, a 
total spend associated with a merchant may comprise a sum of 
each consumer's spend (e.g., amount charged or otherwise 
expended) with a merchant during a time period. 
0248 Moreover, each of the values comprising columns 
4502-4508 may be input to a regression model, such as a 
linear regression model, and the model may calculate or out 
put a normalized relative consumer cost associated with each 
merchant (step 3620). Similarly, in various embodiments, a 
recalculated mean ROC amount and/or a recalculated Stan 
dard deviation ROC amount may not be input to a linear 
regression model to determine a normalized relative con 
Sumer cost. Rather, in various embodiments, each of a mean 
ROC amount and/or a standard deviation ROC amount (as 
shown in table 3800, columns 3802 and 3806) may be input to 
a regression model to determine a relative consumer cost. 
Thus, in various embodiments, a (normalized or un-normal 
ized) relative consumer cost associated with a merchant may 
be based upon a mean ROC amount, a standard deviation 
ROC amount, an average consumer size of wallet, and/or a 
total spend associated with one or more merchants. 
0249. Therefore, as discussed above, a relative consumer 
cost may serve as a basis for segmenting a plurality of mer 
chants into one or more categories or segments of cost or 
expected expenditure. In addition, as each segment may be 
associated with a variety of indicia, (e.g., a dollar sign sym 
bol), a consumer may readily determine a cost of a merchant 
relative to one or more other merchants. 

0250. In addition, as discussed elsewhere herein, a relative 
consumer cost may be input to system 100 as an item and/or 
item attribute (e.g., as an attribute associated with a mer 
chant). In other words, in. Various embodiments, a relative 
consumer cost may comprise an input to a collaborative fil 
tering algorithm as part of a process (as described herein) for 
tailoring one or more recommendations to a consumer. Simi 
larly, in various embodiments, a relative consumer cost and/ 
or one or more indicia associated with the relative consumer 
cost may be displayed in association with an overall merchant 
review, as depicted generally in FIG. 34. Thus, in various 
embodiments, a consumer may receive and/or review a mer 
chant (or item) recommendation, as discussed above, 
together with a relative consumer cost and/or one or more 
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indicia associated with the cost, and this may help a consumer 
in deciding whether to purchase from a merchant, etc. 
0251. In various embodiments, an estimated price perper 
son associated with a merchant Such as a restaurant, which 
may be quite similar to a relative consumer cost, may be 
determined. Accordingly, with reference to FIG. 46, a process 
4600 for determining an estimated price per person is dis 
cussed. Although process 4600 is described herein with ref 
erence to a variety of tables, as discussed above with refer 
ence to process 3600, in various embodiments, a variety of 
data structures, data sets, and/or the like may accommodate 
process 4600. In other words, the tables discussed herein are 
included for illustrative purposes only. Similarly, although 
process 4600 is discussed herein with reference to a restau 
rant or restaurants, process 4600 may, with possibly certain 
alterations, be applied to any other items. 
0252. Therefore, in various embodiments and with refer 
ence to FIG. 47, all (or a subset of all) transactions or ROCs 
associated with one or more restaurants during a period (e.g., 
one month) may be determined (e.g., by a system 100) and 
stored, as shown, as part of a table 4700 (step 4602). In 
various embodiments, each ROC may comprise a positive 
transaction or ROC (as discussed herein). Further, as 
depicted, a table 4700 may comprise a variety of information, 
including for example, one or more consumer identifiers, as 
shown in column 4702, one or more restaurant identifiers, as 
shown in column 4704, one or more ROC amounts, as shown 
in column 4706, one or more ROC counts, as shown in col 
umn 4708, one or more transaction or ROC dates, as shown in 
column 4710, one or more transaction or ROC times, as 
shown in column 4712. In various embodiments, a table 4700 
may be organized and/or reorganized to categorize ROCs by 
restaurant, so that a plurality of ROCs associated with a 
restaurant are grouped together. Each ROC may be further 
categorized or organized based upon a transaction date and/or 
transaction time. ROC table 4800 organized according to 
these guidelines is shown in FIG. 48. 
(0253 With reference to FIG. 49, a plurality of ROCs asso 
ciated with a restaurant may be categorized, in various 
embodiments, based upon a meal type (step 4604). A meal 
type may comprise any category with which a meal may be 
associated. However, to give a few examples, a meal type may 
comprise “breakfast,” “lunch.” “dinner.” “late night.” “week 
end brunch, and/or the like. 
0254. In various embodiments, a ROC may be categorized 
by meal type as part of process 4600 for determining a relative 
consumer cost, because different meal types may be associ 
ated with different costs (e.g., breakfast may often be less 
costly than dinner, etc.) Thus, it may be beneficial to catego 
rize ROCs by meal type, so that the estimated price perperson 
associated with a restaurant that serves an inexpensive break 
fast but a more expensive dinner is not unnecessarily skewed 
in any direction. Similarly, as discussed herein, an estimated 
price per person (and/or an indicia associated with the esti 
mate) may be provided to a consumer based upon a meal type 
in which the consumer is likely interested (e.g. depending 
upon a time of day, etc.) 
0255 Accordingly, as shown in table 4900, a meal type 
(column 4904) may be associated with a transaction or ROC 
time (column 4906) and/or a probable dining time (column 
4908). A ROC time may correspond to a time or a period of 
time during which a ROC or transaction is authorized, while 
a probable dining time may correspond to a time during which 
a consumer is actually dining within a restaurant (in various 
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embodiments, a ROC time may succeed a probable dining 
time by a short period, Such as an hour, because a consumer 
may dine for approximately the period prior to making pay 
ment). Thus, a table 4900 may comprise a cross-reference 
table in which a meal type is defined by its relationship to a 
ROC time and/or a probable dining time. 
0256 Therefore, with returning attention to table 4700, 
each ROC associated with table 4700 may be associated with 
a meal type based upon a transaction time (column 4712) 
associated with the ROC. This may be accomplished, for 
example, with reference to the table 4900, and as illustrated, 
the table 4902, tying each ROC to a meal type, may result. 
0257. In various embodiments, the information compris 
ing table 4900 may be aggregated at a restaurant and/or meal 
type level (step 4606) to determine one or more aggregated 
ROCs. For example, as shown in FIG.50, a table 5000 may, 
for each restaurant, comprise a total number of ROCs (col 
umn 5002) and/or a total ROC amount (column 5004) asso 
ciated with a restaurant and a meal type. Thus, for example, a 
restaurant 12312312311 may be associated with 446 ROCs 
and a total ROC amount of $3,544 during a meal type of 
breakfast, 435 ROCs and a total ROC amount of S4,670 
during a meal type of lunch, and so on. Further, as shown, an 
aggregated ROC (e.g., aggregated ROC 5006) may be elimi 
nated from a data set, such as table 5000, based upon a total 
number of ROCs that is less than a threshold value, such as 
one hundred ROCs, three hundred ROCs, two hundred 
ROCS, four hundred ROCs, and/or the like. Likewise, in 
various embodiments, an aggregated ROC may be eliminated 
from table 5000 based upon a meal type. For instance, an 
aggregated ROC associated with a late night meal type may 
be eliminated, because ROCs occurring during the time 
period associated with this meal type may tend to skew a 
relative consumer cost in an unwanted direction and/or 
because there are commonly too few ROCs associated with 
the meal type. 
0258 /Having determined an aggregated ROC, and with 
reference now to table 5100 in FIG. 51, a percentage or 
number of ROCs corresponding to a range of ROC amounts 
(e.g., S0-S5, S5-S10, S10-S15, S15-S20, $20-S25, etc.) may 
be determined. in addition, as discussed above, each percent 
age of ROCs may be further categorized according to a meal 
type. Thus, as shown, table 5100 may indicate that 0.5% of 
ROCs associated with a meal. type of breakfast were associ 
ated with a ROC amount in the range S0-S5. Likewise, look 
ing further into table 5100, the table may indicate that 3.8% of 
ROCs associated with the meal type of breakfast were asso 
ciated with a ROC amount in the range S15-S20, Further, as 
shown, a distribution of ROCs (e.g., by ROC amount and 
meal type) may be tabulated for other meal types (e.g., lunch, 
dinner, etc.) 
0259. With continuing regard to table 5100, a first peak of 
maximum percentage of ROCs may be identified for each 
meal type (step 4608). In various embodiments, a first maxi 
mum percentage of ROCs may be identified from left to right 
in table 5100. In other words, a first maximum ROC percent 
age may be identified by reviewing ROC percentages from 
those percentages associated with an inexpensive range of 
ROC amounts (e.g., S0-S5) to those associated with a more 
expensive range of ROC amounts (e.g., S40.S45). Further, in 
various embodiments, a first maximum ROC percentage may 
comprise a first percentage which exceeds a threshold value, 
such as 3%, 3.5%, and/or the like. Thus, as shown in table 
5100, a first maximum percentage of ROCs (3.8%) associ 
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ated with the meal type “breakfast may occur in the range 
S15-S20, while a first maximum (4.5%) associated with the 
meal type “lunch may occur in the range S20-S25, and a first 
maximum (9.6%) associated with the meal type dinner may 
occur in the range S30-S35. 
0260 Referring now to FIG. 52, having identified one or 
more first peaks or maxima, an estimated price per person of 
a restaurant may be determined (step 4610). For example, in 
various embodiments, an estimate may be determined for a 
restaurant based upon the meal type associated with the great 
est number of total ROCs. As shown, a total number of ROCs 
are listed in column 5202, and as can be seen, in this example, 
a meal type of "dinner” may be associated with a greatest 
number of ROCs (e.g., 524 ROCs). Accordingly, an estimated 
price per person for the restaurant associated with these val 
ues may comprise a ROC amount (or the range of ROC 
amounts) corresponding to the first maximum ROC percent 
age in the meal type associated with the greatest number of 
total ROCs. Thus, as depicted, an estimated price per person 
for the example restaurant may comprise S35440 per person, 
since the meal type "dinner is associated with the greatest 
number of total ROCs, and the first maximum associated with 
this meal type (9.6%) occurs in the range S35-S40. Further, in 
various embodiments, Chart 5202 may be compiled based 
upon table 5200. Chart 5202 may depict a price distribution 
associated with a meal type. Further, table 5200 may include 
an estimated price per person, as discussed above. 
0261. In various embodiments, an estimated price perper 
son may, like a relative consumer cost, be input to system 100 
as an item and/or item attribute (e.g., as an attribute associated 
with a merchant). in other words, in various embodiments, an 
estimated price per person of a restaurant may comprise an 
input to a collaborative filtering algorithm as part of a process 
(as described herein) for tailoring one or more recommenda 
tions to a consumer. Similarly, in various embodiments, an 
estimated price per person and/or one or more indicia asso 
ciated with the estimated price per person (if any) may be 
displayed in association with an overall merchant review, as 
depicted generally in FIG.34. Thus, in various embodiments, 
a consumer may receive and/or review a merchant (or item) 
recommendation, as discussed above, together with an esti 
mated price per person and/or one or more indicia associated 
with the estimate, and this may help a consumer in deciding 
whether to purchase from a merchant, etc. 
0262. In various embodiments, a merchant may be evalu 
ated to determine a status of the merchant. As discussed 
elsewhere herein, a merchant status may be input to a col 
laborative filtering algorithm and/or applied to the output of 
Such an algorithm to adjust one or more recommendations 
Supplied by the algorithm. Accordingly, with attention now to 
FIG. 53, process 5300 is depicted for determining a merchant 
status. A merchant status may, in various embodiments, com 
prise an active status and/oran inactive status. Anactive status 
may indicate that a merchant is open for business (or likely 
open for business), while an inactive status may indicate that 
the merchant has closed (permanently or semi permanently) 
for business. Likewise, in various embodiments, an active 
status may indicate that a merchant accepts a particular form 
of payment, while an inactive status may indicate that the 
merchant does not accept and/or no longer accepts a particu 
lar form of payment. 
0263. A merchant status may be based upon transaction or 
ROC data. For instance, a merchant status may be based upon 
one or more ROCs associated with a merchant (e.g., pur 
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chases by customers from the merchant). Further, a merchant 
status may be based upon ROC data during a period of time, 
e.g., one month, several months, one year, and/or the like. For 
example, in various embodiments, a merchant status may be 
based upon a comparison of a number of days since a last 
ROC associated with a merchant (“X”) to a maximum num 
ber of consecutive days (e.g., in a period of time) during 
which a merchant was not associated with a ROC (“Y”) (e.g., 
the merchant made no sales to customers of a transaction 
account provider). Specifically, a merchant status may be 
based upon comparison of a number of days between a ROC 
associated with a merchant and a current date (“X”) to a 
number of consecutive days during which the merchant was 
not associated with a ROC (“Y”). 
0264. More particularly, in various embodiments, a mer 
chant may be flagged as inactive or associated with a mer 
chant status of inactive if X is greater than Y plus a buffer 
value (step 5302). In various embodiments, a buffer value 
may comprise three days. Thus, a merchant may be flagged as 
inactive if X >Y+3. Other exemplary buffer values may 
include Zero, one, two, tour, five, six, seven, etc. Such a 
relationship may work, and a buffer value may be selected, to 
ensure that a merchant with a historically inconsistent trans 
action Volume is not prematurely marked as being inactive. 
For example, a merchant who has five ROCs during a thirty 
day month may not be marked as inactive, despite having a 
very low transaction Volume, if an adequate buffer value is 
selected. 

0265 Similarly, in various embodiments, an inactive mer 
chant may be flagged as active, or associated with a merchant 
status of active, based upon a value of “X” (the number of 
days since a last ROC associated with a merchant) that is less 
than a buffer value (step 5304). In various embodiments, 
exemplary buffer values may include Zero, one, two, three, 
four, five, six, seven, etc. Thus, to illustrate, a merchant may 
be flagged as active if X3. 
0266 Thus, in various embodiments, transaction data 
associated with a merchant may be evaluated to determine a 
merchant status. A merchant may, in addition, oscillate or 
transition between active and inactive, depending, for 
example, upon the transaction data associated with a mer 
chant, Likewise, in various embodiments and as discussed 
above, a buffer value may be selected to avoid premature 
merchant status changes. 
0267 Further, as discussed throughout this specification, a 
merchant status may be input to system 100 as an item and/or 
item attribute (e.g., as an attribute associated with a mer 
chant). In other words, in various embodiments, a merchant 
status may comprise an input to a collaborative filtering algo 
rithm as part of a process (as described herein) for tailoring 
one or more recommendations to a consumer. Similarly, in 
various embodiments, merchant status may be applied to 
merchant recommendation and/or a ranked list of merchants 
(e.g., list 1900) to eliminate an inactive merchant and/or to 
add a recently active merchant to a recommendation. 
0268. In various embodiments, as discussed briefly above, 
a consumer may “checkin' or “log in' at a location, Such as 
a merchant location. For example, a consumer may check in 
via web client 112, which may include a global positioning 
system or the like. Similarly, in various embodiments, a trans 
action by a consumer may automatically check a consumer 
into a merchant location associated with the transaction. Fur 
ther, in various embodiments, one or more consumers may 
check into one or more locations, and the consumers may 
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share these locations with one or more other consumers. For 
example, where a group of consumers are members of a Social 
network and/or associated with one another via a social net 
work, each consumer may be allowed to access one or more 
locations associated with members of the Social network. 
That is, a consumer may review merchant locations where 
members of their social network have checked in. A consumer 
may review merchant locations associated with other mem 
bers of their social network via, for example, one or more of 
web client 112, a social media website, a merchant website, a 
financial institution website, a mobile device application, 
and/or the like. 

0269. With more particular regard now to transaction 
based check in (i.e., check in based upon a location of a 
consumer and/or a consumers web client), in various 
embodiments, system 100 may analyze transaction data to 
Verify that a consumer has conducted a transaction at a spe 
cific merchant location. For instance, a transaction may verify 
a consumer's presence at a merchant location, and so may 
also serve to check or log the consumer in at the merchant 
location. In various embodiments, a Zero value transaction 
may suffice to check a consumer in at a merchant location. A 
Zero value transaction may comprise a transaction associated 
with Zero monetary value, or in other words, a transaction in 
which a consumer is not charged. Likewise, in various 
embodiments, a consumer may be credited past check-ins 
based on the transaction history of the consumer. Thus, trans 
action based check in may encompass both transactions asso 
ciated with a value or charge as well as transactions associated 
with no value or charge. 
0270. With continuing attention to transaction based 
check in, a consumer may be checked in based upon both of 
a card present and a card not present transaction. As used 
herein, a consumer may present a transaction instrument to a 
merchant as part of a card present transaction. Conversely, as 
used herein, a consumer may not present a transaction instru 
ment to a merchant as part of a card not present transaction. 
Rather, a consumer may present a transaction account num 
ber to facilitate a card not present transaction. Card not 
present transactions are common types of online transactions. 
Further, in various embodiments, a consumer may be checked 
in based upon internal and/or external (e.g., third party) data. 
0271. A transaction based check in may occur in real time 
(e.g., at Substantially the same time as a transaction), or it may 
occur at a later time. In various embodiments, a transaction 
based check in may be further confirmed by verifying a loca 
tion of web client 112 associated with a consumer (e.g., via a 
global positioning system associated with web client 112). 
This may be referred to as location based check in. Thus, in 
certain embodiments, a transaction based check in may be 
utilized, while other embodiments may utilize a location 
based check in. Likewise, as discussed, in various embodi 
ments, both of a transaction. based check in and a location 
based check in may be employed. 
0272. A consumer may receive notification of a successful 
(or unsuccessful) check-in. This may occur, in various 
embodiments, in response to a transaction authorization. 
Similarly, a merchant may receive information related to 
consumers who have checked in with the merchant. In various 
embodiments, a merchant may receive aggregated Check in 
information (e.g., a number of check-ins) but may not receive 
individual check in notifications. However, a merchant may 
also receive individual check-in data. 
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0273. In various embodiments, and with reference to 
FIGS. 54-59, a consumer may be offered a reward as an 
incentive to visit (and/or check in with) a merchant. Likewise, 
in various embodiments, a consumer may keep track of one or 
more merchants visited or checked in with by the consumer. 
A reward may be monetary, status-based, reputation-based, 
etc. A reward may incentivize a consumer and/or other con 
Sumers to visita. merchant. For example, a reward may incen 
tivize a consumer who receives a reward to return to the 
merchant. A reward may also incentivize members of a con 
Sumer's Social network (who may have access to the consum 
er's check in data, as discussed above) to visit a merchant as 
well. In various embodiments, a consumer may be rewarded 
for checking in with a merchant a certain number of times, 
and/or a consumer may be rewarded for checking in with one 
or more merchants. 

0274 More particularly, in various embodiments, a con 
Sumer may be offered a reward in return for checking in with 
a list of merchants. For instance, as shown in FIG.54 and FIG. 
55, a consumer may be provided a list of merchants and 
offered a reward (e.g., 70% off the consumer's next meal at 
Acme Cafe) on the condition that the consumer checks in with 
each merchant identified by the list before a date. Further, as 
shown in FIG.56 and FIG. 57, a consumer may review one or 
more lists, merchants checked in with, and/or the like, (e.g., 
by way of web client 112). Similarly, as shown in FIG.58 and 
FIG. 59, a consumer may review plurality of lists completed, 
partially completed, and/or awaiting completion by the con 
Sumer. With further attention to FIG. 59, a consumer may 
select one or more lists according to the interests of the 
consumer. Thus, a consumer may be presented with a variety 
of lists for consideration. 

0275. In various embodiments, a group of merchants com 
prising a list may be output by system 100 as a result of a 
collaborative filtering algorithm (and/or one or more other 
processes), as described herein. Thus, in various embodi 
ments, one or more merchants comprising a list may be tai 
lored to a consumeras discussed herein. 

0276. In various embodiments, a reward may vary in 
response to a consumer's actions. For example, a consumer 
may complete a greater number of lists in order to receive a 
greater number of rewards and/or rewards of greater value. 
Similarly, a consumer may complete a difficult list (e.g., a list 
that is longer than another list) to obtain a more desirable 
reward. Further, a reward may vary based on a size of wallet 
(as discussed herein) of a consumer. For instance, a consumer 
associated with a particular size of wallet may have credit 
sufficient to check in with a list of luxury merchants. In return, 
Such a consumer may receive a high value or luxury reward. 
0277 Systems, methods and computer program products 
are provided. In the detailed description herein, references to 
“various embodiments”, “one embodiment”, “an embodi 
ment”, “an example embodiment, etc., indicate that the 
embodiment described may include a particular feature, 
structure, or characteristic, but every embodiment may not 
necessarily include the particular feature, structure, or char 
acteristic. Moreover, Such phrases are not necessarily refer 
ring to the same embodiment. Further, when a particular 
feature, structure, or characteristic is described in connection. 
with an embodiment, it is submitted that it is within the 
knowledge of one skilled in the art to effect such feature, 
structure, or characteristic in connection with other embodi 
ments whether or not explicitly described. 
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0278. In various embodiments, the methods described 
herein are implemented using the various particular machines 
described herein. The methods described herein may be 
implemented using the herein particular machines, and those 
hereinafter developed, in any Suitable combination, as would 
be appreciated immediately by one skilled in the art. Further, 
as is unambiguous from this disclosure, the methods 
described herein may result in various transformations of 
certain articles. 

0279 For the sake of brevity, conventional data network 
ing, application development and other functional aspects of 
the systems (and components of the individual operating 
components of the systems) may not be described in detail 
herein. Furthermore, the connecting lines shown in the Vari 
ous figures contained herein are intended to represent exem 
plary functional relationships and/or physical couplings 
between the various elements. It should be noted that many 
alternative or additional functional relationships or physical 
connections may be present in a practical system. 
0280. The various system components discussed herein 
may include one or more of the following: a host server or 
other computing systems including a processor for process 
ing digital data; a memory coupled to the processor for storing 
digital data an input digitizer coupled to the processor for 
inputting digital data; an application program stored in the 
memory and accessible by the processor for directing pro 
cessing of digital data by the processor, a display device 
coupled to the processor and memory for displaying informa 
tion derived from digital data processed by the processor; and 
a plurality of databases, Various databases used herein. may 
include: client data; merchant data; financial institution data; 
and/or like data useful in the operation of the system. As those 
skilled in the art will appreciate, user computer may include 
an operating system (e.g., Windows NT, Windows 95/98/ 
2000, Windows XP, Windows Vista, Windows 7, OS2, UNIX, 
Linux, Solaris, MacOS, etc.) as well as various conventional 
Support Software and drivers typically associated with com 
puters. A user may include any individual, business, entity, 
government organization, Software and/or hardware that 
interact with a system. 
0281. In various embodiments, various components, mod 
ules, and/or engines of system 100 may be implemented as 
micro-applications or micro-apps. Micro-apps are typically 
deployed in the context of a mobile operating system, includ 
ing for example, a Palm mobile operating system, a Windows 
mobile operating system, an Android Operating System, 
Apple iOS, a Blackberry operating system and/or the like. 
The micro-app may be configured to leverage the resources of 
the larger operating system and associated hardware via a set 
of predetermined rules which govern the operations of vari 
ous operating systems and hardware resources. For example, 
where a micro-app desires to communicate with a device or 
network other than the mobile device or mobile operating 
system, the micro-app may leverage the communication pro 
tocol of the operating system and associated device hardware 
under the predetermined rules of the mobile operating sys 
tem. Moreover, where the micro-app desires an input from a 
user, the micro-app may be configured to request a response 
from the operating system which monitors various hardware 
components and then communicates a detected input from the 
hardware to the micro-app. 
0282. The system contemplates uses in association with 
web services, utility computing, pervasive and individualized 
computing, security and identity Solutions, autonomic com 
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puting, cloud computing, commodity computing, mobility 
and wireless Solutions, open Source, biometrics, grid comput 
ing and/or mesh computing. 
0283 Any databases discussed herein may include rela 

tional, hierarchical, graphical, or object-oriented structure 
and/or any other database configurations. Common database 
products that may be used to implement the databases include 
DB2 by IBM (Armonk, N.Y.), various database products 
available from Oracle Corporation (Redwood Shores, Calif.), 
Microsoft Access or Microsoft SQL Server by Microsoft 
Corporation (Redmond, Wash.), MySQL, by MySQL AB 
(Uppsala, Sweden), or any other Suitable database product. 
Moreover, the databases may be organized in any Suitable 
manner, for example, as data tables or lookup tables. Each 
record may be a single file, a series of files, a linked series of 
data fields or any other data structure. Association of certain 
data may be accomplished through any desired data associa 
tion technique Such as those known or practiced in the art. For 
example, the association may be accomplished either manu 
ally or automatically. Automatic association techniques may 
include, for example, a database search, a database merge, 
GRIT AGREP, SQL, using a key field in the tables to speed 
searches, sequential searches through all the tables and files, 
sorting records in the file according to a known order to 
simplify lookup, and/or the like. The association step may be 
accomplished by a database merge function, for example, 
using a “key field in pre-selected databases or data sectors, 
Various database tuning steps are contemplated to optimize 
database performance. For example, frequently used files 
Such as indexes may be placed on separate file systems to 
reduce In/Out (“I/O”) bottlenecks. 
0284 More particularly, a “key field' partitions the data 
base according to the high-level class of objects defined by 
the key field. For example, certain types of data may be 
designated as a key field in a plurality of related data tables 
and the data tables may then be linked on the basis of the type 
of data in the key field. The data corresponding to the key field 
in each of the linked data tables is preferably the same or of 
the same type. However, data tables having similar, though 
not identical, data in the key fields may also be linked by using 
AGREP, for example. In accordance with one embodiment, 
any Suitable data storage technique may be utilized to store 
data without a standard format. Data sets may be stored using 
any suitable technique, including, for example, storing indi 
vidual files using an ISO/IEC 7816-4 file structure; imple 
menting a domain whereby a dedicated file is selected that 
exposes one or more elementary files containing one or more 
data sets; using data sets stored in individual files using a 
hierarchical filing system; data sets stored as records in a 
single file (including compression, SQL accessible, hashed 
via one or more keys, numeric, alphabetical by first topic, 
etc.); Binary Large Object (BLOB); stored as ungrouped data 
elements encoded using ISO/IEC 7816-6 data elements: 
stored as ungrouped data elements encoded using ISO/IEC 
Abstract Syntax Notation (ASN.1) as in ISO/IEC 8824 and 
8825; and/or other proprietary techniques that may include 
fractal compression methods, image compression methods, 
etc. 

0285. In various embodiments, the ability to store a wide 
variety of information in different formats is facilitated by 
storing the information as a BLOB. Thus, any binary infor 
mation can be stored in a storage space associated with a data 
set. As discussed above, the binary information may be stored 
on the financial transaction instrument or external to but affili 
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ated with the financial transaction instrument. The BLOB 
method may store data sets as ungrouped data elements for 
matted as a block of binary via a fixed memory offset using 
either fixed storage allocation, circular queue techniques, or 
best practices with respect to memory management (e.g., 
paged memory, least recently used, etc.). By using BLOB 
methods, the ability to store various data sets that have dif 
ferent formats facilitates the storage of data associated with 
the financial transaction instrument by multiple and unrelated 
owners of the data sets. For example, a first data set which 
may be stored may be provided by a first party, a second data 
set which may be stored may be provided by an unrelated 
second party, and yet a third data set which may be stored, 
may be provided by an third party unrelated to the first and 
second party. Each of these three exemplary data sets may 
contain different information that is stored using different 
data storage formats and/or techniques. Further, each data set 
may contain Subsets of data that also may be distinct from 
other subsets. 

0286 As stated above, in various embodiments, the data 
can be stored without regard to a common format. However, 
in various embodiments, the data set (e.g., BLOB) may be 
annotated in a standard manner when provided for manipu 
lating the data onto the financial transaction instrument. The 
annotation may comprise a short header, trailer, or other 
appropriate indicator related to each data set that is config 
ured to convey information useful in managing the various 
data sets. For example, the annotation may be called a “con 
dition header”, “header', “trailer, or “status”, herein, and 
may comprise an indication of the status of the data set or may 
include an identifier correlated to a specific issueror owner of 
the data. In one example, the first three bytes of each data set 
BLOB may be configured or configurable to indicate the 
status of that particular data set; e.g., LOADED, INITIAL 
IZED, READY, BLOCKED, REMOVABLE, or DELETED. 
Subsequent bytes of data may be used to indicate for example, 
the identity of the issuer, user, transaction/membership 
account identifier or the like. Each of these condition anno 
tations are further discussed herein. 

0287. The data set annotation may also be used for other 
types of status information as well as various other purposes. 
For example, the data set annotation may include security 
information establishing access levels. The access levels may, 
for example, be configured to permit only certain individuals, 
levels of employees, companies, or other entities to access 
data sets, or to permit access to specific data sets based on the 
transaction, merchant, issuer, user or the like. Furthermore, 
the security information may restrict/permit only certain 
actions such as accessing, modifying, and/or deleting data 
sets. In one example, the data set annotation indicates that 
only the data set owner or the user are permitted to delete a 
data set, various identified users may be permitted to access 
the data set for reading, and others are altogether excluded 
from accessing the data set. However, other access restriction 
parameters may also be used allowing various entities to 
access a data set with various permission levels as appropri 
ate. 

0288 The data, including the header or trailer may be 
received by a stand alone interaction device configured to 
add, delete, modify, or augment the data in accordance with 
the header or trailer. As such, in one embodiment, the header 
or trailer is not stored on the transaction device along with the 
associated issuer-owned data but instead the appropriate 
action may be taken by providing to the transaction instru 
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ment user at the standalone device, the appropriate option for 
the action to be taken. The system may contemplate a data 
storage arrangement wherein the header or trader, or header 
or trailer history, of the data is stored on the transaction 
instrument in relation to the appropriate data. 
0289. One skilled in the art will also appreciate that, for 
security reasons, any databases, systems, devices, servers or 
other components of the system may consist of any combi 
nation thereof at a single location or at multiple locations, 
wherein each database or system includes any of various 
Suitable security features, such as firewalls, access codes, 
encryption, decryption, compression, decompression, and/or 
the like. 
0290 Encryption may be performed by way of any of the 
techniques now available in the art or which may become 
available—e.g., Twofish, RSA, El Gamal, Schorr signature, 
DSA, PGP, PKI, and symmetric and asymmetric cryptosys 
temS. 

0291. The computing unit of the web client may be further 
equipped with an Internet browser connected to the Internet 
or an intranet using standard dial-up, cable, DSL or any other 
Internet protocol known in the art. Transactions originating at 
a web client may pass through a firewall in order to prevent 
unauthorized access from users of other networks. Further, 
additional firewalls may be deployed between the varying 
components of CMS to further enhance security. 
0292 Firewall may include any hardware and/or software 
suitably configured to protect CMS components and/or enter 
prise computing resources from users of other networks. Fur 
ther, a firewall may be configured to limit or restrict access to 
various systems and components behind the firewall for web 
clients connecting through a web server. Firewall may reside 
in varying configurations including Stateful Inspection, 
Proxy based, access control lists, and Packet Filtering among 
others. Firewall may be integrated within an web server or any 
other CMS components or may further reside as a separate 
entity. A firewall may implement network address translation 
(“NAT”) and/or network address port translation (“NAPT). 
A firewall may accommodate various tunneling protocols to 
facilitate secure communications, such as those used in Vir 
tual. private networking A firewall may implement a demili 
tarized Zone (“DMZ) to facilitate communications with a 
public network such as the Internet. A firewall may be inte 
grated as Software within an Internet server, any other appli 
cation server components or may reside within another com 
puting device or may take the form of a standalone hardware 
component. 
0293. The computers discussed herein may provide a suit 
able website or other Internet-based graphical user interface 
which is accessible by users. in one embodiment, the 
Microsoft Internet Information Server (HS), Microsoft 
Transaction Server (MTS), and Microsoft SQL Server, are 
used in conjunction with the Microsoft operating system, 
Microsoft NT web server software, a Microsoft SQL Server 
database system, and a Microsoft Commerce Server. Addi 
tionally, components such as Access or Microsoft SQL 
Server, Oracle, Sybase, Informix MySQL, Interbase, etc., 
may be used to provide an Active DataObject (ADO) com 
pliant database management system. In one embodiment, the 
Apache web server is used in conjunction with a Linux oper 
ating system, a MySQL database, and the Perl, PHP, and/or 
Python programming languages. 
0294 Any of the communications, inputs, storage, data 
bases or displays discussed herein may be facilitated through 
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a website having web pages. The term “web page' as it is used 
herein is not meant to limit the type of documents and appli 
cations that might be used to interact with the user. For 
example, a typical website might include, in addition to stan 
dard MAIL documents, various forms, Java applets, JavaS 
cript, active server pages (ASP), common gateway interface 
Scripts (CGI), extensible markup language (XML). dynamic 
HTML, cascading style sheets (CSS), AJAX (Asynchronous 
JavaScript And XML), helper applications, plug-ins, and/or 
the like. A server may include a web service that receives a 
request from a web server, the request including a URL 
(http://yahoo.comistockquotesige) and an IP address (123. 
56.789.234). The web server retrieves the appropriate web 
pages and sends the data or applications for the web pages to 
the IP address. Web services are applications that are capable 
of interacting with other applications over a communications 
means, such as the internet, Web services are typically based 
on standards or protocols such as XML, SOAP. AJAX, WSDL 
and UDDI. Web services methods are well known in the art, 
and are covered in many standard texts. See, e.g., ALEX 
NGHIEM, IT WEB SERVICES: A ROADMAP FOR THE ENTERPRISE 
(2003), hereby incorporated by reference. 
0295 Middleware may include any hardware and/or soft 
ware Suitably configured to facilitate communications and/or 
process transactions between disparate computing systems. 
Middleware components are commercially available and 
known in the art, Middleware may be implemented through 
commercially available hardware and/or software, through 
custom hardware and/or software components, or through a 
combination thereof. Middleware may reside in a variety of 
configurations and may exist as a standalone system or may 
be a software component residing on the Internet server, 
Middleware may be configured to process transactions 
between the various components of an application server and 
any number of internal or external systems for any of the 
purposes disclosed herein. WebSphere MQTM (formerly 
MQSeries) by IBM, Inc. (Armonk, N.Y.) is an example of a 
commercially available middleware product. An Enterprise 
Service Bus (“ESB) application is another example of 
middleware. 

0296 Practitioners will also appreciate that there are a 
number of methods for displaying data within a browser 
based document. Data may be represented as standard text or 
within a fixed list, scrollable list, drop-down list, editable text 
field, fixed text field, pop-up window, and/or the like. Like 
wise, there are a number of methods available for modifying 
data in a web page such as, for example, free text entry using 
a keyboard, selection of menu items, check boxes, option 
boxes, and/or the like. 
0297. The system and method may be described herein in 
terms of functional block components, screen shots, optional 
selections and various processing steps. It should be appreci 
ated that such functional blocks may be realized by any num 
ber of hardware and/or software components configured to 
perform the specified functions. For example, the system may 
employ various integrated circuit components, e.g., memory 
elements, processing elements, logic elements, look-up 
tables, and/or the like, which may carry out a variety of 
functions under the control of one or more microprocessors or 
other control devices. Similarly, the software elements of the 
system may be implemented with any programming or Script 
ing language Such as C, C++, C#, Java, JavaScript, VBScript, 
Macromedia Cold. Fusion, COBOL, Microsoft Active Server 
Pages, assembly, PERL, PHP. awk, Python, Visual Basic, 
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SQL Stored Procedures, PL/SQL, any UNIX shell script, and 
extensible markup language (XML) with the various algo 
rithms being implemented with any combination of data 
structures, objects, processes, routines or other programming 
elements. Further, it should be noted that the system may 
employ any number of conventional techniques for data trans 
mission, signaling, data processing, network control, and/or 
the like, Still further, the system could be used to detect or 
prevent security issues with a client-side Scripting language, 
such as JavaScript, VBScript or the like. For a basic introduc 
tion of cryptography and network security, see any of the 
following references: (1) “Applied Cryptography: Protocols, 
Algorithms, And Source Code In C. by Bruce Schneier, 
published by John Wiley & Sons (second edition, 1995); (2) 
“Java Cryptography’ by Jonathan Knudson, published by 
O'Reilly & Associates (1998); (3) “Cryptography & Network 
Security; Principles & Practice' by William Stallings, pub 
lished by Prentice Hall; all of which are hereby incorporated 
by reference. 
0298 With further regard to terms such as “consumer.” 
“customer.” “merchant, and/or the like, each of these partici 
pants may be equipped with a computing device in order to 
interact with the system and facilitate online commerce trans 
actions. A consumer or customer may have a computing unit 
in the limn of a personal computer, although other types of 
computing units may be used including laptops, notebooks, 
hand held computers, set-top boxes, cellular telephones, 
touch-tone telephones and/or the like. A merchant may have 
a computing unit implemented in. the form of a computer 
server, although other implementations are contemplated by 
the system. A bank. may have a computing center shown as a 
main frame computer. However, the bank computing center 
may be implemented in otherforms, such as a mini-computer, 
a PC server, a network of computers located in the same of 
different geographic locations, or the like. Moreover, the 
system contemplates the use, sale or distribution of any 
goods, services or information over any network having simi 
lar functionality described herein 
0299. A merchant computer and/or a bank computer may 
be interconnected via a second network, referred to as a 
payment network. The payment network which may be part 
of certain transactions represents existing proprietary net 
works that presently accommodate transactions for credit 
cards, debit cards, and other types of financial/banking cards. 
The payment network is a dosed network that is assumed to be 
secure from eavesdroppers. Exemplary transaction networks 
may include the American Express.(R), VisaNet(R) and the Veri 
phone(R) networks. 
0300. An electronic commerce system may be imple 
mented at the customer and issuing bank. in an exemplary 
implementation, the electronic commerce system may be 
implemented as computer software modules loaded onto the 
customer computer and the banking computing center. The 
merchant computer may not require any additional Software 
to participate in the online commerce transactions Supported 
by the online commerce system. 
0301 As will be appreciated by one of ordinary skill in the 

art, the system may be embodied as a customization of an 
existing system, an add-on product, a processing apparatus 
executing upgraded software, a stand alone system, a distrib 
uted system, a method, a data processing system, a device for 
data processing, and/or a computer program product. Accord 
ingly, any portion of the system or a module may take the 
form of a processing apparatus executing code, an internet 
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based embodiment, an entirely hardware embodiment, or an 
embodiment combining aspects of the internet, Software and 
hardware. Furthermore, the system may take the form of a 
computer program product on a computer-readable storage 
medium having computer-readable program code means 
embodied in the storage medium, Any Suitable computer 
readable storage medium may be utilized, including hard 
disks, CD-ROM, optical storage devices, magnetic storage 
devices, and/or the like. 

0302) The system and method is described herein with 
reference to screen shots, block diagrams and flowchart illus 
trations of methods, apparatus systems), and computer pro 
gram products according to various embodiments. It will be 
understood that each functional block of the block diagrams 
and the flowchart illustrations, and combinations of func 
tional blocks in the block diagrams and flowchart illustra 
tions, respectively, can be implemented by computer program 
instructions. 

0303. These computer program instructions may be 
loaded onto a general purpose computer, special purpose 
computer, or other programmable data processing apparatus 
to produce a machine. Such that the instructions that execute 
on the computer or other programmable data processing 
apparatus create means for implementing the functions speci 
fied in the flowchart block or blocks. These computer pro 
gram instructions may also be stored in a computer-readable 
memory that can direct a computer or other programmable 
data processing apparatus to function in a particular manner, 
such that the instructions stored in the computer-readable 
memory produce an article of manufacture including instruc 
tion means which implement the function specified in the 
flowchart block or blocks. The computer program instruc 
tions may also be loaded onto a computer or other program 
mable data processing apparatus to cause a series of opera 
tional steps to be performed on the computer or other 
programmable apparatus to produce a computer-imple 
mented process such that the instructions which execute on 
the computer or other programmable apparatus provide steps 
for implementing the functions specified in the flowchart 
block or blocks. 

0304. Accordingly, functional blocks of the block dia 
grams and flowchart illustrations Support combinations of 
means for performing the specified functions, combinations 
of steps for performing the specified functions, and program 
instruction means for performing the specified functions. It 
will also be understood that each functional block of the block 
diagrams and flowchart illustrations, and combinations of 
functional blocks in the block diagrams and flowchart illus 
trations, can be implemented by either special purpose hard 
ware-based computer systems which perform the specified 
functions or steps, or Suitable combinations of special pur 
pose hardware and computer instructions. Further, illustra 
tions of the process flows and the descriptions thereof may 
make reference to user windows, webpages, websites, web 
forms, prompts, etc. Practitioners will appreciate that the 
illustrated steps described herein may comprise in any num 
ber of configurations including the use of windows, 
webpages, web forms, popup windows, prompts and/or the 
like. It should be further appreciated that the multiple steps as 
illustrated and described may be combined into single 
webpages and/or windows but have been expanded for the 
sake of simplicity. In other cases, steps illustrated and 
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described as single process steps may be separated into mul 
tiple webpages and/or windows but have been combined for 
simplicity. 
0305 The term “non-transitory” is to be understood to 
remove only propagating transitory signals perse from the 
claim Scope and does not relinquish rights to all standard 
computer-readable media that are not only propagating tran 
sitory signals perse, Stated another way, the meaning of the 
term “non-transitory computer-readable medium’ should be 
construed to exclude only those types of transitory computer 
readable media which were found in In Re Nuiten to fall 
outside the scope of patentable subject matter under 35 U.S. 
C. S101. 
0306 Benefits, other advantages, and solutions to prob 
lems have been described herein with regard to specific 
embodiments. However, the benefits, advantages, solutions to 
problems, and any elements that may cause any benefit, 
advantage, or Solution to occur or become more pronounced 
are not to be construed as critical, required, or essential fea 
tures or elements of the disclosure. The scope of the disclo 
Sure is accordingly to be limited by nothing other than the 
appended claims, in which reference to an element in the 
singular is not intended to mean "one and only one' unless 
explicitly so stated, but rather "one or more. Moreover, 
where a phrase similar to at least one of A, B, and C or at least 
one of A, B, or C is used in the claims or specification, it is 
intended that the phrase be interpreted to mean that A alone 
may be present in an embodiment, B alone may be present in 
an embodiment, Calone may be present in an embodiment, or 
that any combination of the elements A, B and C may be 
present in a single embodiment; for example A, and B, A and 
C, B and C. or A and B and C. Although the disclosure 
includes a method, it is contemplated that it may be embodied 
as computer program instructions on a tangible computer 
readable carrier, Such as a magnetic or optical memory or a 
magnetic or optical disk. All structural, chemical, and func 
tional equivalents to the elements of the above-described 
exemplary embodiments that are known to those of ordinary 
skill in the art are expressly incorporated herein by reference 
and are intended to be encompassed by the present claims. 
Moreover, it is not necessary for a device or method to address 
each and every problem sought to be solved by the present 
disclosure, for it to be encompassed by the present claims. 
Furthermore, no element, component, or method step in the 
present disclosure is intended to be dedicated to the public 
regardless of whether the element, component, or method 
step is explicitly recited in the claims. No claim element 
herein is to be construed under the provisions of 35 U.S.C. 
112, sixth paragraph, unless the element is expressly recited 
using the phrase “means for AS used herein, the terms "com 
prises”, “comprising, or any other variation thereof, are 
intended to cover a non-exclusive inclusion, Such that a pro 
cess, method, article, or apparatus that comprises a list of 
elements does not include only those elements but may 
include other elements not expressly listed or inherent to such 
process, method, article, or apparatus. 
0307 The system may include or interface with any of the 
foregoing accounts, devices, and/or a transponder and reader 
(e.g. RFID reader) in RF communication with the transpon 
der (which may include a fob), or communications between 
an initiator and a target enabled by near field communications 
(NFC). Typical devices may include, for example, a key ring, 
tag, card, cell phone, wristwatch or any Such form capable of 
being presented for interrogation. Moreover, the system, 
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computing unit or device discussed herein may include a 
"pervasive computing device.” which may include a tradi 
tionally non-computerized device that is embedded with a 
computing unit. Examples may include watches, Internet 
enabled kitchen appliances, restaurant tables embedded with 
RF readers, wallets or purses with imbedded transponders, 
etc. Furthermore, a device or financial transaction instrument 
may have electronic and communications functionality 
enabled, for example, by: a network of electronic circuitry 
that is printed or otherwise incorporated onto or within the 
transaction instrument (and typically referred to as a “Smart 
card’); a fob having a transponder and an REID reader; and/or 
near field communication (NFC) technologies. For more 
information regarding NEC, refer to the following specifica 
tions all of which are incorporated by reference herein; ISO/ 
IEC 18092/ECMA-340, Near Field Communication Inter 
face and Protocol-1 (NFCIP-1): ISO/IEC 21481/ECMA-352, 
Near Field Communication Interface and Protocol-2 
(NFCIP-2); and EMV 4.2 available at http://www.einvco. 
com/default.aspx. 
0308 The account number may be distributed and stored 
in any form of plastic, electronic, magnetic, radio frequency, 
wireless, audio and/or optical device capable of transmitting 
or downloading data from itself to a second device. A con 
Sumer account number may be, for example, a sixteen-digit 
account number, although each credit provider has its own 
numbering system, Such as the fifteen-digit numbering sys 
tem used by American Express. Each company’s account 
numbers comply with that company’s standardized format 
Such that the company using a fifteen-digit format will gen 
erally use three-spaced sets of numbers, as represented by the 
number "0000 000000 00000. The first five to seven digits 
are reserved for processing purposes and identify the issuing 
bank, account type, etc. In this example, the last (fifteenth) 
digit is used as a sum check for the fifteen digit number. The 
intermediary eight-to-eleven digits are used to uniquely iden 
tify the consumer. A merchant account number may be, for 
example, any number or alpha-numeric characters that iden 
tify a particular merchant for purposes of account acceptance, 
account reconciliation, reporting, or the like. 
0309 Phrases and terms similar to “financial institution” 
or “transaction account issuer” may include any entity that 
offers transaction account Services. Although often referred 
to as a “financial institution, the financial institution may 
represent any type of bank, lender or other type of account 
issuing institution, such as credit card companies, card spon 
Soring companies, or third party issuers under contract with 
financial institutions. It is further noted that other participants 
may be involved in some phases of the transaction, such as an 
intermediary settlement institution. 
0310. The terms “payment vehicle.” “financial transaction 
instrument,” “transaction instrument” and/or the plural form 
of these terms may be used interchangeably throughout to 
refer to a financial instrument. 

0311 Phrases and terms similar to “internal data” or 
"dosed loop data” may include any data a credit issuer pos 
sesses or acquires pertaining to a particular consumer. Inter 
nal data may be gathered before, during, or after a relationship 
between the credit issuer and the transaction account holder 
(e.g., the consumer or buyer). Such data may include con 
Sumer demographic data. Consumer demographic data 
includes any data pertaining to a consumer. Consumer demo 
graphic data may include consumer name, address, telephone 
number, email address, employer and Social security number. 
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Consumer transactional data is any data pertaining to the 
particular transactions in which a consumer engages during 
any given time period, Consumer transactional data may 
include, for example, transaction amount, transaction time, 
transaction vendor/merchant, and transaction vendor/mer 
chant location. Transaction vendor/merchant location may 
contain a high degree of specificity to a vendor/merchant. For 
example, transaction vendor/merchant location may include a 
particular gasoline filing station in a particular postal code 
located at a particular cross section or address. Also, for 
example, transaction vendor/merchant location may include a 
particular web address. Such as a Uniform Resource Locator 
(“URL), an email address and/or an Internet Protocol (“IP) 
address for a vendor/merchant, Transaction vendor/mer 
chant, and transaction vendor/merchant location may be asso 
ciated with a particular consumer and further associated with 
sets of consumers. Consumer payment data includes any data 
pertaining to a consumer's history of paying debt obligations. 
Consumer payment data may include consumer payment 
dates, payment amounts, balance amount, and credit limit. 
Internal data may further comprise records of consumer Ser 
Vice calls, complaints, requests for credit line increases, ques 
tions, and comments. A record of a consumer service call 
includes, for example, date of call, reason for call, and any 
transcript or Summary of the actual call. 
0312 Phrases similar to a “payment processor may 
include a company (e.g., a third party) appointed (e.g., by a 
merchant) to handle transactions. A payment processor may 
include an issuer, acquirer, authorizer and/or any other System 
or entity involved in the transaction process. Payment proces 
sors may be broken down into two types: front-end and back 
end. Front-end payment processors have connections to vari 
ous transaction accounts and Supply authorization and settle 
ment services to the merchant banks merchants. Back-end 
payment processors accept settlements from front-end pay 
ment processors and, via The Federal Reserve Bank, move 
money from an issuing bank to the merchant bank. In an 
operation that will usually take a few seconds, the payment 
processor will both check the details received by forwarding 
the details to the respective accounts issuing bank or card 
association for verification, and may carry out a series of 
anti-fraud measures against the transaction. Additional 
parameters, including the account's country of issue and its 
previous payment history, may be used to gauge the probabil 
ity of the transaction being approved. In response to the 
payment processor receiving confirmation that the transac 
tion account details have been verified, the information may 
be relayed back to the merchant, who will then complete the 
payment transaction. In response to the verification being 
denied, the payment processor relays the information to the 
merchant, who may then decline the transaction. Phrases 
similar to a “payment gateway' or "gateway' may include an 
application service provider service that authorizes payments 
for e-businesses online retailers, and/or traditional brick. and 
mortar merchants. The gateway may be the equivalent of a 
physical point of sale terminal located in most retail outlets. A 
payment gateway may protect transaction account details by 
encrypting sensitive information, Such as transaction account 
numbers, to ensure that information passes securely between 
the customer and the merchant and also between merchant 
and payment processor. 
0313 Phrases similar to a “payment gateway' or “gate 
way’ may include an application service provider service that 
authorizes payments fore-businesses, online retailers, and/or 
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traditional brick and mortar merchants. The gateway may be 
the equivalent of a physical point of sale terminal located in 
most retail outlets. A payment gateway may protect transac 
tion account details by encrypting sensitive information, Such 
as transaction account numbers, to ensure that information 
passes securely between the customer and the merchant and 
also between merchant and payment processor. 
What is claimed is: 
1. A method comprising: 
receiving, by a computer-based system for compiling item 

reviews, a rating associated with the item; 
transmitting, by the computer-based system, a plurality of 
word tags based on the rating; and 

receiving, by the computer-based system, a selection of 
one of the plurality of word tags. 

2. The method of claim 1, further comprising transmitting, 
by the computer-based system, the plurality of word tags 
based upon a category associated with the item. 

3. The method of claim 1, wherein the item comprises a 
restaurant. 

4. The method of claim 1, further comprising transmitting, 
by the computer-based system, a prompt to a web client 
associated with a consumer requesting that the consumer 
complete a review in response to a transaction authorization. 

5. The method of claim 1, further comprising transmitting, 
by the computer-based system, an overall item rating associ 
ated with the item to a web client associated with a consumer 
as part of a ranked list of items. 

6. The method of claim 1, further comprising verifying, by 
the computer-based system, a transaction associated with the 
item prior to accepting the rating associated with the item. 

7. The method of claim 1, further comprising transmitting, 
by the computer-based system, one of the word tags in the 
plurality of word tags based upon a merchant request to 
transmit the word tag. 

8. The method of claim 1, further comprising providing, by 
the computer-based system, a recommendation based upon 
the rating. 

9. An article of manufacture including a non-transitory, 
tangible computer readable storage medium having instruc 
tions stored thereon that, in response to execution by a com 
puter-based system for compiling item reviews, cause the 
computer-based system to be capable of performing opera 
tions comprising: 

receiving, by the computer-based system, a rating associ 
ated with the item; 

transmitting, by the computer-based system, a plurality of 
word tags based on the rating; and 

receiving, by the computer-based system, a selection of 
one of the plurality of word tags. 

10. The article of claim 9, further comprising transmitting, 
by the computer-based system, the plurality of word tags 
based upon a category associated with the item. 

11. The article of claim 9, wherein the item comprises a 
restaurant. 

12. The article of claim 9, further comprising transmitting, 
by the computer-based system, a prompt to a web client 
associated with a consumer requesting that the consumer 
complete a review in response to a transaction authorization. 

13. The article of claim 9, further comprising transmitting, 
by the computer-based system, an overall item rating associ 
ated with the item to a web client associated with a consumer 
as part of a ranked list of items. 
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14. The article of claim 9, further comprising verifying, by 
the computer-based system, a transaction associated with the 
item prior to accepting the rating associated with the item. 

15. The article of claim 9, further comprising transmitting, 
by the computer-based system, one of the word tags in the 
plurality of word tags based upon a merchant request to 
transmit the word tag. 

16. The article of claim 9, further comprising providing, by 
the computer-based system, a recommendation based upon 
the rating. 

17. A system comprising: 
a processor for compiling item reviews, 
a tangible, non-transitory memory configured to commu 

nicate with the processor, 
the tangible, non-transitory memory having instructions 

stored thereon that, in response to execution by the pro 
cessor, cause the processor to be capable of performing 
operations comprising: 

receiving, by the processor, a rating associated with the 
item; 

transmitting, by the processor, a plurality of word tags 
based on the rating; and 
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receiving, by the processor, a selection of one of the plu 
rality of word tags. 

18. The system of claim 17, further comprising transmit 
ting, by the processor, the plurality of word tags based upon a 
category associated with the item. 

19. The system of claim 17, wherein the item comprises a 
restaurant. 

20. The system of claim 17, further comprising transmit 
ting, by the processor, a prompt to a web client associated 
with a consumer requesting that the consumer complete a 
review in response to a transaction authorization. 

21. The system of claim 17, further comprising transmit 
ting, by the processor, an overall item rating associated with 
the item to a web client associated with a consumeras part of 
a ranked list of items. 

22. The system of claim 17, further comprising verifying, 
by the processor, a transaction associated with the item prior 
to accepting the rating associated with the item. 

23. The system of claim 17, further comprising providing, 
by the processor, a recommendation based upon the rating. 
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