
(19) United States 
US 2006OO15404A1 

(12) Patent Application Publication (10) Pub. No.: US 2006/0015404 A1 
Tran (43) Pub. Date: Jan. 19, 2006 

(54) SERVICE PROVIDER SYSTEMAND 
METHOD FOR MARKETING PROGRAMS 

(75) Inventor: Hung Tran, Chicago, IL (US) 
Correspondence Address: 
DAVIS WRIGHT TREMAINE, LLP 
2600 CENTURY SQUARE 
1501 FOURTHAVENUE 
SEATTLE, WA 98101-1688 (US) 

(73) Assignee: Infinian Corporation, Chicago, IL 

(21) Appl. No.: 11/142,916 

(22) Filed: May 31, 2005 

Related U.S. Application Data 

(60) Provisional application No. 60/575,779, filed on May 
28, 2004. 

Publication Classification 

(51) Int. Cl. 
G06O 30/00 (2006.01) 

f 10 f f0 f f(0. 

DISCOUNT AND 
INCENTIVE PROGRAMS 

JOINT DISCOUNT 
INCENTIVE PROGRAMS 

f20 f30 

RETAILER 

MEMBERSHIP SERVICE PROVIDER 

CONSUMERS 

f60 

JOINT DISCOUNT 
INCENTIVE PROGRAMS 

(52) U.S. Cl. ................................................................ 705/14 

(57) ABSTRACT 

To assist in patent Searching a description includes a con 
Sumer purchasing behavior profiling System having aspects 
including consumer profiles formed and updated based on a 
variety of data. Advertisers access to Send targeted adver 
tising messages to the consumers. Aspects include advertis 
ing information together with incentive level and mix being 
correlated with the consumer profile to produce a measure of 
the applicability of the ad to that consumer and the prob 
ability of converting that consumer. Other aspects include 
determining the mix of ad information, incentive level and 
type, and product offering that will be required to convert an 
ad viewer to a buyer. Aspects focus on using wireleSS 
devices with consumers. Other aspects reside in methods of 
using electronic coupons distribution and redemption to 
collect additional data points necessary to understand the 
consumer's purchasing decision proceSS and factors that 
influence the purchasing decision. 
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SERVICE PROVIDER SYSTEMAND METHOD 
FOR MARKETING PROGRAMS 

BACKGROUND OF THE INVENTION 

0001) The advent of the Internet has resulted in the ability 
to communicate data acroSS the globe instantaneously, and 
will allow for numerous new applications which enhance 
consumer's lives. One of the enhancements which can occur 
is the ability for the consumer to receive advertising which 
is relevant to their lifestyle, rather than a Stream of ads 
determined by the program they are watching. Such “tar 
geted ads' can potentially reduce the amount of unwanted 
information which consumerS receive in the mail, during 
television programs, and when using the Internet. 
0002 From an advertiser's perspective the ability to 
target ads can be beneficial Since they have Some confidence 
that their ad will at least be determined relevant by the 
consumer, and therefore will not be found annoying because 
it is not applicable to their lifestyle. 

0003. In order to determine the applicability of an adver 
tisement to a consumer, it is necessary to know Something 
about their lifestyle, and in particular to understand their 
demographics (age, household size, income). In Some 
instances it is useful to know their particular purchasing 
habits. AS an example, a vendor of Soups would like to know 
which consumers are buying their competitor's Soup, So that 
they can target ads at those consumers in an effort to 
convince them to Switch brands. That vendor will probably 
not want to target loyal customers, although for a new 
product introduction the Strategy may be to convince loyal 
customers to try the new product. In both cases it is 
extremely useful for the vendor to be able to determine what 
brand of product the consumer presently purchases. 

0004. There are several difficulties associated with the 
collection, processing, and Storage of consumer data. Col 
lecting consumer data and determining the demographic 
parameters of the consumer can be difficult. Surveys can be 
performed, and in Some instances the consumer will will 
ingly give access to normally private data including family 
size, age of family members, and household income. If the 
consumer does not provide this data directly, the information 
must be “mined” from various pieces of information which 
are gathered about the consumer, typically from Specific 
purchases. 

0005 Coupons are heavily used as a marketing tool by 
manufacturers to gain better understanding of consumer 
purchasing behavior. Coupons are normally distributed to 
consumers through any one of a number of different chan 
nels, including newspapers as Free Standing Insert (FSI) 
coupons, advertising circulars, direct mailings, e-mail, and 
the internet. To redeem a coupon, a consumer must present 
the coupon in connection with the purchase of a product 
identified on the coupon at a retail establishment. The 
retailer, upon receiving the coupon, will deduct the face 
value of the coupon from the total amount owed by the 
COSUC. 

0006. Manufacturers generally require retailers to pro 
vide the original redeemed coupons along with invoices for 
reimbursement. Retailers typically bundle redeemed cou 
pons and ship them to third party clearinghouses, which Sort 
the redeemed coupons by product manufacturer. The Sorted 
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coupons, together with the retailer invoices, are then shipped 
to a manufacturers agent. The manufacturers agent, which 
could be a clearinghouse, attempts to determine whether the 
invoice amount is Supported by the redeemed coupons. The 
manufacturers agent may issue a check to the retailer 
through the clearinghouse as reimbursement for the value of 
the coupons verified by the agent as genuine. Any invoiced 
amount that is not adequately Supported by the provided 
original coupons will not be paid by the manufacturer or its 
agent. In a normal processing cycle, retailers usually do not 
receive reimbursement checks until Six to eight weeks after 
the original coupons were redeemed. Redemption of manu 
facturer coupons requires retailers to forego receipt of full 
coupon value for items purchased using a coupon for a 
Significant period of time. 

0007. The disadvantages of traditional method of coupon 
processing include not only significant time delay but also 
ability to measure the effectiveness of marketing campaign 
in a timely manner. For instance, manufacturers cannot 
precisely determine whether a recent Sales promotion pro 
gram has contributed to a bona fide product Sale, because 
traditional methods of coupon redemption do not correlate a 
Specific product Sale to each specific redeemed coupon at the 
time of redemption at a retail Store. Additionally, coupons 
are often bundled together by retail chain rather than by a 
particular retail outlet, thus, manufacturers receive no infor 
mation regarding the date and place of redemption or the 
precise products or product configuration purchased in con 
nection with the redemption of the coupon. Manufacturers 
have only a general idea of the Volume of product Sales 
expected for particular retail chains. 

0008 Most of today's coupons are delivered to consum 
erS as printed offers in newspapers and magazines, Free 
Standing Insert (FSI) in newspapers, components in direct 
mail advertising programs. They are also given to consumers 
in Stores or are attached to or placed inside product pack 
aging. Typically, the consumer must cut out the coupons, 
Sort them, and present the individual pieces of paper for 
redemption at the time of purchase. At the point of purchase, 
each coupon must further be checked to Verify that it has not 
expired. ConsumerS find coupons to be more hassle than 
they are worth. Detached or detachable coupons are 
unkempt and clutter one's pockets or pocket book. Addi 
tionally, consumerS find that coupons are unorganized and 
that desired coupons are difficult to find when needed such 
as when checking out. The disorganized nature of coupons 
also makes it difficult to keep track of valid coupons Such as 
coupons which have not expired. 

0009 Coupons are also used by the entertainment indus 
try to increase ticket Sales. The entertainment industry issues 
over 250 million tickets every year. Over 55% of these 
tickets went unsold. In today's environment, venue Sponsors 
and event promoters have limited ability to sell tickets 
within 48 hours prior to the start of the show/event. To make 
matter worse, artists and performers usually don't allow 
venue Sponsors and event promoters to publicly announce 
that, one, tickets are Still available and, two, discount the 
ticket price. 
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BRIEF DESCRIPTION OF THE SEVERAL 
VIEWS OF THE DRAWING(S) 

0.010 FIG. 1 is a schematic diagram of a marketing 
System. 

0.011 FIG. 2 is a schematic diagram of a coupon redemp 
tion System. 
0012 FIG. 3 is a flow chart for a method of campaign 
creation. 

0013 FIG. 4 is a flow chart for a method of inter 
enterprise marketing. 

0.014 FIG. 5 is a flow chart for a method regarding a 
universal identification tag. 
0015 FIG. 6 is a flow chart for a method for consumer 
behavior data collection. 

0016 
tem. 

0017 FIG. 8 is a schematic of a mobile cookie applica 
tion. 

FIG. 7 is a schematic of a ticket purchasing sys 

DETAILED DESCRIPTION OF THE 
INVENTION 

0.018 Consumer purchasing behavior profiling system is 
presented in which consumer profiles are formed and 
updated based on a variety of data points, including demo 
graphic data, psychographic data, life style affinity, brand 
affinity, product preferences, real-time responses to adver 
tising messages, past purchases, use of coupon and discount 
offers, price Sensitivity, and market trends. Purchase records, 
use of coupon and discount offers, and the process by which 
the consumer goes through to Select the coupons are col 
lected and transmitted in near real-time to the consumer 
profiling System. These data are used to further analyze the 
consumer purchasing decision process. The consumer pro 
filing System can be accessed by advertisers who wish to 
Send targeted advertising messages to the consumers. Adver 
tising information together with incentive level and mix are 
correlated with the consumer profile to produce a measure of 
the applicability of the ad to that consumer and the prob 
ability of converting that consumer. The advantage of the 
system lies in its ability to determine the mix of ad infor 
mation, incentive level and type, and product offering that 
will be required to convert an ad viewer to a buyer. The 
System can be used to increase the effectiveness and cost 
efficiency of marketing campaigns. The System focuses on 
using wireleSS devices as the main communication media 
with the consumer. The system further resides in a method 
of using electronic coupons distribution and redemption to 
collect additional data points necessary to understand the 
consumer's purchasing decision proceSS and factors that 
influence the purchasing decision. 
0.019 Recent advancement of wireless devices such as 
mobile phones has opened up another channel for advertis 
ers to communicate one-to-one with consumers. Due to the 
natural personal use of wireleSS devices, advertising mes 
Sages on wireleSS devices can be fine tuned So that they are 
relevant, personalized, and anticipated to the individual 
COSUCS. 

0020. It would be advantageous to consumers, retailers, 
and manufacturers to use the wireleSS coupon distribution 
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and redemption System. The System can reduce or eliminate 
the printing of paper coupons, the accounting for the cou 
pons, the handling of the coupons, the waste associated with 
less than three percent of all distributed coupons being used, 
and coupon fraud. The consumerS receive convenience of 
always-available targeted coupons, financial Savings, and 
transaction efficiency. For advertisers and manufacturers, it 
can provide greater understanding of consumer purchasing 
behavior and more flexible marketing capability. Manufac 
turers and advertisers don’t have to wait for months to 
receive coupon redemption data. The wireleSS coupon dis 
tribution and redemption can cut down the coupon distri 
bution cycle from four weeks down to as little as one day and 
coupon redemption clearing cycle from eight weeks down to 
as little as two days. This allows the manufacturers to launch 
more incentive programs with Shorter coupon life and mar 
keting campaign cycle, allowing much more flexible mar 
keting campaign. The System also allows manufacturers to 
make immediate adjustment to promotion programs cur 
rently underway in order to achieve the desired marketing 
effect. The main benefit to retailers and grocery chains is the 
reduction in time to collect money from manufacturers for 
the value of the redeemed coupons. 
0021 AS described in FIG. 1, Consumer Goods & Ser 
vices companies 110 can include manufacturers of consumer 
goods, hospitality Service provider, artist, advertisers, event 
promoters, venue Sponsors, and other consumer Service 
providers. Retailers 105 can include grocery Stores, venue 
Owners, Stadium, theater, retail Stores, and event venues. 
0022 Retailers 125 can include grocery stores, venue 
owners, Stadium, theater, retail Stores, and event venues. The 
difference between retailers 105 and retailers 125 is that 
retailers 105 include those who participate in inter-enterprise 
marketing program with Consumer Goods & Services com 
panies 110. Retailers 125 do not participate in inter-enter 
prise marketing program with Consumer Goods & Services 
companies 110. 
0023 Discount & incentive programs 120 refer to mar 
keting and incentive programs offered by a single Consumer 
Goods & Services company 110. Discount & incentive 
programs 130 refer to joint marketing and incentive pro 
grams offered by several Consumer Goods & Services 
companies 110. Discount & incentive programs 140 refer to 
joint marketing and incentive programs offered by one or 
more Consumer Goods & Services company 110 and one or 
more retailer 105. 

0024 Membership Service Provider 200 refers to the 
entity providing Service of distributing electronic coupons, 
discount offers, advertising messages, and ticket information 
to consumers and clearing transactions including coupon 
redemption clearing and ticket purchase fulfillment. Full 
description of membership service provider 200 will be 
apparent when reading the body of this document. Consum 
erS 160 can include people who own or have access to 
wireleSS communication device like mobile phone or per 
Sonal digital assistant. 
0025 Agents and clearinghouses 170 of Consumer 
Goods and Services companies 110 refers to an organization 
that proceSS coupon clearing for the Consumer Goods & 
Services companies 110. The agents and clearinghouses 170 
can be either independent coupon clearinghouses or depart 
ments within the Consumer Goods and Services companies 
110. 
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0026. At a high level, the process works as follows: 
0.027 Step 1, consumers 160 submit personal profile data. 
0028 Step 2, Consumer Goods & Services (CG&S) 
companies 110 creates incentive programs 130. Consumer 
Goods and Services companies 110 can also team up with 
other Consumer Goods and Services companies 110 and/or 
retailers 105 to create inter-enterprise joint marketing pro 
grams 140. 
0029 Step 3, Consumer Goods and Services companies 
110 and/or retailers 105 tap into membership service pro 
vider's Consumer Purchasing Behavior Profiling system 202 
to determine the potential conversion rate for that particular 
incentive program. 
0030 Step 4, membership service provider's Consumer 
Purchasing Behavior Profiling system 202 provides prelimi 
nary data on potential effectiveness of marketing program 
back to Consumer Goods and Services companies 110 
and/or retailers 105. 

0.031 Step 5, Consumer Goods and Services companies 
110 and/or retailers 105 adjust incentives as necessary to 
achieve target conversion rate. 
0.032 Step 6, Consumer Goods and Services companies 
110 and/or retailers 105 repeat step 3. 
0.033 Step 7, Consumer Goods and Services companies 
110 and/or retailers 105 Submit final revised incentive pro 
gram and marketing campaign to membership Service pro 
vider's Consumer Purchasing Behavior Profiling system 
2O2. 

0034 Step 8, membership service provider's Consumer 
Purchasing Behavior Profiling system 202 sends notification 
of private sales and discount offers to consumers 160. 
0035) Step 9, consumers 160 can optionally “clip” the 
electronic coupons and Send the "Selected” coupon to the 
membership service provider 200. 
0.036 Step 10, membership service provider's Consumer 
Purchasing Behavior Profiling system 202 sends discount 
offer data (previously sent to the consumers) to retailers 125. 
0037 Step 11, consumers buy products at retail store and 
redeem electronic coupons. 
0.038 Step 12, retailers 125 send coupon redemption data 
to membership Service provider's Consumer Purchasing 
Behavior Profiling system 202. 
0.039 Step 13, membership service provider's Consumer 
Purchasing Behavior Profiling system 202 updates its con 
Sumer purchasing behavior database System with real-time 
purchasing event data. 
0040 Step 14, membership service provider's Consumer 
Purchasing Behavior Profiling system 202 sends data on 
coupon redemption activities and effectiveness of marketing 
program to Consumer Goods and Services companies 110 
and/or retailers 105. 

0041) Step 15, retailers can optionally 125 send coupon 
redemption data to agents and clearinghouses 170 of Con 
Sumer Goods and Services companies 110. In Some cases, 
the clearinghouses are independent coupon clearinghouses. 
In other cases, the clearinghouses are departments within the 
Consumer Goods and Services companies. 
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0042 Step 16, agents and clearinghouses 170 of Con 
Sumer Goods and Services companies verify coupon 
redemption and reimburse retailers. 
0043 Step 17, in situations where agents and clearing 
houses of Consumer Goods and Services companies are 
independent coupon clearinghouses, the agents and clear 
inghouses 170 will send invoices to Consumer Goods and 
Services companies 110 and/or retailers 105. 
0044 Step 18, retailers 125 and membership service 
provider 200 will receive payment for the value of the 
redeemed coupon and coupon redemption Services, respec 
tively. In the situation where agents and clearinghouses 170 
of Consumer Goods and Services companies are indepen 
dent clearinghouses, the agents and clearinghouses 170 are 
responsible for collecting the money from Consumer Goods 
and Services and paying the retailers 125 and membership 
service provider 200. In other situations, the Consumer 
Goods and Service companies 110 pay the retailers 125 and 
membership service provider 200 directly. 
First Implementation 
004.5 The present invention focuses on using coupon 
redemption to build a Consumer Purchasing Behavior Pro 
filing System. 
0046. As described in FIGS. 2 and 5, the process begins 
with the consumers 255 who join a paperless product 
discount membership and are provided with an individual 
ized membership identification (ID) tag 550. The consumers 
255 can include people who own or user of wireless com 
munication device, like mobile phone, personal digital assis 
tant, wireleSS-communication enabled computers, and pager. 
As described in FIG. 5, the membership tags can include a 
uniquely identifiable code and/or a memory Storage mecha 
nism, like Radio Frequency Identification (RFID) or micro 
payment devices or barcode or other means known by those 
versed in the current art, which contains the consumer's 
membership information. The tag can have adhesive mate 
rial on one Side Such that it can be "taped” onto a credit-card 
Size plastic card or on the back of a wireleSS communication 
device like the mobile phone. The membership tag can also 
be in an electronic format like an electronic image of a 
barcode that can be displayed on a wireleSS device like 
mobile phone or Personal Digital Assistant (PDA). 
0047. As described in FIG.2, the consumers 255 provide 
personal profile data as a condition of joining the member 
ship. The profile can include demographic data, psycho 
graphic data, life Style affinity, brand affinity, and product 
preferences. Demographic data can include address, age, 
gender, income, household information, number of cars, 
housing information, etc. Psychographic data include hob 
bies, areas of interest, etc. Life Style affinity can include 
leisure activities, entertainment preferences, etc. Brand 
affinity can include names of products and/or manufacturers 
that the consumers want to receive advertising messages 
from. Product affinity can include types of product the 
consumerS had purchased in the past, are considering buy 
ing, or want to learn more about. Consumers can provide 
these data via internet, fax, interactive voice response (IVR), 
web-enabled wireless communication devices like mobile 
phones or PDA, or other communication means by those 
well versed in the art. 

0048. It should be noted that herein the term “profiles', is 
used to indicate a database of all data Stored in the consumer 
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purchasing behavior database. Further, for convenience, 
reference is made to grocery Stores, however any type of 
retail or wholesale Store or Service or Sporting venue can 
take advantage of the System. Also for convenience, refer 
ences are made to manufacturers, however any type of 
consumer goods and Services companies and/or advertisers 
can take advantage of the System. Additionally, for conve 
nience, reference is made to mobile phones, however any 
type of wireleSS communication device like wireleSS-com 
munication enabled computers, personal digital assistant 
(PDA), pager, or Black Berry text pager can be used to 
receive electronic coupons. The membership provider's cen 
tralized computer can have the following components: 
Advertising Content database 225, Consumer Profile data 
base 220, Consumer Purchasing Behavior Analytic system 
202, data warehouse, matching engine 215, mobile applica 
tion Suite 232, and Mobile Cookie application 230. 
0049. The Advertising Content database 225 can store 
data including the following: product information, price, 
discount level, type of discount, start date, expiration date, 
target consumer, dynamic pricing instruction, probabilistic 
conversion rate, maximum number of use, personalized 
advertising message, personalized content/image, and par 
ticipating retail Stores. An example of dynamic pricing can 
include “give consumer an additional S50 off the item if 
consumer views the ad but does not Select the coupon'. 
0050. The Consumer Profile database 220 can store data 
including the following: demographic, psychographic, brand 
affinity, product affinity, life Style affinity, purchasing deci 
Sion process, purchased products (including brand, size, 
frequency, type), coupon used (discount level, product infor 
mation, date of use), and historical responses to targeted ads. 
0051 Consumer Purchasing Behavior Analytic system 
202 can include of 1) an adaptive neural networks engine 
205 to analyze the consumer purchasing behavior and pur 
chasing decision making process and 2) an experts System 
210 to calculate the probabilistic conversion rate of the 
Specific incentive program. The adaptive neural networks 
engine 205 can implement an industry well-known feed 
forward-back-propagation model or similar model well 
known by those versed in the current art. The experts System 
210 can implement industry well-known techniques of 
“Reasoning Under Uncertainty” or similar model well 
known by those versed in the current art. 
0.052 The matching engine 215 can use a heuristic 
matching technique to match the consumer profiles to the 
consumer profile filtering conditions Specified in the incen 
tive program provided by the manufacturers (or advertisers) 
270. This matching engine 215 can be used by the manu 
facturers (or advertisers) 270 to select the consumer group 
255 who can receive the coupons. An example of profile 
filtering condition can include “provide this discount offer to 
consumers whose ages are between 18-25, income range 
from S30,000-S50,000, have two cars, own a house, and buy 
Campbell Soup at least once a month'. 
0053) The Mobile Cookie application 230 (see the third 
embodiment) can be a Small program that can be deployed 
onto the mobile phones. The Mobile Cookie application is 
designed to collect the consumers responses to targeted ads 
and Send this data back to the membership Service provider 
for profiling purposes. The Mobile Cookie can be a program 
deployed in the Subscriber Identity Module (SIM) card of 
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Global System for Mobile communications (GSM) phones 
or a small program on the Wideband Code Division Multiple 
Access (WCDMA) chip or a small Subroutine that is embed 
ded in the interactive mobile coupon application Sent to the 
consumers wireleSS communication device. The mobile 
application Suite 232 can include Mobile Coupon Distribu 
tion application 235, Mobile Coupon Search application 
245, and Mobile Coupon Redemption applications 240. 

0054 As described in FIGS. 1, 2 and 3, the manufactur 
ers (or advertisers) 270 can periodically upload the service 
provider's Advertising Content database 225 with current 
product discounts. The manufacturers (or advertisers) can 
create marketing campaigns, advertising programs, and 
incentive programs 120. For each incentive program 120, 
the manufacturers (or advertisers) will provide incentive 
program data including the following: product information, 
price, discount level, type of discount, Start date, expiration 
date, target consumer profile filtering conditions, dynamic 
pricing instruction, maximum number of use, personalized 
advertising message, personalized content/image, and par 
ticipating retail Stores. 

0055 The manufacturers (or advertisers) can use the 
service provider's experts system 210 in the Consumer 
Purchasing Behavior Analytic system 202 to calculate the 
probabilistic conversion rate for this particular incentive 
program (Step 350). The manufacturers (or advertisers) can, 
through an iterative process, make changes (Step 360) to the 
incentive program 120 and re-calculate the probabilistic 
conversion rate until a desired conversion rate has been 
achieved. The manufacturers (or advertisers) 270 submit 
(Step 370) the incentive program 120 and make the incen 
tive program 120 available to the target consumers who fit 
the profile filtering conditions. 

0056. As described in FIG. 1, while the discussion thus 
far focuses on the manufacturers 110 creating their own 
incentives 120, in Some instances manufacturers 110 and/or 
retailers 105 may wish to bundle their products and create a 
cross-brand bundled discount offer under an inter-enterprise 
collaborative marketing campaign 130 and 140, respec 
tively. An example of this is “buy 5 cans of Campbell soup 
and get S1 off 24-pack Coca-Cola'. As described in FIG. 1, 
in these situations, the manufacturer 110 or retailer 105 who 
initiated the joint marketing campaign Sends a request to the 
membership service provider 200 for a joint marketing 
administrative account. As described in FIGS. 2 and 4, the 
membership service provider will create (Step 410) a joint 
marketing administrative account and Send the log-in infor 
mation to the initiating manufacturer or retailer. The user 
(Step 420) of the joint marketing administrative account will 
create Several inter-enterprise collaborative marketing 
accounts and send (Step 430) electronic invitations to his/her 
business partners to join/participate in the joint marketing 
campaign. The electronic invitation can be email, pager, 
America-On-Line (AOL) instant messaging, Short Message 
Service (SMS) message, or other means known by those 
well versed in the art. The electronic invitation will include, 
at the minimum, the log-in username and password for the 
joint marketing campaign account and a brief description 
and nature of the marketing campaign. 

0057 The business partners (Step 440) who wish to 
participate in the joint marketing campaign will log-in to the 
membership Service provider's System (using the previously 
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provided log-in account) and enter (Step 450) their discount 
offers and the terms and conditions for these discounts. The 
terms and conditions include, but not limited to, which 
consumer groups can receive the discount and the maximum 
number of use. The administrative account user (Step 420) 
will pull all discount offers and create incentive programs 
that combine discount offers from various business partners 
(Step 440). The initiating manufacturer or retailer (Step 440) 
of the joint marketing campaign will upload the Service 
provider's Advertising Content database 225 with the com 
bined product discounts (Step 480). For each joint incentive 
program, the initiating manufacturer or retailer (Step 420) 
will provide incentive program data including the following: 
product information, price, discount level, type of discount, 
Start date, expiration date, target consumer profile filtering 
conditions, dynamic pricing instruction, maximum number 
of use, personalized advertising message, personalized con 
tent/image, and participating retail Stores. 

0.058 The initiating manufacturer or retailer (Step 420) 
can use the service provider's experts system 210 in the 
Consumer Purchasing Behavior Analytic system 202 to 
calculate (Step 482) the probabilistic conversion rate for this 
particular joint incentive program 130 and 140. The initiat 
ing manufacturer or retailer (Step 420) can, through an 
iterative process, make changes to the joint incentive pro 
gram 130 and 140 and re-calculate (Step 486) the probabi 
listic conversion rate until a desired conversion rate has been 
achieved. The initiating manufacturer or retailer (Step 420) 
submits (Step 490) the joint incentive program 130 and 140 
and makes the joint incentive program 130 and 140 available 
to the target consumers. 
0059) As described in FIG.2, periodically, like every few 
hours, the service provider's Mobile Coupon Distribution 
application 235 retrieves the incentive programs Stored in 
the Advertiser Content database 225 and launches the 
matching engine 215 to get a list of consumer 255 who fit the 
filtering conditions. The Mobile Coupon Distribution appli 
cation 235 takes the generic advertising message, coupon 
data, and consumer profile and dynamically constructs per 
Sonalized advertising messages, one for each target con 
Sumer 255 who will receive the coupon. The Mobile Coupon 
Distribution application 235 sends the ads to the wireless 
communication devices 250 of consumers 255 who fit the 
filtering conditions Specified in the incentive program. 

0060. Upon receiving the electronic coupons on the wire 
less communication device, like mobile phone or PDA, 250, 
the consumers 255 can “clip” the coupons that he/she is 
interested in. “Clip' consists of using the button on the 
wireleSS communication device to highlight the electronic 
coupon and clicking on the appropriate button to Select 
“ACCEPT COUPON” option. An optional Mobile Cookie 
application 230, that resides on the mobile phone, can 
observe how the consumerS respond to the ad and Sends this 
data back to the membership provider's System. 

0061 Data sent back to the membership provider's sys 
tem can include the order that the coupons are “clipped', the 
timing between "clips', and whether the consumer had 
reviewed the details of the coupon/discount offer. The 
Mobile Cookie application 230 can also send the “clipped' 
coupons back to the membership Service provider's Con 
Sumer Profile Database 220. The consumer can also initiate 
the coupon retrieval by launching the Mobile Coupon 
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Search application 245 from the wireless communication 
device, like mobile phone or PDA, 250. This is usually 
performed when the consumer wants to Search for coupons 
of products that are not specified in his/her profile. 
0062 Once the membership service provider's Consumer 
Profile Database 220 has received the “clipped’ electronic 
coupons that were sent by the Mobile Cookie application 
230 from the consumers’ wireless communication devices, 
like mobile phones or PDA, 250, the service provider's 
Mobile Coupon Distribution application 235 sends the cou 
pon information along with the consumers membership 
identification code to the local coupon database servers 265 
located at the participating retailers and grocery Stores 264. 
The Mobile Coupon Distribution application 235 may also 
Send the acknowledgement message to the consumerS 255 at 
their wireleSS communication device, like mobile phone or 
PDA, 250 to let them know that the electronic coupons can 
now be redeemed at the participating Stores or retailers 264. 
0063 As described in FIGS. 2 and 5, to redeem the 
electronic coupons, the consumer 255 collects the items to 
be purchased and brings them to the checkout counter. At the 
checkout counter or other Point of Sale (POS) 260, the clerk 
enters the purchase information of the products into the cash 
register by either scanning the Universal Product Code 
(UPC) bar code or using other current entry methods. Since 
cash registers or POS 260 are in effect computer terminals 
for the entry of data into the computers where local coupon 
database 265 of the participating retailers and grocery chains 
264 reside, an application can be incorporated into existing 
Point of Sale (POS) systems to read the membership iden 
tification code on the consumer membership identification 
tag 550. As described in FIG. 5, after all of the purchases 
have been recorded into the cash register, the clerk Scans the 
memory Storage on the consumer's membership identifica 
tion tag 550. The entry of the data on the consumer's 
membership identification tag 550 activates the up-linking 
with the retailer or grocery chain's local coupon database 
server 265, whereupon the validity of the consumer's mem 
bership is confirmed. 
0064. The computerized cash register or POS 260 can 
batch load the bar codes of all products being purchased to 
the local coupon database System 265. The local coupon 
database System 265 then croSS checks the purchased prod 
ucts and consumer's membership identification code 550 
against the local coupon database System 265 containing 
manufacturer's discounts, comparing item sizes, brands, and 
the like, ascertaining the availability of a product discount. 
For those products that are Subject to a discount, the local 
coupon database System 265 itemizes the discounts, totals 
the discounts and transferS the Sum back to the computerized 
cash register or POS 260. 
0065 Optionally, the local coupon database system 265 
can advise the consumer 255, by printing on their receipt, 
comparable brands that would have qualified for a discount. 
The local coupon database system 265 can also advise the 
cashier that the customer has chosen a wrong Size product to 
qualify for the discount, thereby allowing for the correction 
to be made. The discount total is deducted from the total bill 
to the consumer 255. The consumer 255 then pays the total 
purchase price of the goods, less the discount provided by 
the System. 
0066 AS transactions are completed, the local coupon 
database system 265 takes the identification codes of the 
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purchased products and, linking the product identification 
codes to consumer identification codes 550, accumulates in 
the database the listing of all products, which that particular 
member has purchased. The System also records the time 
and date of purchases and thus builds a detailed database of 
member purchase information. The local coupon database 
system 265 sends this information to the membership ser 
vice provider's Mobile Coupon Redemption Application 
240. 

0067. Upon receiving the coupon redemption data from 
the retailers and grocery chains 264, the membership Service 
provider's Mobile Coupon Redemption application 240 
saves this information in the Consumer Profile Database 220 
and sends the coupon redemption reports to advertisers and 
manufacturers 270 who provided the incentive programs. 
The Mobile Coupon Redemption application 240 can also 
cross-check for any cross-sell or up-Sell opportunity and 
alerts the consumers of the Special discount offers. Upon 
receiving the coupon redemption data from the membership 
service provider 200, advertisers and manufacturers 270 
promptly pay the retailers 264 for the value of the redeemed 
coupons and pay the membership Service provider 200 for 
the Services associated with distributing and clearing 
redeemed coupons. 
0068 Periodically, like once a day, the service provider's 
Consumer Purchasing Behavior Analytic system 202 can 
launch the adaptive neural networks application 205, which 
retrieves recent purchasing data from the Consumer Profile 
database 220 and Advertising Content database 225 and uses 
them as data points for its training, testing, and validating 
data Sets. The adaptive neural networks application 205 uses 
the collected data to analyze the consumer purchasing 
behavior and purchasing decision process. The results will 
be stored in the Consumer Profile database 220. 

0069. Today's neural networks systems that are designed 
to analyze consumer purchasing behavior don’t have the 
Self-enhancing capability. When these Systems are initially 
Set up, they receive training, testing, and validating data Sets 
that are reflective of their current environment. Their rec 
ommendations, at that time, are fairly accurate. AS time goes 
by, the consumers’ tastes, preferences, life Styles, and pur 
chasing behaviors change. The data Sets in these neural 
networks become Stale and the recommendations provided 
by these Systems become less accurate. Due to high cost of 
Setting up and obtaining new data Sets for these Systems, 
these Systems are often not replaced. Advertisers who con 
tinue to use these Systems often design marketing campaigns 
that are, for the most part, completely ineffective. 
0070 The current invention on wireless coupon distribu 
tion and redemption System collects Volume of consumer 
purchasing behavior data on a daily basis and, therefore, can 
provide the neural networks System with fresh data sets, 
allowing the neural networks System to keep up with chang 
ing market conditions and trends. This gives the System 
unparalleled ability to provide accurate recommendation on 
marketing campaigns, which cannot be accomplished with 
prior art Systems. 

0071 Another key differentiator of this system over prior 
art systems is the amount and level of detail of the profile 
data being collected. Today's advertising campaigns use the 
fire-and-forget model. Advertisers don’t have a way to 
accurately track what happen to their ads. Advertisers don’t 
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have the ability to observe what the consumers did with their 
ads. They cannot tell whether the consumers throw the ad 
away upon receiving it, open the ad and read the advertising 
message before throwing the ad away, or open the ad and 
read the advertising message and then Save the ad. 
0072 The current invention can accurately track what the 
consumers did with the ad. The current invention combines 
the Mobile Coupon Distribution 235, Mobile Coupon 
Redemption 240, and Mobile Cookie applications 230 to 
provide a 360 degree view of the consumers purchasing 
decision process. The Mobile Coupon Distribution applica 
tion 235 can track which coupons were Sent to the consum 
ers wireleSS communication devices, like mobile phones or 
PDA, 250, the advertising message, and the discount level. 
The Mobile Cookie application 230 can observe which 
coupons were "clipped', which coupons were rejected, and 
the process and order of which the coupons are "clipped' 
and the timing between “clippings”. The Mobile Coupon 
Redemption application 240 can track which “clipped' 
coupons were eventually redeemed. Together, these three 
applications provide deep insight into the consumers pur 
chasing decision process that is not achievable with prior art 
Systems. 

0073. The information in the Consumer Profile database 
220 can also be used to generate reports to participating 
advertisers and manufacturers 270 and retailers 264, show 
ing consumer profiles and local buying trends. By knowing 
where certain products are being Sold and who is buying 
these products, advertisers and manufacturers 270 have 
information as to who is buying their products and in what 
areas of the country certain products Sell. Advertising costs 
can then be directed to either increase consumer awareness 
of a product or maintain the current rise of Sales within a 
Specific area. The available data also facilitates targeted 
mailing, thus eliminating the incredible amount of guess 
work which is associated with typical coupon mailings. The 
merchant or manufacturer can thus initiate a “customer 
loyalty' program that can reward a consumer based on that 
Specific consumer's buying habits. The cost Savings can 
produce higher profits and decreased consumer prices. 
0074 The data collected can also have significant value 
in enabling a grocery store (or other retailer) 264 and/or 
advertiser and manufacturer 270 to determine buying pat 
terns, thereby increasing the accuracy of inventory Stocking 
and delivery Schedules. The profiling information collected 
on the consumer purchasing behavior is more specific than 
that which can be obtained by prior art Systems. 
0075. The accumulated consumer profile data, such as the 
Specific number of times a given class product was pur 
chased, or the Specific number of times a given product 
within a class of products was purchased, can periodically be 
downloaded. The flexibility of the database gives the retail 
ers 264 and/or advertisers and manufacturers 270 the ability 
to provide retrieve customized reports. Thus, the reports can 
provide information which is pertinent, based on the imme 
diate requirements of the customer. This allows manufac 
turers to track the introduction of a new product, by area, in 
response to discounts, rebates, etc., while Still maintaining 
Standard Surveillance over established products. 
0076. In the case of merchants or other retailers 264 who 
do not have the fully computerized cash registers, currently 
characteristic of Small merchants, the System can be 
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restricted to connection by a VeriFone or micropayment 
device or Similar connection System. The connection System 
would allow for the non-computerized merchant to connect 
to the membership provider's centralized computer con 
Sumer profile database 220 to verify a member's eligibility. 
0.077 Additionally, if applicable, there can be a determi 
nation of whether pre-Set buying discount limits, or other 
restrictions have been reached. The membership provider's 
computer will then Verify or approve the transaction to the 
merchant. Once a customer's eligibility has been deter 
mined, the merchant enters the items into the communica 
tion System for totaling and entry into the database. The total 
deduction would then be deducted from the consumer's total 
prior to payment. The data transferred from the general 
merchants can include all product information or can be 
limited to the amount of the transaction or other Selected 
information. 

0078. The advantage of using the wireless coupon distri 
bution and redemption System is obvious. The System elimi 
nates the printing of paper coupons, the accounting for the 
coupons, the handling of the coupons, the waste associated 
with less than three percent of all distributed coupons being 
used, and coupon fraud. The consumerS receive convenience 
of always-available targeted coupons, financial Savings, and 
transaction efficiency. For manufacturers (or advertisers) 
270, it provides greater understanding of consumer purchas 
ing behavior and more flexible marketing capability. 

0079. Manufacturers (or advertisers) don't have to wait 
for months to receive coupon redemption data. The wireleSS 
coupon distribution and redemption can cut down the cou 
pon distribution cycle from four weeks down to one day and 
coupon redemption clearing cycle from eight weeks down to 
two days. This allows the manufacturers to launch more 
incentive programs with shorter coupon life and marketing 
campaign cycle, allowing much more flexible marketing 
campaign. The membership service provider system 200 
also allows manufacturers to make immediate adjustment to 
promotion programs currently underway in order to achieve 
the desired marketing effect. The main benefit to grocery 
chains and other retailers 264 is the reduction in time to 
collect money from manufacturers for the value of the 
redeemed coupons. 
Second Implementation 

0080. The second embodiment of the present invention 
focuses on using ticket purchasing to build a Consumer 
Entertainment Preference Profiling system. 

0081. As described in FIGS. 5 and 7, the process begins 
with the consumers 755 who join a paperless product 
discount membership and are provided with an individual 
ized membership identification tag 550. The consumers 255 
can include people who own or user of wireleSS communi 
cation device, like mobile phone, personal digital assistant, 
and pager. As described in FIG. 5, the membership identi 
fication tags 550 include a uniquely identifiable code and/or 
a memory Storage mechanism, like a Radio Frequency 
Identification (RFID) or micropayment ID tag or barcode or 
other means known by those versed in the current art, which 
contains the consumer's membership information. The tag 
can have adhesive material on one side Such that it can be 
"taped” onto a credit-card Size plastic card or on the back of 
a wireleSS communication device like the mobile phone. The 
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membership tag can also be in an electronic format like an 
electronic image of a barcode that can be displayed on a 
wireleSS device. 

0082 The consumers 755 provide personal profile data as 
a condition of joining the membership. The profile can 
include demographic data, psychographic data, life Style 
affinity, artist affinity, team affinity, and entertainment cat 
egory preference. Demographic data can include address, 
age, gender, income, household information, number of cars, 
housing information, etc. Psychographic data can include 
hobbies, areas of interest, etc. Life Style affinity can include 
leisure activities, entertainment preferences, etc. Team affin 
ity can include the name of Sports teams consumers want to 
receive advertising messages from. Artist affinity can 
include types of music the consumerS had purchased in the 
past, are considering buying, or want to learn more about. 
Consumer can provide these data via internet, fax, Interac 
tive Voice Response (IVR) system, web-enabled wireless 
communication devices like mobile phones and personal 
digital assistant, or other communication means by those 
well versed in the art. 

0083. It should be noted that herein the term “profiles", is 
used to indicate a database of all data Stored in the consumer 
purchasing behavior database. Further, for convenience, 
reference is made to Sporting venues, however any type of 
retail or wholesale Store or Service or entertainment venue 
can take advantage of the System. Additionally, reference is 
made to venue sponsors, however any ticketing company or 
ticket distribution broker or ticket distribution company or 
event promoter or advertisers can take advantage of the 
System. Also, for convenience, reference is made to mobile 
phones, however any type of wireleSS communication 
device like Personal Digital ASSistant (PDA), pager, or 
Black Berry text pager can be used to receive electronic 
meSSageS. 

0084 As described in FIG.7, the membership provider's 
computer system 700 can have the following components: 
Advertising Content database 725, Consumer Profile data 
base 720, Consumer Purchasing Behavior Analytic system 
702, data warehouse, matching engine 715, mobile applica 
tion Suite 732, and Mobile Cookie application 730. 
0085. The Advertising Content database 725 can store 
data including the following: ticket and show information, 
price, discount level, type of discount, Show times, target 
consumer, dynamic pricing instruction, probabilistic conver 
Sion rate, maximum number of use, personalized advertising 
message, personalized content/image, and participating Ven 
ues. An example of dynamic pricing can include "give 
consumer an additional S10 off the ticket price if consumer 
views the ad but does not purchase the ticket'. 
0086) The Consumer Profile database 720 can store data 
including the following: demographic, psychographic, artist 
affinity, team affinity, life Style affinity, purchasing decision 
process, purchased products (including music, movie, and 
ticket to Sporting event and other entertainment events), 
discount offers used (discount level, show information, date 
of use), and historical responses to targeted ads. 
0087 Consumer Purchasing Behavior Analytic system 
702 can include of 1) an adaptive neural networks engine 
705 to analyze the consumer purchasing behavior and pur 
chasing decision making process and 2) an experts System 
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710 to calculate the probabilistic conversion rate of the 
Specific incentive program. The adaptive neural networks 
engine 705 can implement an industry well-known feed 
forward-back-propagation model or similar model well 
known by those versed in the current art. The experts System 
710 can implement industry well-known techniques of 
“Reasoning Under Uncertainty” or similar model well 
known by those versed in the current art. 
0088. The matching engine 715 can use a heuristic 
matching technique to match the consumer profiles to the 
consumer profile filtering conditions Specified in the incen 
tive program provided by the venue sponsors (or event 
promoters or advertisers) 764. This matching engine 715 is 
used by the venue sponsors (or event promoters or adver 
tisers) 764 to select the consumer group 755 who can receive 
the discounts. An example of profile filtering condition can 
include “provide this discount offer to consumers whose 
ages are between 18-25, income range from S30,000-S50, 
000, have two cars, own a house, and bought two tickets to 
the game in the last two months'. 
0089. The Mobile Cookie application 730 (see the third 
embodiment) can be a Small program that can be deployed 
onto the mobile phones. The Mobile Cookie application is 
designed to collect the consumers responses to targeted ads 
and Send this data back to the membership Service provider 
for profiling purposes. The Mobile Cookie 730 can be a 
program deployed in the Subscriber Identity Module (SIM) 
card of Global System for Mobile communications (GSM) 
phones or a small program on a Wideband Code Division 
Multiple Access (WCDMA) chip or a small Subroutine that 
is embedded in the interactive mobile coupon application 
Sent to the consumers’ wireleSS communication device, like 
mobile phone or PDA. 
0090 The mobile application suite 732 includes Mobile 
Ticket Distribution application 735, Mobile Ticket Search 
application 745, and Mobile Ticket Purchasing 740 appli 
cations. Mobile Ticket Purchasing is a program that is 
generated dynamically based on a variety of inputs including 
discount offers and dynamic pricing rules. 
0091. As described in FIGS. 7 and 3, the venue sponsors 
(or event promoters or advertisers) usually “deposit” the 
electronic tickets in advance at the Ticket Distributor's 
system 780. Prior to the event, the venue sponsors (or event 
promoters or advertisers) 764 will upload the service pro 
vider's Advertising Content database 725 with current dis 
counts on tickets. For each incentive program 120, the venue 
sponsors (or event promoters or advertisers) 764 can provide 
incentive program data including the following: Show infor 
mation, available Seat, Seating price, discount level, type of 
discount, show time, target consumer profile filtering con 
ditions, dynamic pricing instruction, maximum number of 
use, personalized advertising message, personalized content/ 
image, and participating Venues. 
0092. The venue sponsors (or event promoters or adver 
tisers) 764 can use the service provider's experts system 710 
in the Consumer Purchasing Behavior Analytic system 702 
to calculate the probabilistic conversion rate for this par 
ticular incentive program (Step 350). The venue sponsors (or 
event promoters or advertisers) can, through an iterative 
process, make changes (Step 360) to the incentive program 
and re-calculate the probabilistic conversion rate until a 
desired conversion rate has been achieved. The venue Spon 
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sors (or event promoters or advertisers) 764 submit (Step 
370) the incentive program 120 and make the incentive 
program 120 available to the target consumerS. 

0093. As described in FIGS. 1, 4 and 7, while the 
discussion thus far focuses on the venue sponsors or other 
consumer goods and Services companies 110 creating their 
own incentives, in Some instances manufacturers of the 
consumer goods and Services 110, retailers, hospitality Ser 
Vice providers, venue sponsors (or event promoters or adver 
tisers) of entertainment events 105 and/or entertainment 
content providers 105 may wish to bundle their products and 
create a croSS-brand bundled discount offer under an inter 
enterprise collaborative marketing campaign 130 and 140. 
An example of this can be “buy Blue Man Group ticket at 
10% off and receive 5 free ring tones and 2 screen saver 
images” or “stay at Hyatt hotel on Saturday and receive 10% 
off ticket price to Lion King show’. For ease of reference, 
the current invention will refer the manufacturer, retailer, 
hospitality Service provider, venue Sponsor, or entertainment 
content provider who initiated the joint marketing campaign 
as the Initiator. In these situations, the Initiator (Step 420) 
sends a request to the membership service provider 200 for 
a joint marketing administrative account. 

0094) The membership service provider 200 will create 
(Step 410) a joint marketing administrative account and Send 
the log-in information to the Initiator. The user (Step 420) of 
the joint marketing administrative account will create Sev 
eral inter-enterprise collaborative marketing accounts and 
send (Step 430) electronic invitations to his/her business 
partners to join/participate in the joint marketing campaign. 
The electronic invitation can be email, pager, America-On 
Line (AOL) instant messaging, Short Message Service 
(SMS) message, or other means known by those well versed 
in the art. The electronic invitation will include, at a mini 
mum, the log-in account and password for the joint market 
ing campaign account and a brief description and nature of 
the marketing campaign. The business partners (Step 440) 
who wish to participate in the joint marketing campaign will 
log-in to the membership Service provider's System (using 
the previously provided log-in account) and enter (Step 450) 
their discount offers and the terms and conditions for these 
discounts. 

0095 The terms and conditions can include, but not 
limited to, which consumer groups can receive the discount 
and the maximum number of use. The Initiator (Step 420) 
will pull all discount offers and create incentive programs 
that combine discount offers from various business partners 
(Step 440). The Initiator (Step 420) will upload the service 
provider's Advertising Content database 725 with the com 
bined product discounts (Step 480). For each joint incentive 
program 130 and 140, the Initiator (Step 420) will provide 
the following data: product information, price, discount 
level, type of discount, Start date, expiration date, target 
consumer profile filtering conditions, dynamic pricing 
instruction, maximum number of use, personalized adver 
tising message, personalized content/image, and participat 
ing retail Stores. 

0096. The Initiator (Step 420) can use the service pro 
vider's experts system 710 in the Consumer Purchasing 
Behavior Analytic system 702 to calculate (Step 482) the 
probabilistic conversion rate for this particular joint incen 
tive program 130 and 140. The Initiator (Step 420) can, 
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through an iterative process, make changes to the joint 
incentive program 130 and 140 and re-calculate (Step 486) 
the probabilistic conversion rate until a desired conversion 
rate has been achieved. The Initiator (Step 420) Submits 
(Step 490) the joint incentive program 130 and 140 and 
makes the joint incentive program 130 and 140 available to 
the target consumers who fit the profile filtering conditions. 

0097 As described in FIG. 7, periodically, like every few 
hours, the service provider's Mobile Ticket Distribution 
application 735 retrieves the incentive programs Stored in 
the Advertiser Content database 725 and launches the 
matching engine 715 to get a list of consumer and/or 
consumer group 755 who fit the filtering conditions. The 
Mobile Ticket Distribution application 735 takes the generic 
advertising message, show data, and consumer profile and 
dynamically constructs personalized advertising messages, 
one for each target consumer 755 who will receive the 
discount. The Mobile Ticket Distribution application 735 
can send the ads along with the Mobile Ticket Purchasing 
application 740 to the wireless communication device, like 
mobile phone or PDA, 750 of the consumers 755 who fit the 
filtering conditions Specified in the incentive program. 

0098. Upon receiving the electronic ad and Mobile Ticket 
Purchasing application 740 on the wireless communication 
device 750, the consumers 755 can go through the Mobile 
Ticket Purchasing application and purchase the ticket. The 
Mobile Ticket Purchasing application 740 uses the dynamic 
pricing rules specified by the venue sponsor 764 to provide 
a progressive discount based upon how the consumer 
responded to the ad. The membership provider can option 
ally deploy a “Mobile Cookie” application on the mobile 
phone. The Mobile Cookie application 730, residing on the 
mobile phone 750, can observe how the consumers respond 
to the ad and can Send this data back to the membership 
provider's consumer profile database system 720. Data sent 
back to the membership provider's consumer profile data 
base system 720 can include which discount was selected 
and whether the consumer had reviewed the details of the 
show and discount offer. The Mobile Cookie can also send 
the ticket purchasing confirmation back to the membership 
Service provider's System. Upon Successful completion of 
ticket purchase, the Mobile Ticket Purchasing application 
740 clears the tickets with the ticket distributors. 

0099] The Mobile Ticket Purchasing can be a full menu 
driven application or one-way text-messaging application, 
based on the technological capability of the wireleSS device. 
In the case of a full menu-driven application, the consumers 
go through the application and interact directly with the 
automated System to purchase the ticket. In the case of 
one-way text-messaging application Scenario, it is conceiv 
able that the membership Service provider Sends a text 
message to the consumers wireleSS devices with the Show 
information, contact phone numbers, and/or instruction on 
how to purchase the ticket via text messaging. In this 
Scenario, the consumers can purchase the ticket by either 
calling the ticketing agent directly at the phone number 
provided or requesting the ticketing agent to call the con 
Sumer by responding to the text message per the instruction 
provided in the advertising text message. 

0100. The consumer 755 can also initiate the discount 
and show/event search by launching the Mobile Ticket 
Search application 745 from the wireless device, like mobile 
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phone or PDA, 750. This is usually performed when the 
consumer wants to Search for shows that are not specified in 
his/her profile. The Mobile Ticket Search application can be 
either a full menu-driven application or one-way text-mes 
Saging application, based on the technological capability of 
the wireless device. In the case of a full menu-driven 
application, the consumers go through the application and 
interact directly with the automated System to purchase the 
ticket. 

0101. In the case of one-way text-messaging application 
Scenario, it is conceivable that when the consumers initiate 
the ticket Search request the membership Service provider 
Sends a text message to the consumers wireleSS devices 
with the show information, contact phone numbers, and/or 
instruction on how to purchase the ticket via text messaging. 
In this Scenario, the consumers can purchase the ticket by 
either calling the ticketing agent directly at the phone 
number provided or requesting the ticketing agent to call the 
consumer by responding to the text message per the instruc 
tion provided in the advertising text message. 

0102 Once the membership service provider's system 
720 has received the ticket purchasing confirmation that was 
sent by the Mobile Cookie application 730 from the con 
Sumers' phones 750, the service provider's Mobile Ticket 
Distribution application 735 sends the ticket information 
along with the consumers membership ID to the local 
ticketing database Servers 765 located at the venues sponsor 
764. It is conceivable that Some venue sponsors will not 
deploy a local ticket database Server and will use a remote 
Server of a ticketing agency like Ticketmaster. The Mobile 
Ticket Distribution application 735 can optionally send the 
acknowledgement message to the consumers wireleSS com 
munication devices, like the mobile phone or PDA, 750 to 
let them know that the electronic ticket can now be 
redeemed at the participating venues Sponsors 764. 

0103) The membership service provider's Mobile Ticket 
Distribution application 735 saves this information in the 
Consumer Profile database 720 and sends the ticket pur 
chasing reports to ticket distributors (or event promoters or 
advertisers) 780. The Mobile Ticket Distribution application 
735 can also cross-check for any croSS-Sell or up-Sell oppor 
tunity and alerts the consumers 755 of the special discount 
offers. Note that the acknowledgement can be a simple text 
message or an electronic image of a barcode that can be read 
by an image barcode reader. The confirmation acknowledge 
ment can be uniquely generated for every consumer in Such 
a way that it cannot easily be duplicated. This approach will 
be implemented to prevent fraudulent ticket pick up at the 
will call booth or the gate. 
0104. Upon receiving the ticket purchasing data from the 
membership service provider's Mobile Ticket Distribution 
application 735, the venue sponsors 764 promptly pays the 
membership Service provider for the Services associated 
with Selling the tickets. 

0105) To pick up the electronic ticket, the consumer 755 
can go to the will call booth 768 and ask for a hard-printed 
ticket. This ticket will have a barcode, allowing for easy 
access at the gate. Alternatively, the consumer can go 
directly to the gate and use the membership identification tag 
and other consumer ID codes 550 and/or confirmation 
acknowledgement message (which consists of a simple text 
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message/code or an electronic image of a barcode) and/or 
micropayment ID tag to authorize the release of the elec 
tronic ticket. 

0106. At the gate, an access control staff like a security 
perSonnel Scans the bar code on the hard-printed ticket, 
scans the barcode and/or RFID on membership ID tag, or 
Scans the electronic image of the barcode acknowledgement, 
or micropayment ID tag or punches in the confirmation 
acknowledgement code and/or other consumer identification 
codes 550. Since scanners 760 are in effect computer ter 
minals for the entry of data into the computers local ticketing 
database 765 of the participating venues sponsors 764, an 
application can be incorporated into existing Scanners 760 to 
read the membership ID on the consumer membership ID 
tag, the electronic acknowledgement code (both electronic 
barcode image or text confirmation code), barcode on the 
hard-printed ticket, or the consumer ID code 550. 
0107 The entry of the data on the consumer's member 
ship ID tag or barcode on the hard-printed ticket or elec 
tronic acknowledgement (both electronic barcode image or 
text confirmation code) activates the up-linking with the 
venue Sponsors’ ticketing database Server having the local 
ticketing database 765, whereupon the validity of the con 
Sumer's membership and/or ticket information is confirmed. 
Upon Successful validation, the consumer is authorized to 
enter the venue. 

0108) Season ticket holders can also use this system to 
enter the event venues without bringing printed paper tick 
ets. In this Scenario, the ticket had already been purchased 
and the consumers just leverage the electronic ticket release 
System to pick up their tickets. To take advantage of this 
System, a Strong authentication mechanism is required for 
this Scenario. The authentication mechanism can be accom 
plished by either 1) sending a different image of a barcode 
to the consumers’ wireleSS device for each event and having 
the image Scanner, located at the event venue, read the 
barcode image. Under this approach, the barcode is specific 
to that event and a different barcode will be sent to the 
wireless device for the next event; 2) sending a different text 
confirmation code to the consumers’ wireleSS device for 
each event and having the agents at the gate enter the 
confirmation code. 

0109 Under this approach, the confirmation code is 
Specific to that event and a different confirmation code will 
be sent to the wireless device for the next event; or 3) 
sending the code currently stored on the read-write RFID to 
the venue and having the RFID reader at the venue “read” 
the RFID code stored in the membership ID tag. Under the 
third approach, the RFID reader will not only read the code 
stored in the RFID but also write back to the RFID tag with 
a new code. Prior to the event, the membership provider 
Sends to the venue Sponsor's System the code currently 
stored in the individual consumer's RFID tag and the new 
code to be written to the RFID tag, replacing the current 
code. When the consumer enters the venue, the consumer 
presents the RFID tag to the agent and the agent Scans the 
RFID tag. 

0110. The RFID scanner “reads” the RFID code and 
verifies the RFID code currently stored in the RFID tag, 
matching it against the RFID list received from the mem 
bership provider. Upon Successful verification, the Scanner 
writes the new code received from the membership provider 
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for that individual consumer to the consumers RFID tag and 
authorizes the release of the ticket, allowing the consumer to 
enter the venue. At the next event, that new code will be used 
to authenticate the consumer's electronic ticket and autho 
rize the release of the electronic ticket for that next event. 
Also, another code will be written to the RFID tag, replacing 
the new code, for the purpose of authentication for the 
following event. It is conceivable that the membership 
provider does not send the new code to the venue sponsor's 
System. In this case, the venue sponsor's System will gen 
erate the new code, encode the RFID tag with the new code, 
and Send the new codes to the membership provider. 
0111 Periodically, like once a day, the service provider's 
Consumer Purchasing Behavior Analytic system 702 
launches the adaptive neural networks application 705, 
which retrieves recent ticket purchasing data from the Con 
Sumer Profile database 720 and uses them as data points for 
its training, testing, and validating data Sets. The neural 
networks application 705 uses the data points to analyze the 
consumer purchasing behavior and purchasing decision pro 
cess. The results will be stored in the Consumer Profile 
database 720. 

0112 Today's neural networks systems that are designed 
to analyze consumer purchasing behavior don’t have the 
Self-enhancing capability. When these Systems are initially 
Set up, they receive training, testing, and validating data Sets 
that are reflective of their current environment. Their rec 
ommendations, at that time, are fairly accurate. AS time goes 
by, the consumers’ tastes, preferences, life Styles, and pur 
chasing behaviors change. The data Sets in these neural 
networks become Stale and the recommendations provided 
by these Systems become less accurate. Due to high cost of 
Setting up and obtaining new data Sets for these Systems, 
these Systems are often not replaced. Advertisers who con 
tinue to use these Systems often design marketing campaigns 
that are, for the most part, completely ineffective. 
0113. The current invention on wireless ticket distribu 
tion and redemption System collects a volume of consumer 
purchasing behavior data on a daily basis and, therefore, can 
provide the neural networks System with fresh data sets, 
allowing the neural networks System to keep up with chang 
ing market conditions and trends. This gives the System 
unparalleled ability to provide accurate recommendation on 
marketing campaigns, which cannot be accomplished with 
prior art Systems. 

0.114) Another key differentiator of this system over prior 
art systems is the amount and level of detail of the profile 
data being collected. Today's advertising campaigns use the 
fire-and-forget model. Advertisers don’t have a way to 
accurately track what happens to their ads. Advertisers don’t 
have the ability to observe what the consumers did with their 
ads. They cannot tell whether the consumers throw the ad 
away upon receiving it, open the ad and read the advertising 
message before throwing the ad away, or open the ad and 
read the advertising message and then Save the ad. 
0115 The current invention can accurately track what the 
consumers did with the ad. The current invention combines 
the Mobile Ticket Distribution 735 and Mobile Cookie 730 
applications to provide a 360 degree view of the consumers 
purchasing decision process. The Mobile Ticket Distribution 
application 735 tracks which show information were sent to 
the consumers, the advertising message, and the discount 
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level. The Mobile Cookie application 730 observes which 
discounts were used and which discounts were rejected. 
Together, these two applications provide deep insight into 
the consumers purchasing decision process that is not 
achievable with prior art Systems. 
0116. The advantage of using the wireless ticket distri 
bution and redemption System is obvious. The System elimi 
nates the printing and distribution of paper tickets, which 
enable tickets to be sold up to the start of the show. The 
System also enables discrete discounting of ticket price. 
Additionally, by using the consumer purchasing behavior to 
provide personalized discount and advertising messages, the 
venue Sponsors increase the odds of Selling potentially 
unsold tickets up to the last minute. This can not be 
accomplished with prior arts. The consumerS receive con 
Venience of always-available tickets, financial Savings, and 
transaction efficiency. For venue Sponsors, it provides 
greater understanding of consumer purchasing behavior, 
more flexible marketing capability, and revenue recovery 
from potentially unsold tickets. This also allows the venue 
Sponsors to launch more personalized incentive programs, 
which maximize profit margins. The System also allows 
venue Sponsors to make immediate adjustment to promotion 
programs currently underway in order to achieve the desired 
marketing effect. 
Third Implementation 

0117. In wireless mobile commerce, certain conceivable 
requirements demand the capability to control and monitor 
behaviors of the handset subscriber especially those that can 
be captured by the user interface of the handset. The 
challenge in addressing these requirements mainly lies in the 
area of finding a cost effective Solution given the environ 
ment of the wireless consumer market. 

0118. From an advertiser's perspective, it is advanta 
geous to have the ability to display an ad on the consumers 
wireleSS communication devices without requiring the con 
Sumer to initiate the ad viewing process and to observe in 
real-time the consumers’ responses to the targeted ads. From 
the consumer's perspective, it is imperative that the ad 
notification is not intrusive. In other words, the ad should not 
arrive when the consumer is using the phone; and if the ad 
arrives when the consumer is using the phone, the ad should 
not be displayed until after the consumer hangs up. 

0119) The present invention describes a solution that 
displays advertising messages in a non-intrusive manner and 
provides immediate feedback to advertisers on the consum 
ers responses advertising messages. Although the terms 
used in this solution are specific to GSM cellular infrastruc 
ture platform, the general concept can be applied to other 
wireless platforms such as Time Division Multiple Access 
(TDMA), Code Division Multiple Access (CDMA), 
WCDMA, and Smart Phones. 

0120 AS described in FIG. 8, the process begins with the 
membership Service provider 830 deploying a Mobile 
Cookie application 848 (usually relatively small) that can 
reside on the Subscriber Identity Module (SIM) card 872 of 
a GSM phone 870. For convenience, this document will 
refer to this small SIM card based application as the Mobile 
Cookie application 848. However, Similar process applies to 
other non-GSM mobile phones. The Mobile Cookie appli 
cation 848 is used to manage all communications between 
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the mobile phone 870 and the membership service provid 
er's system 830. The Mobile Cookie application 848 can be 
deployed using Over The Air (OTA) provisioning technique. 
The detail of this proceSS is apparent to those well versed in 
the art. 

0121 Once deployed on the SIM card 872, the Mobile 
Cookie application 848 will register with the mobile phone's 
operating system (or other mobile equipment) 878 and 
request the operating System 878 to forward all messages 
with Specific headers and/or message types to the Mobile 
Cookie application 848. 
0122) When an ad sent by the membership service pro 
vider 830 arrives at the consumer's mobile phone 870, the 
mobile phone's operating System (or other mobile equip 
ment) 878 recognizes that this message is intended for the 
Mobile Cookie application 848 and forwards the ad to the 
Mobile Cookie application 848. The Mobile Cookie appli 
cation 848 checks if the consumer is using the mobile phone 
870 and launches the Mobile Advertising application 850 if 
the consumer is not using the mobile phone 870. The Mobile 
Advertising application 850 checks the ad message and 
determines which technology 864 (Short Message Service 
(SMS), Multimedia Messaging Service (MMS), Java 2 
Platform Micro Edition (J2ME), Binary Runtime Environ 
ment for Wireless (BREW), Wireless Application Protocol 
(WAP), or Wireless Application Protocol (WAP) Push) was 
used to send the ad and the instruction 866 for retrieving and 
displaying the ad. The Mobile Advertising application fol 
lows the instruction 860 and displays the ad. Below is a 
detailed example of how the Mobile Advertising application 
850 uses the instruction 860 to display the advertising 
message. The example uses WAP technology. However, the 
Same proceSS applies to other technologies, including SMS, 
MMS, J2ME, BREW, WAP Push, and other technologies 
that will become available in the future. 

0123 This solution focuses primarily on utilizing the two 
key features on existing mobile units including the Sub 
scriber Identity Module (SIM) and WAP browser, although 
the Solution can apply to other technologies Such as SMS, 
MMS, J2ME, and BREW. Incorporating the SIM in this 
Solution provides certain capabilities that would otherwise 
be considered relatively intrusive, impractical, and/or costly 
to implement. 
0.124. There are many advantages in utilizing the WAP 
browser technology to display ads on the mobile phone, 
including graphical capability, Standardized technology, 
advanced user interface, market penetration of mobile 
phones Supporting WAP, and more. 
0.125 Under normal circumstance, the WAP browser can 
only be launched by a user initiated command. In this 
Solution, the WAP browser shall be launched without the 
user having to initiate the Sequence of opening it. In 
response, certain events Such as the Standard mobile phone 
key pad can be monitored, logged, and Sent back to the 
application Server. 
0.126 In this application, a typical Sequence of interaction 
is as followed: 

0127. An advertiser 820 logs in to a secured and 
restricted web-based application 840 (advertising content 
database) via a browser or a customized client program to 
upload an ad and Select a targeted consumer group for 
distribution. 
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0128. The matching engine 842 uses a heuristic matching 
technique to match the consumers’ profiles of the Consumer 
Profile database 844 to the filtering conditions specified in 
the incentive program 826 provided by the advertiser 820 
and forwards the ads and list of mobile phone number of the 
mobile phone 870 of the consumers whose profiles fit the 
filtering conditions specified in the ads to the Mobile Ads 
Distribution application 846. 
0129. The Mobile Ads Distribution application 846 com 
poses a SMS message 862 with a specific Wireless Appli 
cation Protocol Uniform Resource Locator (WAP URL) 
uniquely assigned to every ad in the distribution queue and 
requests the SMS gateway component 852 to send the SMS 
message 862 to every phone number associated with the 
respective distribution list. 
0130. The SMS message 862 sent in step 3 must have the 
protocol identifier=SIM data download, and data coding 
Scheme=class 2 message. Refer to third Generation Partner 
ship Project (3GPP) 31.111 for reference. The SMS message 
862 shall utilizes the Short Message Service/Point-to-Point 
(SMS PP) service (GSM 04.11) on the Stand-alone Dedi 
cated Control CHannel (SDCCH) or Slow Associated Con 
trol CHannel (SACCH). 
0131) The SMS gateway component 852 shall use the 
service of a third-party “SMS Center'868 to forward the 
SMS message 862 to a cellular network for transmission. 
Utilizing a “SMS Center” maximizes distribution coverage 
Since it typically is connected to different cellular provider 
networks. The “SMS Center'868 sends the SMS message 
transmission request to various networks depending on the 
mobile phone's wireleSS carriers. Once in the queue of a 
wireless network, the transmission of the SMS message 862 
follows the same routine of typical SMS service. 
0132) When the SMS message is received by the mobile 
equipment 878, it is immediately forwarded to the Mobile 
Cookie application 848 since it has been identified as a SIM 
data download message. Note that the term mobile equip 
ment 878 is used to identify the part of the mobile phone 870 
minus the SIM card 872. 

0.133 Prior to receiving the SMS data download indica 
tion from the mobile equipment 878, the Mobile Cookie 
application 848 must register with the mobile equipment 878 
regarding notification in the case of Such an event (e.g. the 
Service "data download via SMS-PP” must be allocated and 
activated in the SIM Service Table). See 3GPP31.111. Once 
the Mobile Cookie application 848 received the SMS data 
download message 862, it shall acknowledge the mobile 
equipment 878 following the procedure specified in 3GPP 
31.111. 

0134) Inside the SMS message 862 received by the 
Mobile Cookie application 848 is a sequence of bytes 
describing the URL of the ad to be retrieved. The Mobile 
Cookie application 848 shall request a browser inside a 
browser-enabled mobile equipment 878 to interpret the 
content corresponding to that URL via the LAUNCH 
BROWSER command (see 3GPP 31.111). 
0135) If the mobile equipment 878 does not reject the 
LAUNCH BROWSER request, a WAP browser is launched 
to retrieve the content of the given URL. If the mobile phone 
870 is a flip phone, the display module is likely to be 
disabled, thus causing the mobile equipment 878 to reject 
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the LAUNCH BROWSER request. If the ad message is time 
sensitive, the Mobile Cookie application 848 can launch a 
request to the mobile equipment 878 to “wake up” by 
causing the mobile phone 870 to ring or vibrate to let the 
consumer knows that an urgent ad message has arrived. It is 
conceivable in a Mobile Cookie application design that 
certain mobile equipment 878 events such as any key 
pressed (e.g. Dual Tone Multi Frequency (DTMF)) is used 
as a secondary trigger to initiate the LAUNCH BROWSER 
request after the URL has been retrieved. 
0136. The WAP Gateway on the cellular carrier network 
is contacted by the mobile phone 870 to get the content of 
the URL. The WAP Gateway directs the URL request to the 
Mobile Ads Distribution application 846. By design, the 
Mobile Ads Distribution application 846 is also a web 
service component on the “ Application Server” which ter 
minates the URL request from the WAP Gateway, 
0137) The Mobile Ads Distribution application 846 shall 
have communication to the distribution component to obtain 
the ad information in the queue. Once the ad content is 
obtained, the Mobile Ads Distribution application 846 
responds to the Uniform Resource Locator (URL) request 
with a Wireless Markup Language (WML) page containing 
the ad content. 

0138. The WAP Gateway receives the response from the 
URL request it made and returns the WML content to the 
mobile phone 870 requesting the page. Once the mobile 
phone 870 receives the complete WML page, the ad is 
displayed on the mobile phone's screen through a WAP 
browser. At this point, the subscriber shall see the ad 
displayed on the mobile phone 870. After the Mobile Cookie 
application 848 successfully requested the activation of the 
mobile equipment browser, it shall poll for the log a speci 
fied number of Dual Tone Multi Frequency (DTMF) or 
Soft-key events. 

0.139. Once a timer expires or the number of events to be 
logged has been reached, the Mobile Cookie application 848 
shall compose an SMS message containing an email like 
address, ad identification and the logged events and request 
the mobile equipment 878 to send the SMS message to a 
Special dedicated number identifying the email Server Sup 
ported by the network. The transaction between the mobile 
phone 870 and the network starts out as an SMS PP 
transaction. It is then transformed into an email message by 
the email gateway on the cellular network. Finally, the email 
is sent through the internet to the Mobile Cookie Interface 
858. The collection of emails gathered at the Mobile Cookie 
Interface application 858 is stored in the Consumer Profile 
database for data mining and analysis by the membership 
service provider 830. 
0140. The steps above describe the process of using the 
SIM card application as a Mobile Cookie. The process 
describes how the Mobile Cookie application works with a 
WAP application. The Mobile Cookie can use the same 
process for other technologies such as SMS, MMS, J2ME, 
BREW, WAP Push to provide non-intrusive ad viewing 
experience to the consumers and collect detailed consumer's 
responses to ad messages and discount offers. While the 
process above mentions the use of a SIM card on a GSM 
phone, the Mobile Cookie can also be a program written into 
a CDMA chip or residing at or right above the CDMA 
operating System that Serves the same purpose. The latter 
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approach is similar to deploying an applet in the browser 
environment. The current invention focuses on designing 
and deploying “applets on wireleSS devices that can be used 
to monitor consumers responses to advertising messages. 
Similarly, the Mobile Cookie can also be a program that 
resides at or right on top of the TDMA operating System and 
Smart Phone operating System. 
0141 From the foregoing it will be appreciated that, 
although Specific embodiments of the invention have been 
described herein for purposes of illustration, various modi 
fications may be made without deviating from the Spirit and 
Scope of the invention. Accordingly, the invention is not 
limited except as by the appended claims. 

The invention claimed is 
1. A method comprising: 
obtaining personal data of consumers, 
creating initial profiles of the consumers based on the 

obtained personal data; 
generating electronic coupons for each of the consumers 

based on the initial profiles, 
distributing the electronic coupons to the consumers via 

wireleSS communication devices, and 

observing interactions of the consumers with the wireleSS 
communication devices by using an application run 
ning on each of the wireleSS communication devices. 

2. The method of claim 1, wherein the interactions of the 
consumers with the wireleSS communication devices is 
based upon responses by the consumers to coupon based 
presentations to the consumers by the wireleSS communica 
tion devices. 

3. The method of claim 1, wherein the consumer personal 
data includes at least one of the following: demographic 
data, psychographic data, life Style affinity data, brand 
affinity data, and product preference data. 

4. The method of claim 1, wherein the coupons are gift 
certificates. 

5. The method of claim 1 comprising Supplying universal 
identification to each of the consumers to be used by the 
consumers to redeem the coupons at multiple locations. 

6. The method of claim 5, wherein the multiple locations 
include unaffiliated grocery chains, retail Stores, and enter 
tainment venues. 

7. The method of claim 5, wherein redeeming the coupons 
is performed in conjunction with ticket purchases. 

8. The method of claim 1, wherein the application running 
on the wireleSS communication device is a cookie program. 

9. The method of claim 1 comprising: 
collecting purchase records and associated coupon 

redemption records, and 
constructing purchasing behavior profiles for the consum 

erS based in part upon the purchase records and the 
coupon redemption records. 

10. The method of claim 9 wherein, the constructing is 
further based upon at least one of the following: demo 
graphic data, psychographic data, life Style affinity data, 
brand affinity data, product affinity data, received coupon 
data, Selected coupon data, and advertising records. 

11. The method of claim 9 comprising updating the 
purchasing behavior profiles with at least one of the follow 
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ing: derived psychographic data, product preference data, 
degree of brand loyalty data, and price Sensitivity data. 

12. The method of claim 11 wherein, at least one of the 
constructing and the updating the purchasing behavior pro 
files is done with at least one of the following: a data 
warehouse, a data mining System, and a neural network. 

13. The method of claim 9 comprising developing at least 
one of the following: a marketing campaign, a promotion 
campaign, and an incentive campaign using the purchasing 
behavior profiles. 

14. The method of claim 9 comprising: selecting the 
consumers for the coupon distributing based upon at least 
one of a plurality of conditions. 

15. The method of claim 14 wherein, the conditions 
include at least one of the following: psychographic data, 
life style affinity data, brand affinity data, product affinity 
data, past purchase data, purchasing decision proceSS data, 
coupons received data, coupons Selected data, coupon 
redeemed data, advertising message data, and real-time 
response data to advertising messages and incentive pro 
grams. 

16. The method of claim 14 wherein, advertisers perform 
the Selecting. 

17. The method of claim 14 wherein, the selecting is 
performed on an iterative modification of the plurality of 
conditions based in part upon calculating a potential con 
version rate with respect to a desired conversion rate. 

18. The method of claim 1 wherein, the coupon distrib 
uting is performed in behalf of a plurality of business entities 
to create an inter-enterprise joint marketing program con 
taining a package of discount offers to be offered to the 
COSUCS. 

19. A method comprised by: 
deploying a program for operation on a mobile device; 
receiving an advertisement on the mobile device; 
launching the program based upon receipt of the adver 

tisement; 
using the program to collect operation data regarding 

operation of the mobile device; and 
transmitting the operation data from the mobile device. 
20. The method of claim 19 wherein, transmitting is 

directed to a membership Service provider System. 
21. The method of claim 19 wherein, the operation data 

includes at least one of the following keystroke data and 
timing Statistic data. 

22. The method of claim 19 comprising using the opera 
tion data to determine response by consumers to the adver 
tisements to observe how the consumerS responded to ads 
and incentive programs and provide detailed feedback to 
advertisers. 

23. The method of claim 19 wherein, the launching is 
performed in an unintrusive manner. 

24. The method of claim 19 wherein, the advertisement 
and the application is at least one of the following: SMS, 
WAP, WAP Push, or MMS. 

25. The method of claim 19 wherein, the mobile device 
uses one of the following: GSM or CDMA. 

26. The method of claim 22 wherein, the GSM platform 
uses WCDMA. 

27. The method of claim 1, wherein, the electronic 
coupons are Stored at various unaffiliated retail Stores and 
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grocery chains, allowing the consumers to redeem the cou 
pons without requiring hard-printed coupons 

28. A computer implemented method of using entertain 
ment ticket purchasing activities to build a consumer enter 
tainment preference profiling System, comprising: 

a. obtaining consumers personal data like demographic, 
psychographic, life Style affinity, artist affinity, and 
product preference data from consumers, 

b. creating initial profile of the consumer based on the 
consumer-Supplied data; 

c receiving discount offer on ticket price and other “free” 
or giveaway offers from advertisers like venue Sponsors 
and event promoters, 

d. using the profile database to generate personalized and 
targeted electronic discounts and information on ticket 
and show to each consumer; 

e. distributing electronic discount offers and Show infor 
mation to consumers wireleSS communication devices, 

f. using a “mobile cookie' application to retrieve detailed 
data on the process that the consumers go through when 
purchasing tickets; 

g. collecting detailed ticket purchase and actual discount 
offer redemption activities, 

h. using a data Warehouse or data mining System like 
neural networks application to analyze consumers 
purchasing decision proceSS and build the consumer 
purchasing behavior profile, wherein the input data can 
include demographic and psychographic data, life Style 
affinity, artist affinity, entertainment category affinity, 
past purchases, purchasing decision process, discount 
received, discount Selected, advertising messages, and 
responses to ads and incentive programs, 

i. updating the consumer profile database with consumers 
purchasing behavior data which can include detailed 
purchases and derived psychographic data, entertain 
ment preferences, and price Sensitivity. 

29. The method of claim 28, wherein the venue sponsors 
can use the compiled data in the consumer purchasing 
behavior profiling System to develop a marketing campaign, 
promotion program, and incentive program. 

30. The method of claim 29, further comprised by the 
Steps of Selecting the target consumers by Specifying filter 
ing conditions which can include demographic and psycho 
graphic data, life Style affinity, artist affinity, entertainment 
category affinity, past purchases, purchasing decision pro 
ceSS, discount received, discount used, advertising mes 
Sages, and real-time responses to advertising messages and 
incentive programs. 

31. The method of claim 30, wherein the venue sponsors 
(or event promoter or advertisers) can iteratively refine the 
target filtering conditions and calculate the potential con 
version rate until a desired expected conversion rate is 
achieved. 

32. The method of claim 29, wherein the several venue 
Sponsors and unaffiliated consumer goods and Services com 
panies and other business partners can bundle their discount 
offers on-the-fly and offer the bundled discount offers to the 
COSUCS. 
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33. The method of claim 28, wherein the universal ID tag 
is used, allowing the consumers to pick up tickets at multiple 
unaffiliated entertainment venues. 

34. The method of claim 28, wherein a “mobile cookie' 
program is used to gather detailed data on how the consum 
erS responded to ads and incentive programs. 

35. The method of claim 28, further comprised by steps to 
provide the neural networks application with new input data, 
allowing it to understand the current market trends and 
changes in consumers entertainment preferences in order to 
provide accurate recommendations. 

36. The method of claim 28, wherein the universal ID tag 
can be a barcode, RFID, re-writeable RFID, or a combina 
tion of barcode and RFID. 

37. The method of claim 28, wherein the confirmation 
notification can be an electronic barcode sent as an MMS 
image to the wireless device like mobile phone and PDA. 

38. The method of claim 25 wherein the confirmation 
notification can be used as the universal ID tag for the 
purpose of picking up electronic ticket at the gate. 

39. The method of claim 25, wherein the confirmation 
notification can be used to authenticate the consumer and to 
authorize the release the release of the electronic ticket to the 
COSUC. 

40. The method of claim 38 wherein a potential conver 
Sion rate is made known to the advertiser prior to the 
advertiser launching the marketing campaign, allowing the 
advertiser ability to adjust the incentive program in order to 
achieve the desire marketing effects. 

41. The method of claim 1, wherein the several advertisers 
can bundle their discount offers on-the-fly and offer the 
bundled discount offers to the consumers. 

42. The method of claim 28, wherein the confirmation 
notification can be an electronic barcode sent as an MMS 
image on the mobile phone. The electronic barcode is unique 
for every consumer and cannot be easily duplicated. This is 
used to prevent fraudulent when picking up tickets. 

43. The method of claim 42, wherein the electronic 
barcode can be used as a Substitute for today's barcode 
and/or confirmation number on the printed paper ticket. 
Today's barcode and/or confirmation number is used to 
authenticate the validity of the ticket. 

44. The method of claim 28, wherein the confirmation 
notification can be a code stored in the RFID tag. This code 
is used to authenticate the electronic ticket and authorize the 
release of the electronic ticket. 

45. The method of claim 44, further comprises of a 
read-write RFID where the code stored in the RFID can be 
erased and replaced with a new code. This provides a 
Stronger authentication method for the purpose of picking up 
Season tickets. 

46. A computer implemented method of authenticating 
and authorizing the release of electronic tickets, comprising: 

a. Sending confirmation code to the consumers wireleSS 
devices, 

b. sending a list of ID to the event venues; 
c. Scanning the confirmation code at the event venues; 
d. authenticating the confirmation code against the list of 

pre-approved ID; 

e. releasing the electronic tickets to the consumers. 
47. The method of claim 46, wherein the confirmation 

code can be an electronic barcode Sent as an MMS image on 
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the mobile phone. The electronic barcode is unique for every 
consumer and event and cannot be easily duplicated. This is 
used to prevent fraudulent when picking up tickets. 

48. The method of claim 46, wherein the electronic 
barcode can be used as a Substitute for today's barcode 
and/or confirmation number on the printed paper ticket. 
Today's barcode and/or confirmation number is used to 
authenticate the validity of the ticket. 

49. The method of claim 46, wherein the confirmation 
notification can be a code stored in the RFID tag. This code 
is used to authenticate the electronic ticket and authorize the 
release of the electronic ticket. 

50. The method of claim 46, further comprises of a 
read-write RFID where the code stored in the RFID can be 
erased and replaced with a new code. This provides a 
Stronger authentication method for the purpose of picking up 
Season tickets. 

51. The method of claim 46, wherein the confirmation 
code can be an electronic alpha-numeric message. The 
electronic alpha-numeric message is unique for every con 
Sumer and event and cannot be easily duplicated. This is 
used to prevent fraudulent when picking up tickets. 

52. The method of claim 46, wherein the confirmation 
code can be a printed barcode. The printed barcode is unique 
for every consumer and cannot be easily duplicated. This is 
used to prevent fraudulent when picking up tickets. 

53. A computer implemented method of using entertain 
ment ticket purchasing activities to build a consumer enter 
tainment preference profiling System comprising: 

a. obtaining consumers personal data like demographic, 
psychographic, life Style affinity, artist affinity, and 
product preference data from consumers, 

b. creating initial profile of the consumer based on the 
consumer-Supplied data; 

c. receiving discount offer on ticket price and other “free” 
or giveaway offers from advertisers like venue Sponsors 
and event promoters, 

d. using the profile database to generate personalized and 
targeted electronic discounts and information on ticket 
and show to each consumer; 

e. distributing electronic discount offers and Show infor 
mation to consumers wireleSS communication devices, 

f. collecting detailed ticket purchasing records and actual 
discount offer redemption activities, 

g. using a data mining System like neural networks 
application to analyze consumers purchasing decision 
process and build the consumer purchasing behavior 
profile, wherein the input include demographic and 
psychographic data, life Style affinity, artist affinity, 
entertainment category affinity, past purchases, pur 
chasing decision process, discount received, discount 
Selected, advertising messages, and responses to ads 
and incentive programs, 

h. updating the consumer profile database with consum 
ers purchasing behavior data which can include 
detailed purchases and derived psychographic data, 
entertainment preferences, and price Sensitivity. 

54. A computer implemented method of using entertain 
ment ticket purchasing activities to build a consumer enter 
tainment preference profiling System comprising: 
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a. obtaining consumers’ personal data like demographic, 
psychographic, life Style affinity, artist affinity, and 
product preference data from consumers, 

b. creating initial profile of the consumer based on the 
consumer-Supplied data; 

c. receiving discount offer on ticket price and other “free” 
or giveaway offers from advertisers like venue Sponsors 
and event promoters, 

d. using the profile database to generate personalized and 
targeted electronic discounts and information on ticket 
and show to each consumer; 

e. distributing electronic discount offers and show infor 
mation to consumers wireleSS communication devices, 

f. collecting detailed ticket purchasing records and actual 
discount offer redemption activities, 

g. updating the consumer profile database with consum 
ers purchasing behavior data which can include 
detailed purchases and derived psychographic data, 
entertainment preferences, and price Sensitivity. 

55. A computer implemented method of using coupon 
redemption activity to build a consumer purchasing behavior 
profiling System comprising: 

a. obtaining consumers’ personal data like demographic, 
psychographic, life Style affinity, brand affinity, and 
product preference data from consumers, 

b. creating initial profile of the consumer based on the 
consumer-Supplied data; 

c. obtaining coupons and discount offers from advertisers, 
d. using the profile database to generate personalized and 

targeted electronic coupons to each consumer; 
e. distributing electronic coupons to consumers’ wireleSS 

communication devices, 
f. collecting detailed purchase records and actual coupon 

redemption activities, 
g. using a data mining System like neural networks 

application to analyze consumers purchasing decision 
process and build the consumer purchasing behavior 
profile, wherein the input include demographic and 
psychographic data, life Style affinity, brand affinity, 
product affinity, past purchases, purchasing decision 
process, coupons received, coupons Selected, coupon 
redeemed, advertising messages, and responses to ads 
and incentive programs, 

h. updating the consumer profile database with consum 
ers purchasing behavior data which can include 
detailed purchases and derived psychographic data, 
product preferences, degree of brand loyalty, and price 
Sensitivity. 

56. A computer implemented method of using coupon 
redemption activity to build a consumer purchasing behavior 
profiling System, comprising: 

a. obtaining consumers’ personal data like demographic, 
psychographic, life Style affinity, brand affinity, and 
product preference data from consumers, 

b. creating initial profile of the consumer based on the 
consumer-Supplied data; 
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c. obtaining coupons and discount offers from advertisers, 
d. using the profile database to generate personalized and 

targeted electronic coupons to each consumer; 
e. distributing electronic coupons to consumers’ wireleSS 

communication devices, 
f. collecting detailed purchase records and actual coupon 

redemption activities, 
g. updating the consumer profile database with consum 

ers purchasing behavior data which can include 
detailed purchases and derived psychographic data, 
product preferences, degree of brand loyalty, and price 
Sensitivity. 

57. A computer implemented method of selling entertain 
ment ticket comprising: 

a. obtaining consumers personal data like demographic, 
psychographic, life Style affinity, artist affinity, and 
product preference data from consumers, 

b. creating initial profile of the consumer based on the 
consumer-Supplied data; 

c. receiving discount offer on ticket price and other “free” 
or giveaway offers from venue Sponsors, 

d. using the profile database to generate personalized and 
targeted electronic discounts and information on ticket 
and show to each consumer; 

e. distributing electronic discount offers and show infor 
mation to consumers wireleSS communication devices, 

f. using a “mobile cookie' application to retrieve detailed 
data on the process that the consumers go through when 
purchasing tickets; 

g. collecting detailed ticket purchase and actual discount 
offer redemption activities, 

h. using a data mining System like neural networks 
application to analyze consumers purchasing decision 
process and build the consumer purchasing behavior 
profile, wherein the input data can include demographic 
and psychographic data, life Style affinity, artist affinity, 
entertainment category affinity, past purchases, pur 
chasing decision process, discount received, discount 
Selected, advertising messages, and responses to ads 
and incentive programs, 

i. updating the consumer profile database with consumers 
purchasing behavior data which can include detailed 
purchases and derived psychographic data, entertain 
ment preferences, and price Sensitivity. 

58. A computer implemented method of selling entertain 
ment ticket comprising: 

a. obtaining consumers personal data like demographic, 
psychographic, life Style affinity, artist affinity, and 
product preference data from consumers, 

b. creating initial profile of the consumer based on the 
consumer-Supplied data; 

c. receiving discount offer on ticket price and other “free” 
or giveaway offers from venue Sponsors, 

d. using the profile database to generate personalized and 
targeted electronic discounts and information on ticket 
and show to each consumer; 
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e. distributing electronic discount offers and show infor 
mation to consumers wireleSS communication devices, 

f. using a “mobile cookie' application to retrieve detailed 
data on the process that the consumers go through when 
purchasing tickets; 

g. collecting detailed ticket purchase and actual discount 
offer redemption activities, 

h. using a data mining System like neural networks 
application to analyze consumers purchasing decision 
process and build the consumer purchasing behavior 
profile, wherein the input data can include demographic 
and psychographic data, life Style affinity, artist affinity, 
entertainment category affinity, past purchases, pur 
chasing decision process, discount received, discount 
Selected, advertising messages, and responses to ads 
and incentive programs, 

59. A computer implemented method of selling entertain 
ment ticket comprising: 

a. obtaining consumers’ personal data like demographic, 
psychographic, life Style affinity, artist affinity, and 
product preference data from consumers, 

b. creating initial profile of the consumer based on the 
consumer-Supplied data; 

c. receiving discount offer on ticket price and other “free” 
or giveaway offers from Venue Sponsors, 

d. using the profile database to generate personalized and 
targeted electronic discounts and information on ticket 
and show to each consumer; 

e. distributing electronic discount offers and show infor 
mation to consumers wireleSS communication devices, 

f. using a “mobile cookie' application to retrieve detailed 
data on the process that the consumers go through when 
purchasing tickets; 

g. collecting detailed ticket purchase and actual discount 
offer redemption activities, 

60. A computer implemented method of Selling entertain 
ment ticket comprising: 

a. obtaining consumers’ personal data like demographic, 
psychographic, life Style affinity, artist affinity, and 
product preference data from consumers, 

b. creating initial profile of the consumer based on the 
consumer-Supplied data; 

c. receiving discount offer on ticket price and other “free” 
or giveaway offers from Venue Sponsors, 

d. using the profile database to generate personalized and 
targeted electronic discounts and information on ticket 
and show to each consumer; 

e. distributing electronic discount offers and show infor 
mation to consumers wireleSS communication devices, 

f. collecting detailed ticket purchase and actual discount 
offer redemption activities, 

g. using a data mining System like neural networks 
application to analyze consumers purchasing decision 
process and build the consumer purchasing behavior 
profile, wherein the input data can include demographic 
and psychographic data, life Style affinity, artist affinity, 
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entertainment category affinity, past purchases, pur 
chasing decision process, discount received, discount 
Selected, advertising messages, and responses to ads 
and incentive programs, 

h. updating the consumer profile database with consum 
ers purchasing behavior data which can include 
detailed purchases and derived psychographic data, 
entertainment preferences, and price Sensitivity. 

61. A computer implemented method of Selling entertain 
ment ticket comprising: 

a. obtaining consumers personal data like demographic, 
psychographic, life Style affinity, artist affinity, and 
product preference data from consumers, 

b. creating initial profile of the consumer based on the 
consumer-Supplied data; 

c. receiving discount offer on ticket price and other “free” 
or giveaway offers from venue Sponsors, 

d. using the profile database to generate personalized and 
targeted electronic discounts and information on ticket 
and show to each consumer; 

e. distributing electronic discount offers and Show infor 
mation to consumers wireleSS communication devices, 

62. The method of claim 28, wherein the communication 
means with the target consumer can be email, postal mail, 
and other direct marketing means. 

63. The method of claim 57, wherein the communication 
means with the target consumer can be email, postal mail, 
and other direct marketing means. 
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64. The method of claim 58, wherein the communication 
means with the target consumer can be email, postal mail, 
and other direct marketing means. 

65. The method of claim 59, wherein the communication 
means with the target consumer can be email, postal mail, 
and other direct marketing means. 

66. The method of claim 60, wherein the communication 
means with the target consumer can be email, postal mail, 
and other direct marketing means. 

67. The method of claim 61, wherein the communication 
means with the target consumer can be email, postal mail, 
and other direct marketing means. 

68. The method of claim 1, wherein the data mining 
System can be a data warehouse, data mining, or other 
relational database engine. 

69. The method of claim 28, wherein the data mining 
System can be a data warehouse, data mining, or other 
relational database engine. 

70. The method of claim 69 comprising using Radio 
Frequency Identification tags or micropayment ID tag or 
electronic barcode as a form to authenticate the identifica 
tion of a consumer 

71. The method of claim 69 comprising using Radio 
Frequency Identification tags or micropayment ID tag or 
electronic barcode as a form to authenticate the identifica 
tion of a consumer for the purpose of releasing valuable 
items like tickets to entertainment event or coupons or 
discount offerS or gift certificates or Vouchers. 




