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14 
30 Define promotions 

/ 
31 Define contacts 

32 Assign promotions to contacts 

1• 

33 Run marketing campaign ~ 

~ 34 Log contact history -
,, 

35 Scan customer activity 

" 
36 Apply response attribution rules 

,, 
37 Log response history 

1• 

38 Assess campaign performance 

FIG. 2 
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14 Promotion management software 

40a Promotion 
template process 

40b Promotion list 
process 

40c Run marketing 
campaign process 

40d Log contact 
history process 

40e Produce 
promotion lists 

process 

40f Track and log 
response history 
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Specify the promotion code format: 64 

ABC nnn 

Specify a custom promotion code generator: 68 

Generator l .exe 

Specify the treatment code format: 66 

aaaaaaaa 

Specify a custom treatment code generator: 70 

Generator2.exe 

52 

FIG. 5 
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Available standard and Custom Attributes 

El··· standard Attributes 
:.. ... Contact Channel 

Relevant Product(s) 
Creative ID 

, ..... Creaive Image URL 

' ..... Creative Image Caption / Text Version 
Offer Valid/Expiration Dates 

' ·· Clicklhrough URL (Early) 
_ Clicklhrough URL (Expired) 
, ..... Clickthrough URL (Valid) 

El"· Custom Attributes 
: ..... Target Dale (Dale Combobox) 
' .. Mailing Date (Dale Combobox) 

Channels (Multiselect Listbox) 
' ..... Products (Multiselect Listbox) 
' ..... Yes/No (Radio Butta List) 
, ..... 828 or 82M (Select Box) 
'-.... New or Revision (Select Box) \ 

82 

Offer Valid: 90 Expires: 92 

80 

€• 11 /1312003 - ~ C!'I 11122~00 .. 3 J®.51 ±I 

~I 

~t 

0 Flowchart run date 0 130d : :±.J after valid dale 

L .~?' J 
L" .. ~~-. J 

84 

Selected A~es, Ordered and Grouped 

.... ~::~r:~~utet ..................................................................................... . 

Of1er Code 
Contact Channel 
Relevant Product(s) 

I Design Info ] 
Creative ID 
Creative Image URL 
Creative Image Caption I Text Version 

.... Hidden Fixed Attributes ............................................................................ .. 
Creative Type Code 

.... Parameterized Attributes ........................................................................ .. 
Offer Valid 
Offer Value ($) 

IA7 LiClickthrough URL (Early) 
~ Clickthrou.gh URL (Ex._p·. ired) [1J . CILcklhrough URL_ (\/al)d) 

" 

! 88 

0 I End of the month !fJJ after valid date 
--- -·---------·-~----

Offer Value ($): 94 

Clickthrough URL (Early): 96 
http:// .. _J 

Clickthrough URL (Expired): 

p:/1 __ .. J 
Clickthrough URL (Valid): 

lhltp:I!__ .. --------· FIG. 6 
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100 Fill in basic options 

! .. 
102 Specify promotion code format 

104 Specify custom promotion code generator 

106 Specify treatment code format 

i 

l 

108 Specify custom treatment code generator 

110 Specify which promotion attributes are static, 
hidden or parameterized 

112 Specify default values 

FIG. 7 
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Promotion Instance 146 

130 I Name: 
I College Card I 
Promotion Code: 

Template Name: 132 I ABC-123 I 
I College Card I Description: 

134 I College Logo Card I 
Promotion Code Format: Contact channel: 

ABC-nnn ¢ I Email I 
Expiration Date: 

I Description: 136 I 6/30/05 
College: College Logo Card I I Harvard I 

Contact channel: 138 Promo Rate: 
I I I 

5.25% Email 

Expiration Date: 140 

6/30/05 
I Promotion Instance 156 

College:142 

I Harvard I Name: 
Promo Rate: 144 I College Card I 
I 5.25% I Promotion Code: 158 

¢ I ABC-124 I 
Description: 
I College Logo Card I 

Contact channel: 

FIG. 9 11 Mail I 
Expiration Date: 
I 6130105 I 
College: 
I Harvard I 
Promo Rate: 
I 5.25% I 

Promotion Version 148 

Name: 
I College Card 

Promotion Code: 
I ABC-123 

Description: 
I College Logo Card I 

Contact channel: 

¢ I Email 
Ex iration Date: . 

6/30/05 
College: 
I Harvard 
Promo Rate: 
I 5.25% 

---...._; Promotion Version 154 

Promotion Code: 

I ABC-123 

Description: 
I College Logo Card I 

Contact channel: 

I Email 
Expiration Date: 
I 9130105 11150 
College: 
I Princeton 11152 
Promo Rate: 
I 5.25% 
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__ 9-_ffer namel Favorite Destinations 

Offer codel XYZ-789 II 

Description Specials on favorite dest. -----·---
Contact channel Email 

7/30/2005 II 

160 I, iifm <FavoriteTrips.From> i- _ 
" 

- Fa IL <FavonteTnps.To> · 

<FavoriteTrips.Fare> I ... ·::ir - .. VIIJ I lili',lriliil 

FIG. 10 :B452353 Atlanta 

:&452353 Atlanta 

8452353 Atlanta 

·1547653 Chicago 

I =t,e.:J"J:.j s 
- I ... IQ 

L,os Angeles 

San, Diego 

Boston 

Dallas 
--

1-....H~st -- I 

81 

78 

75 
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170 Produce a target group spreadsheet 
(TGS) 

172 Generate a record in TGS and assign 
a promotion instance to a target group, 

and specify group attributes 

184 Produce campaign flowchart from TGS 

186 Save TGS and/or campaign flowchart 

US 8,315,904 B2 

FIG. 11 

176 Assign control group 

180 Assign group-level 
custom attributes 

190 Mirror changes in 
flowchart 

194 Mirror changes in 
TGS 
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184a Initiate 
association of 
flowchart group with 
TGS target group 

184b Choose target 
group entry from 
TGS 

184c Define 
treatment for target 
group in flowchart 

FIG. l lA 

US 8,315,904 B2 
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40b Process 

196 Produce a campaign 

,------------
198 Generate a flowchart instance in 
the campaign and assign a promotion 
instance to a target group, and specify 

Yes 

FIG. 12 

group attributes 

210 Produce TGS from 
flowchart instance 

US 8,315,904 B2 

206 Assign group­
level custom 

attributes 

~---------212 Save TGS and/or flowchart instances-------, 

.__ __ --I 216 Mirror changes in 
flowchart instance 

220 Mirror changes in 
TGS ----~ 
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All Campaigns > NorthEasl Region > 222 
J-e Migration Campaign Cell Attributes I Edit ... T ModeT 

Target Cell 
Code 

T01-HVHR 

T01-HVMR 

T01-HVLR 

T02-MVHR 

T02-MVMR 

T02-MVLR 

T03-LVHR 

T03-LVMR 

T03-LVLR 

1: Target Cell 
~flame 

HiVal_HiRisk 

: HiVal_MedRisk 
i­
:HiVal_LoRisk 

. MedVal_HiRisk 

• MedVal_MedRisk 

; MedVal_LoRisk 

'LoVal_HiRisk 

LoVal_MedRisk 

Control Cell Assigned 
Code Offer(s) 

Used in 
Flowchart 

Low APR with bal transfer (APR456H); Multi-channel 
NewslelterTabularOffers (STRAG03GH); 
SendT oAFriend_F reeShipping (SILMA000AH) 

Low APR wtth bal transfer (APR456H) Multi-channel 

'Low APR wtth bal transfer (APR456H) Multi-channel 

'Low APR wtth bal transfer (APR456H) Mult~channel 

Low APR wtth bal transfer (APR456H) Multi-channel 

:Low APR wtth baltransfer (APR456H) Mult~channel 

low APR wtth bal transfer (APR456H) Multi-channel 

Low APR wtth bal transfer (APR456H) Multi-channel 

Multi-channel 

T/.14-Ll/Mi? WslalJAedF:isk jtow APR wit6 t•Ji //"Bl)&&{ (APR45f-./-/) ---
71.1ilvt-,;;:- -----<>-L-o\-,a-1_-L-oF:-is_k _____ """j ~-1.,-w APii' wit6 t•,i/ tran$f?r (AP8456/-/) 

TOS-L VLR LoVal_LoRisk Low APR wtth bal transfer (APR456H) i Multi-channel 
--------

-- '----- - ____J_ -- 1---
.8-11 Campaigns > NorlhEaist Region > 220 
ds Migration Campaign Mu/1:i-channef 

.r 
Make 
Outbound 
Calls 

FIG. 13 

Sr:an with 
~I People 

Edit ....... I Run ... --

1-
" Send Initial 
Emails 

! 
Followup 
"Thank-You 
for Resp. 

US 8,315,904 B2 

Comments 

I-----· -- -- -- ----- -

r------- - ---
I_ -- --- -- ---- -- - -

1-
Followup 
2nd Offer 
for Non-
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246 Promotion Instance 

! 
242 244 Promotion version 248 Run Iteration 

240 Treatment 

FIG. 14 
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40d Process 

250 Run Marketing Campaign 

266 266 

-i Offer 

I Version Ce 
Treatment 

Time Code 

112 Emal I 111 C123 

268 
111 C124 

5.251 2 18.fil'II 111'31/05 112 C125 
Pnncetoo 4.251 1 ~.fil'II 5131105 ..___... 

112 C126 

5/512005 - 14:20 X43Z795X 
515/2005 - 14:21 X43Z795Y 
51612005 - 14:21 X43Z796X 
516/2005 - 11 :30 X4JZ797Y 

I.mass 4.251 1 ~.m 9m05 112 C127 516/2005 - 11:35 X4JZ7952 
264 <'. Pnncetoo 0.00% 3 12.fil'II 5131/05 270< 113 C201 

Y~e 0.00% 3 12.fil'II 60005 113 C202 
6/112005 - 13:J0 X4JZ799V 
6/1/2005 - 13:35 X43Z799W 

M~ O.!ll% 3 12.ffl m1105 I 113 C20J 611/2005 - 13:38 X4JZ799X 

Stanbd 0.00% 3 12.ffl 60005 I 113 C204 
I 113 cm NYU 1.00% 2 15.!11% 60005 
I 114 C210 

FloiilaToch 1.00% 2 15.!11% Wl/05 
I 113 C204 

6/1/2005 • 13:39 X4JZ799Y 
6/1/2005 - 13:42 X43Z7992 
6/5/2005 - 10:05 X43Z899X 
6/512005 - 10:06 X43Z899Y 

125 Email Mtru~ l.!11% 3 15.!11% lif.0/05 

274 

FIG. 15 252 Contact History 

CustlD Cell ID Time 
C123 C123 5/512005 - 14:20 

268 
C124 C124 51512005 -14:21 
C125 C125 51612005 - 14:21 .... . 

- C126 C126 51612005 - 11 :30 
C127 C127 51612005 • 11 :35 
C201 C201 6/112005 - 13:30 
C202 C202 6/112005 • 13:35 
C203 C203 6/1/2005-13:38 
C204 C204 6/112005 • 13:39 
C205 C205 6/1 /2j)05 • 13:42 

_,. C210 C210 6/:,mi05 • 10:05 
C204 C204 6/:,rLU05 • 10:06 

/ l 

280 

12345 
12345 
12345 
12345 
78904 278 
78904 
78904 
78904 
78904 

~ 
00 
• 
~ 
~ 
~ 
~ = ~ 

z 
0 
~ 
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250 
Produce 25Qa'!lables of.marketing 

campaign data / 
Link 250b promotion version history table with the treatment history table 

Record 250c treatment instances in treatment history table 

No 

Yes 

Record 250d groupID in the treatment history table 

Record 250e run date and time of the marketing campaign 

Assign 250f treatment instance a globally unique treatment code 

Link 250g treatment history table with base contact history table through groupID 

Re~ord 25Clh in base contacfhistory ta&lea,row to ti;ack;;hltYr:€ontact entitie~, i'llentified 
by customer level custID, were assign~d to gro~ps; id~~iifi;d~by gro~pID ,"ttl~ng ~th 

the contact date and time 282. 

FIG. 15A 
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356 FOLDER TREE VIEW 

Offers Actions • Options • Help 

360 

Add an Offer. .. (Aqd:'aJ~[sj'~§d~)older:··' I"'. ~a!lage .- .1 ~ ~ 

Topi 

@'fiJ All Offers I Search... I EdL. :S:o •1• l ,2 Show All 

IJ D Name I Description Code(s) Channel Eff.11:xp. Oates 

0 ~ statement Marketing 

0 &IJ U.S. Consumer Charge 

0 liiJ strategic Alliances Group 

0 fill Mv Offers 
All offers that I have personally created. 

0 :• Recentlv Added Offers 364 
Offers added to this database within the last 14 days. 

[J @] Offers for use in Campaigns A, B, and C 

0 ~ Card Business Development 

0 ~ Credit Cards 

These offers were created specifically for use in the three spring acquisition and segment migration campaigns. 

Offers to assign to cell A 362 
These offers were created to be used in campaigns for the next 6 months, but they will appeal most strongly lo males 
with high income because of their terms and creative content. 

[I Platinum Card Offer A34123-P0001 Direct Mail 12/5/2002 - 1 /3012003 
This otter waves the annual credit card fee for the first year of ownership. center. 

[J SendToAFriend FreeShipping 3 66 A341 23-P0001 Email 12/5/2002 - 1 /3012003 
The offer can be used with the standard Platinum and Gold credit cards and can be 
offered through any marketing channel- email. direct mail. web, or call center. 
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356 FOLDER TREE VIEW 

,.. Included Offers 

Folders\ Search 

~All Offers 

El · ~ Corporate Offers 

f±I··· ~ Credit Cards 

f±I··· (g) Product Category 2 

f±l··· fi!l Product Category 3 

El···~ Recently Used Offers 

L ...• i[j TellAFriend_Save$5 

L .... ffl Account Upgrade - Full Membe 

i. .... i[j Account Upgrade - Gold Member 

: ..... i[j SendToAFriend_FreeShipping 

i. .... ffl No Money Down Email 

L ... ID 15% off Holiday Mailer 

~ i. .... ffl Free Shipping Offer 

~ i. .... ID Low Rate Financing I f±I··· ~ eMessage Offers 

~ l±l··· Jjj) statement Marketing 

1
1
, l±l··· ~ Card Business Development 

l±l··· ~ strategic Alliances Group 

~ l±l··· ~ U.S. Consumer Charge 

Tree View• 

l~"'i 
~-
~---• 

i l±J· .. ~ My Recently Created Offers 

11±1 ... ~ My Recently Used Offers flj 
' - - - --~_•3r=,c=----,----,,--c-,-
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Create a Condition 

On This Attribute 

i Contact Channel ---1~ ~~~---------'-'"' 
Search for the Following Value(~ 

ijEmail 
,web 

Restrict search access !for all users> to 

@:',All Offers 

ffi·· @I Carol 
[l} G!) Ruby 

S·· ~ Carofine 
IB-·· G;J Demonstration Scenarios 
l±l· @I Jenn 

IE··· G!} VanessoOflers 
!ti-.. @I Pre-Sales 
IE··· @) Vertical Scenario Offers 

D Include Subfolders 

376 

~I 
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~AND» I 
I OR» I 

~ 

0 

Find Offers Where ... 

CREA TEBY : rkennedy ~ 
AND Contact Channel • Email ..... 

0,1 _________ _ 

G::J 
CE] 

AIIOIJers 

380 

374 

Order Matching Offers by 3 78 ~---~ Limit to the First: 

I I.II I ~I I (No Lim~) I :EJ matches 
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40f Process 

-----402 

Action Table 
404 

Attribution 

Methods 
• Direct 410 

Lookups 
• Product 408 

• Inferred • Treatment history 406 
• Custom • Contact history 

Rules 
412. Known action? Product? 

/ 
• Matching code(s)? 
• Contacted? Before I after 

414 

Response Table / 

FIG. 20 
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40f 

420 Retrieve next event from action table No more events 450 Done) 
FIG. 
21A 

422 Any 
response codes 
provided? 

Yes 

No 
,__ 430 Match provided promotion attributes 

only against treatment instances 
that contacted this responder 

424 Match any provided codes and promotion attributes 
and find set of possible treatment instances 

426 Did any treatment 
instances contact the 
s onder? 

Yes 
428 Discard any treatment instances that 
did not contact the responder 

No 1----------------' 

32 Are any of the treatment 
instances valid (response date 
between effective/expiration dat 

No 

Yes 
--..,....___. 434 Discard any treatment instances not 

within its valid date range 



U.S. Patent Nov. 20, 2012 

436 Assign attribution to remaining 
treatment instances using different attribution 
methods (best, fractional, multiple, custom) 
and record additional response info 
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Yes 
>-------tt 440 Remove any response codes 

442 Match provided promotion attributes 
only against control treatment instances 
that contacted this responder 

FIG. 21B 



No 

444 Assign attribution to control treatment 
instances using multiple attribution; record 
additional response info 

Return to 420 

FIG. 21C 
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430 Discard any control treatment instance 
that have exQired 
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ORGANIZATION FOR PROMOTION 
MANAGEMENT 

BACKGROUND 

Promotions are specific communications made from one 
entity to another entity. The challenges in managing promo­
tions can arise out of the various situations in which promo­
tions are used. For example, marketers in the financial ser­
vices, travel and retail industries may each have specialized 10 

considerations when communicating with potential or exist­
ing customers. Each industry may have different types of 
promotions directed to communicate different types of prod­
ucts or services, resulting in an infinite variety of possible 

15 
attributes. All marketers produce a potentially large variety of 
promotions and assign them to a potentially large variety of 
contacts. These promotions are logged and tracked for future 
analysis to improve the promotions. 

20 
SUMMARY 

According to an aspect of the present invention, a computer 
implemented method for producing a promotion list for a 
promotion management campaign, the method including 25 

assigning one or more promotion instances to the promotions 
list, and storing the promotion list in an electronic medium. 

According to another aspect of the present invention, a 
computer program product residing on a computer readable 
medium for producing a producing a promotion list for a 30 

promotion management campaign, includes instructions for 
causing a computer to assign one or more promotion 
instances to the promotions list, and store the promotion list in 
an electronic medium. 

According to another aspect of the present invention, an 
35 

2 
tion having at least one or more different promotion attributes 
or different promotion attribute values than a second promo­
tion. 

DESCRIPTION OF DRAWINGS 

FIG. 1 is a block diagram of a computer system executing 
promotion management software. 

FIG. 2 is a flowchart depicting the promotion management 
lifecycle. 

FIG. 3 is a block diagram of the promotion management 
software. 

FIGS. 4 and 5 are diagrams depicting a promotion tem­
plate. 

FIG. 6 is a diagram depicting standard attributes and cus­
tom attributes of a promotion template. 

FIG. 7 is a flowchart for producing a promotion template. 
FIGS. 8 and 9 are diagrams depicting promotion instances 

and promotion versions. 
FIG. 10 is a diagram depicting data-driven parameteriza­

tion of promotions. 
FIGS. 11, llA, and 12 are flowcharts depicting the target 

group management process. 
FIG. 13 is a diagram depicting a target group spreadsheet 

and a campaign flowchart. 
FIG. 14 is a flowchart depicting producing treatment 

instances. 
FIGS. 15 and 15A are a diagram and flow chart depicting 

contact history and a contact history process. 
FIG. 15B is a tree depicting the hierarchy of contact his­

tory. 
FIG. 16 is a diagram depicting promotion list attributes. 
FIG. 17 is a diagram depicting a folder tree view of the 

promotion list process. 
FIG. 18 is a diagram depicting the selection of offers in a 

static promotion list. 
FIG. 19 is a diagram depicting a query in a dynamic pro­

motion list. 

apparatus includes a processor and memory executing a com­
puter program product for producing a producing a promo­
tion list for a promotion management campaign. The com­
puter program product including instructions to assign one or 
more promotion instances to the promotions list; and store the 
promotion list in an electronic medium. 

FIG. 20 is a general flowchart depicting the high-level 
40 response tracking process. 

Implementations can include one or more of the following. 
Assigning the one or more promotions to the promotions list 
includes querying promotion instances to find one or more 45 

matching promotion instances having matching attributes to 
one or more of the promotion attributes, and at runtime, 
adding the matching promotion instances to the promotions 
list. Assigning the one or more promotions to the promotions 
list includes displaying the one or more promotion instances 50 

stored in the electronic medium in a searchable and browsable 

FIG. 21A to 21C are flowcharts depicting the steps in 
tracking direct and inferred responses and the inferred 
responses for control groups. 

DETAILED DESCRIPTION 

Referring to FIG. 1, a network computer system 10 
includes a server 12 executing software for promotion man­
agement 14, connected through a network 16, to clients 18a to 
18i executing respective client instances 20a to 20i of promo­
tion management software 14. As used herein, the terms 

view, and adding from the searchable and browsable view, 
one or more promotion instances to the promotions list. Lim­
iting the matching promotion instances to an N number of 
promotions, wherein N is an integer. Sorting the matching 
promotion instances in one of an ascending or descending 
order based on one or more promotion attributes. Filtering the 
matching promotion instances to the matching promotion 
instances located in one or more folders of the electronic 
medium. Assigning to the promotion list a security policy 
governing which users are allowed to interact with the pro­
motion list. The promotion list attributes include a promotion 
list name, an icon, and a promotion list description. The query 
includes clauses including one or more of including a func­
tion, a variable, a promotion attribute connected by Boolean 
operators to match to one or more attributes of one or more 
promotions. One or more promotions include a first promo-

"promotion(s)" and "offer(s)" are used interchangeably, but 
are limited to refer to specific marketing communications that 
are typically provided in a marketing campaign. Although the 

55 network computer system 10 is shown including the server 12 
running promotion management software server process 14 
and client systems 18a to 18i running the client promotion 
management software 20a to 20i, it is understood that the 
server software 14 and the client promotion management 

60 software 20a to 20i can run on the same machines, e.g., the 
server 12. The client systems are used to interface with pro­
motion management software instances 20a to 20i to produce 
and manage promotions. The server 12 is connected to an 
application database 22 that stores information required by 

65 the promotion management software 14 to operate ( e.g., sys­
tem table data) and a marketing database 24 that stores the 
company marketing (e.g., customer or prospect) and related 
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data and can be used to drive marketing campaigns. The 
application and marketing databases 22 and 24 may run on the 
same machine as server 12 or different machines. Databases 
22 and 24 may be in different databases, on different 
machines, or they may be separate schemas in the same data­
base on the same machine. The clients l8a-l8i are connected 
to the server 12 by the network 16. 

Referring to FIG. 2, promotion management software 14 is 
shown. A user defines one or more promotions 3 0 that the user 
wishes to use in a marketing campaign. The user defines the 
contacts 31, which can be persons or entities (e.g., house­
holds, businesses, accounts of individuals), or both, for the 
marketing campaign. The promotions are assigned to the 
contacts 32. The promotion management software 14 (from 
FIG. 1) runs the marketing campaign 33. The promotion 
management software 14 logs the contact history of the mar­
keting campaign 34, to maintain a record of which contacts 
received what promotions. Logging of the contact history 34 
also facilitates assessing the campaign's performance, as dis­
cussed below. 

After the promotion management software 14 runs the 
marketing campaign 33, the software scans relevant customer 
activity 35 and applies response attribution rules 36 to the 
customer activity. The response attribution rules, as will be 
discussed in detail below, determine which promotions 
receive credit for customer activity. The promotion manage­
ment software 14 logs the response history 37. The logged 
contact history 34 and logged response history 37 data are 
used to assess the marketing campaign's performance 38. 

4 
template 50 that includes a set of fields that are "basic 
options" 52. The basic options attribute fields 52 are pre­
assigned by the process 40a to define a promotion to the 
promotion management software. Values of the basic options 

5 attribute fields 52 are assigned to the promotion template 50 
by the user ( typically an application administrator). Each time 
the user produces a promotion template 50, the user chooses 
and populates attribute fields for basic options 52. 

The basic options include a template name field 54, a 
10 security policy field 56, a description field 58, suggested 

usages fields 60, and an icon 62. Other basic option fields can 
be defined and included by the promotions management soft­
ware 14. The promotion template 50 is stored in a folder in the 
promotion management software on a computer hard drive of 

15 the client or the database for future access by that user or other 
users, as may be determined by the applicable security policy 
56. The process 40a allows the user to produce and store one 
or more promotion templates 50. From the promotion tem­
plate 50, other promotion templates can be produced, as well 

20 as promotion instances or promotion versions, as discussed 
below. The security policy 56 determines which users have 
permission to access the promotion template 50 and what 
functions the users are allowed to perform with the template 
( e.g., edit or retire). Security policies govern which users can 

25 access which objects ( e.g., promotion templates or promotion 
instances) and the functions those users can perform on those 
objects (security policies may be applied per object instance 
or inherited from a parent object or folder) to control access 
and/or enforce process. The description 58 and suggested 

30 uses 60 fields provide further information about the template 
to aid the user using these templates to produce promotion 
instances. The icon 62 can be used to help visually identify the 
promotion template 50. The basic options 52 of the promotion 
template also can include a promotion code format 64 and a 

Referring to FIG. 3, the promotion management software 
instances 20a to 20i (in FIG. 1) include software processes 
40a to 40/ such as, for example, processes that produce pro­
motion templates, promotion lists, and processes that manage 
contact histories and target groups. As used herein, groups 
refer to collections of contacts, typically individuals or other 
entities, whereas target groups refer to groups of entities that 
are intended recipients for specific marketing communica­
tions, e.g., promotions, and control groups refer to groups of 
entities that are typically randomly sampled from the target 
groups and withheld from receiving the marketing commu­
nications to evaluate the effectiveness of the marketing com­
munications, as will be further discussed below. Control 
groups are used by marketers for comparison purposes 
against the target group. This can be a hold-out control group 
which receives no communication, or it may be a test/cha!- 45 

lenger group compared to a base/champion group where the 
test/challenger group receives an alternate "test" promotion. 
This is also known in marketing as A/B splits. When control 
groups are used for champion/challenger comparisons, there 
can be many challenger groups associated with the champion 
group. In either the hold-out control group or the champion/ 
challenger scenario ("test group scenario"), one or more com­
parisons are made between promotions assigned to the con­
trol group vs. the target group. 

35 treatment code format 66. The promotion code format 64 and 
treatment code format 66 are user-specified and each is gen­
erated by a code generator customized for a particular system/ 
implementation. The custom code generator includes a cus­
tom promotion code generator 68, e.g., "generator! .exe," and 

40 a custom treatment code generator 70, e.g., "generator2.exe." 
When the user produces a promotion instance, the promotion 
code generator 68 generates a unique promotion code to 
identify the promotion instance, e.g., "ABC-123" based on 
the promotion code format 64, e.g., "ABC-nnn." 

Referring now to FIG. 6, standard attributes 80 and custom 
attributes 82 are assigned to the promotion template. A set of 
standard attributes 80 are included with the promotion man­
agement software. These standard attributes 80 are attributes 
that would be commonly used when producing a promotion 

50 template. Examples of commonly used basic options 
included in the promotion template include a contact charmel, 
a promotion expiration date, and relevant products (used for 
inferred responses for a promotion). Relevant products can be 
a list or a query executed against a product table using any 

Process 40a produces promotion templates and promotion 
instances. Process 40b manages the design of a marketing 
campaign and assignment of promotion instances to groups 
of contact entities. Process 40c executes the marketing cam­
paign. Process 40d manages the contacts of a marketing cam­
paign and logs the history of the promotions made to groups 
of contacts, including members of control groups. Process 
40e produces contact lists (not including control groups) for 
the promotions that aid the user in managing and optimizing 
the marketing campaign. Process 40/ logs and tracks the 
responses from contact entities and controls. 

Referring now to FIGS. 4 and 5, process 40a included in 
the promotion management software produces a promotion 

55 attributes within the product table to return a list of unique 
ProductIDs which can be used to evaluate if the recipient ( or 
member of a hold-out control group) performed the desired 
action (e.g., purchasing product X). 

Custom attributes 82 are user-defined options which can be 
60 added to the promotion template. Custom attributes can be of 

various data types, including string, numeric, date/time, or 
currency. In addition, each custom attribute can allow free­
form entry by the user, provide a fixed drop-down list of 
values from which the user can select, or provide a drop-down 

65 list of values and allow the user to enter additional value(s) 
which then are subsequently available to all users (modifiable 
drop-down list). The drop-down list initial values can be 
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entered by the administrative user when producing the cus­
tom attribute or dynamically queried from a database table or 
flat file. 

6 
bination of values. Again, the promotion template can specify 
a default value for each parameterized attribute that can be 
overridden by the user when the promotion template is used to 
produce a promotion instance. The values specified in the In addition to the above, a special custom attribute field can 

contain multiple values. The multiple values may be manu­
ally entered (e.g., multiple string values separated by com­
mas), selected from a fixed list, selected and/or added in a 
modifiable list, or specified as a query against one or more 
fields/tables in a database or a flat file. The "related products" 
field is an example of this type of field where the user specifies 

5 promotion instance for the parameterized attributes 86, how­
ever, are default values that can be changed by the user when 
the promotion instance is used (i.e., assigned to a group in a 
marketing campaign). 

The static attributes 84 and parameterized attributes 86 can 
10 be ordered to control the order in which they are displayed to 

the user. The standard attributes 80 and custom attributes 82 a query, typically against a "product table" returning a list of 
product identifiers ( e.g., all stock keeping units where 
manufacturer="Fisher-Price™" for products related to the 
promotion instance. Another example is a multi-valued 
response channel field, where the consumer must use one of 15 

the listed channel(s) when purchasing to qualify as a 
responder (e.g., purchase is web-based or faxed in). These 
multiple value fields become important in response tracking 
attribution ( described later). 

can be hidden such that when the user produces a promotion 
instance or promotion version from the promotion template, 
the hidden attributes 85 of the promotion instance or promo­
tion version cannot be seen by the user or are read-only 
( displays the attribute name/value, but does not allow user 
editing). The user can specify default values 88 for the static 
attributes 84, hidden attributes 85 and parameterized 
attributes 86 of the promotion template. 

As shown in FIG. 6, examples of default values 88 include 
"a promotion valid from date" 90, which can be user-defined 
or based on the execution of a campaign (that may be imple­
mented as a "flowchart") separate from the promotion man­
agement software 14. The default values 88 can also be a 
"promotion expiration date" 92 that is either user-defined 
absolute dates, or set to expire after a certain period from "the 
promotion valid from date" 90, which could be the campaign 
execution date ( e.g., process box run date within the flowchart 
executing the campaign). Default values 88 can also be pro­
motion value 94 corresponding to a monetary amount, or 
click-through uniform resource locators (URLs) 96 corre-
sponding to web-based promotions. Any standard attributes 
80 or custom attributes 82 that are used in a promotion tem­
plate as static 84 or parameterized attributes 86 may have 
default values 88 (hidden attributes 85 are required to have 
default values 88). Thus, when the user uses the promotion 
template to produce a promotion instance, the process 40a 
populates the static attributes 84 or parameterized attributes 
86 with the default values 88. 

Referring to FIG. 7, process 40a producing a promotion 
template includes a user filling in basic options 100, and 
specifying the promotion code format 102. The user specifies 
a custom promotion code generator 104. Thereafter, as dis­
cussed in detail below, the user specifies a treatment code 
format 106. The treatment code format is used to uniquely 
identify the treatment instance, which is used in contact his-
tory and response tracking. The user specifies a custom treat­
ment code generator 108, which is used in a similar manner as 
the promotion code generator 104. The user chooses which 

Standard attributes 80 and custom attributes 82 can either 20 

be static (fixed) attributes 84, static hidden 85, or parameter­
ized attributes 86. Static attributes are assigned fixed values 
when a promotion instance is produced. Parameterized 
attributes are assigned default values when a promotion 
instance is produced, but when the promotion instance is 25 

assigned to a group in a marketing campaign, its value can be 
changed. Multiple promotion versions can exist if the promo­
tion instance was produced from a promotion template 
including at least one parameterized attribute 86. Each muta­
tion of parameterized attributes for a promotion instance pro- 30 

duces a separate promotion version. The promotion attributes 
can be hashed to determine when a unique mutation exists 
requiring the production of a new promotion version, where 
unique instances are stored across campaigns thus reduces 
storage and computation overhead associated with a normal- 35 

ized history. It is possible to produce multiple promotion 
versions with the same set of parameterized attributes to 
optimize run time execution, since promotion versions can 
still be grouped by their promotion attributes during report­
ing. A promotion instance produced from a promotion tern- 40 

plate that does not include any parameterized attributes 86 
can have at most one promotion version, that is produced 
when a campaign is executed, assigning that promotion 
instance to one or more groups. Control over which attributes 
are static or parameterized provides a marketing organization 45 

control over when new promotion instances are produced 
versus when promotion versions can be used by controlling 
which attributes are parameterized. This control provides 
flexibility in determining how promotions are measured and 
analyzed for their effectiveness. 50 standard attributes 80 and custom attributes 82 to include in 

Static attributes 84 are constant for the promotion versions 
produced from the same promotion instance. For example, if 

the promotion template and specifies which promotion 
attributes are static, hidden, or parameterized 110 and speci­
fies the default values 112. 

Referring now to FIG. 8, the promotion template 50 is used 
to produce promotion instances 120, 122 and promotion ver­
sions 124, 126, 128. The user modifies the default values of 
the static attributes in the promotion template 50 to produce 
promotion instances 120, 122. When the user assigns a pro­
motion instance 120 to a group of contact entities, the user 
specifies different sets of values for the parameterized 
attributes in the promotion instance 120 to produce promo-
tion versions 124, 126, 128. The group of contact entities can 
either be target groups of contacts receiving promotions, or 
control groups of contacts to test promotion effectiveness. 

a "Fixed-rate home mortgage" promotion template is pro­
duced with a static attribute of "closing points," promotion 
instance A could be produced with two closing points and 55 

promotion instance B could be produced with zero closing 
points. All promotion versions Al, A2, A3 ... produced from 
promotion instance A (by varying other parameterized 
attributes associated with promotion instance A) would have 
two closing points. All promotion versions Bl, B2, B3 . . . 60 

produced from promotion instance B would have zero closing 
points. The promotion template can specify a default value for 
the static promotion attribute that can be overridden by the 
user when the promotion template is used to produce a pro­
motion instance. 65 Assigning promotions to groups is generally performed 

within a contact-style process box (not shown) of the soft­
ware. A contact-style process box facilitates assigning pro-

Parameterized attributes 86, on the other hand, may vary in 
value, producing different promotion versions for each com-
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motions to groups over specific contact channels in an execu­
tion of a marketing campaign. Contact channels include 
direct mail, contact centers, branches/stores, or email. For the 
user's convenience, multiple promotions can be assigned to 
multiple groups within a single contact-style process box, 5 

designating a contact channel. Contact-style process boxes 
are discussed in further detail below with regard to contact 
history. 

The user produces promotion instances 120, 122 when the 
user changes the value of one or more static or parameterized 10 

attributes. These are treated as separate promotion instances 
in the promotion management software. Promotion instances 
120, 122 have different promotion codes to distinguish one 
promotion instance from another, even though the promotion 

15 
instances may have the same name and/or attribute values. 

The user produces promotion versions 124, 126, 128 when 
the user changes the value of one or more parameterized 
attributes, as defined in the promotion template 50. The pro­
motion versions 124, 126, 128 have the same static attribute 20 

values and the same promotion code. The promotion man­
agement system treats promotion versions 124, 126, 128 as 
mutations of a common promotion instance, for example, 
promotion instance 120. The feature of parameterized 
attributes allows a user to conveniently produce a plurality of 25 

promotion versions having the same values for static 
attributes (including basic options). 

Referring to FIG. 9, to illustrate the above features, pro­
motion template 130 is shown having basic options of a 
promotion template name 132 of value "College Card," and a 30 

promotion code format 134 of value "ABC-mm." The promo­
tion template 130 also has standard attributes, which are a 
static attributes, namely a description 136 of value "College 
Logo Card" and contact channel 138 of value "Email." There 
is also a standard attribute which is a parameterized attribute, 35 

namely, expiration date 140 of default value "6/30/05." Pro­
motion template 130 also has custom attributes which are 
parameterized attributes, namely, college 142 of default value 
"Harvard," and promo rate 144 of default value "5.25%." 

8 
promotion instance from the promotion instance 146. There is 
a unique promotion code 158 of value "ABC-124" for pro­
motion instance 156. 

Promotion templates can be used to produce new promo­
tion instances when the promotion template is "active." A 
promotion template, once it has been used to produce one or 
more promotion instances, can be "retired" (but not deleted). 
Retired promotion templates can no longer be used to pro­
duce additional promotion instances, but are still available for 
reporting and system table integrity. 

Referring to FIG. 10, while the user can manually populate 
the values of the parameterized attributes with a constant 
value, as discussed above, the values of the parameterized 
attributes 160 can also be populated from a database or list, 
e.g., database 24 (FIG. 1) or by computing values based on 
data from a database (i.e., calculated fields). Populating the 
values from data may be desirable to support a large number 
of promotions versions to be assigned to target groups. "Data­
driven" parameterized attribute fields 162 are, e.g., "Favor­
iteTrips.From" and "FavoriteTrips.To" and correspond with 
the "From" and "To" colunms of the "driving table" (Favorite 
Trips) in the database. The data in the driving table is matched 
to the target entities by a code (e.g., Customer ID) and each 
row of the driving table corresponds to one promotion version 
given to the target recipient. Thus, by mapping the data to the 
data-driven parameterized attribute fields, the promotion 
management software 14 can automatically produce, at run 
time of a campaign flowchart, the promotion versions needed, 
without the user manually producing promotion versions, as 
discussed above. 

Since any target entity can have a variable number of rows 
associated with it in the driving table, data-driven parameter­
ization provides truly data-driven personalization of promo­
tions. For example, customer #3254678 is offered three dif­
ferent flight promotions (Boston to New York, Boston to 
Orlando, andNewYork to London) while customer#8452353 
is offered four flight promotions (Atlanta to Chicago, Atlanta 
to Los Angeles, Atlanta to San Diego, and Atlanta to Boston). 
This solution provides tremendous scalability in one-to-one 
promotion personalization, while retaining full granularity of 
promotion information for tracking purposes (to be discussed 
below). 

Custom validation of standard and custom attributes of 

The user produces promotion instance 146 from the pro- 40 

motion template 130 using all of the default values. Based on 
the promotion code format 134, the promotion code generator 
generates the unique promotion code "ABC-123 ." The user 
assigns promotion instance 146 to a group of Harvard gradu­
ates, producing a promotion version 148 with the same values 

promotion instances and promotion versions can be imple-
45 mented to ensure that the combination of values chosen for a 

as the promotion instance 146. The user assigns promotion 
instance 146 to a group of Princeton graduates, but changes 
the default values of parameterized attributes expiration date 
140 and college 142 to produce promotion version 154. Spe­
cifically, when the user produces promotion version 154. 50 

expiration date 140 of default value "6/30/05" is changed to 
value "9/30/05," and college 142 of default value "Harvard" is 
changed to value "Princeton." New values "9/30/05" and 
"Princeton" are assigned to expiration date 150 and college 
152 of promotion version 154, respectively. The other static 55 

attributes of promotion version 154 remain the same as the 
corresponding attributes in promotion instance 146. Both 
promotion versions 148, 154 have the same promotion code 

particular promotion instance or version meets the require­
ments of the company. These validation checks could verify 
numeric/date/currency ranges, compare attribute values, 
enforce specific dependencies between multiple fields, pro­
vide security (which user is allowed to make certain types of 
changes). 

Referring to FIGS.11 and 12, a group management process 
40b that manages the assigrnnent of promotion instances to 
groups is shown. Groups, and in particular target groups, are 
collections of contact entities to be targeted in the marketing 
campaign. Group management process 40b can be imple-
mented as either a top-down campaign definition or a bottom­
up campaign definition. Top-down campaign definition refers 
to defining a marketing campaign at a conceptual level ( a of value "ABC-123." Thus, promotion versions 148, 154 are 

mutations of a promotion instance 146. 
The user can re-use the promotion template 13 0 to produce 

a promotion instance 156 with different attribute values. 
Here, the user has changed the value of static attribute "con­
tact channel" 138 from "Email" to a new value "Mail." Values 

60 description of the marketing campaign the user intends to 
implement). A top-down campaign definition can support, for 
example, a marketing planner who has access to volumes of 
raw data and is better suited to plan the marketing campaign 

of all other attributes remain unchanged. When the user pro- 65 

duces the promotion instance 156, the promotion manage­
ment software treats promotion instance 156 as a separate 

at a conceptual level. This approach also allows promotions to 
be produced before or after the targeting criteria have been 
established. A bottom-up campaign definition refers to defin-
ing a marketing campaign at an implementation level and 
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provides a visual representation of the treatments (promo­
tions assigned to target groups) in a marketing campaign. 
Thus, bottom-up campaign definition can support, for 
example, a technical marketer to augment an existing mar­
keting campaign with additional promotions derived from 5 

day-to-day interaction with contact entities. Combined, the 
two-level planning and review structure of both the top-down 
and bottom-up campaign definitions can serve as quality 
assurance for the marketing campaigns as a whole. 

Referring to FIG. 11 in a top-down campaign definition, 10 

the user produces a structure to manage records 170. One 
such structure is a target group spreadsheet. Other structures 
could be used, such as a table. The structure, as a target group 
spreadsheet includes rows representing the target groups in 
the marketing campaign. The rows log what promotion 15 

instances have been assigned to which target groups of con­
tact entities. When the user desires to add to the marketing 
campaign, the user generates a row 172 in the target group 
spreadsheet, assigns one or more promotion instances to the 
target group. The user can assign the promotion instance and 20 

leave the specification of the parameterized attribute values to 
the user implementing the marketing campaign, or he can 
specify one or more of the parameterized attributes to be used 
with each promotion instance. 

The user also specifies group attributes of the target group 25 

in the target group spreadsheet. The group attributes are cus­
tomizable and represent information about the target group 
that may be output as part of the contact list generated by the 
marketing campaign, the selection criteria or definition of the 
target group, or used for data analysis/reporting. Group 30 

attributes can be a group name/category, a unique group code 
to identify the target group, the minimum and/or maximum 
group size, the group source identifier, the age, income, 
recency, frequency, or monetary values defining the target 
group. When the custom group attributes represent selection 35 

criteria, these fields and their values can be made available in 
the campaign/flowchart to implement the selection logic 
without duplicate data entry. These group attributes are 
entered into the row. 

The user determines whether a control group should be 40 

assigned to the target group 174. As explained above, the 
hold-out control group represents marketing entities that 
would be statistically representative ( e.g., similar in demo­
graphic or financial bracket) to the marketing entities of the 
target group. The user uses the control group to test the 45 

effectiveness of the marketing campaign (i.e., measure the 
incremental benefit of sending the promotion, also known as 
"lift" over the control group). If the user determines that a 
control group is desired, then the user assigns a control group 
to the target group 176. The control group is measured against 50 

every promotion instance assigned to its target group. A con­
trol group can be used multiple times for different target 
groups if desired. Next, the user determines if group-level 
custom attributes are desired 178. The order of determining 
whether a control group is desired 17 4 and determining if 55 

group attributes are desired 178 can be reversed if desired in 
the group management process 40b. 

Otherwise, if a control group is not desired 174, then the 
user continues to determine if group-level custom attributes 
are desired 178. If the user determines that group-level cus- 60 

tom attributes are desired 178, then the user assigns one or 
more group-level custom attributes to the target group 180 
and enters values for the custom attributes in the target group 
spreadsheet. Selected group-level custom attributes are avail­
able for every row in the target group spreadsheet. Then the 65 

user determines if there are more promotion instances to be 
assigned to target groups 182. Otherwise, if a group-level 

10 
custom attributes are not desired, then the user determines if 
there are more promotion instances to be assigned to target 
groups 182. 

Group-level custom attributes are, in addition to the pro­
motion attributes described above. Attributes are assigned to 
the target group independently from when the promotion 
instance is assigned to the group (they can be assigned/filled 
in at any time after the target group row has been produced). 
Group-level custom attributes can be assigned to both target 
and control groups. The group-level custom attributes repre­
sent information specific to the group. For example, group­
level custom attributes can be the target group size represent­
ing the minimum or maximum number of contact entities in 
the group. The group-level custom attributes can also be a 
group description or a designation that the group is of control 
group type or target group type. The user can also specify the 
audience type of the contact entities of the group, whether the 
type be a cross-sell, up sell, defection, loyal, or retention. The 
group-level custom attributes can also be an audience affinity, 
designating the group as contact entities within a company 
division, or an audience source, designating where the source 
of the contact entities. The audience source can be derived 
from a rental list, owner list, prospect list, or a lead list. The 
group-level custom attributes can also designate a lead 
source, the lead source being television, road-show, radio, or 
direct mail. 

Still referring to FIG. 11, if the user determines that there 
are no more promotion instances to be assigned to target 
groups 182, then the process produces one or more campaign 
flowcharts 184 (i.e., the implementation of the marketing 
campaign organized into different groups of execution logic 
for convenience if desired) using the target group definitions 
in the target group spreadsheet. In the illustrated example of 
FIG. 13, the campaign flowchart 220 allows a low-level user, 
such as a technical marketer to implement the marketing 
campaign based on the definition provided by the marketing 
planner in the target group spreadsheet 222 (in some cases, 
the marketing planner and the technical marketer may be the 
same individual). The flowchart instances have access to the 
group-level custom attributes of the rows of the target group 
spreadsheet. 

As shown in FIG. llA, the process of producing a flow­
chart from the target group spreadsheet 184 can be broken 
down into the following steps. When the technical marketer 
produces a target group in the flowchart, he can then associate 
it with the appropriate top-down entry in the target group 
spreadsheet. This association causes the group in the flow­
chart to automatically inherit all of the attributes of the target 
group defined in the target group spreadsheet, including the 
assigned promotion instances, control group, and group-level 
custom attributes. The technical marketer initiates the target 
group association process 184a. This displays a list of the 
target groups entries from the target group spreadsheet (this 
can be filtered to show only the entries that have not yet been 
associated with another group of a flowchart). The technical 
marketer then chooses a target group entry to associate with 
the current flowchart group 184b. The group automatically 
inherits the target group spreadsheet entry's group name and 
code. In addition, when the technical marketer configures the 
treatment of that flowchart group 184c, the promotion 
instances and control group, and group-level custom 
attributes from the target group spreadsheet entry are auto­
matically applied. 

The user saves the target group spreadsheet and/or the 
campaign flowchart 186. Thereafter, the user can edit the 
information in the rows of the target group spreadsheet and in 
the flowchart instances of the campaign flowchart. If there are 
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changes to the target group spreadsheet 188, then the process 
mirrors the changes in the campaign flowchart 190. Similarly, 
if there are changes to the campaign flowchart 192, then the 
process mirrors the changes in the target group spreadsheet 
194. The user saves the changes to the target group spread­
sheet and/or campaign flowchart 186. In some implementa­
tions, the user can make multiple changes to either the target 
group spreadsheet or the campaign flowchart before saving. 
However, the process will mirror the changes after a save. 

Referring to FIG. 12, in a bottom-up campaign definition, 
the user produces an overall representation of a campaign 
196, which could be visual, such as a nodal diagram, graph or 

12 
with flowchart groups, some can be defined top-down and not 
used by any flowchart group, and some can be defined bot­
tom-up. All three of these states are visually differentiated in 
the target group spreadsheet to facilitate understanding and 

5 verification of the entire campaign development process. 
Having defined the marketing campaign by assigning pro­

motion instances to target groups, the marketing campaign 
can be further customized and personalized to target the spe­
cific needs or desires of the contact entities in the target 

10 groups. Thus, promotion instances can produce promotion 
versions, which are mutations of the promotion instances 
depending on variations of parameterized attributes of the 
promotion instances. as will now be discussed, a campaign flowchart. The cam­

paign comprises flowchart instances 198, the flowchart 
instances being visual representations of the execution logic 15 

used to produce the intermediate groups and final target 
groups (e.g., to handle selection, suppressions/exclusions, 
segmentation, sampling, audience-level switching or group­
ing contacts into households). The flowchart instance also 
includes what promotion instances have been assigned to 20 

which target groups of contact entities, as well as control 
group assignments. When the user wishes to add to the mar­
keting campaign, the user generates a flowchart instance in 
the campaign, assigns one or more promotion instances to one 

Referring to FIG. 14, the execution of the marketing cam­
paign process 40c (in production as opposed to a "test run") 
produces a treatment instance 240, which is the intersection 
of a target group 242 (marketing entities being promoted to or 
treated, which may be a specified list of audience IDs or a 
group with unspecified details (e.g., mass marketing where 
the count of target entities may be known, but the specific 
identities are not).), a promotion version 244 ( of promotion 
instance 246 given to the group), and a run time 248 (the 
specific date/time the marketing campaign flowchart is run). 
When the user runs the marketing campaign process 40c and 
assigns the promotion instance 246 to the target group 242, 
the user specifies the values of the parameterized attributes, as 

or more target groups, and/or specifies group attributes of the 25 

target group(s ). These group attributes can be entered into the 
flowchart instance ( or in the target group spreadsheet). discussed earlier, producing promotion version 244. 

Once the campaign is run and the treatment instance is 
produced, treatment code generator 68 (FIG. 5) generates a 
unique treatment code to identify the treatment instance 206, 
e.g., "ABCDEFGH" for the treatment instance, based on the 
treatment code format 64, e.g., "aaaaaaaa". The user can clear 
(delete) contact history by the run instance by viewing and 
selecting from a list of run date-times (this is useful if a 

The user determines whether a control group should be 
assigned to each target group 200. If the user determines 200 
that a control group is desired, then the user assigns a control 30 

group to the target group 202, and determines if group-level 
custom attributes are desired 204. Otherwise, if a control 
group is not desired, the user determines if group-level cus­
tom attributes are desired 204. If the user determines that a 
group-level custom attributes are desired 204, then the user 
assigns one or more group-level custom attributes to the target 
group 206 and enters values for the custom attributes in the 
flowchart. Then the user determines ifthere are more promo­
tion instances to be assigned to target groups 208. Otherwise, 

35 marketing campaign was run in production in error or it was 
later decided not to send out the promotions from the cam­
paign). 

Additionally, once the user produces a promotion instance, 
the user can retire the promotion instance. Retiring prevents 

if group-level custom attributes are not desired, the user deter­
mines ifthere are more promotion instances to be assigned to 
target groups 208. 

If the user determines that there are no more promotion 
instances to be assigned to target groups 208, then the process 
produces a target group spreadsheet from the campaign flow­
chart 210. The target group spreadsheet comprises rows with 
group attributes which are populated from the group 
attributes of the flowchart instances of the campaign, i.e., the 
bottom-up entries, in addition to any top-down produced 
entries. 

The user saves target group spreadsheet and/or the cam­
paign flowchart 212. Thereafter, the user can edit the infor­
mation in the rows of the target group spreadsheet and in the 
flowchart instances of the campaign flowchart. If there are 
changes to the target group spreadsheet 214, then the process 
mirrors the changes in the campaign flowchart 216. Similarly, 
if there are changes to the campaign flowchart 218, then the 
process mirrors the changes in the target group spreadsheet 
220. The user saves the changes to the target group spread­
sheet and/or campaign flowchart 212. In some implementa­
tions, the user can make multiple changes to either the target 
group spreadsheet or the campaign flowchart before saving. 
However, the process will mirror the changes after the save. 

The top-down and bottom-up campaign definition pro­
cesses are described separately for ease of comprehension, 
but these two processes can be arbitrarily intermixed. That is, 
some target groups can be defined top-down and associated 

40 further use of the promotion instance, so that the user cannot 
assign the retired promotion instance to any groups and any 
group already assigned the retired promotion instance will 
not be marketed (e.g., the flowchart will generate an error 
when run). The promotion instance no longer appears in the 

45 promotion tree hierarchy. However, it is still available for 
reporting/analysis purposes. 

Referring now to FIGS. 15 and 15A, once a marketing 
campaign is run 250, contact history process 40d of the pro­
motion management software produces 250a (FIG. 15A) 

50 tables of marketing campaign data to maintain a contact his­
tory of the campaign. Contact history process 40d provides a 
historical record of every communication made to a market­
ing entity providing detailed information on exactly what was 
given to whom, when, and how (in order to track responses). 

55 It also includes tracking of every contact entity held out from 
a promotion in a control group ( required for inferred response 
tracking). Contact history may be written at the time that 
contact lists are generated (e.g., when the flowchart runs) or 
they may be deferred and written later ( e.g., after an approval 

60 process or confirmation that the delivery was completed). 
Contact history can provide an accurate way to count the 

number of "interruptions" to a contact entity in view of the 
number of promotion instances assigned to the contact entity 
( entries where an individual is part of a hold-out control group 

65 are automatically eliminated from this count based on the 
entry's contact status). Accurate management of interrup­
tions is critical for marketers to prevent customer fatigue 
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The promotion version history table 254 can be linked 
250b (FIG. 15A) via pointer 268 with the treatment history 
table 256 through the promotion version numbers 270. The 
treatment history table 256 records 250c (FIG. 15A) treat-

(negative behavior, such as opting out from marketing com­
munications or a decrease in response behavior) when the 
frequency of communications is too high. If the user wishes to 
limit the number of contacts per entity over a given period of 
time, logging contact history according to packages can serve 
to help limit contact fatigue by accurately tracking the num­
ber of interruptions. In addition, since contact history can 
grow extremely large for an organization with many custom-
ers or prospects, the ability to compress this data without loss 
of information is desirable. The combination of base contact 
history and detailed contact history provides this compres­
sion benefit whenever possible (i.e., all members of the same 
target group receive the same treatments), without losing 
granular data when members of the same target group receive 
different promotions. 

5 ment instances 270 produced when the marketing campaign 
is executed 250, as discussed above. For each treatment 
instance 270, the treatment history table 256 records 250d 
(FIG. 15A) the groupID 272 identifying the target group of 
the promotion version (as enumerated by the promotion ver-

10 sion number 270). The run date and time of the marketing 
campaign 27 4 also recorded 250e (FIG. 15A). Each treatment 
instance 270 is assigned 250/ (FIG. 15A) a globally unique 
treatment code 276 for exact identification of the specific 
marketing instance for tracking responses. Rows in the treat-

Interruptions may refer to the number of actual communi­
cations, or "packages," made to contact entities over a given 
contact channel and can contain multiple promotion 
instances. A mechanism is provided in the campaign manage­
ment solution to define which contacts are considered part of 
the same package. For example, a package might be defined 
as all of the treatments generated within a single contact-style 
process box corresponding to a marketing campaign. 

15 ment table also could have custom attributes for tracking 
additional treatment details (e.g., estimated size of the target 
group for brand marketing communications). 

For every target group that is assigned a control group, 
there is corresponding control treatment instance produced 

For example, suppose a contact entity receives multiple 
promotions in a marketing campaign. The multiple promo­
tions can be sent over the same contact channel, e.g., by direct 
mail, or over multiple contact channels, e.g., a combination of 
direct mail and electronic mail. In order to track the number of 
interruptions made to the entity, the process 40d treats the 
multiple promotions assigned through the same contact-style 
process box as a single interruption, or "package," as opposed 

20 for every treatment instance (and subsequently linked to the 
treatment instance). For example, if target group G is 
assigned two offers A and B and is assigned control group C, 
the treatment history table 256 records two treatment 
instances G-A and G-B (for group G receiving offer A and B) 

25 and two control treatment instances C-A and C-B (for group 
C receiving offer A and B) where C-A is linked to G-A and 
C-B is linked to G-B. 

The treatment history table 256 can be linked 250g (FIG. 
15A) 268 with the base contact history table 258 through the 

30 groupID 272 and the package ID. When the marketing cam­
paign is executed, the base contact history table 258 records 
250h (FIG. 15A) a row 278 to track which contact entities, 
identified by customer level custID 280, were assigned to 
what groups, identified by groupID 272, along with the con-

to treating each of the multiple promotions assigned as a 
separate interruption. Thus, in the case where the user pro­
motes fifty different promotions to a target group in a contact­
style process box, i.e., in the same envelope via direct mail, 
each of the fifty promotions are considered part of the same 
package, and constitute a single interruption to each market­
ing entity. In the case where the user promotes thirty promo­
tions over direct mail, and twenty by electronic mail, then by 
this definition, there are two packages since the user is inter- 40 

rupted twice. 

35 tact date and time 282. The contact date and time 282 is 

Contact history 252 includes a promotion version history 
table 254, a treatment history table 256, and a base contact 
history table 258. Each table comprises an aggregate of mar­
keting campaigns executed overtime ( of both targeted groups 45 

and control groups). There is a separate contact history table 
for each audience level (though these could populate the same 
underlying physical database table). Audience levels repre­
sent different types of marketing entities that can be con­
tacted, including the household level, the customer level, and 50 

the account level. In this hierarchy, households may contain 
one or more individuals (customers) and customers may hold 
one or more accounts (many-to-many relationship). 

The promotion version history table 254 is a record of all 
promotion attribute values for each promotion version 266 for 55 

all marketing campaigns (including the campaign 250) when 
they are executed. Each promotion version 266 is assigned a 
unique promotion version number 264. The promotion ver­
sion history table 254 captures the values for both parameter­
ized and static attributes as assigned. A variation of the pro- 60 

motion version history table can capture the parameterized 
attributes, which can save tremendous storage space as static 
attributes typically do not change. Static attribute values can 
then be retrieved directly from the promotion instance defi­
nition (furthermore, the application could prevent the chang- 65 

ing of any static promotion attribute values after a promotion 
instance has been used in any campaign). 

initially set to the date and time the marketing campaign is 
executed, but the date and time 282 can be updated to reflect 
subsequent updates to the record (e.g., updating the contact 
status from "Attempted delivery" to "Undeliverable") made 
with the contact entity, as described in further detail below. 

In a similar manner, the base contact history table 258 also 
tracks the entities assigned to control groups. The storage of 
group membership information in the base contact history 
table 258 is highly compact when all members of the same 
group receive the same promotion versions. When this is not 
the case, the exact contact information is stored in detailed 
contact history ( discussed below). 

As discussed earlier, a "package," designated in the base 
contact history table 258 as packageID 284, represents a 
single "interruption" of the contact entity. This can be repre­
sented as the multiple promotion versions assigned in a con­
tact-style process box over a single contact channel a market­
ing campaign, or it can be a value explicitly assigned by the 
user to group together multiple promotion instances/commu­
nications. For example, as shown in the treatment history 
table 256, promotion version number 113 is assigned to five 
groups, C201, C202, C203, C204, and C205 when a market­
ing campaign is executed on Jun. 1, 2005. Although the cus­
tomers of the five groups are respectively labeled with 
groupIDs ofC201, C202, C203, C204, and C205, as shown in 
the base contact history table 258, the packageIDs for those 
entries are the same, namely, "78904." If a marketing entity is 
a member of more than one of these groups, the promotion 
versions from the same contact-style process box assigned to 
their respective entities are considered one interruption. 

The rows 278 of the base contact history table 258 also 
include a contact status (not shown). The contact status pro-
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vides flexibility in tracking the status of a contact entity that 
has been promoted. Each contact status defines whether or not 
it counts as a contact/interruption to the recipient. For 
example, a promotion version "served" to a call center rep­
resentative's screen that has not yet been presented to the 
caller does not count as a contact. Once the promotion version 
has been "read" to the caller, it may have a change of contact 
status to "Presented" which does count as a contact. In some 
implementations, contact status is conducted at the package 
level. In such cases, the user updates contact status for all 
promotions within the package. 

The user can customize the status entries associated with 
the contact status. For example, as shown in FIG.15B, contact 
status tree 300 can track the status of a promoted contact 
entity. The contact status tree can be structured so that the user 
understands the hierarchical meaning of a particular contact 
status (i.e., there is only one path to any given status). For 
example, a row 278 could have a status of "served" when the 
promotion version is assigned to the target group and the 
marketing campaign is executed. If the user promoted the 
promotion over email and, for instance, requested a read 
receipt, upon return of the read receipt, then the contact status 
could be updated to "confirmed contact." The update date and 
time 282 would be updated accordingly (the contact date and 
time remains the same). If, by chance, a second user reviews 
the base contact history table and views the "confirmed con­
tact," then, by virtue of the hierarchical structure of the con­
tact history tree, the second user understands that "contact 
initiated," "served" and "proposed" contact statuses were 
necessarily met. By the same token, the second user knows 
that the contact could not have been "dropped." It is possible 

16 
promotions are personalized to the contact entity within a 
target group). This includes the tracking of detailed control 
group information, where each recipient is held out as a 
control for the specific promotion versions he would have 

5 received ifhe had not been part of the control group. Detailed 
contact history tables also track promotions that have been 
rule optimized to deter contact fatigue. Both of these cases 
track detailed history in the case where all members of a target 
group do not receive exactly the same promotion versions. 

10 Members of the same target group may receive different 
numbers of promotions and different promotions, personal­
ized based on the specific contact entity's data. Detailed 
contact history tables also track promotions assigned to con­
tacts on a real-time basis, where tracking the number of 

15 promotion presentations per contact entity is important. 
Referring now to FIGS.16 and 17, a promotion list process 

40e to produce promotion lists is shown. A promotion list is a 
collection of one of more promotion instances and can be 
used where ever individual promotion instances are used 

20 (e.g., for promotion assignment to target groups). The pro­
motion list includes promotion list attributes 350. Promotion 
list attributes 350 include a unique promotion list name 352 
and a promotion list description 354. The promotion list can 
be a static promotion list or a smart promotion list, both of 

25 which are described below. The promotion list is stored on an 
electronic medium, e.g., the server system hard drive or appli­
cation database, and can be viewed in a folder tree view 356 
(this view can be intermixed with promotion instances). Pro­
motion lists 358 and promotion instances are assigned an icon 

30 360. Thus, when promotion lists are viewed in the folder tree 
view of FIG. 17, the icon 360 can be used to identify the type 
of promotion list, e.g., whether the promotion list is a static 
promotion list 362, a smart promotion list 364, or a single 

to have customized contact statuses where the system has no 
knowledge of any hierarchy and contact history simply tracks 
the current contact status value. For each contact status value, 
the system can configure whether the contact status actually 35 

"counts as a contact" or not (e.g., "proposed" and "undeliv­
ered" would not count as contacts, while "contact initiated" 
and "contact confirmed" would. 

promotion instance 366. 
Referring now to FIG. 18, a static promotion list is pro-

duced by using a searchable and browsable view ( e.g., a 
folder tree view) 356 of the promotion instances 368 stored in 
folders 370 on the hard drive of the server 12 or application 
database 22 (see FIG. 1). The searchable and browsable view It is also possible to append additional rows to contact 

history to effectively update the contact status, allowing the 
recording of the specific date and time of each contact status 
change, though this can cause contact history to grow signifi­
cantly. A special contact status is used for records written to 
contact history for control groups (and thus can be easily 
filtered out when computing "interruptions"). 

In some implementations, contact history includes addi­
tional tables (not shown) such as a group history table, a 
campaign history table, a strategic segment history table, and 
a detailed contact history table. The group history table logs 
changes to the target group spreadsheet entries ( e.g., changes 
to group custom attribute values over time). The campaign 
history tracks changing values of campaign attributes over 
time (e.g., custom campaign attributes). The strategic seg­
ment history stores information about how the company 
divides the contact entities into groups (i.e., records the mem­
bership of marketing entities within strategic segments such 
as high, medium, or low-value customer segments) overtime. 
Thus, the process allows the system to accurately track his­
tory and information for a variety of aspects related to a 
marketing campaign so that at any given time, the system can 
reconstruct the state of any marketing object within the sys­
tem when a communication was made to a contact entity. 

The detailed contact history table is similar to the base 
contact history tables. There is (conceptually) one table per 
audience level. Detailed contact history tables are used in 
special cases to track promotions given to contacts on a data­
driven parameterized promotion attribute basis (i.e., when 

40 allows the user to search, view in a dynamic nested tree, drill 
into the folder pages, and browse thumbnail views and saved 
searches. Search for promotion instances can be based on any 
promotion attributes as well as "inherent attributes" such as 
the creation or update date/time, owner, folder, promotion 

45 template, and security policy. Based browsing or the results of 
the search, the user selects one or more promotion instances 
to add to the static promotion list. Depicted are promotion 
instances within the "Recently Used Offers" folder. The user 
selects promotion instances "No Money Down E-mail," 

50 "15% off Holiday Mailer," and "Free Shipping Offer" from 
the folder. These promotion instances can be ordered up and 
down by the user to select their display order/rank. The pro­
motion instances of such a static promotion list will not 
change until the user repeats this process to add or delete 

55 promotion instances to the static promotion list. 
Referring now to FIG. 19, a smart/dynamic promotion list 

can be produced by querying 372 promotion instances to find 
promotion instances with matching search criterias 374. The 
search criteria can be based on promotion attributes, (e.g., 

60 Contact Charmel, Expiration Date, Cost per offer), other 
inherent attributes ( e.g., owner, creation date, update date, 
folder, promotion template) and operators, e.g., (>, <, >=, <=, 
=, !=, begins with, contains, not contains, not begins with). 
Multiple search criteria can be connected via operators ( e.g., 

65 AND, OR). 
The user constructs a query 372 to send to the search 

process that searches the hard drive of the server 12 or appli-
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marketing campaign, or alternatively, responses from cus­
tomers as a result of viral marketing, i.e., customers who 
come to know of promotions as a result of word of mouth or 
pass-alongs and provide a system-generated code ( e.g., cam-

cation database 22 for stored promotion instances to retrieve. 
The retrieved stored promotion instances will have an owner 
(CreateBy field) with value of "rkennedy," "AND" channel 
with value of"Email," as shown in FIG. 19. The "AND" is an 
example of using a search term that is a Boolean operator to 
cause the process to include both "rkennedy" and "Email" as 
search criteria 374. The user can limit the search to specified 
folders and optionally their subfolders 376. The results can be 
sorted 378 in ascending or descending order according to one 
or more specified fields. The results can also be limited 380 to 
the first N number of promotion instances as ranked by the 
sorting criteria 378. 

5 paign, promotion, group, or treatment code) with their 
response. The response tracking process also tracks responses 
before or (for some configurable time period) after the expi­
ration date of the promotion. The configurable time period 
may be a single value for the entire system or it may be 

10 different values depending on the promotion type, the pro­
motion channel, etc. ( e.g., an organization may want to track 
"late" responses for email offers for a period of three days, 
telemarketing offers for a period of seven days, and direct The sorting criteria 378 can be based on one or more 

attributes of the promotion or a calculated field based on 
attributes of the promotion and multiple attributes/calculated 15 

fields may be used to sort based on ties ( e.g., select first in 
descending order based on promotion instance creation date 
and then for any on the same date, then subsequently sort in 
ascending order by promotion cost). 

mail offers for thirty days). 
Referring to FIG. 21, the response tracking process 40/ 

receives events or actions performed by audience members 
that may represent direct or indirect responses to promotion 
instances, as reported 400 to the system through various con­
tact channels such as direct mail, contact centers, branches or 

The sort 378 and limit 380 features can be useful in limiting 
the results to a maximum or minimum case. For example, 
suppose the user wishes to query all promotion instances for 
gold credit cards, but only wants the promotion instance for 
the gold credit card with the lowest interest rate. Thus, if the 
user sorts 378 results of promotion instances for gold credit 
cards in ascending order by interest rate, and limits 380 the 
results to the first hit, then the user can find, the promotion 
instance for a gold credit card with the lowest interest rate. 
Another example might be to return the top three promotion 
instances in a folder ranked in descending order by offer 
score. The marketing communications to a particular group 
targeted by a monthly marketing campaign can then be man­
aged ( e.g., maintained, updated, rescheduled) without having 

20 stores, or eMessaging, e.g., electronic mail. The responses 
types 402 can vary from inquiries related to the promotion 
version of a treatment instance, to sign-ups for trial periods 
for goods or services related to the promotion version of a 
treatment instance, to actual purchases for goods or services 

25 related to the promotion version of a treatment instance. 
The information reported 400 can be entered into an action 

table 404, one per audience level. Each row of the action table 
(an event) includes multiple fields to be used to log the data 
associated with each response. For example, action table 

to actually edit the campaign (e.g., by simply by moving 
offers in and out ofthis folder). This is a powerful concept in 
producing periodically recurring marketing campaigns that 
can run in a lights-out (i.e., without manual intervention) 
manner, dramatically speeding up an organization's ability to 
scale and maintain a large number of campaigns. 

30 fields include the audience field(s) associated with contacted 
entity making the response, and the date and time of the 
response. The event also identifies the "response type," sys­
tem-configurable categories of responses ( e.g., click­
throughs, purchases, account activation, inquiry, etc.). Com-

35 plex responses requiring a sequence of actions also can be 
handled by submitting an appropriate event and response type 
(e.g., purchase of two Disney™ digital versatile discs 
(DVDs) after purchasing The Lion King™ to the action table, 

If the user produces a smart promotion list, the query 372 40 

will dynamically return matching promotion instances at the 
time the smart promotion list is used ( e.g., when a campaign 
is executed and promotions are assigned to a group via a smart 
promotion list). Thus, without further user intervention, the 
process updates the promotion instances of a smart promotion 45 

list according to the query 3 72. For example, as shown in FIG. 
20, the promotion instances 380, 382 for a gold credit card 
with the lowest interest rate 384, 386 may vary day-to-day 
according to fluctuating interest rates. A smart promotion list 
388 can be updated without further user intervention to reflect 50 

such fluctuations. 
Another key example for smart promotion lists is in build­

ing optimization rules based on promotion meta data ( e.g., 
limiting the number of loan offers an individual may receive 
to three a quarter). The optimization rules regulate the use of 55 

limited marketing resources or limited audience tolerance for 
marketing interruptions, to optimize, for example, perfor­
mance or profitability. As new promotion instances are pro­
duced that are credit vehicles, they would automatically be 
picked up by the smart promotion list based on specified 60 

query conditions. 
Once a marketing campaign has been executed, the user 

can then run a response tracking process to track and assess 
the performance of the marketing campaign and the promo­
tions. The response tracking process 40/tracks duplicate and 65 

unique responses. The response tracking process also tracks 
responses from customers that were originally targeted by the 

based on detecting the presence of the appropriate purchase 
transactions. 

Each response type definition indicates whether it counts 
as a response (i.e., whether it rolls up as a response in perfor­
mance reporting). For example, while a marketing user may 
track the number of inquiries for a credit card promotion, the 
number of applications, the number of subsequent activa­
tions, and the number of times the card is used within the first 
month post-activation, only some of these response types are 
typically identified as counting as a response for roll-up or 
financial return on investment calculations ( e.g., inquiries 
may not count, but card activation may count; or click­
throughs may not count, but purchases may count). 

The action table 404 also includes fields for the possible 
response codes (e.g., a campaign code, a promotion code, a 
group code, or a treatment code). These response codes are 
used to help identify one or more treatment instances that 
were promoted to the contacted entity. For example, the 
response code could be printed on the coupon or other pro­
motion item, and would be included in the data associated 
with the response. Other fields in the action table 404 include 
fields for promotion attributes of the promotion, and these 
attributes can be either static, parameterized, or both. For any 
of these fields, the user enters the data known from the 
response. It is possible that some information is not known, 
and the fields for the unknown information are null. 

The fields in the action table 404 also include a response 
type field. The response types may include a click-through, an 
inquiry, opening an account, a purchase, activating an 
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code. However, if the campaign contained multiple promo­
tion instances and/or ran multiple times, the exact treatment 
instance is not known from the campaign code alone. In 
another example, if the promotion code is known, then the 

account. Each row of the action table (an event) is associated 
with one response type. Therefore, multiple responses to the 
same promotion, for example, an inquiry followed by a pur­
chase, are two events (i.e., two row entries) in the action table 
corresponding to the two response types. In order words, 
responses associated with multiple action types, even 
responses from the same contacted entity on the same pro­
motion, are entered into the action table 404 multiple times. 

5 range of possible treatment instances can be narrowed to 
those treatment instances with promotion versions of promo­
tion instances associated with the promotion code. 

In some implementations regarding the inferred response, 
if no response codes are known with the response, then a (If a response type hierarchy is defined and there is only one 

path to any given response type, multiple entries are not 
required for different response types and the occurrence of 
response types prior to the currently reported response type 
can be inferred). 

The fields also include a product type field, corresponding 
to code or other identifier of the goods or services promoted in 
the marketing campaign, which can be compared to a list of 
products associated with a promotion instance for inferred 
responses. 

10 unique treatment instance or even multiple possible treatment 
instances are not immediately identified. Inferred response 
cases can represent instances of"viral marketing" where the 
marketing campaign did not target the customer but, for 
example, through word of mouth, the customer learned of the 

15 promotion and took the desired behavior. In such cases, the 
user relies on other data fields in the action table to infer 
multiple possible treatment instances. For example, the 
response would likely contain information regarding the 
product or custom promotion attributes associated with the When the response events are entered into the action table 

404, the responses are attributed 406 to one or more treatment 
instances. As discussed earlier, treatment instances corre­
spond to a promotion version assigned to a group of contacted 
entities during the execution of a marketing campaign. Attrib­
uting responses to one or more treatment instances credits one 
or more treatment instances for triggering the response. 
Attributing 406 includes identifying 408 one or more possible 
treatment instances to receive credit for the response, and 
distributing 410 the credit between the one or more desig­
nated treatment instances according to a set of rules, and 
recording relevant information about the response 412, such 
as whether the respondent was in the originally contacted 
group and/or whether the response date was on or prior to the 
promotion expiration date. 

20 promotion. Using the information known from the response, 
the user can infer that one or more treatment instances were 
responsible for eliciting the desired behavior and can there­
fore be credited. 

Referring to FIGS. 21A to 21C, the response tracking 
25 process 40/retrieves and processes one row (event) at a time 

from the action table, until all rows have been processed 450 
(though described here conceptually as processing a single 
row at a time, response processing is not limited to a single 
row at a time as all rows can be processed simultaneously in 

30 a batch process). If one or more response codes have been 
provided 422 (direct response), then any non-NULL codes 
and promotion attributes are used to match against treatment 
instances to find the set of possible treatment instances to 
receive credit for this response event 424. From the set of Attributing 406 includes identifying 408 one or more pos­

sible treatment instances to receive credit for the response 
includes determining 410 whether the response is one of two 
basic types of responses: a direct response or an inferred 
response. For a response to be a direct response, the response 
information received includes one or more response codes. In 
other words, a direct response includes a system-generated 
code that was sent out with the promotion ( e.g., either a 
campaign code, a promotion code, a group code, or a treat­
ment code). These codes are matched to treatment instances 
through lookups of the treatment history table or other contact 
history tables. An inferred response does not include response 
codes and can only be credited if the treatment instance con­
tacted the responder. In both direct and inferred responses, 
promotion attributes reported with the response are used to 
further assist in identifying one or more possible treatment 
instances to credit. Similarly, if a product code is reported 50 

with the response, the product code can be matched against a 
promotion instance's relevant products in a product table, the 
products being goods or services promoted in the marketing 
campaign. The promotion attributes and product codes, if 
reported with the response, are therefore important in identi- 55 

fying treatment instances in the inferred response case. 

35 possible treatment instances, if any treatment instance con­
tacted the responder 426, then all treatment instances that did 
not contact the responder are discarded 428. If no response 
codes are provided in the event 422 (inferred response), then 
the provided promotion attributes are matched against only 

40 treatment instances that contacted the responder 430. 
From the set of possible treatment instances, if the response 

date is between the effective and expiration dates of any 
treatment instances 432, then discard any treatment instances 
in which the response was not within the valid date range 434. 

45 For the remaining treatment instances, record all the appro­
priate response tracking information using multiple, simulta­
neous attribution methods. 

In some implementations regarding the direct response, if 
the treatment code is known with the response, then an exact 
and unique treatment instance can be identified (without any 
further information). This is a direct exact response. Other- 60 

wise, if the treatment code is not reported but other response 
codes are reported, it is foreseeable that multiple possible 
treatment instances are identified. This is a direct inexact 
response. For example, if the campaign code is known, then 
the range of possible treatment instances can be narrowed to 65 

those treatment instances with promotion versions executed 
in the marketing campaign associated with the campaign 

Attributing responses to one or more treatment instances 
436 includes distributing the credit among the one or more 
remaining treatment instances according to a set of rules. The 
rules include best match, fractional attribution, multiple attri-
bution and custom attribution. In addition, response attributes 
are recorded identifying whether the responder was within 
the originally contacted target group or not, and whether the 
response date was within the valid promotion effective and 
expiration dates. Data also is captured to allow the user to 
count the number of total responders and/or the number of 
unique responders. Additionally, the marketing user can 
choose to track other responder state information (e.g., the 
response channel or the current credit card balance after a 
purchase stimulation campaign) as additionally tracked 
fields. 

Once the attribution methods and response attributes have 
been captured, the user can choose to view any combination 
of attribution method(s )/attribute(s) for any response type(s) 
in performance reports. For example, one report could show 
different columns for 1) the number of unique individuals that 
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were originally contacted that purchased (purchase is an 
example of a response type) prior the expiration date, 2) the 
total number of responses by individuals that were originally 
contacted that purchased prior the expiration date, and 3) the 
total number of purchases by individuals due to pass-alongs 5 

(not originally contacted) that purchased prior to the expira­
tion date, and 4) the total number of purchases by individuals 
( originally contacted or not) after the expiration date. 

"Best match" attribution credits a single treatment instance 
for the response. In the simplest case where the response is a 10 

direct exact type response, best match directly credits the 
treatment instance identified by the response tracking process 
to be the one treatment instance responsible for the desired 
behavior. In other cases, for example where the response is a 
direct inexact type response or an inferred type response 15 

which can be attributed to multiple treatment instances, best 
match will break the tie and credit a single treatment instance 
based on some configurable criteria (e.g., the treatment 
instance that promoted to the customer most recently). All 
other treatment instances receive zero credit under the best 20 

match attribution method. For example, if the same promo­
tion is sent to the same individual multiple times over a period 
of time producing multiple treatment instances, without the 
means to discern from among the competing treatment 
instances, best match will credit the treatment instance last 25 

sent to the individual. If multiple treatment instances tie based 
on the specified criteria ( e.g., multiple treatment instances 
were sent on the same latest date for "most recent"), then best 
match randomly credits any one of the tied treatment 

22 
The response tracking process also can handle different 

levels of response based on known hierarchies in various 
dimensions ( e.g., customer or product), where each category 
rolls up fully into a single parent (many-to-one relationships). 
If the product hierarchy is known and described to the system 
(e.g., a Panasonic™ DVD player model X belongs to Pana-
sonic™ DVD players which belongs to DVD players, which 
belongs to Video, which belongs to Electronics, etc.), then a 
promotion instance promoting the specific model X can trig­
ger different response levels, depending on the actual product 
purchased. The marketing user can report on the number of 
responders that purchased exactly model X; the number of 
responders that did not purchase model X, but purchased a 
Panasonic™ DVD player; the number of responders that did 
not purchase a Panasonic™ DVD player, but purchased a 
DVD player, and so on. Similarly, when a specific individual 
in a household is targeted, the marketing user wants to know 
how many times the targeted individual responded vs. how 
many times another member o the same household 
responded. In business-to-business scenarios, the customer 
dimension hierarchy can be significantly more complex (indi-
vidual, group, department, division, company, etc.). 

The response tracking process 40/ also tracks control group 
responses, which are always inferred responses ( as the recipi­
ents were given no codes to return). As discussed above, 
hold-out control groups or control groups allow the user to 
gauge the effectiveness of marketing campaigns targeting 
actual contact entities. Control groups gauge whether entities 
of a control group perform the desired behavior ( e.g., inquire, 

instances. 30 activate, purchase) on a desired product ( e.g., money-market 
account, plasma television, Boston-Los Angeles flight) with­
out having been promoted the product/service. In this regard, 
response tracking for control groups is similar to response 
tracking for inferred responses, as control group response 

"Fractional attribution" credits one or more treatment 
instances an equal fraction for the response. Again, in the 
simplest case where the response is a direct exact type 
response, fractional attribution directly credits the treatment 
instance designated by the response tracking process to be the 
one treatment instance responsible for the desired behavior. 
Since the direct exact case identifies only one treatment 
instance, the treatment instance is assigned 1 / 1 credit. In other 
cases, again for example where the response is a direct inexact 
type response or an inferred type response which can be 40 

attributed to N treatment instances, fractional attribution will 
assign each of the N treatment instances 1/N credit (e.g., if 
there are three treatment instances to receive credit for frac­
tional match, each will receive 1/3 or 0.3333 credit). 

"Multiple attribution" assigns multiple treatment instances 
full credit for the response. For example, where the response 
is a direct inexact type response or an inferred type response 
which can be attributed to N treatment instances, multiple 
attribution will assign each of the N treatment instances full 
credit (1.0). 

"Custom attribution" distributes credit to multiple treat­
ment instances based on a user-defined scheme. Given the set 

35 tracking is performed only of the promotion attributes, and 
response codes are ignored, if any. That is, the response codes 
reported with the response correspond to treatment instances 
of promotion version actually promoted to contacts and do 
not correspond to treatment instances of the control group. 

After attributing response to treatment instances 436, if any 
response codes were provided 438, those response codes are 
removed 440. Control treatment instances containing the 
responder (i.e., where the responder was in the control group) 
are identified by matching promotion attributes 442. If the 

45 response date is between the effective and expiration dates of 
any control treatment instances 444, then discard any control 
treatment instances in which the response was not within the 
valid date range 446. The identified treatment instances of the 
control groups can then be credited and the appropriate 

50 response attributes recorded 448. Control group response 
tracking can be accomplished with, but is not limited to, 
multiple attribution. After control treatment instances have 
been credited, the response tracking process 40/ returns to of matching treatment instances and relevant information 

(e.g., the contact date for each treatment instance, the pur­
chased product, etc.), the custom attribution scheme returns a 55 

numeric value representing the credit for each treatment 
instance. For example, custom attribution can be based on a 
mathematical formula that credits multiple treatment 
instances based on exponentially decaying weights assigned 
from "most recent" to "least recent." Or given a product 
hierarchy, a purchased product closest to the promoted prod­
uct can be given greater credit than a treatment instance where 
the purchase is less related ( e.g., purchasing a TV could credit 

process the next event in the action table 420. 
In addition to direct and inferred responses, the response 

tracking process can also track personalized promotions 
through data-driven parameterization and its associated con­
trols. As described above, data-driven promotion personal­
ization refers to the case where contact entities of a single 

60 target group receive promotion versions based on parameter­
ized promotion attributes with values populated from a list or 
table containing personalized data for each of the contact 
entities. For the data in personalized case to be meaningful for 
analysis, the response reports information pertaining specifi-a promotion targeting TVs more than a promotion targeting 

electronics in general, or a promotion targeting any product). 
It is evident that an infinite number of custom attribution 
possibilities are possible. 

65 cally to the data-driven parameterized promotion attributes. 
The detailed contact history table records the exact promotion 
version(s) received by eachmemberofthe target group ( or the 
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offer versions a member of the control group would have 
received). The response tracking process 40/is then the same 
as previously described, except that for each treatment in the 
treatment history table 256 (FIG.15), a flag identifies whether 
corresponding contact history data resides in the contact his­
tory table 258 or the detailed contact history table (not shown 
in FIG. 15). 

In FIG. 20, the action table can be used to produce one or 
more response tables 414 with rows to log the response attri­
bution data and the response attributes data. A response table 
is (conceptually) produced for each audience level. There­
fore, for example, there can be a response table for the house­
hold audience as identified by the householdID, one for the 
customer level as identified by the custID, and one for the 
account level as identified by the accountID (note that these 
could be same underlying physical table if desired). The 
response table permits the user to review the data from the 
marketing campaign to assess campaign performance based 
on, for example, return on investment or any other economic, 
business, or investment model. To assist the user in this 
regard, the response tracking process can produce varied 
response tracking reports. As examples, reports can include 
detailed response type information. Reports can be generated 
according to time, group, campaign, channel, promotion 
instance, or promotion version attributes. Reports can be 
group-based (i.e., reporting the number of responses in view 
of the number of groups in a campaign or any group-level 
custom attribute) or promotion-based (i.e., reporting based on 
the different promotions within a campaign or any promotion 
custom attribute). Reports can also show the effectiveness of 
a given promotion by the number of targeted responders in 
view of the number of viral (non-targeted) responders. 
Reports can also show control group data and can calculate 
lift over the control group. Reports can be configured to 
display unique vs. duplicate counts. In some implementa­
tions, reports include data from any combination of the above. 

Processors suitable for the execution of a computer pro­
gram include, by way of example, both general and special 
purpose microprocessors, and any one or more processors of 
any kind of digital computer. Generally, a processor will 
receive instructions and data from a read-only memory or a 
random-access memory or both. The essential elements of a 
computer are a processor for executing instructions and one 

24 
Embodiments can be implemented in a computing system 

that includes a back end component, e.g., as a data server, or 
that includes a middleware component, e.g., an application 
server, or that includes a front end component, e.g., a client 

5 computer having a graphical user interface or a Web browser 
through which a user can interact with an implementation of 
embodiments, or any combination of such back end, middle­
ware, or front end components. The components of the sys­
tem can be interconnected by any form or medium of digital 

10 
data communication, e.g., a communication network. 
Examples of communication networks include a local area 
network (LAN) and a wide area network (WAN), e.g., the 
Internet. 

The system and method may use the "World Wide Web" 
(Web or WWW), which is that collection of servers on the 

15 Internet that utilize the Hypertext Transfer Protocol (HTTP). 
HTTP is a known application protocol that provides users 
access to resources, which may be information in different 
formats such as text, graphics, images, sound, video, Hyper­
text Markup Language (HTML), as well as programs. Upon 

20 specification of a link by the user, the client computer makes 
a TCP/IP request to a Web server and receives information, 
which may be another Web page that is formatted according 
to HTML. Users can also access other pages on the same or 
other servers by following instructions on the screen, entering 

25 certain data, or clicking on selected icons. It should also be 
noted that any type of selection device known to those skilled 
in the art, such as check boxes, drop-down boxes, and the like, 
may be used for embodiments using web pages to allow a user 
to select options for a given component. Servers run on a 

30 variety of platforms, including UNIX machines, although 
other platforms, such as Windows 2000/2003, Windows NT, 
Sun, Linux, and Macintosh may also be used. Computer users 
can view information available on servers or networks on the 
Web through the use of browsing software, such as Netscape 

35 Navigator, Microsoft Internet Explorer, Mosaic, or Lynx 
browsers. The computing system can include clients and 
servers. A client and server are generally remote from each 
other and typically interact through a communication net­
work. The relationship of client and server arises by virtue of 

40 computer programs running on the respective computers and 
having a client-server relationship to each other. 

A number of embodiments have been described. N everthe-

or more memory devices for storing instructions and data. 
Generally, a computer will also include, or be operatively 45 

coupled to receive data from or transfer data to, or both, one 

less, it will be understood that various modifications may be 
made without departing from the spirit and scope of the 
application. Other embodiments are within the scope of the 
following claims. 

or more mass storage devices for storing data, e.g., magnetic, 
magneto optical disks, or optical disks. Information carriers 
suitable for embodying computer program instructions and 
data include all forms of non-volatile memory, including by 50 

way of example semiconductor memory devices, e.g., 
EPROM, EEPROM, and flash memory devices; magnetic 
disks, e.g., internal hard disks or removable disks; magneto 
optical disks; and CD ROM and DVD-ROM disks. The pro­
cessor and the memory can be supplemented by, or incorpo- 55 

rated in special purpose logic circuitry. 
To provide for interaction with a user, embodiments can be 

implemented on a computer having a display device, e.g., a 
CRT ( cathode ray tube) or LCD (liquid crystal display) moni­
tor, for displaying information to the user and a keyboard and 60 

a pointing device, e.g., a mouse or a trackball, by which the 
user can provide input to the computer. Other kinds of devices 
can be used to provide for interaction with a user as well; for 
example, feedback provided to the user can be any form of 
sensory feedback, e.g., visual feedback, auditory feedback, or 65 

tactile feedback; and input from the user can be received in 
any form, including acoustic, speech, or tactile input. 

What is claimed is: 
1. A computer implemented method comprising: 
producing, by one or more computers, a promotion list for 

a promotion management campaign by: 
generating, by one or more computers, a promotion 

instance from a promotion template; 
receiving, by one or more computers executing market­

ing campaign software, a search query that includes 
one or more attributes of a promotion instance; 

searching one or more data repositories for promotion 
instances having attributes corresponding to the 
attributes specified in the search query; 

returning a list including one or more promotion 
instances having the attributes corresponding to the 
attributes specified in the search query; 

receiving, by the one or more computers, a selection of 
one or more promotion instances, from the returned 
list, to be included in the promotion list; 

assigning the selected promotion instances to the pro­
motions list; and 

storing the promotion list in an electronic medium. 
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2. The method of claim 1 wherein assigning the selected 
promotion instances to the promotions list comprises: 

querying promotion instances to find one or more matching 
promotion instances having matching attributes to one 
or more of the promotion attributes; and 

at runtime, adding the matching promotion instances to the 
promotions list. 

3. The method of claim 1 wherein assigning the selected 
promotion instances to the promotions list comprises: 

displaying the one or more promotion instances stored in 10 

the electronic medium in a searchable and browsable 
view; and 

adding from the searchable and browsable view, one or 
more promotion instances to the promotions list. 

4. The method of claim 2 further comprises: 
limiting the matching promotion instances to an N number 

of promotions, wherein N is an integer. 
5. The method of claim 2 further comprises: 

15 

sorting the matching promotion instances in one of an 20 

ascending or descending order based on one or more 
promotion attributes. 

6. The method of claim 2 further comprises: 
filtering the matching promotion instances to matching 

promotion instances located in one or more folders of 25 

the electronic medium. 
7. The method of claim 1 further comprises: 
assigning to the promotion list a security policy governing 

which users are allowed to interact with the promotion 
list. 

8. The method of claim 1 wherein the promotion list 
includes promotion attributes, the promotion attributes com­
prising: 

a promotion list name; 
anicon;and 
a promotion list description. 

30 

35 

9. The method of claim 2 wherein a query comprises 
clauses including one or more of including a function, a 
variable, a promotion attribute connected by Boolean opera­
tors to match to one or more attributes of one or more pro- 40 

motions. 
10. The method of claim 1 wherein the one or more pro­

motion instances comprise a first promotion instance having 

26 
12. The computer program product of claim 11 wherein 

instructions that assign the selected promotion instances to 
the promotions list further comprise instructions for causing 
a computer to: 

query promotion instances to find one or more matching 
promotion instances having matching attributes to one 
or more of the promotion attributes; and 

at runtime, add the matching promotion instances to the 
promotions list. 

13. The computer program product of claim 11 wherein 
instructions that assign the selected promotion instances to 
the promotions list further comprise instructions for causing 
a computer to: 

display the one or more promotion instances stored in the 
electronic medium in a searchable and browsable view; 
and 

add from the searchable and browsable view, one or more 
promotion instances to the promotions list. 

14. The computer program product of claim 12 further 
comprises instructions for causing a computer to: 

limit the matching promotion instances to an N number of 
promotions, wherein N is an integer. 

15. The computer program product of claim 12 further 
comprises instructions for causing a computer to: 

sort the matching promotion instances in one of an ascend­
ing or descending order based on one or more promotion 
attributes. 

16. The computer program product of claim 12 further 
comprises instructions for causing a computer to: 

filter the matching promotion instances to matching pro­
motion instances located in one or more folders of the 
electronic medium. 

17. The computer program product of claim 11 further 
comprises instructions for causing a computer to: 

assign to the promotion list a security policy governing 
which users are allowed to interact with the promotion 
list. 

18. The computer program product of claim 11 wherein the 
promotion list includes promotion attributes, the promotion 
attributes comprising: 

a promotion list name; 
anicon;and 
a promotion list description. 
19. The computer program product of claim 12 wherein a at least one or more different promotion attributes or different 

promotion attribute values than a second promotion instance. 
11. A computer program product residing on a computer 

readable medium comprises instructions for causing a com­
puter to: 

45 query comprises clauses including one or more of including a 
function, a variable, a promotion attribute connected by Bool­
ean operators to match to one or more attributes of one or 
more promotions. 

produce a promotion list for a promotion management 
campaign by comprising instructions for causing a com- 50 

puter to: 
generate a promotion instance from a promotion tem­

plate; 
receive a search query that includes one or more 

attributes of a promotion instance; 
search one or more data repositories for promotion 

instances having attributes corresponding to the 
attributes specified in the search query; 

55 

return a list including one or more promotion instances 
having the attributes corresponding to the attributes 60 

specified in the search query; 
receive a selection of one or more promotion instances, 

from the returned list, to be included in the promotion 
list; 

assign the selected promotion instances to the promo- 65 

tions list; and 
store the promotion list in an electronic medium. 

20. The computer program product of claim 11 wherein the 
one or more promotion instances comprise a first promotion 
instance having at least one or more different promotion 
attributes or different promotion attribute values than a sec­
ond promotion instance. 

21. An apparatus comprises: 
a processor; 
memory executing on one or more computers a computer 

program product comprising instructions for causing the 
processor to: 

produce a promotion list for a promotion management 
campaign by: 
generating a promotion instance from a promotion tem­

plate; 
receiving a search query that includes one or more 

attributes of a promotion instance; 
searching one or more data repositories for promotion 

instances having attributes corresponding to the 
attributes specified in the search query; 
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returning a list including one or more promotion 
instances having the attributes corresponding to the 
attributes specified in the search query; 

receiving a selection of one or more promotion 
instances, from the returned list, to be included in the 5 

promotion list; 

28 
assigning the selected promotion instances to the pro­

motions list; and 
storing the promotion list in an electronic medium. 

* * * * * 




