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Name 

Zip Code 

Status 

Dining Speed 

Customer Since 

Date 

10/12/02 

06/1 5/02 

02/ 1 5/02 

Course 

Appetizer 
Main Course 

Jun. 14, 2011 

Ron Nelson 

94312 

Platinum 

Leisurely 
1991 

2 hours 30 minutes 

Sales Rep 

Chris Marks 

Chris Marks 

E ntrée 

Papaya Salad 

Mongolian 
Beef 

Sorb 

Beverage Brand Notes 

Wine Johannesburg Offer the half bottle when it is a party of two 
Merlot 

a 0' o-dai 

Beverage Preferences 
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Preferences 

. Window — Table 11 

. Window — Table 15 

. Window — Table 18 

Chris Marks 

Ray James 

Beck Dwi ht 

Waiters 

404 

Memo 

Ron likes to take his time over dessert and coffee 

Likes the food spicy 

Ron is a red wine connosuier. He loves sampling 
our new South African Wines 

406 

Likes it a little on the spicier side 

408 
dessltsfr Rn “ ' w 

Fig. 4 



US. Patent Jun. 14, 2011 Sheet 5 0117 US 7,962,361 B2 

wow 

wow 

in 

NE 

mom 00m 





US. Patent Jun. 14, 2011 Sheet 7 0117 US 7,962,361 B2 

610 

Description Basis for Recommendation 

French Cuff Shirt. Pure cotton. Viewed on website on 11/02/02 
Single button cuf?ink at each 
wrist. Hits at hip. lmported. 
Machine wash. 
Original Price: $58.00 
On Sale: $38.00 

The Essential Pencil Skirt. ln Viewed on website on 11/02/02 
refined wool with a touch of 
stretch for shape. 8.5" center 
back slit. Back zipclosure. 26" 
long. Straight hem. L4ned. 
Imported. Dry clean. 
Price: $78.00 

Fitted and feminine in fine, soft Cross-sell for Center Seam 
leather. Zip front. Side hip Boot. Purchased on 09/05/02 
pockets. 4.75 inches long 
zippers at each sleeve. Hits at 

614 V - I hip. Lined. Imported. 

Professional leather clean 

L Price: 198.00 _ V V 

Recipient Lifestyle Recommendations 

Friend "For Her” Long Silk Scarf. Take your style to 
new lengths with this luxurious pure 
silk scarf. Elegant and extra-long at 
74" x 6", plus a delicate 11.5" fringe 
at both ends. Imported. Dry clean 
Price: $48.00 

Husband Sports Open Polo Sweater. Pure thick wool, 
Enthusiast mercerized for extra softness. Open 

polo collar. Raglan sleeves. Ribbed 
trim. Imported. Dry clean 
Price: $78.00 

Fig. 6B 
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CUSTOMER RELATIONSHIP MANAGEMENT 
SYSTEM FOR PHYSICAL LOCATIONS 

FIELD OF THE INVENTION 

The present invention relates to customer relationship 
management, and more particularly, this invention relates to 
customer relationship management in a physical environ 
ment. 

BACKGROUND OF THE INVENTION 

Modern society has created a plethora of Ways to provide 
goods and services to customers. HoWever, physical locations 
continue to be the predominant forums preferred by custom 
ers. Whatever the type of business, be it retail stores, banks, 
restaurants, patio cafes, or any other type business, customers 
prefer to interact directly With the providers of the goods and 
services. Physical locations include What is referred to herein 
as Brick and Mortar (BM) establishments, i.e., those places a 
customer can physically go to purchase goods, receive ser 
vices, etc. 

The most prominent examples of Physical Locations 
Where commerce is transacted are Brick and Mortar Retail 
Establishments. HoWever, the scope of the invention not only 
applies to retail establishments, but can also be applied to 
other physical locations such as banks, restaurants, hospitals, 
sports arenas, amusement parks etc. 

Retail is the second-largest industry in the United States 
both in number of establishments and number of employees. 
It is also one of the largest WorldWide. The retail industry 
employs more than 22 millionAmericans and generates more 
than $3 trillion in retail sales annually. 

Over 93% of all sales take place in retail stores, meaning 
that an opportunity exists to interface directly With the cus 
tomer. HoWever, the limitations of heretofore knoWn Cus 
tomer Relationship Management (CRM) tools is that When a 
customer Walks in the door of a retail establishment there is no 
means of obtaining the customer pro?le. That is, in the Win 
doW of time betWeen the customer Walking in the door until 
the customer is at the Point-Of-Sale (POS), a retail store does 
not knoW the customer pro?le and therefore cannot service 
the customer properly. This is unlike the Web, Where a retum 
ing customer is immediately identi?ed upon entering the 
homepage. 

Proper servicing is critical to customer retention. It is esti 
mated that a ?ve percentage point increase in customer reten 
tion in a typical company Will increase pro?ts by more than 
25%, and groWth by more than 100%. Customer loyalty also 
accelerates groWth. The typical Fortune 500 company, for 
example, has real annual groWth of 21/2%. If it retains 5% 
more of its customers each year, real groWth Will triple to 
71/2%. 
From a perspective of customer service at the Brick and 

Mortar level, the “As-Is” situation is that there is no mecha 
nism to effectively service the customer based on his pro?le, 
preferences and transaction history, or at best these mecha 
nisms are very ad-hoc and un-automated. The only service 
that currently exists in a BM establishment, is in the form of 
incentives given after a transaction in order to entice the 
customer to return. These incentives vary from loyalty cards 
(buy 9 get the 10th free), to gift certi?cates. HoWever, these 
incentives have are very limited in their effectiveness, 
because they are offered at the end of the transactioniWhich 
is too late. 
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2 
The folloWing tWo data-points illustrate the severe limita 

tions of the As-Is situation from a revenue and pro?tability 
perspective: 

According to IBM Consulting, the top 5% of retail custom 
ers generally contribute 20% to 25% of sales revenues and 
25% to 45% of pro?ts. And according to Bain & Co., a 5% 
increase in customer retention can produce pro?t increases as 
high as 125% HoWever, even though over 93% of retail sales 
happen in retail establishments, a retailer using any of the 
above-described systems cannot identify a top 5% customer 
When she Walks in the door. Nor can a retailer service cus 
tomers appropriately to increase retention. Nor can the 
retailer convert a neW customer Who has the potential to spend 
like a top 5% customer does, into a loyal customer. 
What is needed is a system and method to address all three 

of the limitations discussed in the previous paragraph. 
Further, in most situations, a retailer/service provider has 

feW or no methods to solicit, capture and respond to customer 
feedback. It needs tools to effectively manage the business 
based on actual customer experiences. In addition, it lacks 
formaliZed presales customer service. Customer service is 
disjointed, roles and responsibilities are not clearly de?ned, 
and standards for customer communications and corrective 
actions are lacking. 
The present invention solves the aforementioned prob 

lems, and improves on prior art attempts to provide CRM, by 
providing a neW design that assists the enterprise in the fol 
loWing, in the context of brick and mortar establishments: 

Identi?es a customer as soon as she Walks in the door 
Locates a customer Within a Physical Store 
Syncs up With the corporate CRM system to get a “holistic 

vieW” of customer. This includes preferences based on 
past transactions, Which occurred on all channels for 
interacting With customers. The channels include physi 
cal store, ecommerce Web-sites, catalog sales, telesales 

Alerts service provider With customer’s preferred status 
Provides service provider With possible cross-sells/up 

sells for the customer 
Provides service provider With memos of prior engage 

ments With the customer 
Creates an engagement plan for a customer 
AlloWs for data input after each interaction to improve the 

engagement plan for future transactions 
Disseminates the engagement plan to the service provider 

servicing the customer 
Uses a Cookie-based session concept to manage a cus 

tomer session at a store in the same manner as a softWare 

cookie is used to start and manage an eCommerce ses 
sion on the Web, thus providing valuable customer 
behavior data in order to create a holistic vieW of the 
customer 

Interfaces With POS system to determine if a neW customer 
quali?es for neW incentives 

Interfaces With POS to determine incentives and print 
incentives on receipt 

Captures the customer transaction in a physical location as 
part of the session 

Performs analytics on the session information in order to 
enable corporate to get detailed insights into the cus 
tomer transactions 

AlloWs corporate to send key engagement messages to the 
service providers at the physical location 

SUMMARY OF THE INVENTION 

The present invention provides solutions for enhanced cus 
tomer experience for businesses conducted in “brick and mor 
































