US 20110276382A1
a9 United States

a2y Patent Application Publication (o) Pub. No.: US 2011/0276382 Al

Ramchandani et al. 43) Pub. Date: Nov. 10, 2011
(54) CUSTOMER RELATIONSHIP MANAGEMENT (52) US.CL ... 705/14.25;705/14.58; 705/14.67,
SYSTEM FOR PHYSICAL LOCATIONS 705/14.38;705/14.64

(76) Inventors: Jayant Ramchandani, Fremont, (57 ABSTRACT

CA (US); Asif Ghias, San

: A method for outputting information about a person includes
Francisco, CA (US)

identifying the person utilizing a wireless system upon entry
into a physical location, and also includes locating the person

(21)  Appl. No.: 13/101,932 within the physical structure. An engagement plan is retrieved
_ based on the identification of the person and output. The
(22)  Filed: May 5, 2011 engagement plan has information useful for interacting with

L. the person. The engagement plan is created based at least in

Related U.S. Application Data part on personal information of the person, the preferences of

(63) Continuation of application No. 10/290,008, filed on the person, and the past transactions of the person. A system
Nov. 7. 2002. now Pat. No. 7.962.361. for outputting information about a person, such as a customer,

’ ’ o includes an object carried by the person, which is capable of
being identified by a wireless system. A wireless interface

Publication Classification communicates with the object. A computing device correlates

(51) Imt.ClL the identification of the object with the person. An output
G06Q 30/00 (2006.01) device outputs information relating to the person.
200

IDENTIFY CUSTOMER USING WIRELESS SYSTEM

v

CREATE ENGAGEMENT PLAN

}

OUTPUT ENGAGEMENT PLAN

\N kl\) \N
-l o <
co & N

N
—
<

A 4

OUTPUT IDENTIFICATION INFORMATION ABOUT CUSTOMER

‘

TRACK PHYSICAL MOCEMENT OF CUSTOMER

}

OUTPUT TAILORED MARKETING INFORMATION NEAR CUSTOMER

:

UPDATE CUSTOMER'S PROFILE

\

N
—
N

&

[&)]

A 4

OUTPUT MARKETING MATERIAL AT POINT OF SALE

s




Patent Application Publication  Nov. 10,2011 Sheet 1 of 17 US 2011/0276382 A1

Application Server (J2EE/.NET)

Fig. 1



Patent Application Publication = Nov. 10,2011 Sheet 2 of 17 US 2011/0276382 A1

200
202
K IDENTIFY CUSTOMER USING WIRELESS SYSTEM /
’ 204
CREATE ENGAGEMENT PLAN /
! 208
OUTPUT ENGAGEMENT PLAN J
! 210
OUTPUT IDENTIFICATION INFORMATION ABOUT CUSTOMER /
' 212
TRACK PHYSICAL MOCEMENT OF CUSTOMER /
. 214
OUTPUT TAILORED MARKETING INFORMATION NEAR CUSTOMER J
! 216
UPDATE CUSTOMER'S PROFILE /

o]

v

OUTPUT MARKETING MATERIAL AT POINT OF SALE

NS

Fig. 2



Patent Application Publication = Nov. 10,2011 Sheet 3 of 17 US 2011/0276382 A1




Patent Application Publication

400

Nov. 10,2011 Sheet4 of 17

US 2011/0276382 Al

Profile Preferences
Name  Ron Nelson Seating 1. Window — Table 11
Zip Code 94312 2. Window — Table 15
Status  Platinum 3. Window — Table 18
Dining Speed  Leisurely Waiters 1. Chris Marks
Customer Since 1991 2. Ray James
Average Session 2 hours 30 minutes 3. Becky Dwight

Date Sales Rep
10/12/02 Chris Marks
06/15/02 Chris Marks
02/15/02 Becky
Dwight

Course Entrée

Appetizer Papaya Salad

Main Course Mongolian
Beef

Sorbets

Dessert

Beverage Brand
Wine Johannesburg
Merlot

Memeo

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

Motes

Likes it a little on the spicier side

Offer the half bottle when it is a party of two
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S E A

e
Description

Viewed on website on
11/02/02

French Cutt Shirt. Pure
Cotton. Single Button.
Original Price: $58.00
On Sale: $38.00

Viewed on website on
11/02/02

The Essential Pencil Skirt.
Straight hem. Lined.
Imported: Dry clean.
Price: $78.00
1 602

Cross-sell for Boot.
Purchased on 9/05/02

Fitted and feminine in fine,
soft leather. Zip front.
Imported: Prof. leather clean.
Price: $198.00

Friend “For Her” Long Silk Scarf.
Elegant and extra-long at
74"x6". Dry clean.
Price: $48.00
Husband Sports Open Polo Sweater.
Enthusiast Open polo collar. Dry clean.

Price: $78.00

US 2011/0276382 Al
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BmSession
int sessionIlD

Collection bmEvent
int customerID
float duration

void handleSession
void identify Customer
void addEvent

void logSession

void computeDuration
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RFTag

String rfTaglD
Int customerlID

void setRFTabID
void setCustomerID
String getRfTaglD
int getCustomerlD

s
s
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BMEvent

EnumBMEventType
Date date

void setEvent
void setDate
int getEvent

Date getDate
Y

C
W
|
|

EnumBMEventType

static int Start=0
static int End = 100
staticint CR =1
static int POS =2

Customer

int customerlD

String firstName
String lastName
String zipCode

Date customerSince
EnumPreferredStatus
EnumShoppingSpeed

void setCustomerl|D
void setFirstName
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void setZipCode
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Customer Engagement Plan Sales Clerk

int customerID int planlD int salesClerkID
String firstName int customerlD String firstName
String lastName string engagement 11 String lastName
String zipCode Collection product - _ el
Enum PreferredStatus Collection prefSales  [®—void setSalesCler
Enum ShoppingSpeed _void printPlan void setFirstName

: —“IString xmIDisplayPlan void setLastName
void setCustomerlD . . void setStorelD

. . String xmIDisplayProf X
void setFirstName . . void setEmployee

. String xmIDisplayProd ploy
vo!d setLgstName String xmIDisplayGifts Int getSalesClerkID
void setZipCode String getFirstName

String xmIDisplayMemqg

void setCustomerSince .
void setPreferences

void setPreferredStatus

void setShoppingSpeed void setEngagement Product
int getCustoFr)rE)erlgD P void addProduct 1.+ {int productID
String getFirstName void addGift g String sku
F BN ? 1% String description
Gift void setProductID
int productID void setSKU
Y al:/éemo String recipient void setDescription
Int SalesClerkiD recipientrofile void setGiflD
. int getProduct
void setDate VO!d SthI’OC!UF:tID
void setSalesClerk void sefRecipient ¥
) void setRecipientProfile ;
void setNote : , ﬁ@ﬁ%@
Date getDate vo!d setOaccasion ]
void setData String ur
Int getProduct void setlD
_iString getRecipient void setURL
I 75 void getGifiD
Enum Occasion |
int BDay = 1 Enum Recipient
int Halloween=2 SportsEnthus = 1
CookEnthus =2

Fig. 16
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CUSTOMER RELATIONSHIP MANAGEMENT
SYSTEM FOR PHYSICAL LOCATIONS

RELATED APPLICATION

[0001] This application is a continuation of U.S. patent
application Ser. No. 10/290,008 entitled “Customer Relation-
ship Management System for Physical Locations™ filed on
Now. 7, 2002, which is incorporated by reference herein.

FIELD OF THE ART

[0002] The present invention relates to customer relation-
ship management, and more particularly, this invention
relates to customer relationship management in a physical
environment.

BACKGROUND

[0003] 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
customers. 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 services, etc.

[0004] The most prominent examples of Physical Loca-
tions 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.

[0005] 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 million Americans and gen-
erates more than $3 trillion in retail sales annually.

[0006] Over 93% of all sales take place in retail stores,
meaning that an opportunity exists to interface directly with
the customer. However, the limitations of heretofore known
Customer 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 profile. That is, in
the window 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 profile and therefore cannot
service the customer properly. This is unlike the web, where
a returning customer is immediately identified upon entering
the homepage.

[0007] Proper servicing is critical to customer retention. It
is estimated that a five percentage point increase in customer
retention in a typical company will increase profits 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 2%2%. If it retains 5%
more of its customers each year, real growth will triple to
72%.

[0008] From a perspective of customer service at the Brick
and Mortar level, the “As-Is” situation is that there is no
mechanism to effectively service the customer based on his
profile, preferences and transaction history, or at best these
mechanisms are very ad-hoc and un-automated. The only
service that currently exists in a BM establishment, is in the

Nov. 10, 2011

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 certificates. However,
these incentives have are very limited in their effectiveness,
because they are offered at the end of the transaction—which
is too late.

[0009] The following two data-points illustrate the severe
limitations of the As-Is situation from a revenue and profit-
ability perspective:

[0010] According to IBM Consulting, the top 5% of retail
customers generally contribute 20% to 25% of sales revenues
and 25% to 45% of profits. And according to Bain & Co.,a 5%
increase in customer retention can produce profit 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.

[0011] Whatis needed is a system and method to address all
three of the limitations discussed in the previous paragraph.
[0012] Further, in most situations, a retailer/service pro-
vider 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 pre-sales customer service. Customer ser-
vice is disjointed, roles and responsibilities are not clearly
defined, and standards for customer communications and cor-
rective actions are lacking.

[0013] The present invention solves the aforementioned
problems, and improves on prior art attempts to provide
CRM, by providing a new design that assists the enterprise in
the following, in the context of brick and mortar establish-
ments:

[0014] Identifies a customer as soon as she walks in the
door

[0015] Locates a customer within a Physical Store

[0016] Syncs up with the corporate CRM system to geta

“holistic-view” of customer. This includes preferences
based on past transactions, which occurred on all chan-
nels for interacting with customers. The channels
include physical store, ecommerce web-sites, catalog
sales, telesales

[0017] Alerts service provider with customer’s preferred
status
[0018] Provides service prvider with possible cross-

sells/up-sells for the customer

[0019] Provides service provider with memos of prior
engagements with the customer

[0020] Creates an engagement plan for a customer

[0021] Allows for data input after each interaction to
improve the engagement plan for future transactions

[0022] Disseminates the engagement plan to the service
provider servicing the customer

[0023] Usesa Cookie-based session conceptto manage a
customer session at a store in the same manner as a
software cookie is used to start and manage an eCom-
merce session on the Web, thus providing valuable cus-
tomer behavior data in order to create a holistic view of
the customer

[0024] Interfaces with POS system to determine if a new
customer qualifies for new incentives
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[0025] Interfaces with POS to determine incentives and
print incentives on receipt

[0026] Captures the customer transaction in a physical
location as part of the session

[0027] Performs analytics on the session information in
order to enable corporate to get detailed insights into the
customer transactions

[0028] Allows corporate to send key engagement mes-
sages to the service providers at the physical location

SUMMARY

[0029] The present invention provides solutions for
enhanced customer experience for businesses conducted in
“brick and mortar” establishments. As mentioned above, the
notion of “brick and mortar” establishments encompasses
physical locations. The embodiments of the present invention
disclosed herein allow personalized service to the customer
from the moment of his/her arrival in the facility. It enables
targeted marketing and sales promotions (up-sell/cross-sell)
for individual customers, much prior to the POS touch-point
(checkout lanes). Furthermore, for the first time, it extends the
full powers of an e-CRM system to a traditional brick-and-
mortar business. All of this consequently empowers busi-
nesses to provide enormously improved customer focus and
presales, sales, and post-sales service thereby greatly increas-
ing customer retention and loyalty.

[0030] According to one embodiment, a method for output-
ting information about a person such as a customer includes
identifying the person utilizing a wireless system. An engage-
ment plan is retrieved based on the identification of the person
and output. The engagement plan has information useful for
interacting with the person. Such information can include
suggestions, strategies, explicit instructions, etc. The engage-
ment plan is created based at least in part on personal infor-
mation of the person. Personal information refers to any type
of information associated with that person , such as name,
transaction history, preferences, account number, user iden-
tification number, his/her current needs, (e.g. he just got mar-
ried, or bought a home, or needs a gift for his upcoming
anniversary) etc.

[0031] A system for outputting information about a person
such as a customer is also provided. An object capable of
being identified by a wireless system is carried by a person. A
wireless interface communicates with the object. A comput-
ing device correlates the identification of the object with the
person. An output device outputs information relating to the
person.

[0032] The wireless technology that can be used in con-
junction with this and other embodiments includes Radio
Frequency Identification (RFID), smart cards, or any other
type of wireless technology. The preferred wireless technol-
ogy does not require line-of-site to the reader, so that an object
in a wallet or purse can still be read without removing it. Note
that contact-based systems can also be used.

[0033] Methodology for personalized marketing is pro-
vided by one embodiment. A person is identified utilizing a
wireless system. Personal information about the person is
retrieved based on the identification. A physical position i.e.,
geographical or positional location, of the person is deter-
mined. Product information is selected based at least in part
on the personal information of the person. The product infor-
mation is output near the physical position of the person, i.e.,
within the person’s range of sight and/or hearing. The output
can be visual, auditory, physical (paper coupon), etc.
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[0034] A process for using information about a prior inter-
action relating to a product is provided by yet another
embodiment. A person is identified. Likewise, an interaction
of the person with a product is also identified. Information
about the interaction of the person with the product is logged.
The person is identified in a BM establishment (store, restau-
rant, bank, etc.) utilizing a wireless system. An engagement
plan based on the interaction is output, as is the engagement
plan a description of the product information viewed by the
person such as name, picture, etc. of the product.

[0035] A method for outputting information about a person
such as a customer includes identifying an object such as a
card with a magnetic stripe, etc. utilizing a computerized
system. An identification of the person pre-associated with
the object is also made. An engagement plan is retrieved and
output based on the identification of the person. The engage-
ment plan has information useful for interacting with the
person, and is created based at least in part on personal infor-
mation of the person.

[0036] According to yet another embodiment, a method for
outputting information about a person such as a customer
includes identifying a person upon entry into a predefined
area such as into a BM establishment. A session is initiated
upon identifying the person. A location of the person within
the predefined area is determined. The person is serviced
based on the location of the person in the predefined area, a
profile of the person, and a past transaction of the person. This
includes, but is not limited to, past transactions which have
occurred in any of the following four distinct channels (a.k.a.
touch-points): Brick and Mortar, eCommerce, Catalogue and
Telesales. Behavioral details of the person are captured dur-
ing the session, preferably at a Brick and Mortar Retail Estab-
lishment as a Brick and Mortar Session in a manner similar to
a customer session captured on an ecommerce website. The
behavioral details of the person are catalogued. Details of the
session are communicated to customer relationship manage-
ment (CRM) software.

BRIEF DESCRIPTION OF THE DRAWINGS

[0037] For a fuller understanding of the nature and advan-
tages of the present invention, as well as the preferred mode of
use, reference should be made to the following detailed
description read in conjunction with the accompanying draw-
ings.

[0038] FIG. 1 is a system diagram of a wireless CRM
system according to one embodiment of the present inven-
tion.

[0039] FIG. 2 is a flow diagram of a process for outputting
information about a customer.

[0040] FIG. 3 depicts an illustrative restaurant setting for
deployment of a CRM system.

[0041] FIG. 4 depicts an illustrative restaurant engagement
plan.
[0042] FIG. 5 depicts an illustrative retail setting for

deployment of a CRM system.

[0043] FIGS. 6A-B depict illustrative retail engagement
plans.
[0044] FIG. 7 is a flow diagram of a scenario for sending a

reward card to a customer by mail.

[0045] FIG. 8 is a flowchart of a scenario for awarding VIP
customer status at the POS.

[0046] FIG. 9 is a flowchart of a scenario for starting a
session with a returning customer.
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[0047] FIG. 10 is a flowchart of a scenario for engaging a
return customer.

[0048] FIG. 11 is a flowchart of a scenario for closing a
session.
[0049] FIG. 12 is a system diagram of a wireless CRM

system architecture according to one embodiment of the
present invention.

[0050] FIG. 13 is a system diagram of another wireless
CRM system architecture according to one embodiment of
the present invention.

[0051] FIG. 14 is a class diagram showing exemplary
classes pertaining to customer engagement.

[0052] FIG. 15 is a class diagram depicting illustrative
classes related to bmSessions.

[0053] FIG. 16 is a class diagram illustrating exemplary
classes related to an engagement plan.

[0054] FIG. 17 is a table listing characteristics of various
types of RFID systems that can be used with embodiments of
the present invention.

DETAILED DESCRIPTION

[0055] The following description is the best embodiment
presently contemplated for carrying out the present invention.
This description is made for the purpose of illustrating the
general principles of the present invention and is not meant to
limit the inventive concepts claimed herein.

CRM Hardware/Software System

[0056] FIG. 1 depicts a wireless CRM system 100 accord-
ing to one embodiment of the present invention. As shown, a
radio frequency (RF) device or object 102 capable of being
identified by the wireless system is carried by a person such as
a customer, client, delivery person, or anyone interacting with
the business. For simplicity, the following description will
refer to a “customer,” with “customer” meaning anyone inter-
acting with the business or system.

[0057] The wireless technology that can be used in con-
junction with this and other embodiments includes Radio
Frequency Identification (RFID), smart cards, or any other
type of wireless technology. The preferred wireless technol-
ogy does not require line-of-site to the reader, so that an object
in a wallet or purse can still be read without removing it. Thus,
the device carried by the customer can be any device capable
of'being identified by a wireless system, such as a smart card,
an RFID tag, etc. Note that contact-based systems can also be
used, as noted below.

[0058] Smart cards are one preferred device because they
are able to make maximum use of information available at the
point of sale (customer purchasing history, number of points
accrued, etc.) and allow instant rewards. Smart cards hold
portable files, securely holding personal information about
customer profiles, purchasing behavior and histories. Smart
cards are suitable for operations with multiple partners, plus
offer the possibility of adding or deleting partners, including
after card issuance. Smart cards also facilitate home-shop-
ping loyalty programs on the Internet, and are the bridge
between the world of e-commerce and real-world points of
sale in “brick and mortar” establishments.

[0059] RFID is discussed below in the section entitled
“Overview of RFID.”” Other items include RFID-chipped
objects such as key chains and mobile phone covers that are
typically more exposed than a card in a wallet or purse and are
thus more easily read. Preferably, the object is capable of
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being identified by the wireless system without requiring a
line of sight to the object. This allows the system to identify
the object even though it is stored in a pocket, wallet, purse,
etc.

[0060] A wireless interface 104 is provided for communi-
cating with the object. An identification module 106 identifies
the RF Tag and correlates the device to the customer. A meta
data model 108 is used in conjunction with a rules engine 110
as the basis for cataloguing customer behavior and also serves
as the basis for communicating the details of a session to the
corporate CRM software/system 112 via an adapter interface
114. Preferably, the system can integrate with any already-
existing CRM system, allowing the company implementing
the new system to retain its investment in the prior system.
[0061] A profiler 116 generates an engagement plan based
on personal information of the customer. An output device
118 outputs the engagement plan and/or identification infor-
mation about the customer for assisting a user to identify the
customer. For example, the identification information may
include a visual likeness of the customer.

[0062] An incentive module 120 in combination with a
point of sale (POS) device 122 outputs incentives (coupons,
rebates, etc.) with the customer’s amount due for services,
products, etc. The incentive module also communicates with
the output device 118.

[0063] Additional wireless interfaces can be provided to
allow tracking of physical movement of the customer via, for
example, triangulation. During tracking, the output device
can output a physical location of the customer. Further, prod-
uct information can be selected based at least in part on the
personal information of the customer. The product informa-
tion is output near the customer, i.e., within the customer’s
range of sight and/or hearing. The output can be visual, audi-
tory, physical (paper coupon), etc.

[0064] The system preferably provides the following func-
tionality:
[0065] CRM analytics
[0066] Customer relationship optimization (CRO)
[0067] Marketing
[0068] Marketing resource management (MRM)
[0069] Ad management services
[0070] The CRM system enables customer identification

based on customer profile at the store level when the customer
walks in to a Brick and Mortar establishment. The following
are a list of preferred features of the system:

[0071] Identifies a customer as soon as she walks in the
door

[0072] Locates a customer within a Physical Store

[0073] 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 chan-
nels for interacting with customers. The channels
include physical store, ecommerce web-sites, catalog
sales, telesales

[0074] Alerts service provider with customer’s preferred
status and preferences

[0075] Provides service provider with possible cross-
sells/up-sells for the customer

[0076] Provides service provider with memos of prior
engagements with the customer

[0077] Creates an engagement plan for a customer

[0078] Allows for data input after each interaction to
improve the engagement plan for future transactions
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[0079] Disseminates the engagement plan to the service
provider servicing the customer

[0080] Usesa Cookie-based session conceptto manage a
customer session at a store in the same manner as a
software cookie is used to start and manage an eCom-
merce session on the Web, thus providing valuable cus-
tomer behavior data in order to create a holistic view of
the customer

[0081] Interfaces with POS system to determine if a new
customer qualifies for new incentives

[0082] Interfaces with POS to determine incentives and
print incentives on receipt

[0083] Captures the customer transaction in a physical
location as part of the session

[0084] Performs analytics on the session information in
order to enable corporate to get detailed insights into the
customer transactions

[0085] Allows corporate to send key engagement mes-
sages to the service providers at the physical location

[0086] The present invention preferably assists the enter-
prise to:

[0087] Identify their customers

[0088] Interact with customers who may be resistant to

providing information on themselves

[0089] Invest more in the systems used at the point of
customer contact

[0090] Become smarter in using the information already
at hand

[0091] Make doing business simpler, including products
and offers

[0092] Understand the real economics of each customer

[0093] Develop a realistic set of business needs (i.e., vs.
the wants and desires)

[0094] Listen to customers more, and ensure that they
feel reassured at each step, and that their data is pro-
tected

[0095] Define processes for gathering feedback from its
customers and processes for servicing its customers

[0096] Provide collaboration from throughout the orga-
nization
[0097] Use adatabase of information about its customers

and mining that data to improve customer relationships
and increase revenue

[0098] Improve the customer experience by acting on
feedback received from its customer surveys and offer-
ing customer loyalty programs

[0099] Use metrics to measure its success, enabling it to
show measurable results from its CRM efforts

[0100] Provide instant rewards at the point of sale

[0101] Maintain multi-step campaigns to increase the
effectiveness of campaigns by specifying follow-up
interactions with each customer, including utilizing
alternative channels such as direct mail or call center

[0102] Deliver consistent communications across all
marketing channels-in-store, call center, and online

[0103] Profitable Interaction Centers: Siebel Marketing,
when combined with Siebel Call Center, improves the
effectiveness of both outbound telemarketing cam-
paigns and inbound call handling, and helps transform
customer interaction centers into profitable revenue
sources that execute coordinated multichannel market-
ing programs. Agents are able to execute real time mar-
keting campaigns and deliver targeted offers that reflect
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knowledge of all marketing campaigns across all chan-
nels, quickly resulting in higher sales and greater cus-
tomer satisfaction

[0104] Ina variationofthe system described with respectto
FIG. 1, a reader that requires physical contact with the iden-
tifying object can be used. For example, a card reader can be
positioned at the entry to a store. Upon entering, the customer
would swipe the card through the reader, which in turn would
read a magnetic stripe on the card and thereby identify the
customer.

[0105] FIG. 2 illustrates a process 200 for outputting infor-
mation about a customer using a wireless system such as the
system shown in FIG. 1. In operation 202, the customer is
identified utilizing a wireless system. Preferably, the cus-
tomer is identified at an entrance to a defined area such as the
interior of a structure, where the engagement plan is output
within a predetermined amount of time from the identifica-
tion of the customer to allow, for example, a sales associate or
service provider to exploit the window of time from when the
customer enters a store until the customer checks out. Addi-
tionally, the customer can be identified at a predetermined
location, such as in a particular department.

[0106] In operation 204, an engagement plan is created
based on the profile (of the customer) associated with the
identification of the customer. The engagement plan has
information useful for interacting with the customer. Such
information can be aimed at a service provider or retailer and
can include suggestions, strategies, explicit instructions, etc.
The engagement plan can also include other types of useful
information, including a preference of the customer such as
favorite salesperson or waiter, favorite food item or type of
product, preferred seat, etc. The engagement plan may also
include a preferred engagement level, i.e., brief to extended.
Information for cross-selling can also be included. Addition-
ally, incentives such as coupons, rebates, loyalty rewards, etc.
can accompany/be included in the engagement plan.

[0107] The engagement plan also entails marketing and
promotions output directly to the user. More discussion
regarding this feature is provided below.

[0108] The engagement plan is preferably created based at
least in part on personal information of the customer. Personal
information refers to any type of information associated with
that customer alone, such as a profile, name, transaction his-
tory, preferences, account number, user identification num-
ber, etc. The engagement plan may also be tailored based at
least partially on input relating to a prior interactions of the
customer with one or more of a website, a physical location
such as a store, a catalog transaction (catalog sale or request
for information), and a telesales interaction. An interaction
occurs, for example, when the customer in some manner
views, discusses, searches for, and/or requests an item or
service in one of the contexts set forth above.

[0109] Additionally, the driving software can be imple-
mented with other applications, such as debit/credit card,
e-purse, private payment, e-couponing and more, bringing
additional benefits and convenience for customers.

[0110] To effectively engage those customers who look
online or in magazines prior to purchasing a product or ser-
vice, the engagement plan may also include a description of
the item or service that the customer looked at or discussed
online, in a store, on the phone with a catalog or teleservice
representative, etc. For example, the user would be identified
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during a browsing session using a cookie and the items
viewed during that session would be logged for later integra-
tion into an engagement plan.

[0111] Preferably, a status of the customer is determined on
a tiered scale. This identifies the customer on a tier such as an
occasional customer, a general customer, a preferred cus-
tomer, a top 5% customer, etc., and the customer’s position on
the tier can be based on prior transaction/purchase history,
past sales, etc. The engagement plan may then be created
based at least in part on the status of the customer.

[0112] For example, the status of a customer can be speci-
fied on a tiered scale: Platinum, Gold, Silver, Bronze etc. This
may be determined both on the revenues generated by virtue
of'purchases made by the customer, and also by costs incurred
in servicing the customer. There could be various types of
costs incurred in servicing a customer. Some examples are:
post-sales customer service over the telephone, post-sales
customer service over email, post-sales customer self-service
by using the web-site, costs associated with products returned
by the customer. The industry figures for post-sales customer-
service are: Telephone—$12 per call; Email—$4 per email
which is responded to; Web-based self-service—4 cents
[0113] The engagement plan is output in operation 208. In
operation 210, identification information about the customer
is output to assist a user in identifying the customer. Exem-
plary identification information includes a visual likeness of
the customer. Other identification information may include a
probable location of the customer. This information can be
determined, for example, based on statistics of departments
and/or sales items in which the customer has shown interestin
the past. Additionally, past transaction data can be mined in
order to determine the most likely location of the customer.
[0114] In operation 212, physical movement, i.e., geo-
graphical or positional movement, of the customer is tracked
utilizing the wireless system. This data reflects which items
the customer looked at most, which department she spent the
most time in, etc. This in turn helps optimize product place-
ment and promotion.

[0115] Tracking data can also be used to help a user find the
customer, such as by outputting an indicator of a physical
location of the customer. The personal information of the
customer can be updated based on the physical movement of
the customer.

[0116] For tailored marketing, product information and/or
pricing can be selected based at least in part on the personal
information of the customer and/or the physical location of
the customer, and output near the customer, i.e., within the
customer’s range of sight and/or hearing. Note operation 214.
The output can be visual, auditory, physical (paper coupon),
etc. Similarly, special product or service pricing can be
selected based at least in part on the personal information of
the customer, and output near the customer. [llustrative output
devices for such tailored marketing include networked
screens, portable devices, speaker systems, kiosks, etc.
[0117] Kiosks can also identify a customer and provide
tailored output to particular customers, allowing them to shop
an expanded product assortment, use registries, and get in-
depth product information for in-store research.

[0118] To tailor a sales pitch to an undecided customer, or
offer assistance or a promotion for a product the customer has
shown interest in, a correlation can be made between the
customer and products transported by the customer using the
wireless system. This can be accomplished using positional
sensing of RFID tags on products being in about the same
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position as the customer, sensing movement of a product
while the customer is nearby, etc.

[0119] While the invention provides significant value in
identifying and servicing a customer, there are scenarios
when the value is further enhanced. One such scenario is
when every item is tagged with a RFID Tag. In this scenario
the Brick and Mortar Session could capture events such as
products viewed by a customer and products tried by the
customer. The Products Viewed Event would be based on the
proximity of the person to a product; The Product Tried/
Evaluated would be based, for example, on the product being
transported by a customer to a changing room in a Retail
Store. The executive dashboard could then show valuable
metrics such as which products are being tried but not being
purchased. This could indicate that the price is too high.
[0120] Whether the correlation takes place can be deter-
mined based on the physical position of the customer and
product, such as in a changing room. The correlation can also
be made upon the user physically moving the product a pre-
defined distance, such as more than three feet from its original
position, etc.

[0121] The wireless system may also correlate the cus-
tomer with products potentially viewed by the customer for
future reference into the interests of the customer. For
example, products near stopping points of the customer as he
passes through a store may be considered of general interest
to the customer. These products can be identified and logged,
and listed on a later engagement plan as a potential sell.
[0122] As an option, an alert can be activated upon expira-
tion of a predetermined amount of time to instruct a user to
check a service level of the customer to ensure that the cus-
tomer is being serviced properly.

[0123] In operation 216, the customer’s personal profile is
updated based on information received during the session.
For example, feedback can be obtained directly from the
customer and stored for use in creating a future engagement
plan. Information can also be received directly from a user
that has interacted with the customer, and stored for use in
creating a future engagement plan.

[0124] Towards the end of the session, an incentive (cou-
pon, rebate, etc.) can be output to the customer at the POS
with an amount due by the customer for services, products,
etc. See operation 218. The system may also be integrated
with a self-checkout system.

[0125] FIG. 3 depicts an illustrative restaurant setting 300.
At the entrance 302, an RF floor antenna senses the entrance
of'a preferred customer. This triggers a StartSession event. At
304, the manager is notified of the customer’s preferred status
and seating preference. This data is stored locally. The cus-
tomer is seated per his or her preferred seating profile: win-
dow and corner (306).

[0126] The manager receives an engagement plan from the
central CRM system. The plan includes:

[0127] current incentives and redemption
[0128] waiters who have served the customer previously
[0129] wine and main course preferences
[0130] special dietary requirements
[0131] The manager briefs the selected waiter with the

engagement plan. The waiter in turn appraises the customer of
incentives, preferably prior to taking the customer’s order.
After a predetermined amount of time (generated based on
prior history) has elapsed since the start of the session, the
manager is alerted to check if the preferred customer is being
serviced properly.
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[0132] Towards the end of the session, the CRM interfaces
with the POS to determine if the customer qualifies for new
incentives and, if so, prints them on the check. The waiter in
turn notifies the customer of the incentives. As the customer
leaves, the manager wishes the customer goodbye and obtains
overall feedback on the food and service, which the manager
enters into the CRM system. The manager may also award a
Preferred Customer card if the CRM determines that the
customer qualifies for Preferred Status based on POS data.
[0133] When an RF floor antenna senses the customer leav-
ing, an EndSession event is triggered. The manager and serv-
ing waiter provide updates for the next engagement plan. The
session information and updates are sent to the central CRM.
[0134] FIG. 4 depicts an illustrative restaurant engagement
plan 400. As shown, a customer information section 402 is
provided, including name, tiered status, a preferred level of
service, and the speed at which the customer typically dines.
[0135] A memoranda section 404 contains a list of notes
input by waiters/managers who have interfaced with the cus-
tomer. A food preferences section 406 lists items the customer
has previously ordered, and how he likes them cooked and
any special dietary concerns. A beverage preferences section
408 lists the customer’s preferred beverages.
[0136] FIG. 5 depicts an illustrative retail setting 500. One
embodiment of the present invention for retail deployment
provides the following features:

[0137] Enables customer identification at the store level

when the customer walks into the store
[0138] Synchronizes information with the corporate
CRM system to get “holistic-view” of the customer

[0139] Alerts store manager with customer’s loyalty rat-
ing
[0140] Alerts store manager with possible cross-sells/

up-sells for the customer
[0141] Disseminates this information to the sales clerk
servicing the customer
[0142] Uses a cookie to manage a customer session at a

store in a similar manner as a software cookie is used to

start and manage an eCommerce session on the Web
[0143] The system for retail deployment can be based on
RFID Technology and a Real-Time Event-Driven Platform.
RFID tags are put on a credit card carried by the customer.
[0144] RFID Readers are installed at the Store Entrance.
This may require no additional investment if readers are
already installed for theft prevention. These Readers enable
the system to identify and initiate a start and end of a customer
in-store session.
[0145] As an option, RFID Tags can also be installed on
garments at the time of sale. When the POS-Clerk removes
the anti-theft RF Transponder, a small RF Tag is installed on
the garment (Note: RF Tags can be manufactured such that
they are not affected by laundry; Sokymat has already dem-
onstrated this for RF laundry applications). The RF tag is
associated with a cookie that stores an association of the RF
tag on a garment with the customer. When the customer
re-enters the store wearing the garment, the cookie is used to
indicate to personnel that the customer is wearing a garment
purchased from that company.
[0146] With reference to FIG. 5, at the entrance 502, RF
floor antenna senses entry of a preferred customer. Software
at the store level reads the tag and generates a StartSession
event. Session information can be stored at the store level
and/or at the corporate level. Preferably, most of the session
information is generated and stored at the local/store level to
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ensure fast operation. Where information is generated and
stored may be altered depending on specific environments,
performance considerations and implementation details.
[0147] The StartSession event starts a new customer in-
store session. Software at the corporate level reads the event
and interfaces with the back-end CRM system to obtain a
customer profile.
[0148] At504,the manager is notified of the presence ofthe
preferred customer and an engagement plan is output from a
central CRM system. The engagement plan can include:
[0149] customer’s loyalty rating
[0150] sales representatives who have serviced the cus-
tomer before

[0151] memos from prior sales representatives

[0152] Ilist of cross-sells

[0153] most likely departments to locate customer
[0154] desired engagement level: brief to extended
[0155] multi-channel aspects, such as prior interaction

with a website, telesales, catalog transaction, etc.
[0156] The manager pages sales representatives who have
been trained to handle preferred customers and briefs them
with the engagement plan. The sales representative internal-
izes the engagement plan and prints the cross-sells list.
[0157] The sales representative tracks the customer to 506
based on departments in the engagement plan and engages
with the customer per the plan. The sales representative may
also hand over the cross-sells print out and highlight any
cross-sells which may be on sale. The sales representative
also gets feedback on the usefulness of cross-sells for this
particular customer, which is then entered into the CRM
system.
[0158] RFID Readers are also preferably placed at strategic
locations in the store, such as the entrance to the changing
room 508. When the customer walks past a strategic location,
such as the changing room, instructions based on the cus-
tomer profile are displayed on the sales-clerk’s monitor at that
location. An audio message can also be sent to the sales clerk.
This is where the sales clerk can co-relate a customer’s infor-
mation with the customer and interface with the customer
based on the customer’s profile. These readers enable the
intermediate transactions of a customer in-store session. RF
antennas at the changing rooms provide events to the CRM
system which enable tracking of frequency and duration of
trips to the changing room.
[0159] RFID Readers are also preferably installed where
the customers queue up—they are installed at the head of the
queue, just before the POS. This Reader performs the last
transaction of a customer in-store session. Here the POS-
clerk can give a customer a cross-sell print, if the customer
has not yet received it before.
[0160] When the customer proceeds to the POS at 510, the
CRM interfaces with the POS to determine if the customer
qualifies for new incentives, and prints it on the customer’s
bill. The POS reader instructs the POS clerk to give cross-sell
print-out to customer. This instruction is given based on a set
of rules encoded in the software. The cross-sell print-out not
only contains the SKU’s of the cross-sells, but could also have
the size information. The POS clerk also notifies the customer
of'any new incentives. The customer may continue the session
by asking a sales clerk to assist the customer in getting one or
more of the cross-sells, promotional items, etc.
[0161] At the exit (512), the RF floor antenna senses the
customer leaving, which in turn triggers an EndSession event.
At 514, a sales clerk provides updates for the engagement
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plan. The session information and updates can be sent to a
central CRM. Where final session information is stored may
be altered depending on specific environments, performance
considerations and implementation details.

[0162] Illustrative session information can include data for
several analytics. Some examples are:

[0163]

[0164] Average time a customer spends at a store based
on different customer loyalties

[0165] Time of the day when the largest number of loyal
customers Visit a store

[0166]
tomers

[0167] If the customer does not have a card with an RFID
tag or does not have preferred status, the CRM receives the
POS data and determines if the customer qualifies for the tag
and/or preferred status.

[0168] Inanother embodiment, a tag is attached to an item.
For example, when a customer purchases a merchandise item,
the POS-clerk installs an RF Tag, on the garment. This cookie
has aunique ID, which can be associated with a cookie. When
the customer wearing a tagged garment walks in, the system
works in a similar way as it did with a customer with a tagged
card.

[0169] FIG. 6A depicts an illustrative engagement plan 600
for a service provider. As shown, a customer information
section 602 is provided, including name, tiered status, a pre-
ferred level of service, and the speed at which the customer
typically shops. A memoranda section 604 contains a list of
notes input by users who have interfaced with the customer.

[0170] FIG. 6B depicts an illustrative engagement plan 610
for a customer. A product preferences section 612 lists sug-
gested products, including product details such as size, color,
department, and whether the item is a past purchase or a
suggested cross-sell. A gifts section 614 lists recommended
gifts.

Average time a customer spends at a store

Which stores see the largest number of loyal cus-

Use Cases

[0171] Following are several exemplary “Use Cases”
which provide generic descriptions of the overall functional-
ity of the CRM system of the present invention. The Use
Cases are used to describe the interactions between the
classes of the software system and the actors. A scenario is
one particular set of interactions between use-cases and
actors. Actors are the system components or humans that
perform certain tasks.

[0172] In the following paragraphs, the relationship of
actors and Use Cases for restaurant and retail solutions will be
described. Each Use Case diagram includes the description
and the actors. The Use Case title is the specific task actors
will perform when the actors send a particular stimulus to the
system. The following 5 scenarios have been modeled:

[0173] 1. Send Reward Card to VIP Customers by mail
[0174] 2. Award VIP Customer Status at POS

[0175] 3. Identify a returning customer who has a bmRe-
wards Card

[0176] 4. Engage with the returning customer who has a

bmRewards Card

[0177] 5. Close a bmSession of a returning customer
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Scenario 1: Send Reward Card to VIP Customers by Mail
Actors
[0178]

Actor: Campaign Manager Type of Actor: User

Actor: VIP Database/Corp CRM System Type of Actor: External System
Actor: Reward Card Printing System Type of Actor: External System
Actor: Retailer Reward Card Mailing Type of Actor: External System
Sys.

Scenario Description

[0179] This scenario starts when a Marketing campaign
manager initiates the “Run

[0180] Rewards Campaign” use case. The intermediate
steps of the scenario are detailed in the description below and
in FIG. 7, which is a flow diagram of the Use-Case 700 for
sending a reward card to a VIP customer by mail. The sce-
nario ends with the printing and mailing of Reward Cards.

Use Case Titles and Description

[0181] Title 702: Run bmRewards Campaign—This Use
Case comprises the two main use cases in this scenario: the
“Create Rewards Campaign” use case and the “Distribute
Rewards Card” use case.

[0182] Title 704: Create Rewards Campaign—This Use
Case includes all the steps required for determining the dis-
tribution list and creating the campaign letters.

[0183] Title 708: Get VIP List—This Use Case interfaces
with the VIP Database and/or the Corporate CRM system.
[0184] Title 710: Get New VIP Customers—This Use Case
only returns VIP customers who have not received a bmRe-
wards Card before.

[0185] Title 712: Get bmRewards Initiation Letter—This
Use Case receives the text of the letter, which the new VIP
customers will receive.

[0186] Title 714: Get Customer Name and Address—This
Use Case returns the mailing address of the VIP Customers.
[0187] Title 716: Collate bmRewards Letter—This Use
Case collates the VIP customers with the text of the bmRe-
wards Initiation letter and creates one letter per customer.
[0188] Title 718: Print bmRewards Card—This Use Case
receives the Customer Names and interfaces with the bmRe-
ward Print System.

[0189] Title 720: Correlate bmRewards Card—This Use
Case correlates the RFID tag information on the card with the
Customer Information.

[0190] Title 722: Mail bmRewards Card—This Use Case
sends a message to the Retailer Rewards Mailing System
stating that the bmRewards Card and the letters are ready for
mailing.

Scenario 2: Award VIP Customer Status at POS

Actors
[0191]

Actor: POS Clerk

Actor: New Customer

Actor: POS System

Actor: VIP Database/Corporate CRM

Type of Actor: User
Type of Actor: User
Type of Actor: External System
Type of Actor: External System
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Scenario Description

[0192] FIG. 8 is a flowchart of a scenario 800 for awarding
VIP customer status at the POS. This scenario starts when the
POS system sends the purchase information of a user to the
“Award bmRewards Card” module. The intermediate steps of
the scenario are detailed in the description below and in the
scenario diagram. The scenario ends with the POS clerk
awarding a VIP customer status to the new customer. The
POS clerk provides a hand-out explaining how the bmRe-
wards card works and that a bmRewards Card will be sent by
mail.

Use Case Titles and Descriptions

[0193] Title 802: Award VIP Customer Status—This Use
Case gets the purchase information of a customer from the
POS in real-time. It calls the “Check VIP-Status Qualifica-
tion” use case.

[0194] Title 804: Check VIP-Status Qualification—This
Use Case checks whether the customer qualifies for a VIP or
preferred Status

[0195] Title 806: Check if New Customer—This Use Case
checks if the customer is not already a VIP customer

[0196] Title 808: Determine Reward—If the new customer
qualifies for a VIP status, then this Use Case determines the
reward to be given in order to incentivize the customer to
return. Please note, the reward could be a service-based
reward, for example it could be something like a free make-up
(Stores like Sephora provide such incentives).

[0197] Title 810: Notify POS Clerk of Customer Qualifi-
cation for VIP status—This Use Case sends a message to the
monitor of the POS clerk notifying her that the new customer
qualifies for a VIP status.

[0198] Title 812: Notify POS Clerk of Reward—This Use
Case sends a message to the monitor of the POS clerk noti-
fying her of the reward the customer has received. The POS
clerk can convey this verbally to the customer, stating that the
given reward will be documented in the letter

[0199] Title 814: Update Customer Name and Address—If
the customer accepts the VIP status then the POS clerk gets
the customer’s name and mailing address and updates this
information.

[0200] Title (not shown): Send Customer Update to Corpo-
rate CRM—This Use Case sends the customer information to
the corporate CRM/corporate VIP customer database.
Scenario 3: Start bmSession with a Returning Customer

Actors

[0201]

Actor: VIP Customer

Actor: Manager

Actor: RF Readers

Actor: RF Adapter

Actor: VIP Database/Corporate CRM
Actor: Printer

Type of Actor: User
Type of Actor: User
Type of Actor: External System
Type of Actor: External System
Type of Actor: External System
Type of Actor: External System

Scenario Description

[0202] FIG.9is a flowchart of a scenario 900 for starting a
session with a returning customer. This scenario starts when
a VIP Customer returns to the store. The RF Reader sends the
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sensed RF Tag information to the bmldentification module.
The scenario ends with the store manager being notified of the
returning VIP customer and an engagement plan being
printed for the manager.

Use Case Titles and Descriptions

[0203] Title 902: Start bmSession—This Use Case handles
the start of a bmSession for the customer. It extends the
Handle bmSession Use Case, which is the generic use case
when any bmSession event occurs.

[0204] Title 904: Send bmSession Event—This Use Case
sends the bmSession event to the subscribers of the event.
[0205] Title 906: Send Start bmSession Event—This Use
extends the bmSession event by sending the Start Event.
[0206] Title 908: Identify Customer—This Use Case uses
the RFID signature to identify the customer.

[0207] Title 910: Log bmSession Information—This Use
Case logs the bmSession Information.

[0208] Title 912: Notify Store Manager—This Use Case
notifies the store manager of a bmSession event.

[0209] Title 914: Start bmSession Notification—This Use
Case extends the Notify Store Manager Use case by notifying
the store manager of the start bmSession event.

[0210] Title 916: Print bmEngagement Plan—This Use
Case prints the engagement plan for the manager. Note, the
engagement plan contains the preferred sales rep for the cus-
tomer. The manager can then page the sales rep, which starts
off the next use case scenario.

Scenario 4: Engage with a Returning VIP Customer

Actors

[0211]

Actor: VIP Customer

Actor: Manager

Actor: RF Readers

Actor: RF Adapter

Actor: VIP Database/Corporate CRM
Actor: Printer

Type of Actor: User
Type of Actor: User
Type of Actor: External System
Type of Actor: External System
Type of Actor: External System
Type of Actor: External System

Scenario Description

[0212] FIG. 10 is a flowchart of a scenario 1000 for engag-
ing a return customer. This scenario starts when the Manager
is notified of a VIP customer entering the store—the manager
also has the engagement plan for the preferred customer. The
manager obtains the preferred sales rep information from the
engagement plan and pages the sales rep. The sales rep inter-
nalizes the engagement plan. The sales rep then engages with
the customer. This scenario also captures intermediate ses-
sion information, such as the customer entering and exiting a
changing room, entering and leaving a department, and com-
pleting a purchase at the POS.

Use Case Titles and Descriptions

[0213] Title 1002: Send bmSession Event—This Use Case
sends the bmSession event to the subscribers of the event.
[0214] Title 1004: Send Intermediate bmSession Event—
This Use extends the bmSession event by sending intermedi-
ate session events such as entering and exiting changing
rooms, entering and exiting departments etc.
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[0215] Title 1006: Identify Customer—This Use Case uses
the RFID signature to identify the customer.

[0216] Title 1008: Log bmSession Information—This Use
Case logs the bmSession Information.

Scenario 5: Close a bmSession of a Returning Customer

Actors
[0217]

Actor: VIP Customer

Actor: Manager

Actor: RF Readers

Actor: RF Adapter

Actor: VIP Database/Corporate CRM
Actor: Printer

Type of Actor: User
Type of Actor: User
Type of Actor: External System
Type of Actor: External System
Type of Actor: External System
Type of Actor: External System

Scenario Description

[0218] FIG.11 is a flowchart of a scenario 1100 for closing
a session. This scenario starts when a VIP Customer leaves
the store. The RF Reader sends the sensed RF Tag informa-
tion to the bmldentification module. The store manager is
notified of the customer leaving. The scenario ends with the
sales representative updating the data for the engagement
plan of the customer.

Use Case Titles and Descriptions

[0219] Title 1102: Close bmSession—This Use Case
handles the closure of a bmSession for the customer. It
extends the Handle bmSession Use Case, which is the generic
use case when any bmSession event occurs.

[0220] Title 1104: Send bmSession Event—This Use Case
sends the bmSession event to the subscribers of the event.
[0221] Title 1106: Send End bmSession Event—This Use
extends the bmSession event by sending the End Event.
[0222] Title 1108: Identify Customer—This Use Case uses
the RFID signature to identify the customer.

[0223] Title 1110: Log bmSession Information—This Use
Case logs the bmSession Information.

[0224] Title 1112: Notify Store Manager—This Use Case
notifies the store manager of a bmSession event.

[0225] Title 1114: End bmSession Notification—This Use
Case extends the Notify Store Manager Use case by notifying
the store manager of the end bmSession event.

[0226] Title 1116: Update Engagement Memos—This Use
Case is used by the Sales Representative to add engagement
information pertaining to the last interaction.

Architecture

[0227] According to one embodiment, a TomCat Web-
Server with its Servlet Engine can be used. The overarching
architectural follows the MVC paradigm where the Model,
View and Controller are separated in an n-tier architecture.
[0228] Ifthe deployment calls for a distributed architecture
then the MVC paradigm implemented using TomCat can
easily be moved to an MVC paradigm using a J2EE server.
Essentially, the difference is that the distributed components
can be implemented as EJB’s—the Entity EJB’s would then
be the “model.”

JSP Architectural Paradigms

[0229] The early JSP specifications advocated two philo-
sophical approaches, popularly known as Model 1 and Model
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2 architectures, for applying JSP technology. These
approaches differ essentially in the location at which the bulk
of the request processing was performed, and offer a useful
paradigm for building applications using JSP technology.

[0230] Consider the Model 1 architecture 1200, shown in
FIG. 12. In the Model 1 architecture, the incoming request
from a web browser 1202 is sent directly to the JSP page
1204, which is responsible for processing it and replying back
to the client. There is still separation of presentation from
content, because all data access is performed using beans.

[0231] Although the Model 1 architecture is suitable for
simple applications, it may not be desirable for complex
implementations. Indiscriminate usage of this architecture
usually leads to a significant amount of scriptlets or Java code
embedded within the JSP page, especially if'there is a signifi-
cant amount of request processing to be performed. While
this may not seem to be much of a problem for Java develop-
ers, it is certainly an issue if the JSP pages are created and
maintained by designers—which is usually the norm on large
projects. Another downside of this architecture is that each of
the JSP pages must be individually responsible for managing
application state and verifying authentication and security.

[0232] The Model 2 architecture 1300, shown in FIG. 13, is
a server-side implementation of the popular Model/View/
Controller design pattern. Here, the processing is divided
between presentation and front components. Presentation
components 1302 are JSP pages that generate the HTML/
XML response that determines the user interface when ren-
dered by the browser 1304. Front components 1306 (also
known as controllers) do not handle any presentation issues,
but rather, process all the HTTP requests. Here, they are
responsible for creating any beans 1308 or objects used by the
presentation components, as well as deciding, depending on
the user’s actions, which presentation component to forward
the request to. Front components can be implemented as
either a servlet or JSP page.

[0233] The advantage of this architecture is that there is no
processing logic within the presentation component itself; it
is simply responsible for retrieving any objects or beans that
may have been previously created by the controller, and
extracting the dynamic content within for insertion within its
static templates. Consequently, this clean separation of pre-
sentation from content leads to a clear delineation of the roles
and responsibilities of the developers and page designers on
the programming team. Another benefit of this approach is
that the front components present a single point of entry into
the application, thus making the management of application
state, security, and presentation uniform and easier to main-
tain.

[0234] FIG. 14 is a class diagram 1400 showing exemplary
classes pertaining to customer engagement. FIG. 15 is aclass
diagram 1500 depicting illustrative classes related to bmSes-
sions. FIG. 16 is a class diagram 1600 illustrating exemplary
classes related to an engagement plan.

[0235] According to one embodiment, four databases are
used: CRM, POS, Inventory, and IP. The CRM database con-
tains tables relating to customer information and customer
preferences based on prior transactions. The POS database
contains tables relating to POS transactions. The Inventory
database contains the products and product picture informa-
tion. The IP database contains tables pertaining to core IP,
such as BM Session Information, BM Memos etc.
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Overview of RFID
Benefits of RFID

[0236] The significant advantage of all types of RFID sys-
tems is the noncontact, non-line-of-sight nature of the tech-
nology. Tags can be read through a variety of substances such
as snow, fog, ice, paint, crusted grime, and other visually and
environmentally challenging conditions, where barcodes or
other optically read technologies would be useless. RFID tags
can also be read in challenging circumstances at remarkable
speeds, in most cases responding in less than 100 millisec-
onds. The read/write capability of an active RFID system is
also a significant advantage in interactive applications such as
work-in-process or maintenance tracking Though it is a cost-
lier technology (compared with barcode), RFID has become
indispensable for a wide range of automated data collection
and identification applications that would not be possible
otherwise.

RFID Technology Overview

[0237]
[0238]
[0239]

0240] A transponder (RF tag) electronicall ro-
P g y p
grammed with unique information

[0241] The antenna emits radio signals to activate the tag
and read and write data to it. Antennas are the conduits
between the tag and the transceiver, which controls the sys-
tem’s data acquisition and communication. Antennas are
available ina variety of shapes and sizes; they can be built into
a door frame to receive tag data from persons or things pass-
ing through the door, or mounted on an interstate toll booth to
monitor traffic passing by on a freeway. The electromagnetic
field produced by an antenna can be constantly present when
multiple tags are expected continually. If constant interroga-
tion is not required, the field can be activated by a sensor
device.

[0242] Often the antenna is packaged with the transceiver
and decoder to become a reader (a.k.a. interrogator), which
can be configured either as a handheld or a fixed-mount
device. The reader emits radio waves in ranges of anywhere
from one inch to 100 feet or more, depending upon its power
output and the radio frequency used. When an RFID tag
passes through the electromagnetic zone, it detects the read-
er’s activation signal. The reader decodes the data encoded in
the tag’s integrated circuit (silicon chip) and the data is passed
to the host computer for processing.

A basic RFID system consist of three components:
An antenna or coil
A transceiver (with decoder)

RFID Tags

[0243] RFID tags come in a wide variety of shapes and
sizes. Animal tracking tags, inserted beneath the skin, can be
as small as a pencil lead in diameter and one-half inch in
length. Tags can be screw-shaped to identify trees or wooden
items, or credit-card shaped for use in access applications.
The anti-theft hard plastic tags attached to merchandise in
stores are RFID tags. In addition, heavy-duty 5-by 4-by
2-inch rectangular transponders used to track intermodal con-
tainers or heavy machinery, trucks, and railroad cars for main-
tenance and tracking applications are RFID tags.
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[0244] RFID tags are categorized as either active or pas-
sive. Active RFID tags are powered by an internal battery and
are typically read/write, i.e., tag data can be rewritten and/or
modified. An active tag’s memory size varies according to
application requirements; some systems operate with up to 1
MB of memory. In a typical read/write RFID work-in-process
system, a tag might give a machine a set of instructions, and
the machine would then report its performance to the tag. This
encoded data would then become part of the tagged part’s
history. The battery-supplied power of an active tag generally
gives it a longer read range. The trade off is greater size,
greater cost, and a limited operational life (which may yield a
maximum of 10 years, depending upon operating tempera-
tures and battery type).

[0245] Passive RFID tags operate without a separate exter-
nal power source and obtain operating power generated from
the reader. Passive tags are consequently much lighter than
active tags, less expensive, and offer a virtually unlimited
operational lifetime. The trade off is that they have shorter
read ranges than active tags and require a higher-powered
reader. Read-only tags are typically passive and are pro-
grammed with a unique set of data (usually 32 to 128 bits) that
cannot be modified. Read-only tags most often operate as a
license plate into a database, in the same way as linear bar-
codes reference a database containing modifiable product-
specific information.

[0246] RFID systems are also distinguished by their fre-
quency ranges. Low-frequency (30 KHz to 500 KHz) systems
have short reading ranges and lower system costs. They are
most commonly used in security access, asset tracking, and
animal identification applications. High-frequency (850
MHz to 950 MHz and 2.4 GHz to 2.5 GHz) systems, offering
long read ranges (greater than 90 feet) and high reading
speeds, are used for such applications as railroad car tracking
and automated toll collection. However, the higher perfor-
mance of high-frequency RFID systems incurs higher system
costs.

[0247] Developments in RFID technology continue to
yield larger memory capacities, wider reading ranges, and
faster processing. It is highly unlikely that the technology will
ultimately replace barcode—even with the inevitable reduc-
tion in raw materials coupled with economies of scale, the
integrated circuit in an RF tag will never be as cost-effective
as abarcode label. However, RFID will continue to grow in its
established niches where barcode or other optical technolo-
gies are not effective. If some standards commonality is
achieved—whereby RFID equipment from different manu-
facturers can be used interchangeably—the market will very
likely grow exponentially.

Attributes of RFID Technology
Frequency

[0248] Three frequency ranges are generally distinguished
for RFID systems, low, intermediate (medium) and high. The
following table summarizes these three frequency ranges,
along with the typical system characteristics and examples of
major areas of application.
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Frequency Bands and Applications

Frequency Band  Operating Principle Characteristics Typical Applications
Low Magnetic Induction Short to medium read  Access control
100-500 kHz range Animal identification
Inexpensive Inventory control
low reading speed
Intermediate Magnetic Induction Short to medium read  Access control
10-15 MHz range Smart cards
potentially inexpensive
medium reading speed
High Electro-magnetic wave Long read range Railroad car monitoring
850-950 MHz propagation High reading speed Toll collection systems
2.4-5.8 GHz Line of sight required
Expensive
[0249] A degree of uniformity is being sought for carrier

frequency usage, through three regulatory areas, Europe and
Africa (Region 1), North and South America (Region 2) and
Far East and Australia (Region 3). Each country manages
their frequency allocations within the guidelines set out by the
three regions. Unfortunately, there has been little or no con-
sistency over time with the allocation of frequency, and so
there are very few frequencies that are available on a global
basis for the technology. This will change with time, as coun-
tries are required to try to achieve some uniformity by the year
2010.

[0250] Three carrier frequencies receiving early attention
as representative of the low, intermediate and high ranges are

125 kHz, 13.56 MHz and 2.45 GHz. However, there are eight
frequency bands in use around the world, for RFID applica-
tions. The applications using these frequency bands are listed
in Table 2.

[0251] Not all of the countries in the world have access to
all of the frequency bands listed above, as some countries
have assigned these bands to other users. Within each country
and within each frequency range there are specific regulations
that govern the use of the frequency. These regulations may
apply to power levels and interference as well as frequency
tolerances.

TABLE 2

Frequency Bands and Applications

Frequency
range

Applications and comments

Less than 135 kHz

1.95 MHz, 3.25 MHz,

4.75 MHz, and 8.2 MHz
Approx. 13 MHz, 13.56 MHz

Approx. 27 MHz
430-460 MHz
902-916 MHz

918-926 MHz
2350-2450 MHz

5400-6800 MHz

A wide range of products available to suit a range of applications,

including animal tagging, access control and track and traceability.
Transponder systems which operate in this band do not need to be
licensed in many countries.

Electronic article surveillance (EAS) systems used in retail stores

EAS systems and ISM (Industrial, Scientific and Medical)

ISM applications

ISM applications specifically in Region 1

ISM applications specifically in Region 2. In the USA this band is
well organized with many different types of applications with
different levels of priorities. This includes Railcar and Toll road
applications. The band has been divided into narrow band sources
and wide band (spread spectrum type) sources. In Region 1 the
same frequencies are used by the GSM telephone network.

RFID in Australia for transmitters with EIRP less than 1 watt

A recognized ISM band in most parts of the world. IEEE 802.11
recognizes this band as acceptable for RF communications and
both spread spectrum and narrow band systems are in use.

This band is allocated for future use.

The FCC have been requested to provide a spectrum allocation of
75 MHz in the 5.85-5.925 GHz band for Intelligent Transportation
Services use.

In France the TIS system is based on the proposed European pre-
standard (preENV) for vehicle to roadside communications
communicating with the roadside via microwave beacons operating
at 5.8 GHz.
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Pros and Cons of Three Different Frequencies

[0252] <150kHz (125 kHz & 134 kHz)

Advantages:

[0253] Uses normal CMOS processing—basic and ubiq-
uitous
[0254] Relative freedom from regulatory limitations
[0255] Well suited for applications requiring reading
small amounts of data at slow speeds and minimal dis-
tances
[0256] Penetrates materials well (water, tissue, wood,
aluminum)
[0257] Disadvantages:
[0258] Does not penetrate or transmit around metals
(iron, steel)
[0259] Handles only small amounts of data
[0260] Slow read speeds
[0261] Large Antennas—compared to higher frequen-
cies
[0262] Minimal Range
[0263] Tag construction:
[0264] is thicker (than 13.56 MHz)
[0265] is more expensive (than 13.56 MHz)
[0266] more complex (requires more turns of the induc-
tion coil)
[0267] 13.56 MHz
[0268] Advantages
[0269] Uses normal CMOS processing—basic and ubiq-
uitous
[0270] Well suited for applications requiring reading
small amounts of data and minimal distances
[0271] Penetrates water/tissue well
[0272] Simpler antenna design (fewer turns of the coil);
lower costs to build
[0273] Higher data rate (than 125 kHz—but slower than
higher MHz systems)
[0274] Thinner tag construction (than 125 kHz)
[0275] Disadvantages
[0276] Government regulated frequency
[0277] (U.S. versus Europe)
[0278] Does not penetrate or transmit around metals
[0279] (unless very thick)
[0280] Large Antennas (compared to higher frequencies)
[0281] Larger tag size than higher frequencies
[0282] Tag construction: requires more than one surface
to complete a circuit
[0283] Minimal Range
[0284] >400 MHz <1 GHz
[0285] Advantages
[0286] Effective around metals
[0287] Best available frequency for distances of >lm
[0288] Tag size smaller than 13.56 MHz
[0289] Smaller antennas
[0290] Range: licensed to 20-40" with reasonable sized
tag (stamp to eraser size)
[0291] Good non-line-of-sight communication (except
for conductive, “lossy” materials)
[0292] High data rate; Large amounts of Data
[0293] Controlled read zone (through antenna direction-
ality)
[0294] >400 MHz <1 GHz
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[0295] Disadvantages

[0296] Does not penetrate water/tissue

[0297] Regulatory issues (not available in many coun-
tries)

[0298] Regulatory issues in Europe (similar band ~869
MHz requires dual-freq chip)

[0299] DSI III recommends 862 to 870 MHz in the EU,
may not be available elsewhere

Range

[0300] The range that can be achieved in an RFID system is
essentially determined by:
[0301] The power available at the reader/interrogator to
communicate with the tag(s)
[0302] The power available within the tag to respond
[0303] The environmental conditions and structures, the
former being more significant at higher frequencies
including signal to noise ratio
[0304] The frequency
[0305] Although thelevel of available power is the primary
determinant of range the manner and efficiency in which that
power is deployed also influences the range. The field or wave
delivered from an antenna extends into the space surrounding
it and its strength diminishes with respect to distance. The
antenna design will determine the shape of the field or propa-
gation wave delivered, so that range will also be influenced by
the angle subtended between the tag and antenna.
[0306] The impact of frequency on Range is tabulated

below:
TABLE 3
Frequency Band and Range
Frequency Band Range
Low Short to medium read range
100-500 kHz Inexpensive
low reading speed
Intermediate Short to medium read range
10-15 MHz potentially inexpensive
medium reading speed
High Long read range
850-950 MHz High reading speed
2.4-5.8 GHz Line of sight required
Expensive

Environmental Factors
RFID Characteristics and Effects of Environmental Factors

[0307] FIG. 17 is atable 1700 from http:www.omron.com/
card/rfid/faq/004 .htm listing characteristics of various types
of RFID systems that can be used with embodiments of the
present invention.

Environmental Electrical Noise

[0308] Ifthereis environmental electrical noise (RFI)in the
location of the Antenna system, some reduction in the read
performance may result. This RFI could be caused by:
[0309] a) Other transmitters in the location
[0310] D) Inverters on drives and motors
[0311] c¢) Electrical noise generated by moving equip-
ment such as conveyors
[0312] d) Noise associated with the power supply, espe-
cially Switched Mode Power
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[0313] Supplies.

[0314] Shielding the antenna is often an effective way to
reduce or overcome such issues. This has benefits because it
not only stops the RFI but it also stops any interference
generated by the Reader affecting other equipment. The
shield also stops transponders (XP), which are not in the read
zone from being read. A shield also allows higher power
levels to be used and still keep within the regulatory limits.

Preferred RFID Systems

[0315] Floor mounted systems are preferred because they
do not pose any aesthetic restrictions for a BM establishment.
In addition, since the RFID card will be carried primarily in
wallets and purses their distance from the floor should not
exceed 1 meter in most cases—1.5 meter read range should be
more than adequate, and can be achieved by placing two 0.75
meter read range antennas at opposite sides of a doorway.
[0316] Passive Tags may be used to eliminate the need for
customers to replace batteries on an active tag.

[0317] Alongrangecontactless 13.56 MHz RF coupler can
be used. The preferred long range coupler is designed to
provide long distance communication between the host and a
range of contactless chips, including INSIDE’s PicoTag and
any other ISO 15693 compliant product. Preferred general
specifications of the coupler are:

[0318] Operating frequency 13.56 MHz

[0319] Operating temp®-20° C. to +70° C.

[0320] Physical dimensions 150x160 mm

[0321] Operating distance up to 150 cm (Depending on

the type of transponder and antenna)

[0322] Interfaces

[0323] Host interfaces RS232/RS485

[0324] Baud rate Default 9600 bps

[0325] (up to 115.2K bps)

[0326] Supported ISO 15693 contactless standards
[0327] The Read/Write Antennas, such as the HS500-Se-

ries Read/Write Antennas, provide an interface between a
Read/Write RFID Controller and the data in the HS-Series
Read/Write Tags. The antennas can transfer data at about
3000 bytes per second. Most importantly these tags can read/
write data through virtually any non-conductive material and
are unaffected by paint, dust, dirt and solvents. The compact
size and long range of the antenna makes it ideal for use in
commercial settings, where space is at a premium.
[0328] While various embodiments have been described
above, it should be understood that they have been presented
by way of example only, and not limitation. Thus, the breadth
and scope of a preferred embodiment should not be limited by
any of the above-described exemplary embodiments, but
should be defined only in accordance with the following
claims and their equivalents.
1. A computer implemented method of marketing to a
customer of a business establishment, the method performed
by a computer system, the method comprising:
detecting an interaction of the customer with a website
associated with the business establishment, and storing a
website event based on the detected interaction;

detecting a presence of the customer within the business
establishment by virtue of a wireless device carried by
the customer;

determining an identity of the customer based on the cus-

tomer’s wireless device;

storing a plurality of wirelessly tracked events of the cus-

tomer within the business establishment including a
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detected customer interaction with at least one product,
the plurality of tracked events occurring before a pur-
chase transaction by the customer at a point of sale
device; and

determining prior to the purchase transaction a marketing
message for the identified customer based on the tracked
events.

2. The method of claim 1, wherein determining the mar-
keting message comprises:

determining the marketing message using customer pref-
erences of the customer.

3. The method of claim 1, wherein determining a marketing
message comprises:

determining an incentive to provide to the customer prior to
the purchase transaction using a profile of the customer,
the profile including the stored website event.

4. The method of claim 3, further comprising:

wirelessly detecting the customer at the point of sale device
based the presence of the wireless device carried by the
customer being proximate to the point of sale device;
and

providing the incentive to the customer at the point of sale
device.

5. The method of claim 3, further comprising sending the
incentive to the customer on the customer’s portable device.

6. The method of claim 1, wherein determining a marketing
message comprises:

determining the marketing message using a preference of
the customer, wherein the preference of the customer is
stored in the customer profile.

7. The method of claim 6, wherein the preference of the
customer is a preferred product type.

8. The method of claim 6, wherein the preference of the
customer is a preferred product characteristic.

9. The method of claim 6, wherein the preference of the
customer is a preferred level of service.

10. The method of claim 6, wherein the preference of the
customer is a preferred engagement level.

11. The method of claim 1, wherein determining the mar-
keting message comprises retrieving a customer profile.

12. The method of claim 11, wherein the customer profile
includes a status of the customer and the status of the cus-
tomer is based on both the stored wirelessly tracked events
and the website event.

13. The method of claim 11, wherein the customer profile
includes an average amount of time the customer spends in
the business establishment, based upon the wirelessly tracked
events.

14. The method of claim 11, wherein the customer profile
includes a department of the business establishment that the
customer is most likely to visit, based upon the wirelessly
tracked events.

15. The method of claim 1, wherein the marketing message
includes a description of a product which was part of a pre-
vious interaction of the customer with the website associated
with the business establishment.

16. The method of claim 1, wherein the marketing message
includes at least one product or service to cross sell to the
customer.
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17. The method of claim 1, wherein the marketing message
is sent directly to a mobile device of the customer.

18. The method of claim 1, further comprising:

determining, based upon the wirelessly tracked events, an

area of the business establishment in which the customer
was present;

determining at least one product associated with the deter-

mined area; and

including in the marketing message the at least one product

to cross sell to the customer.

19. The method of claim 1, wherein wirelessly detecting
within the business establishment the wireless device carried
by the customer further comprises:

wirelessly detecting the wireless device within an entrance

area of the business establishment.

20. The method of claim 1, wherein wirelessly detecting
the customer’s interactions with at least one product com-
prises:

wirelessly detecting the customer’s wireless device within

predetermined locations within the business establish-
ment.

21. The method of claim 1, wherein wirelessly detecting
the customer’s interactions with at least one product com-
prises:

determining a particular department of the business estab-

lishment that the customer is in based upon a location of
awireless reader in the particular department reading the
customer’s wireless device.

22. The method of claim 1, further comprising:

determining an amount of time spent by the customer in a

single area of the business establishment based upon an
amount of time the customer’s wireless device is proxi-
mate to at least one wireless reader within the single
area; and

responsive to the amount of time exceeding a threshold,

sending a marketing message to the customer.

23. The method of claim 1, further comprising:

determining an average amount of time spent by the cus-

tomer in the business establishment based upon an
amount of time the customer’s wireless device is present
within the business establishment; and

responsive an amount of time of a current visit of the

customer to the business establishment exceeding a pre-
determined percentage of the average time, sending the
marketing message to the customer.

24. The method of claim 1, wherein wirelessly detecting
the customer’s interactions with at least one product com-
prises:

determining whether the customer is near the point of sale

device, based upon the customer’s wireless device being
proximate a wireless reader at the point of sale device.

25. The method of claim 1, wherein the customer’s wireless
device is a financial institution card carried by the customer.

26. The method of claim 1, wherein the customer’s wireless
device is a smart card carried by the customer.

27.The method of claim 1, wherein the customer’s wireless
device is a mobile phone carried by the customer.

28. The method of claim 1, wherein the customer’s wireless
device is an RFID tag carried by the customer.

29. The method of claim 1, wherein wirelessly detecting
the customer’s interactions with at least one product occurs
without requiring a line of sight between a wireless system
and the customer’s wireless device.
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30. The method of claim 1, wherein determining an identity
of the customer further comprises:

determining a status of the customer on a tiered scale, and

wherein the marketing message is determined based at

least in part on the status of the customer, and the status
is based upon at least the website event.

31. The method of claim 30, wherein wirelessly detecting
the customer’s interactions with at least one product com-
prises:

wirelessly detecting the customer’s wireless device using a

wireless reader proximate to the at least one product.

32. The method of claim 1, wherein the marketing message
includes an image of the customer.

33. The method of claim 1, wherein the marketing message
includes a probable location of the customer based on the
wirelessly tracked events associated with the customer.

34. The method of claim 33, wherein the marketing mes-
sage includes an indicator of a physical location of the cus-
tomer within the business establishment.

35. The method of claim 1, further comprising updating a
history of the customer based on the wirelessly tracked events
of the customer within the business establishment.

36. The method of claim 1, further comprising:

selecting product information based at least on a customer

history of the customer;

determining a location of the customer within the business

establishment; and

outputting the product information on an output device

near the location of the customer.

37. The method of claim 1, further comprising:

determining a location of the customer within the business

establishment;

selecting product information based at least on the location

of the customer within the business establishment and a
tracked event of the customer; and

outputting the product information on an output device

near the location of the customer.

38. The method of claim 1, further comprising:

determining at least one product potentially viewed by the

customer within the business establishment; and
associating the customer with the determined products.

39. The method of claim 1, further comprising:

receiving feedback from the customer; and

storing the feedback in association with a customer history

of the customer, for use in creating a future marketing
message.

40. The method of claim 1, further comprising:

determining a frequency of transactions of the customer

with the business establishment for at least one of a type
of product, or a specific product.

41. The method of claim 1, further comprising:

determining a purchase history of the customer based on

prior transactions of the customer with the business
establishment.

42. The method of claim 1, further comprising:

determining an average length of a visit of the customer to

the business establishment based on the tracked events.

43. A computer implemented method of managing a busi-
ness establishment, the method performed by a computer
system, the method comprising:

detecting a transaction of a customer with a website asso-

ciated with the business establishment, and storing a
website event based on the detected transaction;
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wirelessly detecting within the business establishment a

wireless device carried by the customer;

wirelessly tracking locations of the customer within the

business establishment by tracking the customer’s wire-
less transponder;

determining, prior to a purchase transaction by the cus-

tomer, an identity of the customer based on the wireless
device carried by the customer;

identifying, prior to the purchase transaction, the customer

as having a preferred status with the business establish-
ment, the preferred status based on at least the website
event of the customer and prior transactions of the cus-
tomer within the business establishment;

determining, prior to the purchase transaction, a marketing

message specific to the identified customer based on the
preferred status; and

outputting the marketing message.

44. The method of claim 43, further comprising:

displaying a representation of the location of the preferred

status customer within the business establishment.
45. A computer-implemented method for using informa-
tion about a prior customer interaction relating with a busi-
ness establishment, the method performed by a computer
system, the method comprising:
identifying prior to a customer entering the business estab-
lishment, the customer performing an interaction with a
website associated with the business establishment;

storing, prior to the customer entering the business estab-
lishment, information about the detected interaction in a
customer history;

wirelessly detecting within the business establishment a

wireless device carried by the customer;

determining an identity of the customer based on the cus-

tomer’s wireless device, and retrieving the customer his-
tory; and

determining a marketing message specific to the customer

that is based upon the stored information about custom-
er’s prior interaction with the website.

46. The method of claim 45, wherein the marketing mes-
sage includes a description of the product information viewed
by the customer during the interaction of the customer with
the website.

47. A method for managing a customer in a business estab-
lishment, the method comprising:

detecting an interaction of the customer with a website

associated with the business establishment;

storing an event based on the detected interaction in a

profile of the customer in a customer relationship man-
agement system,;

identifying the customer upon entry into a predefined area

of a business establishment by wirelessly detecting a
wireless device carried by the customer;
initiating in the customer relationship management system
a session upon identifying the customer;

wirelessly tracking a location of the customer within the
predefined area by tracking movement of the customer’s
wireless device;
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storing in the customer’s profile in the customer relation-
ship management system events descriptive of the cus-
tomer’s actions within the business establishment during
the session; and

terminating in the customer relationship management sys-
tem the session upon detecting that the customer exits
from the business establishment.

48. A system for management customer interactions in a

business establishment, the system comprising:

a wireless device capable of being identified by a wireless
system, the wireless device configured for being carried
by a customer;

a wireless system operating in the business establishment,
for wirelessly detecting the wireless device within the
business establishment, and providing location informa-
tion of the wireless device within the business establish-
ment and an identity of the wireless device;

a computing system configured to store a customer profile,
the customer profile including a status level of the cus-
tomer;

the computing system further coupled to the wireless sys-
tem for receiving the location information and identity
of the wireless device, retrieving the customer profile
associated with the identity of the wireless device, track-
ing the locations of the wireless device, and updating the
customer profile with events related to the tracked loca-
tions of the wireless device;

a profiler for generating a marketing message based on the
customer profile including the status level of the cus-
tomer; and

an output system for outputting the marketing message to
the customer.

49. The system of claim 48, wherein the wireless device is

a smart card carried by the customer.

50. The system of claim 48, wherein the wireless device is
a mobile device carried by the customer.

51. The system of claim 48, wherein the wireless device is
an RFID tag carried by the customer.

52. The system of claim 51, wherein the RFID tag operates
at a frequency of 125 KHz.

53. The system of claim 51, wherein the RFID tag operates
at a frequency of 13.56 MHz.

54. The system of claim 51, wherein the RFID tag operates
at a frequency range of 430 to 460 MHz.

55. The system of claim 51, wherein the RFID tag operates
at a frequency range of 850 to 950 MHz.

56. The system of claim 51, wherein the RFID tag operates
at a frequency range of 2350 to 2450 MHz.

57. The system of claim 48, wherein the wireless system
comprises a plurality of wireless readers distributed through-
out the business establishment, the wireless readers for track-
ing physical movement of the wireless device.

58. The system of claim 48, wherein the output system
further outputs product information, the product information
based at least in part on the marketing message.
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