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(57)  Adonative coupon, used in a cause promotion,
which utilizes a gift code to enable the coupon's total
redemptive value to be split between a unique consumer
discount and a contribution to a sponsoring cause. A
system and method for processing the donative coupon
of the present invention to capture an encoded address

Donative coupon for use in cause promotions and a system and method for administering

table to capture promotion information. Such promotion
information is used to calculate and direct the appropri-
ate contribution to the sponsoring cause and to bill the
sponsoring manufacturers accordingly. This captured
promotion information is also used to analyze the pro-
motion, including its effectiveness and other informa-
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Description
DESCRIPTION

[0001] The presentinventionrelatesingeneralto cou-
pon-based product promotions, and in particular to cou-
pon-based product promotions for cause promotions.

BACKGROUND OF THE INVENTION

[0002] Numerous causes exist throughout the world.
These causes face the daunting task of raising funds,
often in competition with one another, as efficiently and
effectively as possible with minimal administrative
costs. To achieve these goals, these causes have em-
ployed various methods to solicit contributions. These
methods enjoy varying degrees of success.

[0003] The area of coupon product promotions is a
potentially lucrative funding source that has been left rel-
atively unexploited. Since the mid-90's, manufacturers
have been distributing product promotion coupons at a
rate of over 200 billion per year, and consumers have
been responding in kind, redeeming coupons at a rate
of over 5 billion per year. This market has been left vir-
tually unexploited for cause funding primarily because
there are no effective methods for raising funds through
promotional coupons.

[0004] In standard coupon product promotions, the
customer selects a coupon for use and subsequently,
redeems the coupon for the full face value of the coupon
(or for some other special offering—e.g., buy one, get
one free). There is presently no commercially imple-
mented method to direct a portion of this redemptive
coupon value to a cause. Accordingly, a need exists for
a donative instrument, that can be handled and proc-
essed similar to a regular promotional coupon, in which
a majority of the redemptive value of the donative instru-
ment Is directed to a sponsoring cause.

SUMMARY OF THE INVENTION

[0005] The present invention provides a coupon that
can be used by causes to effectively derive contributions
or donations from coupon product promotions. The
present invention further provides a system and method
for administering such cause promotions. The donative
coupons of the present invention use a unique consum-
er discount value of ten cents (10¢) to distinguish them-
selves from other promotional coupons. This unique
consumer discount value is encoded in the value code
of the UPC on the coupon. It is also printed on the face
of the coupon. This unique consumer discount value en-
ables consumers to easily recognize these coupons as
donative coupons and facilitates the segregation of
these coupons, visually and mechanically, during
processing. The donative coupon may also include oth-
er distinctive markings. The donative coupon may: (i)
incorporate the logo of a sponsoring cause (e.g., the
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Red Cross): (ii) incorporate a unique donative coupon
logo; and (iii) provide messages to the consumer ex-
plaining the charitable nature of the coupon.

[0006] The donative coupon of the present invention
also includes a unique gift code which encodes a data
table address. The data table address links to a data
table which stores information pertinent to the promo-
tion. The data table can store basic information or base
code information, which includes an identification of the
sponsoring cause, an identification of the sponsoring
manufacturers and a designation of the donative value
of the coupon. The data table can also store additional
information or enhanced gift code information, which
may include identification of the coupon distribution re-
gion, specific targeted household information or partic-
ipating retailer information.

[0007] The present invention also provides a system
and method for processing the donative coupons. The
system and method of the present invention employs
the highly developed and efficient technologies and in-
frastructure already in place for redeeming, handling
and processing regular promotional coupons. This
makes the use and handling of donative coupons con-
sumer, retailer and manufacturer friendly. The system
and method of the present invention splits the total re-
demptive value of the donative coupon into a consumer
discount value that is credited to the consumer at the
time of purchase and a donative value that is contributed
to the cause sponsoring the promotion. A cause promo-
tion management center scans each of the redeemed
donative coupons to capture the encoded data table ad-
dress and capture the information stored at that data ta-
ble location. The cause promotion management center
uses this captured information to determine the amount
of donations and, accordingly, the amount of money the
sponsoring manufacturers owe the sponsoring cause.
The cause promotion management center also uses this
captured information to analyze and report on various
aspects of the promotion, including promotion effective-
ness.

[0008] Itis therefore an object of the presentinvention
to provide a donative coupon that may be redeemed ac-
cording to standard coupon redemption practices with
at least a portion of the coupon's value contributed to a
cause.

[0009] Itis a further object of the present invention to
provide a system and method for processing such do-
native coupons.

[0010] Other objects, features and advantages of the
present invention will be apparent from the following de-
tailed disclosure, taken in conjunction with the accom-
panying sheets of drawings, wherein like reference nu-
merals refer to like parts or processes.
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DESCRIPTION OF THE DRAWINGS
[0011]

Fig. 1A is a top plan view of a donative coupon of
the present invention having a one-dimensional bar
code gift code:

Fig. 1B is a top plan view of a donative coupon of
the present invention having a two-dimensional bar
code gift code;

Fig. 2 is an enlarged top plan view of a UPC code
of the donative coupon illustrated in Figs. 1A and
1B;

Fig. 3Ais an enlarged top plan view of a one-dimen-
sional bar code gift code of the donative coupon il-
lustrated in Fig. 1A;

Fig. 3B is an illustration of a master data table for
use with a one-dimensional bar code gift code:
Fig. 4Ais an enlarged top plan view of a two-dimen-
sional bar code gift code of the donative coupon il-
lustrated in Fig. 1B;

Fig. 4B is an illustration of a master data table for
use with a two-dimensional bar code gift code;
Fig. 5 is a schematic illustration of the system and
method of the present invention for administering
cause promotions;

Fig. 5A is a schematic illustration of the process of
establishing a cause promotion;

Fig. 5B is a schematic illustration of the method em-
ployed by a cause promotion clearinghouse in ac-
cordance with the present invention; and

Fig. 5C is an illustration of cause promotion man-
agement center host computer and a donative cou-
pon processing station.

DETAILED DESCRIPTION OF THE INVENTION
Donative Coupon Description

[0012] Referring now to the drawings and particularly
to Figs. 1A and 1B, a donative coupon 12 of the present
invention is shown. The donative coupon 12 is formed
from an inexpensive material, such as paper, which acts
as a substrate for a number of indicia, markings, identi-
fiers and codes which identify the purpose and value of
the coupon 12 and aid in processing the coupon 12. The
donative coupon 12 includes product identifiers 14
which identify the promoted product. The donative cou-
pon 12 also preferably includes sponsoring cause iden-
tifiers 16, which identify the cause sponsoring the pro-
motion, and donative coupon identifiers 18, such as a
logo, which signify that these coupons are unique dona-
tive coupons and not regular promotional coupons.

[0013] The donative coupon 12 may also include cou-
pon expiration information 20, a retailer message 26, a
consumer message 28, consumer discount value iden-
tifiers 30 and a number of promotional information state-
ments 32. The retailer message 26 includes handling
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and processing information for the retailers benefit. The
consumer message 28 includes an explanation of the
purpose and function of the cause promotion. The con-
sumer discount value identifiers 30, some of which are
included in the promotional information statements 32,
designate the amount the consumer will save on his or
her purchase when the coupon 12 is redeemed. This
redeemed amount is the consumer discount value of the
coupon 12. The promotional information statements 32
further identify the sponsoring cause and designate the
amount of the coupon's total value which will be donated
to the sponsoring cause. This donated amount is the do-
native value of the coupon 12 and is indicated on the
coupon 12 by a donative value identifier 34. The state-
ments, messages and logos depicted in Figs. 1A and
1B are preferable, but not required for the present in-
vention, and may be modified or substituted as required
by the specific promotion.

[0014] The donative coupon 12 also includes several
codes. The donative coupon 12 includes a standard Uni-
versal Product Code (UPC) 24 and a gift code 22. The
gift code 22, as explained below, may be coded using a
one-dimensional bar code symbology, such as an Inter-
leaf 2 of 5 code, (Fig. 1A) or may be coded using a two-
dimensional bar code symbology, such as an Aztec
code, (Fig. 1B).

[0015] The preferred consumer discount value of the
present invention is ten cents (10¢). The ten cent (10¢)
consumer discount value 30, seen visually by the con-
sumer as the consumer discount value identifiers 30,
corresponds to a code, called a value code 50 (Fig. 2),
inthe UPC 24. This "10" value code 50 provides the con-
sumer a ten cent (10¢) discount when he or she re-
deems the coupon 12. A"10" value code 50 is preferred
for the donative coupon 12 because it is the least fre-
quently used coupon value and, under current UPC con-
ventions, is the lowest value that can be accepted and
processed by a retailer. It is preferable to use a value
code 50 such as "10" that has a low population density
among promotional coupons because such a low pop-
ulation density makes donative coupons 12 unique and,
over time, consumers will identify unique ten cent (10¢)
value coupons as being the special donative coupons
12 of the present invention. Although a donative coupon
12 having a value of ten cents (10¢) is desirable, it is
foreseeable that another value may be selected based
on a number of circumstances. The other unique dona-
tive coupon markings also help make the donative cou-
pon 12 easily recognizable and distinguishable. Such
markings include the donative coupon logo 18, the pro-
motional information statements 32, the retailer mes-
sage 26, the consumer message 28 and the sponsoring
cause identifiers 16. These markings co-act to brand the
donative coupons 12 as unique cause promotion cou-
pons.

[0016] Referringto Fig. 2, the UPC 24 encodes stand-
ardized product and coupon information. The UPC 24
employs a conventional bar code symbology used by
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manufacturers of consumer products. The first digit 44
of the UPC 24 is a number system character (NSC). All
coupons have an NSC number "5" which indicates to
the scanner that the item being scanned is a coupon
rather than a product. The next five digit group 46 of the
UPC 24 is known as the manufacturer identification
number (MIN). The MIN 46 identifies the manufacturer
of the promoted product. The next five digit group iden-
tifies two distinct pieces of information. The first three
digits are the family code 48. and the final two digits are
the previously discussed value code 50. The family code
48 identifies a "family" of products that the coupon can
be redeemed for. The "family" of products may include
different sizes, colors, flavors or other forms of the pro-
moted product. The value code 50 designates the re-
demption value of the coupon to the consumer.

[0017] Upon scanning at checkout, the scanner reads
the value code 50, and the retail store point-of-sale
("POS") system finds this code in a database of stand-
ardized UPC value codes. The POS system then dis-
counts the consumer's purchase according to the locat-
ed UPC value code data. The coupon value code 50
may correlate directly with the discount given to the con-
sumer (e.g., the donative coupon value code of "10"
gives the consumer a ten cent (10¢) discount on the pur-
chase price) or, due to the inherent limitations of a two
digit code system, the value code 50 may indirectly rep-
resent the coupon's value (e.g., a value code 50 of "88"
represents a $3.25 discount on the purchase price).
[0018] The final digit of the UPC 24 is a check digit
52. The check digit 52 verifies that the UPC 24 has been
read properly by the scanner. The UPC 24 may also in-
clude an EAN-128 coupon extension code. An EAN-128
coupon extension code may encode additional product
promotion information, including a promotion offer code,
which links the coupon to a specific promotion, an expi-
ration date code and specific household information
about a targeted household.

[0019] The gift code 22 encodes a data table address.
The data table address links to a data table which stores
information pertinent to the promotion at that address.
As depicted in Figs. 3A and 4A, respectively, the gift
code 22 may be formatted as a base code 56 or as an
enhanced gift code 120. The base code 56 utilizes a
one-dimensional bar code symbology and can only en-
code a relatively small address, on the order of six to
seven digits. As a result of the limited amount of permu-
tations of six to seven digit addresses that can be gen-
erated, a promotion data table that is linked to a base
code address can only store a minimal amount of infor-
mation about a given cause promotion. Usually a base
code data table only stores an identification of the spon-
soring cause, an identification of the sponsoring manu-
facturer and a designation of the donative value of the
coupon.

[0020] The enhanced gift code 120, on the other
hand, utilizes a two-dimensional bar code symbology
and can encode a significantly longer address, on the
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order of twenty-six digits. An address code on the order
of twenty-six digits can generate a substantial number
of address permutations. As such, a promotion data ta-
ble that is linked to an enhanced gift code 22 can store
a significant amount of information about a given cause
promotion, considerably more than a base code data ta-
ble. An enhanced gift code data table can store all of the
information included in a base code data table and any
other information that the sponsoring cause or the spon-
soring manufacturer believes is important, including
identification of the region in which the coupons were
distributed, specific targeted household information or
participating retailer information.

[0021] Referring now to Fig. 3A, the base code 56 is
preferably a seven digit one-dimensional bar code,
which includes a six-digit visual code 68. The base code
56 is a non-representative code that encodes an ad-
dress for a master base code data table 54 (Fig. 3B).
The base code 56 is non-representative because the
visual code 68 that the customer sees does not directly
represent the values encoded within the code. In con-
trast, the value code 50 of the UPC 24 is a representa-
tive code because the value code that the consumer
sees. "10," directly corresponds to a ten cent (10¢) dis-
count. As discussed below, the base code 56 and the
master base code data table 54 are generated by a
cause promotion management center 78 when the pro-
motion is established.

[0022] The first six digits encoded in the base code
56 encode an address 58 which is stored in the master
base code data table 54 (Fig. 3B). The seventh digit en-
coded in the base code 56 is a check digit 60 for the
base code 56. The base code 56 may be coded with any
one of a number of one-dimensional bar code symbol-
ogies, including Interleaf 2 of 5 and Code 39. In the pre-
ferred embodiment, as depicted in Fig. 3A, an Interleaf
2 of 5 bar code symbology is used to code the base code
56. Interleaf 2 of 5 is desired because it requires rela-
tively less stringent printing tolerances than other one-
dimensional bar code symbologies and is readily auto
discriminated.

[0023] Turning to Fig. 3B, the master base code data
table 54 is a relational database and contains informa-
tion identifying the cause sponsoring the promotion, as
indicated in column 62, information identifying the man-
ufacturer sponsoring the promotion, as indicated in col-
umn 64 and information Indicating the donative value of
the coupon 12, as indicated in column 66. The donative
value indicated in the master base code data table 54
corresponds to the donative value identifiers 34 printed
on the face of the coupon 12. The donative value listed
in the master base code data table 54 is ultimately the
amount of money that is contributed to the cause spon-
soring the promotion. In this embodiment, the donative
value of the coupon 12 is ninety cents (90¢) as illustrated
in Fig. 1A and as indicated at address location 000001,
block 66 in Fig. 3B. Since the total redemptive value of
a donative coupon 12 is the total of the consumer dis-
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count value (encoded in the UPC 24) and the donative
value (encoded in the base code 56), the total redemp-
tive value of the donative coupon 12 of the present em-
bodiment is one dollar ($1.00) (i.e., 90¢ (donative value)
+ 10¢ (consumer discount value)).

[0024] Referring now to Fig. 4A, the enhanced gift
code 120 is preferably a twenty-seven digit two-dimen-
sional bar code. Similar to the base code 56, the en-
hanced gift code 120 is a non-representative code that
encodes an address to a master enhanced gift code da-
ta table 122 (Fig. 4B). The enhanced gift code 120 and
the master enhanced gift code data table 122, similar to
the base code 56 and the master base code data table
54, are generated by the cause promotion management
center 78 when the promotion is established.

[0025] The first twenty-six digits of the enhanced gift
code 120 encode an address 124 which is stored in the
master enhanced gift code data table 122 (Fig. 4B). The
twenty-seventh digit encoded in the enhanced gift code
120 is a check digit 126 for the enhanced gift code 126.
The enhanced gift code 120 may be coded with any one
of a number of two-dimensional bar code symbologies.
In the preferred embodiment, as depicted in Fig. 4A, an
Aztec bar code symbology is used to code the enhanced
gift code 120.

[0026] Turning to Fig. 4B, the master enhanced gift
code data table 122 is also a relational database and
contains all of the information in the master base code
data table 54 plus any other information that any of the
sponsoring entities want to collect, including information
identifying the region in which the coupons 12 were dis-
tributed, as indicated in column 130, information about
a targeted household, as indicated in column 132 and
information about any retailer participating in the promo-
tion, as indicated in column 134. As with the master base
code data table 54, the donative value indicated in the
master enhanced gift code data table 122 corresponds
to the donative value identifier 34 printed on the face of
the coupon 12.

[0027] The type of information that may be stored in
the master enhanced gift code data table 122 for a given
promotion is, to a certain extent, dependent on what
type of coupon distribution method is used. For in-
stance, if the donative coupons 12 are distributed by a
free-standing insert ("FSI") in a Sunday newspaper,
then the sponsoring entities can specify a coupon dis-
tribution region, but they cannot target individual house-
holds. As such, the master enhanced gift code data ta-
ble 122 can store the FSI coupon distribution region in
column 130, but since the promotion sponsors have no
control over where the coupons eventually end up, they
are unable to store specific household information in the
master enhanced gift code data table 122 for that pro-
motion.

[0028] If the entities sponsoring the promotion desire
to target specific households, the donative coupons 12
can be distributed by direct mail. The list of targeted
households can come from a number of sources and
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can be based on a number of criteria. Often times, the
sponsoring cause will have a database of previous do-
nors, and this list can be used to form the targeted
household list. For targeted household-type promo-
tions, information about each individual targeted house-
hold is entered into the master enhanced gift code data
table 122 as indicated in column 132. Such stored tar-
geted household information is not limited to the name
and address of the targeted household as depicted in
Fig. 4B. Any information about the targeted household
that the sponsoring entities know and desire to collect
about a targeted household may be entered into this da-
tabase. This database may even be linked to another
database which contains even more information about
a specific targeted household.

Promotion Establishment

[0029] Referring now to Figs. 5 and 5A, and specifi-
cally block 70, the first step in the cause promotion proc-
ess is establishing a specific cause promotion. As
shown in Fig. 5A, four entities are primarily responsible
for creating a cause promotion, including a promotion
marketer 72, a promotion sponsoring cause 74, at least
one promotion sponsoring manufacturer 76 and the
cause promotion management center 78. The cause
promotion management center 78 and the promotion
marketer 72 may be the same entity since they have
certain overlapping functions. The promotion marketer
72 is the driving force in developing the cause promo-
tion. The promotion marketer 72 may be an agent of the
cause 74 sponsoring the promotion. The promotion
marketer 72 and the sponsoring cause 74 enter an
agreement at the outset which generally specifies the
terms and conduct of the promotion. If the promotion
sponsoring cause 74 (e.g., Mothers Against Drunk Driv-
ing ("MADD")) desires the promotion to be linked to a
special day (e.g., Mothers' Day), this agreement will ad-
dress such promotion conditions.

[0030] After an agreement is reached, the promotion
marketer 72 contacts and solicits manufacturers 76 to
sponsor the promotion. The promotion marketer 72 pref-
erably contacts manufacturers that sell products related
to the sponsoring cause or, if it is a promotion centered
around a featured day, products related to the featured
day. The agreement between the sponsoring cause 74
and the promotion marketer 72 may specify the type of
manufacturers to solicit or refrain from soliciting. For in-
stance, if MADD Is sponsoring a featured day promotion
highlighting Mothers' Day, it may only want sponsors
that make and sell products appropriate for that day (e.
g., cosmetic manufacturers). It may want to refrain from
soliciting sponsors that make and sell products consid-
ered inappropriate for that day (e.g., hardware manu-
facturers) or that make and sell products that may ap-
pear to be contradictory with the goals of the sponsoring
cause (e.g., beer manufacturers).

[0031] One or more manufacturers may sponsor
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these cause promotions, Once the promotion marketer
72 has identified manufacturers 76 to sponsor the pro-
motion, the promotion marketer 72, the sponsoring
cause 74 and the sponsoring manufacturers 76 agree
to the final promotion terms and conditions, as indicated
in block 80. Such terms may detail the products to be
promoted, the advertising to be conducted, the distribu-
tion methods to be utilized and the specifications of the
coupon and its supporting data tables. Selection of a dis-
tribution method at the outset is important because, as
discussed above, the distribution method may be deter-
minative as to what information may be collected from
the redeemed coupons.

[0032] Under an agreement between the promotion
marketer 72 and the cause promotion management
center 78, the cause promotion management center 78
assists the promotion marketer 72 in developing the pro-
motion donative coupons 12 and the supporting gift
code master data table, either a base code data table
54 or an enhanced gift code data table 122. The cause
promotion management center 78 must ensure that the
format and content of the coupon gift codes 22 can be
processed by the cause promotion management center
78 after redemption and that all of the appropriate sup-
porting information has been entered into either a mas-
ter base code data table 54 or a master enhanced gift
code data table 122. Once the promotion marketer 72
and the cause promotion management center 78 have
agreed to the content and format of the coupons 12 and
the master gift code data table, either base code 54 or
enhanced gift code 122, the donative coupons 10 are
created and distributed to consumers as indicated in
blocks 82 (Fig. 5A) and 84 (Fig. 5), respectively.
[0033] The donative coupons 12 may be distributed
to consumers through numerous distribution methods.
The coupons 12 may be distributed as FSl's, direct mail,
on-package coupons, in-store coupons or through elec-
tronic or other methods of distribution. In most instanc-
es, FSI distribution of the donative coupons 12 is the
most effective. FSI's, compared to other distribution
methods, are cheaper on a per person basis and reach
the most people. Studies show that FSI's reach over 55
million households. FSI's also have inherent marketing
value even if the consumer does not redeem the cou-
pon. FSI's still expose the consumer to the advertise-
ment incorporating the coupon, and FSlI's are less inva-
sive than other forms of advertising, such as telemar-
keting. Donative coupons 12 may be distributed as FSl's
in the normal Sunday newspapers. along with most of
the other promotional coupons, or if the promotion is fea-
turing a particular day (e.g., Mothers' Day or Memorial
Day) which is on a weekend, the promotion sponsors
may do a midweek FSI distribution so that consumers
have the donative coupons 12 before the featured day.
[0034] FSI's, although preferred, are not ideal for eve-
ry promotion. FSl's, because of their random distribu-
tion, are not extremely effective at targeting specific
households and consequently are not extremely effec-
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tive for retrieving household demographic information
for the promotion sponsors. Often the sponsoring cause
or the sponsoring manufacturer want to obtain data on
the demographics of the people redeeming their cou-
pons and buying their products. To capture consumer
information, promotion sponsors must use a more fo-
cused method of coupon distribution in which the pro-
motion sponsors can focus the promotion towards spe-
cific households, such as direct mail or emerging elec-
tronic distribution methods (e.g., Internet coupons).

Donative Coupon Redemption and Processing

[0035] A certain percentage of consumers will re-
deem the distributed donative coupons 12, as indicated
in block 86. At a participating retail store, the coupon
redeeming consumer selects the promoted product for
purchasing and brings it to the check-out station. The
consumer presents the selected product and the dona-
tive coupon 12 to the sales clerk for purchase. The sales
clerk scans the UPC of the selected product and the
UPC 24 of the donative coupon 12 as indicated in block
88. The POS system captures the information encoded
in these UPC codes. The in store POS system recog-
nizes the "10" value code 50 of the donative coupon 12
and, as indicated in block 90, appropriately discounts
the consumer's purchase by ten cents (10¢). To the con-
sumer and the retailer this transaction is no different
than any other consumer purchase with a regular cou-
pon. The system and method of the present invention
use as much of the existing coupon processing technol-
ogies and infrastructure as possible. Such use of pre-
existing technologies and infrastructure makes the sys-
tem and method of the present invention more accept-
able and easier to implement for consumers, retailers
and others involved in processing redeemed donative
coupons 12.

[0036] After POS scanning, the donative coupon 12
is processed in the retail store identically to other pro-
motional coupons. This usually includes logging and
time-stamping the coupons to create an audit trail, bun-
dling the coupons for forwarding to the retail headquar-
ters and other standard administrative tasks. On a peri-
odic basis, preferably daily after the retail store has com-
pleted its end of the day processing, each individual re-
tail store forwards its coupon bundles to the retail head-
quarters. At the retail headquarters. along with other
various other administrative tasks, the forwarded cou-
pons from all of the retailers stores are consolidated and
forwarded to a designated retail clearinghouse, a third
party agent of the retailer, for clearing.

[0037] The retail clearinghouse, as indicated in block
92, processes the received coupons to determine the
total amount of money each sponsoring manufacturer
owes the retailer. The total amount of money the spon-
soring manufacturer owes the retailer includes two
amounts: (1) reimbursement for the money the retailer
credited to the consumer on the coupons the retailer re-
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deemed on the manufacturer's behalf; and (2) a han-
dling fee for each coupon the retailer redeemed and
processed on the manufacturer's behalf. To determine
the amount that each manufacturer must reimburse the
retailer for redeeming the manufacturer's coupons, the
retail clearinghouse scans the UPC's of the coupons re-
ceived from the retail headquarters. For each manufac-
turer and each promotion sponsored by that manufac-
turer, the retail clearinghouse scans the UPC's of the
applicable coupons to capture the value code informa-
tion from each coupon. The retail clearinghouse then
adds all of these captured values together to determine
the amount of money that the manufacturer owes (and
needs to reimburse) the retailer for redeeming the cou-
pons.

[0038] Donative coupons 12 provide the retailer with
a substantial benefit in this regard. When a retailer re-
deems a coupon on a manufacturer's behalf, the retailer,
in essence, is loaning the manufacturer the amount of
money discounted from the customer's purchase. The
retailer, as such, carries this discount on its books until
the manufacturer, or the manufacturers agent, reim-
burses the retailer for the coupon discount. The period
between the time the retailer gives the discount and the
time the retailer is reimbursed for it is often referred to
as a "float." Retailers generally wish to minimize the
amount of money they have to float, and the amount of
time they have to float it. With the donative coupons 12
of the present invention, the float is minimized because
only ten cents (10¢) of each coupon's value is given to
the consumer as a discount. The donative value of the
coupon 12, ninety cents (90¢) in the described embod-
iment, is not carried by the retailer. Therefore, the do-
native coupon 12 substantially reduces the amount that
the retailer has to float.

[0039] The second amount that the retail clearing-
house determines is the handling fee. The present in-
dustry standard is to pay an eight cent (8¢) per coupon
handling fee. The total handling fee is determined by
counting the number of coupons the retailer handled for
each promotion and multiplying that number times the
agreed upon coupon handling fee. As indicated in block
94, once these amounts are calculated, the retail clear-
inghouse pays the retailer the determined coupon reim-
bursement amount and the calculated handling fee for
each promotion. The retail clearinghouse then sends
the coupons, sorted by manufacturer, to the manufac-
turer's agent indicated on the coupon. In some cases,
the retail clearinghouse and the manufacturer's agent
may be the same entity.

[0040] As indicated in block 96, upon receipt, the
manufacturer's agent audits the retailer's coupon ship-
ments. All manufacturers use a separate manufacturer's
agent to obtain independent verification of the retail
clearinghouse's coupon counts and payment calcula-
tions. The manufacturer's agent performs this verifica-
tion by scanning all of the UPC's of the forwarded cou-
pons and performing the necessary calculations. During
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this coupon scan, any ten cent (10¢) value coupons are
flagged as donative coupons 12 and segregated for for-
warding to the coupon promotion management center
78 for further processing. Most of the regular, non-do-
native coupons are destroyed at this point. The manu-
facturer's agent may also provide other important serv-
ices to the manufacturer. The manufacturer's agent may
provide coupon misredemption identification services
and may perform promotion analysis and reporting serv-
ices for the manufacturer. This analysis and reporting
may cover various aspects of the promotion, such as
overall promotion effectiveness, demographic analysis
of the coupon redeemers, geographic analysis of the
coupon redeemers, etc. Once the manufacturer's agent
has processed the forwarded coupons and reconciled
its counts and calculations with the retail clearing-
house's counts and calculations, the manufacturer's
agent, adjusting for any discrepancies, reimburses the
retail clearinghouse for its coupon redemption payment
to the retailer, as indicated in block 98, and bills the
sponsoring manufacturers accordingly.

[0041] The segregated donative coupons 12 are bun-
dled and forwarded to the cause promotion manage-
ment center 78 for further processing as indicated in
blocks 100 (Fig. 5B) and 102 (Fig. 5). The manufactur-
er's agent and the cause clearinghouse may be the
same entity. The manufacturer's agent, the retail clear-
inghouse and the cause clearinghouse may also be the
same entity. Whether these entities are the same or sep-
arate entities is entirely dependent on the retailer and
the manufacturer and how they wish to structure the ad-
ministrative and clearing operations of the promotion.
[0042] Asindicatedinblocks 102 (Fig. 5), 104 and 108
(Fig. 5B), the cause promotion management center 78
processes the received donative coupons 12 and pro-
vides promotional support for the sponsoring cause and
manufacturer 74 and 76. Upon receipt of the segregated
coupons from the respective manufacturer's agents, the
cause promotion management center 78 divides the
coupons 12 by promotion and sends groups of same
promotion coupons 12 to one or more of several dona-
tive coupon processing stations 150 (Fig. 5C). Referring
to Fig. 5C, each donative coupon processing station 150
includes a processing station computer 152, which has
a monitor 154 and input devices 156 connected to it, a
one-dimensional bar code scanner 158 and a two-di-
mensional bar code scanner 160. The one-dimensional
and two-dimensional bar code scanners 158 and 160
communicate with the processing station computer 152.
The processing station computer 152 also communi-
cates with a host computer 162. The host computer 162
is connected to all of the processing station computers
152 and stores all of the promotion master database
files, including all of the master base code data tables
54 in an aggregated database 164 and all of the master
enhanced gift code data tables 122 in an aggregated
database 166. When a promotion's coupons are to be
processed, the appropriate master base code data table
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54 or master enhanced gift code data table 122 is down-
loaded from the host computer 162 to the respective
processing station computer 152. These downloaded
files are saved on the processing station computer 152,
as is appropriate, as either a master base code data ta-
ble 54 or a master enhanced gift code data table 122.
[0043] The operator of the donative coupon process-
ing station 150 scans the gift codes 22 of the received
same promotion donative coupons 12 at his or her sta-
tion. The operator uses either the one-dimensional bar
code scanner 158 or the two-dimensional bar code
scanner 160, depending on the type of gift code 22 used
on the coupon 12. The scanner 158 or 160 reads the
address encoded in the gift code 22 and locates the ad-
dress in the master code data table 54 or 122 loaded on
the processing station computer 152. The information
stored at that address 58 or 124 is displayed on the mon-
itor 154 and stored to a promotion captured data table
170. The operator scans all of the donative coupons 12
given to him or her in the same manner until finished.
Once finished, the promotion captured data table 170
has a complete record of all the data captured from the
donative coupons 12. The promotion captured data ta-
ble is uploaded to an aggregated promotion captured
data table 172 on the host computer 162. At this point,
the processed donative coupons 12 can be destroyed.
[0044] Referring again to Fig. 5B, the cause promo-
tion management center 78 uses the information cap-
tured in the aggregated promotion captured data table
172 on the host computer 162 to provide a number of
services to the sponsoring cause and sponsoring man-
ufacturers. From the information in the captured data ta-
ble 172, the cause promotion management center 178
generates a donation collection report, as indicated by
block 112, for every cause 74 sponsoring an active pro-
motion. The cause promotion management center 78
also uses this information, as indicated in block 110, to
calculate the amount owed to the sponsoring cause 74
and pay them accordingly, minus any fees due to the
cause promotion management center 78. The cause
promotion management center 78 uses this information
to also bill the manufacturer 76 sponsoring the promo-
tion, as indicated in block 114. This information may also
be used to analyze the promotion and generate reports
for the sponsoring manufacturer 76, as indicated in
block 116. These analyses and reports may address an-
ything that the manufacturer 76 wants to analyze, in-
cluding the effectiveness of the donative promotion or a
demographic breakdown of the consumers that re-
deemed the coupons.

[0045] It should be understood that modifications and
variations may be effected without departing from the
scope of the novel concepts of the present invention. It
should also be understood that this application is only
limited by the scope of the claims.
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Claims

1.

10.

1.

12.

13.

A donative coupon for use in cause promotions,
said coupon comprising:

a substrate; and

a gift code applied to the substrate, wherein the
gift code encodes an address of a promotion
code data table containing pertinent promotion
information, wherein a coupon donative value
is stored in the promotion code data table.

The donative coupon of Claim 1, which further in-
cludes a consumer discount value and a UPC
wherein the consumer discount value is encoded in
the UPC.

The donative coupon of Claim 2, in which the con-
sumer discount value is a unique value.

The donative coupon of Claim 3, in which the unique
consumer discount value is ten cents.

The donative coupon of Claim 4. in which the dona-
tive value of the coupon and the unique consumer
discount value of the coupon equal a total redemp-
tive value of the coupon.

The donative coupon of Claim 5, in which a promo-
tional information statement is indicia on the coupon
which indicates the donative value and the consum-
er discount value of the coupon.

The donative coupon of Claim 1, in which the gift
code is encoded using a one-dimensional bar code
symbology.

The donative coupon of Claim 7, in which the one-
dimensional bar code symbology used is Interleaf
2 of 5.

The donative coupon of Claim 7, in which the pro-
motional code data table contains information about
the cause sponsoring the promotion.

The donative coupon of Claim 7, in which the pro-
motional code data table contains information about
a manufacturer sponsoring the promotion.

The donative coupon of Claim 1, in which the gift
code is encoded using a two-dimensional bar code
symbology.

The donative coupon of Claim 11. in which the two-
dimensional bar code symbology used is Aztec.

The donative coupon of Claim 11, in which the pro-
motional code data table contains information about



14.

15.

16.

17.

18.

19.

20.

21,

22,

23.

24,

25.

26.

15
a targeted household.

The donative coupon of Claim 11, in which the pro-
motional code data table contains information about
a coupon distribution region.

The donative coupon of Claim 11, in which the pro-
motional code data table contains information about
a participating retailer.

The donative coupon of Claim 1, in which a donative
coupon logo is indicia on the coupon.

The donative coupon of Claim 1, in which a con-
sumer message is indicia on the coupon.

The donative coupon of Claim 1, in which a retailer
message is indicia on the coupon.

A donative coupon for use in cause promotions,
said coupon comprising:

a total redemptive value including a donative
value and a consumer discount value;

a gift code which encodes an address of a pro-
motion code data table containing the coupon
donative value and information about a cause
sponsoring a promotion and about a manufac-
turer sponsoring the promotion; and

a UPC which encodes the consumer discount
value.

The donative coupon of Claim 19, in which the con-
sumer discount value is a unique value.

The donative coupon of Claim 20, in which the
unique consumer discount value is ten cents.

The donative coupon of Claim 21, in which a pro-
motional information statement is printed on the
coupon which indicates the donative value and the
unique consumer discount value of the coupon.

The donative coupon of Claim 19, in which the gift
code is encoded using a one-dimensional bar code
symbology.

The donative coupon of Claim 23, in which the one-
dimensional bar code symbology used is Interleaf
2 of 5.

The donative coupon of Claim 19, in which the gift
code is encoded using a two-dimensional bar code
symbology.

The donative coupon of Claim 25, in which the two-
dimensional bar code symbology used is Aztec.
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27.

28.

29.

30.

31.

32.

33.

34.

35.
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The donative coupon of Claim 25, in which the pro-
motional code data table contains Information
about a targeted household.

The donative coupon of Claim 25, in which the pro-
motional code data table contains information about
a coupon distribution region.

The donative coupon of Claim 25, in which the pro-
motional code data table contains information about
a participating retailer.

The donative coupon of Claim 19, in which a dona-
tive coupon logo is indicia on the coupon.

The donative coupon of Claim 19, in which a con-
sumer message is indicia on the coupon.

The donative coupon of Claim 19, in which a retailer
message is indicia on the coupon.

A method for administering a cause promotion,
comprising the steps of:

identifying a cause to sponsor the promotion;
identifying a manufacturer to sponsor the pro-
motion;

creating donative coupons for the promotion
having a gift code which encodes an address
of a promotion code data table containing per-
tinent promotion information, wherein a coupon
donative value is stored in the promotion code
data table;

distributing the donative coupons to consum-
ers;

upon redemption, processing the donative cou-
pons to capture the address encoded in the gift
code to retrieve the donative value stored in the
promotion data table;

using the retrieved donative value of the cou-
pon to calculate the amount of money to be con-
tributed to the sponsoring cause;

paying the sponsoring cause the calculated
amount: and

billing the sponsoring manufacturer for the
amount paid to the sponsoring cause.

The method of Claim 33, which further includes the
steps of:

storing information about a targeted household
in the promotional code data table; and

upon redemption, using the captured address
to retrieve the targeted household information
stored in the promotion data table.

The method of Claim 33, which further includes the
steps of:



36.

37.

38.

39.

40.

41.

42,

43.
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storing information about a coupon distribution
region in the promotional code data table; and
upon redemption, using the captured address
to retrieve the coupon distribution region infor-
mation stored in the promotion data table.

The method of Claim 33, which further includes the
steps of:

storing information about a participating retailer
in the promotional code data table; and

upon redemption, using the captured address
to retrieve the participating retailer information
stored in the promotion data table.

The method of Claim 33, which further includes the
step of analyzing the retrieved promotion code data
table information.

The method of Claim 37, which further includes the
step of reporting the promotion analysis to the spon-
soring manufacturer.

The method of Claim 37, in which the step of ana-
lyzing the retrieved promotion code data table infor-
mation includes analyzing the overall effectiveness
of the promotion.

The method of Claim 37, in which the step of ana-
lyzing the retrieved promotion code data table infor-
mation includes analyzing the demographic make-
up of the consumers redeeming the donative cou-
pons.

The method of Claim 33, which further includes the
steps of printing a UPC on the donative coupon and
encoding a consumer discount value therein.

The method of Claim 41, which further includes the
step of scanning the UPC code of the donative cou-
pon at the time of purchase to discount the consum-
er's purchase price by the amount of the consumer
discount value encoded in the UPC code.

A method for processing donative coupons of a
cause promotion, comprising the steps of:

establishing a promotion code data table stor-
ing pertinent promotion information, wherein
the pertinent information is addressed and in-
cludes a coupon donative value for each cou-
pon;

receiving donative coupons having a gift code
which encodes an address for the promotion
data table;

scanning the gift code of the donative coupon
to retrieve the address encoded therein:
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44,

45.

46.

47.

48.

49.

50.

51.

52.

53.
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locating the retrieved address in the pro-
motion code data table and capturing the
information stored at the retrieved address
location; and

saving the captured information to a pro-
motion captured data table.

The method of Claim 43, in which the step of storing
pertinent promotion information in a promotion code
data table includes storing information about a tar-
geted household.

The method of Claim 43, in which the step of storing
pertinent promotion information in a promotion code
data table includes storing information about a cou-
pon distribution region.

The method of Claim 43, in which the step of storing
pertinent promotion information in a promotion code
data table includes storing information about a par-
ticipating retailer.

The method of Claim 43, in which the step of scan-
ning the gift code of the donative coupon is done on
a one-dimensional bar code scanner.

The method of Claim 43, in which the step of scan-
ning the gift code of the donative coupon is done on
a two-dimensional bar code scanner.

The method of Claim 43, which further includes the
step of uploading the promotion captured data table
to a host computer.

The method of Claim 43, which further includes the
step of analyzing the promotion captured data table.

The method of Claim 50, which further includes the
step of reporting the promotion analysis to the spon-
soring manufacturer.

The method of Claim 50, in which the step of ana-
lyzing the promotion captured data table includes
analyzing the overall effectiveness of the promo-
tion.

The method of Claim 50, in which the step of ana-
lyzing the promotion captured data table includes
analyzing the demographic makeup of the consum-
ers redeeming the donative coupons.
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