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. SCM Application Trend

SCM Market Trend
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Figure B: Global supply chain management applications market, 1995-2008 ($B) \
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. SCM Application Trend

SCM Solution Grouping

“ Supply Chain Network Design

“ Demand-Driven/Concurrent Planning

“ Collaborative Planning (Supplier-side/Customer-side)
“ Revenue & Profit Optimization

SRM ERP CRM
(Supplier Relationship (Enterprise Resource (Customer Relationship
Management) Planning) Management)

“ Collaborative/Real-time/Rule-base Operation

“ Supply Chain Integration & Visibility

“ Logistics Outsourcing (3PL/4PL)

“ Global Logistics (Consolidation/Multi-mode/Landed Costing)

Slide 4 EXE Consulting



. SCM Application Trend

SCM Solutions
(__supply N\ /" wake & Distribution \, (" Customer (Retai)

SC Network Optimizer

CPFR/VMI
ATP Demand Planning (DP)
DRP/CAO (IMS)

SO Qg ZEi e Revenue Optimization

Production Planning

Planning

Collaborative Sourcing

SPM (Service Parts Management)

m SCEM / SCPM (V|S|b|l|ty)

Supply
Chain
Execution
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SCM Solution0ll tH&t EX} l. SCM Application Trend

Forrest Research XAl Zilt, S0I1C] |S/HIZX/JIEL &4 9] 167IHAIC S EXI=0|
2006 LHOIl, SCM £S2 M0l I8! XI&M0l EX1E & 20/t 25,

At

No response
‘ 2%

Decrease
12%

Increase
Stay the same 54%

32%

Base: 167 respondents from North American retail, manufacturing, and other industries
Source: April 11, 2006, Trends “The State Of Global Supply Chain Management”, Forrest

“In 2006, do you expect your budgef fo:
adecrease, increase, or stay the same?
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SGP \/S SCE . SCM Application Trend

SCM2 @12~ ©9/0] ATN2ITt IINOT Welths SR BQY.
A
Supply Chain Event M. t
— Supply Chain Execution
Order Management Supply Chain Planning (APS)
Operational Warehouse Management
Plannin Source: AMR Research
g Transport Management
International Trade Logistics
Inventory Management
Tactical Production Scheduling
Planning Manufacturing Planning
Distribution Planning
Supply Planning
Strategic
Planning : Supply Chain Collaborating
P N E : -
ot ) $ Demand Planning & Forecasting
: : el o Supply chian Network Design
' Seconds/ Hours/Days Weeks/Month Quarters Years
Minuts

Slide 7 EXE Consulting



SCE Solution Trend l. SCM Application Trend

Supply Chain Visibility & Integration

= SCEM / SCPM

Real-time & Rule-base Operation

= WMS
= YMS (Yard Management System)

Inbound/Outbound Transportation Efficiency

= TMS

New Technologies & Embedded SEC Application

= RFID
= Sensing (Voice Recognition)
= Mobile
= Communication & Connectivity
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SCP Solution Trend l. SCM Application Trend

Supply Chain Strategy Optimization

= SC Network Optimization

Demand-driven & Collaborate Plannning & Optimization

- CPFR

- VNI

= Collaborative Demand Planning
= Collaborative Sourcing

Synchronized & Advanced Planning

= S&0P
= Advanced Production Planning & Scheduling

Revenue Optimization (DRM : Demand Revenue Mgmt.)

= Promotion Optimization
= Lifecycle Pricing

= Bid Pricing

= Markdown Optimization
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SCM Business Drivers

H
(=]
A

2 ST AE GE OHE =Q0IZ2XI= 21 |8 Xt S
AZO SH4 M2 OIH0 TSt HUIMO=EM U2 =0 XEE & XM +dE 1Y,

Most Influential Issue
Shaping Application
Investments (ext 12 months)

SCM Business Drivers 50

Ll e
OloH 2 &zl

Understand and managing (3
customer/end-user demand

Optimizing overall internal
supply chain costs |

30

Improving and optmizing
product introcuction and launch

20
Managing and optimizing an
extended supply network

18%

Managing a global
supplier base |

Implementing pull-based

replenishment 0
~ Customer  Economic Indrease GOvernment Ssuppier Other
Unaderstanding and implementing {/_. Performance [l Importance ariven issues competiion omphiance driven
sense and respond technologies AN "/ . ithi .
like RFID for Item-Level tracking IS5Les within 1Ssues
l | | inaustry
0 2 4 6 8 10
Low Importance/Safisfaction > High Importance/Satisfaction

“Tech Trend 2005” — PRESENTED BY CONSUMER GOODS TECHNOLOGY AND AMR RESEARCH
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Demand Driven Supply Network " DRMASEC RS

MZI71Y9E2 0 U2 Demand Sensing, Demand Shaping, =<2A 9= Demand0il Hst
ResponsesS 0l J1& StEol TS AQL J|=S2 A0 Y.

The Demand-Driven Supply Network

Demand Visibility

Market-Driven Insights S&0P  Perfect Product Launch

‘ ‘ ’ ' Customer-centric
Fulfillment
: Cu Consolidated
Point of H;:‘:r \ﬁ;:u: T Products that
Sﬂle & Cﬁﬂbﬁrﬂhm Cusl‘gmer Dr:ns d Cu.'.‘hmurs
Channel Data A B and Prna L=l Demand
Profitability

Ty, gl

Cusiomers

W
[~
o
E
o
I
>
¥
off
W
o
c
c
o
=
)

Shape Demand
“Tech Trend 2005” — PRESENTED BY CONSUMER GOODS TECHNOLOGY AND AMR RESEARCH

= JIAA / Demand Shaping \ 240l 2t
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Il. DRM &Y

DRMI==R Iil=& )=

DRMOIZ XM =QECI= M AI’S’SEJI drdE =2 AT X Profits a2l *9’&%2
Sot =ZH2IE o0l 59 Alud NS §GH Ao WXt IIHEZEE =010
Ol Jit==21E 0lI=0l, 01 =2 01|§0|| drHoL0dl, V180l ¥t F=tet ’-FS?LI“EIE XI&.

Supply Chain

= e
£ 2 il
SRR . R

Replenish- : : .
e Allocations CPFR i periiale Acbonibo Promotions Pricing

“SCM2 Costgi4 Yo £ §i2 Wal0|L},
DRM2 Revenue ECj 72| 2L} SS& g2 Wl

—
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Demand Forecast?} Revenue Management (Promotion, Pricingl?t SSHcl( 21Tl 01 0F
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History

Pricing Actions @
Promotional Calendar

TV &1
OIHIEA JtA 210}
Rebate

Consensus One Forecast [Jemana
Integrated Pricing & Promotions (Fevenue Managemeni
=) Drives Unit Forecast, Financial Forecast, Pricing Action, and Promotional Spend
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Il. DRM &M 2

DRM=SM O] Inputs & Outputs

Inputs Market Segmentation Outputs

oSt 015/
SEES Llull

ENR

ERP /Lega A ™IpA/ ﬁ‘ .
M=ES) HIEAE/ @
SES¥L M Mii==2lLevel
/,_ 3
— yxozoM | W
JIE} Hi+S, TiH=—<lLevel

M

DRM Solutions Software
_ .i Reporting Sy-_

Strategic Objects
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DRMZ SM0] TNQA

Demand Forecasting

FQINE BA L0 I O/Xl=
FROIS MO|oH0 Chst 0= 2ildlE
S0H, Baseline ForecastingAi Al '

(2]

KUE JIAES Y, #lL, 3EAEE
S 1d0t0f PricingS {8 XX
5 &8

r2ioln

It &M ARES Lo
QE0f EHHIRQI I 2OIE RIAI

MY ZALSTE 2 IIHBHIY £

Markdown Optimization

SEHE HioIE 200X

Promotion/Pricing/Markdown Z| &3}
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IV.DRM XYy

Profitable Demand & Revenue Mamt.

BBAL A
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Promotion Optimization Ji&
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Promotions Methodology

. Cleanse &

FUIElLe Pre-process
Sales v

*

History e et

.
"""""""""

K .
o .
* .
R

Baseline Normalization Market Response
Baseline = fn(Last Week's Sale, Forecasting Modeling

Seasonality, Trend, Lifecycle,...) & e Lift = a*Price + p*Promo +
................... x*Competition +...

.
..
..
-----
.
.
e

e T 2
I Scenarios
e Simulation ¢

e Baseline & Lift
* Revenue, Margin, Spend

« Other Financial KPIs ‘ ......... Cost & Spend Data
v Biz Rules:
Optimized .. - Total Budget = $300,000
.................. 4.......--....-.
Promotions m Optimization e Max TPR = 25%

e Min Sales = $750,000
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Promotion Optimization Z 1} 2™

Dptimization Pramolion

Promotion: Thankz Giving Day Sale _ _
R MU AIZ 2ot I0hsk+
e e ZALO) o3 BIOK 013) AtAl E A5}
End Diate: 1120002
eentive Type: DRcHRAS T20MS A0
huminllududtnnmu’m: rone CHRI RN EHOH D} oF
$45,648 243 € Z& 2 2ol g0 mg
Hn{lmu Groas Revenue  Incentive Cost  Other Cost  Gross Condrib, Mary, ' Cannibalization Halo Effect ¥
Baseline 864  F2500EIGTI 0.0 W A4 15485 §1 148 47 86 0.00 5 0 000% QL0
Opfirsl 18711 $4 57831662 J346, 164 16 FAFT2ATE A0 F 281 356 06 (545,647 BE) 1370840 9222% 5.86%

Volume ) Gross Contrib, Margin (CM)
Product Miarket Rec Dise Level Total Gross Revenue  T- . ncentive Cost  Total Other Cost
Tatal  Inci, Tatal Imci,
Honey Ginseng 2L fa]lfcrﬂa.ﬂmraﬂal:FulﬁtaREﬂaI} 16,711 6018 $4,97921652 £246.154.16 £277237640 $126135%06  §112334.20
Taeget Procucts Total 16,711 8018 $4.9798652 $46,184.16 F27T23T640 5126135606 $112834.20
mpacted o) 2451 Constraints= 124 & M52 283 35167 X315 50,00 B2O2BAS3M B223917984 (54564768
Tota(al) x| XM O] &0Ig HIAl 41,323 8280 $10,147 54977 $346,164.16 ST00EHE 5350053600  $67 28654
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Demand Planning0fl Promotion (=Xl

MAIXIQ] ZSE|W, A|RULEH MEHE product, location®] & O|HIEN 22X F2HHY
ZXIE HIAH0H Baseline Forecast®?l Promotion ForecastS SHAHSH Total ForecastsS A AL

= I'-III

Forecast Overview on Honey Ginseng 2L - California,Nevada (Full Price Retail):

B l E t Volume 121702 12/8/02 1211502 12722002 12i29/02 1/5/03 1112103 119703 1/26/03
aseline rorecas Baseline 8,734 8,775 8,816 8,857 5,599 5940 8,982 9,025 9,067
‘ncremental Forecast 905 5460 1,763 9,541 1,979 0 0 0 0
Promotion _/'\_ Eét O-” Total Forecast 540 14,235 10,579 18,398 10,578 8,940 5,382 9,125 9,057
CH &t Forecast Total Forecast Override  [3540 14234 10577 15500 fios7s [eaas Jpeaz 3025 3067
Total Forecast = Forecast enaer 2. litetd
i e =o =3 &
BaseLine Forecast + AFZ X1 Dt Total ForecastS -~ OH = J s
Promotion Forecast AX B A QIS (User Override) === Updates
16,000
£ . . .
is the Division A /\ |
Volume 14,000 @®Baseline
meeting its sales TotalForecast
O bJ e Ct I V eS ’) 12.000 4 Total Forecast Override
10,000 — \
-— + + + + —3
8,000 oy o o o o fix) fix) fix) fix)
= £ § £ £ &8 § § &
S S £ R & = g g &
- - o o o - - -
Week beginning

Save @ Cancel o
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Pricing Optimization JH<

120t =HE Price MY 2 0| CI0H
ricingS 1ot 2| AO| M8 A A,

O
10 lo
'-u

120 AMHHUSH  MarketMI29} =
J18+o10d CH2ot JAleveloff
Market MI23}. CHSH AIZ S OIS

& =

== N

- Inputs: JHEHESY, &)L ZEAEEOHEE), MR SH, JIH=H

- Output: FHJH4, AL FE21
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X Process

AlE 35, &t

SHUANIEFEE, S 019

Il. DRM &5 8 2

Data
Data R
> : » Cleanse &
Extraction .
Normalize

AIZB(AZME S,

Price

Closed Loop System

[
>

Segmentation

segment
& Channel

2UATIE

1 o\ Generate
\]j Price Lists
Product Prices
HIIEAE

GIO0IE1t| O] 2/
Warehouse

"

e
22|
0x
10
2

Response

I1

Optimize

Product
Prices

Pricing Optimization
Models
2o 2N

Costs 1
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E-=2- QA DEIEI DS E -
MoNuUgISTICS

IEEJ

DRM- Lifecycle Pricing 2 =2

Pricing Workbench

s
Forecast
Total Total Auvg.

0‘ Product Backlog Adj. Forecast Remnd. Price (%)

v @ s00s ] 21,203 8583.391
[ 1 ® s00x 0 126,400 1,377.002
1 ® s00%L 0 43,000 1,904.2
1 ® 3008 0 20,126 7E1.523
o ® 300% 0 30,294 900 684
1 ® s00x 0 12,271 1,500,261
1 % 100xL 0 9,197 1,755,600
[ 1 ® 512m8B 0 35,195 111.036
1 ® 768MB 0 14,116 234746
[~ €E) @ sft Parallel Printer Cable a 133,913 15 534

3 ol

AAEN 2o HI=2E HSE8
Recommended Price

Financials

al
2nue ($)

20,939, 726887
174,064, 294.077
91,401,580.437
22,5432 ,888.24
27,285,083 253
18,416,995 555
16,146,251.354
2,807 9532761
2,212,765 6732

2,086,944 094

Search

Total
COGS (%)

18,099,380 957
128,801,600
51,152,000
20,455,211.02
23,144, 424,032
15,635,036.112
14,062,602 .05
1,055,868 622
246,082 505

501,856,154

F Directory @ G

Gateway -1 QO
Total Gross
Cost Adj. (%) Margin (%)
2,540,345 93

45 262 794.077
30,249 520437
2,082 ,577.22
4,140,659 .22
2,781960.945
2032 743.303
2852005138
2,466 722.072

1.585,082.79

T MEg Z it
I.ﬂ-.ll Channel Segments » iH lé_' Uad DE:' ﬂ|‘ I o _) @ 9 @

(ex. & 3}, 21 Y Retail)

i Phone

Price () Override Remd. Approve
Ad). Forecast Total Gross Competitive ) ) } Optimization w 0
Product At Rernd. —aue ($) COGS ($) Margin ($) Threat  Competitor Current Historical Remd. ‘pegeriptor |
5005 w34 11,5314657.753  10,225,555.854  1,555,765.599 M 990.34 299 925.872 951774 R ~Z HP I -
I
o
Price () Override Remd. Approve
Adj. Forecast Total Gross Competitive ) _ } Optimization w 0
Produet AtRemnd.  Revenue($)  COGS($)  Margin ($) Threat Competitor Current Historical Remd.  pogeriptor |
500= 4807 4746102866  4,171,180.458 574,913,108 HHH Q56 45 999 099 967 155 R -5 XCHP I |_
Price () Override Remd. Approve
Adj. Forecast Total Gross Competitive ) ) } Optimization 0‘ o
Product AtRemd.  Revenue($)  COGS(§)  Margin (3 Threat  Competitor Current Historical Remd.  peiriptor |
500= 42352 4,378 966.668 3.699,3025645 GY9.652.923 M 1,676 .16 999 099 1006168 R ~% WO XP I |_ -
b
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+« 012U JIE 2 $11 billion 29| AIREE + N0 ZE 0 O2F eSS o
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+« 0=, JILICH 9=, s, UEete, T2E2d s Ol g ERrd 24
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planning process, CPFR 30 2A
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e Supply Chain Event Management Foundation
. Alert-based management, Advanced reporting
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Price & AQ} 1= Atd|-Fairchild

s OIAL HE

. S AL

I
EFAIRCHILD

SEMMICONDUSTOR™

s Business Challenges

= e-BizE Flgt Mt

&) Business Solution

Pricing Optimization Deployment

= A S HES fst & Jtsd2 JF A
THERKIAS O
= Manugistics 2 112% i< Segmentation &
= CtE & Market-Based It &HH

= NEAE L LR Utility I s SEE A

rol

0 Benefits

= JIA=ESE S8 MEE JIAS

= Pricing Cycle time®] 70% &4
= 9 2001JH2] Segmentationg S8t XA HI}
HE, IHEQ 15%8S 2

= 2| PricingS S8t +=22| &4
= JIAAES 98 Manpower2| 10% 22

Slide 28 EXE Consulting


http://images.google.co.kr/imgres?imgurl=http://www.lepton.com.hk/images/prd-semi01-1x1.jpg&imgrefurl=http://www.lepton.com.hk/products_01.html&h=117&w=179&sz=8&hl=ko&start=69&tbnid=MDN0R29RqNGA1M:&tbnh=62&tbnw=95&prev=/images%3Fq%3Dfairchild%2Bsemi%26start%3D60%26ndsp%3D20%26svnum%3D10%26hl%3Dko%26lr%3D%26newwindow%3D1%26sa%3DN

Atdl-Fairchild

lll. S A

I
EFAIRCHILD
L ]

SEMICOMNMNDUCSTOR™

CHOIMEE fst MAEISIZ Pricing Cycle Time2| 70% 24

 Faircria
Fairchild

Intelligent Optimization

Strategic
Objectives

| N

7N\

\

Product, Market &
Customer Data

NetWORKS @

Precision Pricing

¢ .
Customer

Optimal Price

om & &

{ { { {

Market Response
by Channel,
Environment

. -
R.)

Slide 29

EXE Consulting


http://images.google.co.kr/imgres?imgurl=http://www.semidice.com/images/FairSemi_img.gif&imgrefurl=http://www.semidice.com/ourPartners/fairsemi.asp&h=277&w=275&sz=42&hl=ko&start=9&tbnid=vhWNLGjLRDocyM:&tbnh=109&tbnw=108&prev=/images%3Fq%3Dfairchild%2Bsemi%26ndsp%3D20%26svnum%3D10%26hl%3Dko%26lr%3D%26newwindow%3D1%26sa%3DN

lll. S A

Promotion A2} =5 Ald|-Somerfield

&) QAL T * Business Challenges
= Somerfield Group Plc : =2 Ul 81 2 AHEEE Z22HE A4S EE+E0| gt
Ao AHO FQ! AZHL 75%0| A2 S &0l
= M=20] 1,337 2 Somerfield & Kwik Save&
27 sHEH T22EAE IS HIIEHH
s AHECE AHOPBIHQIS TS0 RS M-S Y T22HOZ QIS El AHEQ| ZAIGIE
SEXSOH 0|210] 220 ERE H&ks GISE 2= USIH?
NES LA,
(s ) Business Solution o Benefits

= £
......

" HIEEH01D, =44
Z0HE Z228 JAE
Sol &= 3%SU

Promotions Planning & Optimization Deployment

-D2d 8 . HNs

WELCOME TO
- NZE/ES IS HLS S0l +ASHE AB LS
2 T2M I8

o W -
gl RE S
-1" i | 2
le dY.
i -
g =

Slide 30 EXE Consulting


http://www.somerfield.co.uk/index.asp
http://images.google.co.kr/imgres?imgurl=http://www.kamcity.com/wor/images/15.jpg&imgrefurl=http://www.kamcity.com/wor/Retailers/somerfield.htm&h=1499&w=2062&sz=495&hl=ko&start=7&tbnid=FhcEWpPw1aJXHM:&tbnh=109&tbnw=150&prev=/images%3Fq%3DKwik%2BSave%26svnum%3D10%26hl%3Dko%26lr%3D%26newwindow%3D1%26sa%3DG

lll. S A

Promotion £ A2} A= Ald|-Sears, Limited

- 20! 5%-15% & At
B0l 28 W20t JIH £ Q0= B
A — oEH01|/\-|°| bl |.a00= FEo0z Qlgt =20 |- BFLZ ZE2SHL
’ HEo Z2QE02 | T =0| 250
OI5HY BHORDIB| A | E5 HEH X SEARSS & Ho| |« AESE0| Ry 24
2 nesHg sip| R 4200 ChEH JFAIA
B4t - H2F $100M2] |
<kl
o« N 0, 0o SkAf
=0 Z20 4 Closed Loop Z22 TROUS= 1%-5%2
=0 P & SS5H0 T st
0| gt X | c TROUS ool auT « 3% - 5%EOY L =20
oo |TEEAHAL o xmmayw | BESH
= x| NS =
HEs o TRUSIHASH L oo goome) wHim

Slide 31 EXE Consulting


http://www.sears.com/sr/javasr/home.do?adCell=P1&BV_UseBVCookie=Yes
http://images.google.co.kr/imgres?imgurl=http://www.cityoflaredo.com/cityarea/shopping/sears.JPG&imgrefurl=http://www.cityoflaredo.com/cityarea/shopping/shopping.html&h=375&w=500&sz=27&hl=ko&start=2&tbnid=azEry4byxm8DZM:&tbnh=95&tbnw=127&prev=/images%3Fq%3Dsears%26ndsp%3D20%26svnum%3D10%26hl%3Dko%26lr%3D%26newwindow%3D1%26sa%3DN

s QAL HE

Dl=0lA & 8l 2 722 Ot S

=200 It 22| 2F 600JH2 2| |2t $1B+
Markdown = & g}
SEE 22 X2 MEJIX
Ol EX|NOl MO 2NE X2
42 =2 MarkdownS = A8 ZHRA S

HED| AES FIB HED 42 015 BR

s Business Challenges

= Markdown=2 B0 280|110 S1HA
A= = AlD| HEst I22dH L

-D204 UISS FEE| 05
- 4£29 2BH T2HA SII5

& Business Solution
Markdown and Promotions Optimization Deployment

EteN =X 2 J}AH0IF
Zdt M E HAHGHI| £
j|.D:I oD2QosS =&

= SKU-Store |2 HAH SH
» EEE HXRLA B

_J.\_HII} 5= 0| off
| Markdown

l'_
1o o
|0

o Benefits

HEH 7% — 11% SU
“BHONEF 5% - 17% STH
0= E0/2 10% — 14% S
R-EX-CNES

==& Sl

Slide 32 EXE Consulting


http://images.google.co.kr/imgres?imgurl=http://www.go2orlando.de/bilder/orlandoguide/shopping/retailstores/circuitcity1.jpg&imgrefurl=http://lexicon.typepad.com/lexicon/webtech/&h=194&w=286&sz=17&hl=ko&start=29&tbnid=XWwEhGvmSfh49M:&tbnh=74&tbnw=110&prev=/images%3Fq%3Dcircuit%2Bcity%26start%3D20%26ndsp%3D20%26svnum%3D10%26hl%3Dko%26lr%3D%26newwindow%3D1%26sa%3DN
http://images.google.co.kr/imgres?imgurl=http://investor.circuitcity.com/gallery/Circuit%2520City_Interior%2520-%2520Flat%2520Panel%2520Wall.jpg&imgrefurl=http://investor.circuitcity.com/gallery/gallery.cfm&h=501&w=750&sz=83&hl=ko&start=3&tbnid=4XnXlMBqx0kyzM:&tbnh=93&tbnw=140&prev=/images%3Fq%3Dcircuit%2Bcity%26ndsp%3D20%26svnum%3D10%26hl%3Dko%26lr%3D%26newwindow%3D1%26sa%3DN

CONTENTS

A& scm Application Trend

fii DRMIzQamEENEEM R
fUL1 DRM 7= At

#3y DRM 2R Roadmap)

Slide 33 EXE Consulting



=X

Profitable DRM Roadmap V.DRM &I2'8%

< Profitable Pricing and Promotion added Demand Management

Exception Management
/F U HEOHEIOIE, \ JIZeEy Pricing Optimization
ol \A| HHE=QOI (price-specific)
. Z— 2
Baseline JARE=HA . - o o
5 Forecast Tl 2oE £Q0= B Price 5= HIZUZ A% 1= 2 Price
E k 1 \ 1
C
D224 JBIC — l
A =20 4& 20t J1A 2Q01=]
=2 U I
T o = Esfml%g% —| zZzesml [, I
I I T_* = I Incremental |
G : o TSRS S : Forecast Lift I
anning e motior
Demand, \ \eromo-specifio) J optimization J | :
Net e e e e e
Forecast N * o
\_ Y, a] ](
: —_ e ———— =l
~ ’ 1 Y
- =& Mark
L CA J L kdown

Slide 34 EXE Consulting






	SCM Solution에 대한 투자
	SCP vs. SCE
	SCE Solution Trend
	SCP Solution Trend
	Promotion Optimization 개념 
	Promotions Methodology
	Pricing Optimization 개념 
	DRM 도입 후, 가격결정 Process
	Price 최적화 구축사례-Fairchild
	Price 최적화 구축사례-Fairchild
	Profitable DRM Roadmap

