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Abstract
Ml Tol= e-Marketplace®] MEeol & FFHE HAL glovt &9 FA2 firE Fiol AEdnh
shAIRE B Fae] $£E2 A4 Aejoln], FFA s Fn PP SE LuAelA € ¢ ¥

zte] AE AR =& 718E d% Folsn vt wpA vmT o) AbgAte] F o1& FolEA woiz
UGl E dat 2 AF 20 HAH dollA F1n xF0] 284S FHHAS = P F Aadd dF A7
7 dasith B Aoy vasdg o8& HluGsn wyE Astn 2 AY Hog dujzty v
A As 298 AlR5= e-MarketplaceZ] ¥t Bl Pu] AlGAte] vlmFm A|AHELS MAS FEYT
HGEA AY 298 AW Competitor), 43 AF(Product) 28] #F A}%(Specification)ol o
F&d =d AAE HEe, F Ao AF AMG SARENY 1A AdE FH FAFHEA A AF
o] AAAL AF) 7} FALeERI T 9-A2H(Similar but Superior) FE°] W vln P XTEZILE TAY
g B0z st vuEd AY A2z vurix e A4 AR dAR ojFd. F8 5 PCAx
Aol daag AEARE AHEstd TEEEQS FEHAQon, B Hadn By dug 4% 31e &
Faldch e e-Marketplace”] ¥t W7 u) Agiztel vl =do] o3t viads FA BYPE dAsA

7199 =: HlZEA(Comparison Challenge), B|ZFuj(Comparison Shopping), UEY Fi(Internet

Advertising), ¥ 2% 1 (Comparative Ad), 317 #(Ad Planning), # 3 3(Optimization)

g F9 7502 97ln 10385 AA AL

1. ME 3 9195 [About.com, Bizrate.com, JMM, 20021,

QAU o] A) = e-Marketplace® W] 20050 = 2 &9 48%7F vinTHE T3l

o 71%e Fujaizt Bl EAe AE YRS E A" 1 {Forrester, 20011, A& B2C &9 10%

2o AMAR LS HEE X9t Ful HE EA HE7h vl do]HEe o) FF2 we AL
W oAF MulAg togx ol A7k Hes & 2 d==531 JtAbout.com, 2002].

oli AAHQ Tof H9le) AEHAE kol sk AL g vlaTH Mgl = &I

2002d "A 819 Fujzte] 529% £} v m ) £, AFEAR fo} A F(nformation Overflow), &
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2 1 $94% F9 BARES voln Yok uim

Fo) 29 £o9 YREL A A Fiol
e

UAME AZE 2098 olde A Aol odH
e AARIMM, Internet.com, 2001}, XF7H3]
YA 59 Fxn xZ(Impression, Click)g B4
ot FHE F3 xEo vagA BAEE -

Far HA7)A AFOl AAA vk Fu WY
(Flat Rate)R.oh= ‘Az 7]k v]g Exi(Pay for
‘fr8 8 A" (Pay Listing) S &
AE FFA 7P 3 $(Cost Per Action)o] 4
Hkstsjo] 7k3 9loh[ClickZ.com, 2002].
bzt 2 2R AFE AARHoz &g
A she BolA EwelN we sl@Tu) 3
B¢ AF AL =39 7dE v FojEx
AAolty, wEtAd wlmgo) Aol Fu $9
FolHA ujat YA E it 2 Ak A
Y oA F3a =59 A&AHL FHFse W
R Al2Flo] gk A7} Fasiet
£ A7y E3L At A8 S
o AF HEE AAYA AFol AFRFoE HuHE
Aste AAE AFTo2A weizte] vz
2o TAS HAsgE EHog g
upeba E AFelxs AF Bl ot A
Aol et AE xZF 7)E7t BEE @ AES
FRHoR & 7137 BE A FF AF

i AAstn Hudn HEF & Py Blu=

Performance)’,

Ry

4
e

al

g

32

tlo

ok o

AR

-i}ﬂl

}:1

HA(Comparison Challenge) 2982 A¢rsln 71 A
g o sn ozt A Haxd AY =2d
(Comparison Challenge Planning Model; CCPM)&
A3l e-Marketplace7)WF BT H] ALY R}e]
Hlagn Al2¥ge dAsn FEIHAT. 71EHo
g Hax=AE AF o AFProduct to Product)]
g Zigto g dtn, AFL vlue AP AF B
AL AL 7ol fAME 8RR g SAR
st} FALSEAIRE A% v FEE UERE Bl
7}2l(Comparison Value)& +A43A €t Hux
HAY Bde AEFR v 7HXE o] 83ty v
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Hlazd Ag 2de FA4shs ATAAE 4¥d
o oHlaEd AY 2P wmrtA] 4y 2A %
A5 GAY F @AZ olFoXu, AFHAE
Boi g A% vauxEd ALARE Az BA
Blal7bA & ol 8 45 H7HE Y5y vpgoz
HaEd A8, =24 55, J2dda vu R =4 #
Al A2RS ¥getE A vasd Axge 74

EE AAgT

2. BRI EA}

i

2.1 98 F1

Al Fa A7 EAL AU A4S 1y
2 9gstd JdHY ARG JIEY #F3 kg
g3t =A} AF[GVU survey, 1998; IAB study,
1997; Schlosser et al, 1999]2 8¢ 7lstg Fx
[JW. Kim et al, 2001], &3 %3 [Gallagher &
Parsons, 1997; Bhatnagar & Papatla, 2001] $¢
WRoE F3 =38 FPste Fu AL e
AFEo] EATE YRR AT E] 4uA T2
7<) [Gallagher & Parsons, 1997]olv} Z Aol
[Bhatnagar & Papatia, 2001] 5& T3 Q78
At Demographics)? AFEU H3x S AgE
AsHPsychographics)® 8% &&= Fujat
THe Fn AAE ALt Jod, EI AFH
o] 83t= #3 A 2®[Yagar, 1997;
Siew & Yi, 200018 45 ALsl ot

ARt B A7 doixel AR AFo] e
FEA 3n 2 Fu X
AMPE oz g AF EAMF B A
of 3t AT [Dologite et al, 199317} sler}t =
2 ol @9 /ol o9 73 P49 A AA=

tlo

Ao HES

W— =2

Ao} B3 7uto = &



SHAY AT WAS 7D ok

2.3 H| G

atAY  ATolM e wmFi(Comparative Ad;
CAE O g BY ¥ BA=9 FARIY
S4HAY FHAA Hlm PFHPES ovsiH
(Grewal et al, 1997], Y& AF/AMulx EFHolA
54 AFoly £ dig vla PHE o]H Tt
1970dd) = w5 ALAH Y3 (Federal Trade
WE Fa BoklAY AABg FF
AE AF #45 530
bt FaN !

Commission) 7}

FRAANN Y, 2001), /A& F&
& A2 FUtEdA SEHos FA4sE HE
g1 e 4ot [Hwang et al, 2000].
HlaFne 1 JHAA FAEE Fxse dF
% i(Association Ad) HeEjsh el Fe 48488
7 z8e ¥ Fai(Differentiation Ad)9] FEZ
o} x| o} [Pechmann et al, 19911, F3 HA] 34
of webrM Fa fgol FAAtet Bl ALY Fol B
AEE A3 #uEFLDirect CA), FAAL Bohe
Hial AMgS ZFzxste A wlaFn(ndirect CA)
agln Ha AL EAZL gle FHlEda
(Non CA)9 ¥E& At [Grewal et al, 1997].
53] T AGHFE W viagn F29
FHEAN Ao m2d G2 AFHEFEY FuF
7b AR vadn P2 vugud o Fejox
o Fanaa "oy R FL& ZAAE RAG
[Grewal et al, 1997; Pechmann et al, 1991;

Donthu, 1992].

Azst Aol 4,

3. Huaxd 249

HZ7os o AFGEF BAL o= wujx
(Fejzt FA)ERE Feid /AR it ARE
ZAslE 715 o2 Fo) £ (shopping portal), ¥ &
o ojlo] A E(shopping agent, shopbot) S22 H#
ddot. Feje ol dgA AnE dtalsA o
#] Alo]E9] o AEFEo i BolHRE S35

A8k, 7 Ade AER |jARE ZopF
= 925 Fdste Aot olAY, 2002; J K. Lee
et al, 2001].

HIREME 7]& v Mul2go) Ze &
ARESL RIstAA FAdH 5848 PR
AGE BAFE o] &3t vlawFu Edo|t},

) Comparison Ghalienge Setting
¢ From My product to Compeiitor’s product

In b
1]
No Competin, 3 Pricg Competing Area
Area aNenge) , . . L ‘
2 adins O - -
- A
o £ By
= gy - .
a’a,, ‘\‘:"m D4 +
- . ¢
§ ‘ Gt *_>D_7
= Performance Challenging Area
®] Competing
Area
{ H
Terice
[Z¥ 1] vu=d d30HE-4% )

HRERE 3% 13 #@ol 7H4s AeHdA A
F AR Jdoy &EAelA HE k=T 7137
AL wolate] AFE AP AFH AMEE T
o2 nlasA T AR SR AFRE T
°of AR =EWNETL ¥ FAA AFA A =F
=% vagng 45t FAste vaTd =
Qolg,

HasEd AY 232e nasdg TASeE ¥
Heoln wojztel AL AFe AP vaEd =
A ARst Aol 7w 87 AgoRRE AF
o Ao Hag T HuFn EEZULE HF
sste] T
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3.1 Haxed A

Hofzt AF) A vlusd dd AFEL 95
9] =4 A#)E(Challenge Propositions)S 11# 3}
o HAd

el I 7tAv|aelA ZtAApol g ‘AP = ZAA
CF/9 7 - AL vhE o2 A s, 1A Ao

AP7} 22 A AFLSFE vusd ddolth

el 20 Benlao A eAtelE ‘AQ; = AAE A

- BRAAES e ez Aostn, el

AO7 & 7B AFLFE vaxsd ot

3 3 7} ko] APSF A Aol AO7E BE A

B AFLFF sy ool

el 4: 74F Aol APKO°lm A5 3ko] AOKO%!

BAAL AFL HaEd ool B + gl

Fal 5 Az

AF APEEHROl g Auvla 219 F9 &

g AolE ‘ADS = A} Atk - AABAEY

Atg oz RO w, AD/<0Q AAAL AFL

=l el 2 & o

ool HHYEZFH HuEd s ¥R
1ot o] ZAL A Fel mlars] 7HEH
Fodezr ye HY AFEo £
‘Challenging Area’o]A A} AEF FAME 3 A
AEFE] 7+ Agsidt

2], Dominance Proposition):

N

[
3%

o

270l

32 Haxd 29 7

g of Aujze iy ERE FEFOEA 4
=P 2l g EF A7 sbEEolAld,
2002]. Berrymand} JK. Leed ®2U2~ Y 2
7 olMe go] wmPo) $HGAE 2A 39 3
B Fz, @iz, Fuial #Fog yye] E
dow, Hojzte FriHog 2l wujtg Wi
o2 =

vl e] gz el HmERYE, AF AWNIH
(Bl 7w 58, 200218 e o vluyo) 29
< B13 o] # &4 FREER AERHF e

a9 zt L2 ggEe Husd 298 Jo%

T Aok Z HuEd E9e vuxdate 2 oy
F7HH oz AR & Atk
2l ERHolAM FeiaE YA s vagd 2
de Fofa} A A Bl 7T AT Bla

= 2de YR ge

<E 1> HuixA nd BF

H] o H) Lty HxH v] a
9= A= -] 2 Az
vy
CompareMe
3"1E] Je-Market MCDM
/A iplace HlaEd el
sansa [
% #FE¥8vz  |Compare- -?r
o 714k Bl 29 |Store S
ol &
A= A Z ol =} Compare-— A Z
ol =} 719 ¥ 22 Y |Them Tz
Foj A
FoiA TR NF =l

Azgojzre FERide e 5 Aok

of & Wlw 2 wlmFael FA|(Display)dAlolct.

Euaxsd AY 29 d7E ¥ 19 Hlaxd
2d FoA e-MarketplaceE 7|Wlog s3dl=
“CompareMe” rAdvaPFn E3

3]
2002]0] Wit FAH AAS L AP AdygozH
HNnEd Ay PHEL £ YR Fo)

Hl =

3.3 HluxA Ag =g

HREd AY 2de a3 29 o] HuxzA
52 1 AFAY LAY 27 He vak
A AT QFAMEE Wolgolu Ml EEE
g AANES wEojus vuEA AY Ao
7 749
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-Dominance
-Weight
-Strategic Weight

(ex, Market Sh

?) Comparison Value Generation

Exposure

-Compditor’s

- Ad Budget
- Challenge Relationship

Challenge Reporting
Planner
(¥ 2]
3.3.1 =34 B#F

vl =Ad A A (Challenge Policy)E =3 A&z}
Aol ZAL AFET AHA AFETY Hlux
qE A o7AMge] X8 IS o =4 A
el 82 A AAL 719 Competitor Driven), %3
A% ZZ(Product BYANE
(Specification Emphasis)9] 37} 23 A3
HHE MEon =g A8t o]F3

29 go] =4 FHL 7R A4

3} F7b A A(Additional Dolicy)?] & BFH2Z Uy

Emphasis),

ot N

3 (Base Policy)

Al A 71 =R e JAAG T 2144
& 71E Ao &3t 538 FAAL 71N AL |
® =Fd aFAlge] B2EE 9 B4 (Default) &
dolvh. E FAAAF AFx AN HYFH Apgo

Hs et 37 Ao Sl

zZb e TR AAEL 71 Ay AHo g

(A AYAL 7|9k A BN F Pl P2 AL

7to] W8t 5 gl=(\Mutually Exclusive) & # o]t}

Chall enoe-

Challenge Asszgnmen):Compansom

Portfolio

ol AR =HAHo] 1Y 20149} Fo] njmx=H
A" Az S7ANY AR HHI} g T
4 AR e ok

<E 2> =HAH

AY |¢a2d B}
ve |gang [HF3E H 2
P1 Market Share |71 A3} 23
Competitor g A A4
Driven =3 74z} "
78 P2 7\t =3 Strategic Weight
7351 P3 7t4 AMg 7}# Dominance,
#FZ2 =" |Weighting
o 1AL AL
Emphasis =3 Alo = 3t
P4 7}2 E}g AleFH Dominance,
= % |Weighting
P5 wujzre] £F | AALAE BH A
27} |Product AE7 4 (4] FA
33 Bmphasis [ T3 gae 54 (244 AsRd A
AFE/ A |FY 74

3.3.2 EARFF HH3} Atol9] &7

=AR A AHst 2y Alele] 74 #AE 14
37 o] AND/OR I ZE o]§&A EdH F
Ark =ARA +E2 HAAs ZHAP Model) 7
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Atololl EA F4Q A(Specific Element) +%& & #8 ¥

#ate 3A% BEo] a3t Xi AA AE 2 AR AFE O diE (ax
A AAF | aFasEE A (Display) 34
T={0.1}: ZAF AF 7V B34 AF ol o
HaREd 44 AR

#E ¥

cy AL AF 7Y AAA AF O diE wjaga
Z A|(Display)sl & 3% ¥ &

vy AR AE T BAA AF ol sl v agn

e 39 HarhA

1P Model
Layer

Additional
Constrain

Specific
Element
Layer

trategic
Weight
P2

(2% 3]. A4} #235ke) AND/OR 2T IS Ib: Limit of Budget, 4t F%%
le;: Limit of Exposure, A} A EFEo] ZAAL A
54 74 8258 7 =349 ARAY 2 F ol o8 vadn =5 d5 FAE
ole] X3 mH BANFY AYLL TA}E Ic; Limit of Challenge, ZFA} AF 7} B AL A
TARL &7l Feo vlaxyd 44HE e

333 B4 By a4 Aolg guua 4 MAED AH A2

MmEd A Azae 24 A aFAlg
o222 AF o AFE v xstA(Comparison
Value Matrix)& AAdste QA wu7tx g ol &
T BT i 2 =F T Mg 2A Fo
2 FAHE A¥AE 23 74 L HA3 gAR
TFA4dEc

<E 4> 923 RPCY ARFH Ak oAl

Aolr o FAHQA Mg o] e Algd ®
el gL Foh T 38 =JRZA HHI 74
of Beg Wy g AFE Alolo) JFHFAE UMK

434, Use ) (RAFA, Influence)d] F713

Attributes Units  Value examples Comments
Price Amount _ § 1,498
Challenge Policy Terms cPU Type N/A__ Pentiumé Celoron Athlon-XP Athion—MP
Varlable Constant Speed  Ghz  2.42.01.91.61.3
AT | vofos [t [ bl te | dey | de; ] ey | 15;] dey| b; RAM Type N/A_ SDRAM DDR-SDRAM RDRAM
Market shara R e - ; Size MB 1024 512 256 128
- | strategic waight ; ) K J B HDD Size GB 120 80 40 20
rics dommance Speed APM 7200 5400 Revolution per minute
. CD/OVD N/A CDROM48x CDRW32x10x40 Type-Write~Rewrlte-Read (Max
Price weighting DOVDROM16x COMBQ16x transter spesd vs. 150 KB/sec)
Soec dommnance Monitor Typs N/A_ LCD, CRT(standard) display
" [sves wormirs Size In 157 17" 181" 19"
Wy Product budget imtation o . Video-Output  Type N/A integrated GeForce AT
VRAM MB 16 32 64 128 256
. My Produst sxposure imiston Audlo-Output N/A Integrated SoundBlastar
S9ecic exposuis sssionmert Network/Modem N/A__Integrated S6k-modam 10/101NIC
Spacific chaiange assignmant B J J SIW N/A MS-Worksults Office Maney
Compstitor's budget imtation B N i oS N/A WindowsXP Windows2000 Linux Home-Edition SME
Campstitor's challange assignment s f Warranty year 310.50.25 6-months 3-months

X 49 22 AT AMSE EAE B, A F
& AFH A=z 5/MADell, Gateway, Compaq, HP,
IBM)9} 8774 dl23% PCAHES o=z 20024
59 54%H 20¥7H4] #3€ R85 AR o,

ARES 53 $ele HH3 wyol deo

o 35EL AelY & gom 1 Yee o

¢
fuc)

— 416 -



A A4 HA48 B ges g

4.1 Hlu7}H] DA

njazkai o] A 1y 2049k Fol AFE 4|
A(Pair Wise Comparison), AgA &1t A
o3t Hg= A Relevance Matrix) 2831 Hlx
7+zl Al4HComparison Value Matrix)®l 37Fx 3}
Hoz FAHH

4.1.1 AF vz

AE Aulne z+ Apeol AbFgrel ohafA
573 A&l Abol(Functional Distance)® %43
02 FX3HQuantified Value)dle] Al A E = A
AAL AFE vlmdnh. ZF Abgge) FAEE 09
1Abo]l2 A 78 (Normalize) ek, A}¥FZk 2polo] o
A oFA%E g =d4dd9 Z4 FexR
(Knowledge Engineer)®] 7}& Ao 7]¥ts| o]
==

a84E AAL A E(Gateway #1:G1)3 YA} =]
F[Dell #1:D1)] hg vl W85 AP,

L
AR

a 7%

HlOUs My Product Competitor's Product
Product Number Gl D1
Manutacturer Gateway Dell
Price 539 998 -
CPU Cel13 Pa1g -
RAM 128M SDRAM 128MB PC800 RDRAM
HDD 20 UATAI00 20 UATAI00
CD-DVO Drive 48x COROM 48x CDROM
Monitir 15 17 ]
Video Adapter  integrated B4MB NVIDIA GeForce2 MX T
. Integrated S8 Pro16
Audio Adapter  integrated compatible
Network Adapter 56k PCL. Integrated 56k Telephony modem ]
Software :r?cﬂ;:;hte 2002, word. MS worksuite 2002, money2002 =
Qperatng windows XP HE windows XP HE
Warranty(year) 1 1
3
(28 4] AF A0l oA

4.1.2 A%E ¥ L AA

SEED

Nearest Neighbor &12]%&

Bla A v AR Ae
[Kolodner, 1993]& 71
wo 2 gt} Nearest Neighbor WHo2 714 2
e AEFS Fed AFSEY Aoleh ZF Aol o
g HEAE nEH FAM S SA-s8HH, AR

i

ZAE A EFol AA AE AT AHXE(Superiority)

€ T2 vu didols A A(Screening)z
AL AXG

<E 5>. Nearest Neighbor &g} 23t FAMA

Sim(aik, ajk) for all product J j
Sim: Similarity fn for primitives

Numeric Evaluation
Function

alk: k™ Spec value of my product as
the input requirement

ajk:
product as the retrieved requirement

k™ Spec value of competitor’s

Weighted Score T (w * Sim(aik, ajk))/ T Wi

E_
E

A= AL 718 A1ga 713 ol Al
TAHE %S Aldez s zesiy, g8
STEP1~STEP42 FA€. 129 49 AF W&E

zt STEPo| A&3to dAsty, vinxd 87A

AFo] we HFEAg HEEY AL 1Y 59
Wee Hgerh
Competitor Policy Check Competitors

DELL Compag HP Gateway IBM
Market Share(P1) [ ID.245 'El. 125 ]0. 100 IO. 074 |a w7
Strateglc waighting(P2) s I I | ] |

Weighting your challenge preference
pecification Poiicy

Factors Dominance Check Preferencefweigh

Price r 0.5
CcPU r 0.168
.. Memory(RAM) r Boss
" Hard Disk DriveHOD) r pos
Monitor r W
CD/DVD ROM Drive r oo
Video Adapter r ps [pom
Sound Adapter r 0.014
Notwork Adapter r o
Bundied Software ™~ ’(_l_lff———
Operating System i WM
" Limited Warranty and Support r 0272
 Make Rel

(29 5]. =XRF a7 949 54

STEP 1: ZRAMAE AGL)S ARAAL AE ADDZ
AHgRe) Aolg SR

k

de1p1 = agt* - ap*, -1<daim<1

ZtAzto] = APAZ A4 - A} 7HF = 0.333-
0.199667=0.133

deake]l = (w.CPU * (RAICPU - AAAFCPU)

+wW_RAM * (RIAFRAM - 72 B AFRAM)+ w_HDD * (&}
Al HDD - Z A A FHDD) + w_CDDVD #* (AA}CDDVD.
- ZAAAFECDDVD) + w_Monitor * (FAMonitor-73 3
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A% Monitor) + w_Video * (AAlVideo - A PAFE
Video) + w_Audio * (RFA}Audio - 7 A A FAudio) +
w_Network * (RAlNetwork - 733 A FNetwork) +
w_SW * (RFAISW - Z A ESW)+ w_0S*+(XFAFOS-7
A EFO0S)+w_Warranty * (RAlWarranty -ZAJAE
Warranty))/ Weight_Sum

= {0.168 = (0.55 - 0.81) + 0.059 * (0.12 -0.125) +
0.069 * (0.125 -0.125) + 0.202 * (0.2 -0.2) + 0.046 *
(0.4 -0.6) + 0.048 * (0.2 -0.6)+ 0.014 * (0.2 -0.2)+
'0.004 * (0.8 ~0.6) + 0.064 * (0.6 -0.4)+ 0.054 * (1 —
D+ 0.272 * (0.33 -0.33)} / 1 = -0.05878

STEP 2: ‘A=z =AAY"E AHE3] BAA
AEFS AFFE HE gl A,

No Dominance factor, 7F&zt0]>0, 4% *#}0]<0,

So, 7t4 AbdT nE st A% A A

STEP 3: AAAIFE & AAA AE 7 4 AL
o] FAME S o] 88 HYPEE ALt

Price_Relevance = rgipi’ = Sim(agi*, api®) = 1 -

deipi, O0<reipi<1

714 A%==1- 0.133=0.877

A% HAY¢== None

STEP 4: AAMAIE o AL AF 7 7t 4
F=g Arg

Relevance(rgipi1)= Price_Preference * Price_

Relevance (rcl,mp) + Performance_Preference

* Performance_Relevance (rg1.01%)

A= =0.5*0.877 = 0.439

4.1.3 vla7tx A4t

i 7hx o] A AALAE o BAA AF S
] APxo] hF =HAFF Ploly P29 34 o
FAVGS B8 olFch weF AF ANF S0 w
g AzALE BAd= ZIG G ZAAYALE O
HFA AR dgo] &k FEUR nlun JHxE
Agro FIstdviry. AT, EAdgd %
AgEo] AzAME BA= a7 (b)E HELdI(v=
ry* by.

A FAF+&E A& [Gartner 2002]3H= P1 A
2 1% 59 Competitor Policy®t o} 2 &gtcha
b= (bgetr=1, beompaq=0.51, bup=0.41, bgateway=0.30,

bism=0.23)9} Zc}. &A 87/ A A8 Wil vl
A4S §F Az 87x879 Comparison
Value Matrix(vy) @ et

B

4.2 ¥MinxA FFH3 A

o

|n=d AE A2 Bzt d7Fel A ZAL =)
EFS o= A AF viuzd & AAtE 43
st =g 2 vaxd MY fE vzPne x
&3 AFE Jd4 T BE AY 2AET vavt
AE a2t HHgets Alzgolth HAse A
FAY =23 F, EF g (Objective Function)<}
A %2} (Constraints)] F4& T3 oA ch

4.2.1 B3 @+

NEEd Age) 2HE AF o) AZ wELAA
MERRn w5 AF WLt Izt 3
. webd B g4t gem 2ol Fou

Max ii v X

i=l j=1

4.2.2 A oA

Aol YL 334014 AWE v} go) u]
2 AR Yed UHE BAE Bech Ao
A8 Ak 271 AGAoz FRYM 1 F
27} AHe =AHA PS5, Peo) M F7b 7
e AgAL on @,

<E 6>, Ao = 2Ro 2H

ro

Congtraint | Type . § Expression Comment
Fagtor i
Cost Unit cost G, Cy; Constant, variable
Fix cost Setup cost + additional fee
Budget Basic fimitation | 2, ¢,--¥,; & forall i} Total sum of budget
Addltionaf 2 ¢ X, Sl forall j On my produt,
> ¢y X, slb, forall i On competitor's product
Exposure | Basic limitation | DX, Sle; forall i On Competitor's exposure
Additional Y X sle, forall j On my product,
X, =le, fori,j Assignment on spscific /, /

Challenge | Basic limitation ST, sl forall j # of my product’s

ST, sk, forall i On competitor's product
Ty=le;(lor Q) fori,j Assignment on specific /, /

Assignmant

Duration Time Period Month(default), Week, Variable | Planning time duration
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4.2.3 HA3

F7HHQA Ak o] FAHE e e 78 A
QA% YL g8 2ol THaAen Ao
F7he AR AA(ex, Assignment)e] F7}ol
g2l 74 shsetch Ty Wse) 23 A% L
A% Big M ol 9@ =8 A8g A8

MaxZZvy (X, -
s.t ich X, <Ib

foralli

J=

X; 20 foralli,j
T, =00rl foralli,j
X, <MT, foralli,j

Mozl uho] M@pAdyl Ad@A SxE Yok =
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