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1. Product & Pricing
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2. Channel – E-commerce (Online)
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1. 단순히정의된작업을수행하는것이아닌, 스스로데이터를수집/분석하여자율적으로행동하고학습하는 AI     2. Generative Engine Optimization (생성형엔진최적화): AI 검색엔진이콘텐츠를이해하고활용하는방식에맞추는과정. 
기존의 SEO가검색엔진에서상위노출을목표로하는방법론이었다면, GEO는생성형AI 엔진의대화형답변에콘텐츠가자연스럽게포함되도록최적화하는것을목표로합
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3. Operations
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