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ABSTRACT
Under the Age of competing with time, market pulse is changeable,orders always face various demand changing and reduce delivery
date problem in supply chain system. In order to have a more Rapid Response to customers, this study hope to establish a set of
available and efficient order Rapid Response model to raise satisfaction of supply chain. This study use LCD(Liquid crystal display)
device of linear transmission elements as subject, then through RFM( Recency Frequencyd Monetary), order forecasts and EOQ
(Economic Order Quantity) as inventory strategy to reach order Rapid Response. In RFMO Recencyd Frequency] Monetary
O part, add order number and purchase quantity, use reform RFMOQ(Recency Frequency[l Monetary[l Orderd Quantity[] to
find out key products.In Order Forecasts part, sort all transaction data,and then through MA(Moving average), ES(Exponential
Smoothing) and Grey prediction to find out the best value of prediction.Finally consider purchasing cost and carrying cost to find out
the best EOQ. Combine EOQ with RFMOQ and prediction result, find out key products,distribution of future order quantity and
suitable purchase quantity, and then discuss its applicability, list all of possibility problems we may face, and then experiment and
discuss all of them separately. Finally via prediction model and RFMOQ model to result suitable stocking concept to establish a set
of prompt order feedback under the system of category order and order forecast.
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