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Abstract 

For   companies that spend a lot of money on advertising, it is important to develop 

a concept of effective management of advertising, taking into account the main 

stages of the advertising campaign, as well as the use of economic-mathematical 

models and information technology in decision-making to improve its 

effectiveness. Today, every company wants to know how much money spent 

corresponds to the results. 
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Introduction 

The essence of the current role of advertising is that it has become an integral and 

active part of a comprehensive marketing system, the level of development of 

which determines the quality and effectiveness of advertising and information 

activities of the manufacturer and its compliance with new world market 

requirements. One of the important areas of research that deserves attention is to 

identify opportunities to improve the effectiveness of advertising campaigns 

through their optimal conduct, improve the planning and management of the 

advertising process [1, p . 56] . 

The effectiveness of an advertising campaign is an extremely serious problem. Of 

course, you need a balanced approach to planning advertising, media 

planning   and   selection   of 

advertising   media   and   include   placing   advertising.   However,   even 
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perfectly   planned   and   conducted   advertising   campaign   can   be   completely 

ineffective. Therefore, we agree with the opinion of I. Reshetnikova that 

effective   advertising is a   consequence of a combination 

of   effective   creativity   and   optimal placement,   which   provides   coverage of 

the   largest  parts of the   target   audience [4, p . 401] .  

In essence, the study of the effectiveness of advertising campaigns is aimed at 

identifying, analyzing and taking into account the factors that affect the rational 

use of funds of the enterprise during the advertising campaign. It is based on a 

detailed and objective analysis of the economic and communicative effectiveness 

of advertising media to achieve synergies   [3, p . 77] . Under the economic 

efficiency of advertising understand the result of the advertising campaign of the 

enterprise, which is expressed in improving the financial and economic 

performance of the company, including increasing sales of products and services, 

increasing profits, expanding the market segment [3, p . 80] .Communicative 

(informational) effectiveness of advertising allows to establish how effectively a 

particular advertisement conveys the necessary information to the target audience 

or forms the desired point of view for the advertiser [3, p . 81] . Both of 

these approaches to evaluating the effectiveness of advertising are important and 

therefore should not be opposed to each other. We believe that among the 

indicators that characterize the cost-effectiveness of advertising, the most 

significant are: rate of return on advertising measure cost effectiveness, cost per 

thousand rate, index millayn, costs ranked tariff rate publication per 1000 

inhabitants, the gross estimated coefficient  . We are also inclined to conclude that 

the conclusion about the communicative effectiveness of advertising should be 

made on the basis of the following 

indicators: identification, accessibility , reliability , suggestiveness , positive 

interest, which can be obtained by preliminary, current and subsequent analysis of 

advertising. 

It is established that the process of evaluating the effectiveness of advertising 

campaigns consists of six successive stages. In the first phase of ' yasovuyutsya 

real values of advertising on the time of analysis. The second is the establishment 

of planned values and standards (goals and norms). Then attention is paid to 
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measuring the actual results achieved over a period of time, as well as comparing 

the actual values with the planned and standard. On n 'At this stage, the analysis of 

the results of the comparison is carried out, which makes it possible to make 

changes in the planned values and standards or in the course of the advertising 

campaign. The last stage is characterized by the development of recommendations 

for changes in the course of the existing advertising campaign and 

subsequent [2, p . 92] . 

The issue of optimal organization of advertising is insufficiently studied both from 

a practical and theoretical point of view. Thus, in the specialized and scientific 

literature there are few developed scientific and methodological recommendations 

for calculating the basic characteristics and parameters of the organization of 

advertising, its evaluation and management. After analyzing a number of the most 

common methods, we came to the conclusion that the improvement of work in the 

process of evaluating the effectiveness of advertising campaigns should be based 

on systematic knowledge of the concept of advertising management; systematic 

and timely analysis of the main errors that occur during its creation; imitation of 

general and effective rules used in advertising practice; as accurate as 

possibleestablishing the difference between the planned and actual costs of the 

advertising campaign, which makes it possible to develop rational 

recommendations for changes in the course of the advertising campaign. 

Thus, improving the process of evaluating the effectiveness of advertising 

campaigns is of great value, because timely and correctly adjusted advertising 

activities can optimize the costs of the enterprise and contributes to the acquisition 

of positive and lasting commitment from consumers. 

 

References: 

1. Aksha R. Creation of effective advertising: A practical guide to creative activity 

/ R. Aksha. - M .: Vershina, 2003 .-- 268 p. 

2. Boronoeva T.A. Modern advertising management / T.A. Boronoev. - Tutorial. - 

M .: Aspect Press, 2002 .-- 141s. 

3. Mironov Yu.B. Fundamentals of advertising / 

Yu.B. Mironov,   RM Shopkeeper. - Tutorial. - Drohobych: Posvit, 2007. - 108 

p. 



 

Journal of Strategic Studies and Sustainability…….……………………………….. 

 

Issue 1 2019 
 

4. Reshetnikova IL Creating an effective organization of marketing at the 

enterprise / IL Reshetnikov. - Marketing in Ukraine, 2000. - 444 p. 

5. Zou, X. (2020, March). A survey on application of knowledge graph. In Journal 

of Physics: Conference Series (Vol. 1487, No. 1, p. 012016). IOP Publishing. 

6. Lin, Y., Liu, Z., Sun, M., Liu, Y., & Zhu, X. (2015, February). Learning entity 

and relation embeddings for knowledge graph completion. In Twenty-ninth 

AAAI conference on artificial intelligence. 

7. Chen, P., Lu, Y., Zheng, V. W., Chen, X., & Yang, B. (2018). Knowedu: A 

system to construct knowledge graph for education. Ieee Access, 6, 31553-

31563. 

8. Xu, J., Kim, S., Song, M., Jeong, M., Kim, D., Kang, J., ... & Ding, Y. (2020). 

Building a PubMed knowledge graph. Scientific data, 7(1), 1-15. 

9. MacKinnon et al 

2002.P. MacKinnon, C.M. Lockwood, J.M. Hoffman, S.G. West, V. Sheet 

A comparison of methods to test mediation and other intervening variable 

effects Psychol. Methods, 7 (1) (2002), pp. 83-104 

10. Duan, Y., Shao, L., Hu, G., Zhou, Z., Zou, Q., & Lin, Z. (2017, June). 

Specifying architecture of knowledge graph with data graph, information graph, 

knowledge graph and wisdom graph. In 2017 IEEE 15th International 

Conference on Software Engineering Research, Management and Applications 

(SERA) (pp. 327-332). IEEE. 

11. Zhang, H., Liu, X., Pan, H., Song, Y., & Leung, C. W. K. (2020, April). ASER: 

A large-scale eventuality knowledge graph. In Proceedings of the web 

conference 2020 (pp. 201-211).  

12. . Adimassu, Z., Kessler, A., & Stroosnijder, L. (2014). Farmers’ strategies 

13. to perceived trends of rainfall and crop productivity in the Central Rift valley of 

Ethiopia. 

14. . Adam, R.M, Carl, B.A (1999). The Economic Effects of Climate change on 

the United States Agriculture. The Economics of Climate Change. 

 

 


