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The research contains a description of 12 principles of media planning, which will help to
solve the tasks of media mix selection and strategic work with different media tools. The
research goal is to determine the key principles of effective planning of advertising activity,
which will be actual for media planning in the 21 century. Among the main principles are
reach maximization, multi-media mix, digital plus TV, the display gives frequency, mobile
thinking, regional specifics, etc.
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The current dynamics and competitiveness of the market mean that marketing
must constantly adapt its strategies to the challenges of a permanent change in
order to fulfill its obligations to the consumer. As a result, enterprises strive for a
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dynamic balance, working with the variables of the marketing mix, in accor-
dance with the innovative challenges posed by the market and the consumer [1].

Any advertising campaign will be successful in the case of the correct combi-
nation of a relevant advertising message (high-quality creative) and the correct
choice of communication channels and tools for conveying this message to the
target audience. The enterprise must always clearly form the purpose of each ad-
vertising campaign, which may consist in forming knowledge about the brand or
enterprise, creating a positive image of the company, conveying information about
the product and its competitive advantages in the market, etc., in order to later oc-
cupy a strong position in the market and ensure the company’s sales growth.

At the same time, there are a number of problems that need to be solved,
including the determination of the optimal media mix and the necessary size of
the company’s advertising budget, as well as the optimization of media planning
processes. Economic-mathematical modeling with the help of Data Science
technologies makes it possible to largely solve these problems and formulate
recommendations for optimizing the media planning process and forming an
effective media strategy [2], however, it is possible to single out general planning
principles recommended for use among Ukrainian and foreign enterprises.

The generalization of advertising planning principles is very important
as helps marketing practitioners and strategic managers to improve adverti-
sing planning by focusing on relevant recommendations and marketing
achievements. Such principles make it possible to solve a set of strategic tasks
in advertising planning such as the selection of media mix, development of
effective campaign architecture, mix by formats and creatives, etc.

The specificity of the current level of development of the market environ-
ment, consumer behavior, and their interaction with various communication
channels, as well as the impact of advertising activity on business results, re-
quires adaptation of the principles of media planning to current needs.

So, the purpose of this article is to determine the key principles of effec-
tive planning of advertising activity, which will be actual for media planning
in the 21* century. The proposed principles make it possible to increase the
validity of marketing decisions and improve business and advertising results,
so they are recommended for future implementation in marketing processes.

Advertising is almost always seen as a tactical decision, but this approach
leads to a systematic misallocation of advertising and other resources bet-
ween products. P. Doyle [3] shows why advertising must be developed on the
basis of a clear strategy in today’s multi-product firm and examines some of
the unresolved dilemmas in advertising planning. C. Beltran-Royo et al. [4]
propose and analyze an effective model of multi-stage multi-product adver-
tising budgeting, which optimizes advertising investment for multiple pro-
ducts, taking into account cross-elasticity, various sales drivers, and the entire
planning horizon. The authors proposed a simple procedure for calculating
the optimal advertising budget and its optimal allocation, which can signifi-
cantly increase the revenue from advertising.
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How to distribute advertising tools in conditions of a limited budget is
one of the leading problems in advertising planning [5]. To solve the prob-
lems of determining ad rates in real-time bidding, C. Zhang et al. [6] propose
a multi-level budget constraint deep Q network framework that divides a
long sequence in an RTB into several shorter ones with different budget levels
and learns the optimal strategy for each level. The results show such an ap-
proach can achieve higher revenues and promote the marketing effect of ad-
vertising investments. S. Karray et al. [7] examine the scenarios of how adver-
tisers optimally allocate advertising resources through cooperative adverti-
sing programs and their own. Retail advertising stimulates immediate sales
but may harm long-term (post-advertising) demand, while own manufac-
turer’s advertising aims to build brand equity and also stimulates both im-
mediate and long-term sales.

The paper by N. Gavrylenko and M. Shkoda [8] is about media planning
and its role in the company’s advertising campaign. The main stages of dra-
wing up the ad campaign media plan and the system of indicators necessary
for making a sound management decision have been studied. The article [9]
discusses the main principles of managing advertising activities at the enter-
prise and the role and place of advertising in its business strategy. Conside-
ring the need to achieve the best efficiency, the expediency of using a system
approach in the management of advertising activities is substantiated. V. Lisov-
ska and A. Moshenska [10] reflect the relevance of the problem of modeling
the process of advertising appeals of the enterprise and analyzed the analyti-
cal functions of the sales reaction in the form of a logistic curve, which simu-
lates the response from marketing costs, which turn affects the volume of
sales, as well as economic and mathematical modeling of the distribution of
advertising appeals with a rational distribution of budget for each channel
with profit maximization using the gradient descent method.

Before starting media planning, as part of the media strategy, decisions
are made about the necessary audience coverage and the frequency of adver-
tising contacts. The Ostrow matrix involves the analysis of certain market
factors, factors of the quality of an advertising message, and media factors,
which allows it to be used as a method for determining the effective frequen-
cy of an advertising message. The purpose of the article [11] is to highlight a
practical method for determining the effective frequency of an advertising
message — Ostrow’s matrix, which allows you to analyze many factors that
affect the effectiveness of advertising returns, to digitize all factors, and as a
result — to determine the minimum threshold of effective frequency for ad-
vertising messages.

Promotion is an important stage of the life cycle of any product. All com-
panies dealing in one or more goods advertise their products. Advertising is
the most common form of promotion for most products. The study [12] fo-
cuses on companies that produce a variety of products and advertise them
using available mass media, with budget as the main restriction. P. Jha et al.
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formulate the problem of media planning to allocate the available budget in
several media considered suitable for advertising some products, taking into
account the aspect of marketing segmentation of advertising in order to ma-
ximize the total reach in all segments.

Nowadays, the use of advertising is one of the main types of marketing
activity. Optimizing this component of the business process can significantly
improve the performance of enterprises, to ensure appropriate planning of
advertising costs. In order to optimize advertising costs, media agencies use
different types of software that are based on statistical data (market volume,
demand, competition, etc.) to calculate the advertising budget [13].

A. Belenky and I. Belenkii [14] consider the generalization of the mathe-
matical model and operations research problems formulated on its basis as
part of the approach to planning an advertising campaign for goods and ser-
vices. B. Pérez-Gladish et al. [15] propose a crisp logarithmic programming
model on fuzzy information that will help companies plan their TV adverti-
sing campaigns. The goals include achieving the highest impact on the audien-
ce or the maximum reduction of advertising costs. The impact of advertising
during an ad campaign is measured by the logarithm of ad repetitions.

Online banner ads, which are the most common form of internet adver-
tising, attract the attention of consumers. It is important for online adverti-
sers to plan their ads to maximize their effectiveness. G. Kim and I. Moon
present an online banner ad scheduling model with a new objective function
that includes four factors that influence ad performance [16].

Digital technology has enabled «invisible» advertising, such as native ad-
vertising, that looks like entertainment content. Scientific research largely sup-
ports causal relationships between advertising exposure and certain behaviors,
including requests, purchases, and consumption of advertised products [17].

Programmatic advertising is an emerging and rapidly growing informa-
tion technology phenomenon that also responds to and influences consu-
mers and their behavior. Despite its popularity and widespread use, research
in this area remains scarce. Research by A. Samuel et al. [18] contributes to
the understanding of this technology by revealing the means by which it
functions and interacts with consumers. Programmatic advertising is com-
mon in online advertising. However, it offers managers limited control over
the type of website where the ads appear, leading to brand safety problems.
The study [19] analyzes the impact of brand website quality on branding and
performance campaigns and enriches the understanding of programmatic
advertising implications.

Despite the significant number of scientific research, issues related to
forming general principles of advertising planning remain unclear. The need
to develop the principles of effective media planning of advertising activity is
caused by the demand to simplify the process of developing a media strategy
and its implementation in the future. This forms the relevance and purpose of
the current research.
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ADVERTISING PLANNING PRINCIPLES

Twelve main principles of media planning of the 21* century are formed in
Fig. 1. Let’s consider the specifics of each of them in more detail.

Principle 1: Reach/Coverage maximization is the main target. The speed
of reaching the audience is a primary task in media planning, but it is important
to correctly define and control the target indicators. In this case, it is always most
appropriate to measure the weekly coverage at the frequency of contact of the
target audience with the advertising message 1 time or more (frequency 1+),
the potential of which differs significantly by media channel (Fig. 2). The fre-
quency 1+ is recommended for measurement as it shows the general potential
of each media channel and the capacity of covered consumers.

Each communication channel has a different potential for building reach.
Thus, television (TV) quickly and reliably builds high weekly coverage on all
frequencies, in particular on 1+, 3+, and 5+. TV is the leader in building co-
verage, as it allows you to reach ~70% coverage of the target audience during
the week'. The online activity (in Digital) allows you to quickly rebuild week-
ly coverage, however, due to limited inventory, it has a much lower upper
limit — ~30—40%, depending on the target audience?. As for outdoor adver-
tising (OOH — out of home), due to regional restrictions, the coverage po-
tential within national campaigns is not so high, but coverage within the city
can reach 80%°, but it grows slowly and with a high frequency of contact with
the regional target audience.

Principle 2: Multimedia mix increases efficiency. Each communication
channel is strong at different times of the day and has a different degree of con-
veying the message to the target audience. So, for example, the main time for
viewing TV content is the evening hours after 6:00 p.m., and in the daytime
hours the audience is in most cases outside the home*, which increases the role
of mobile formats of placement in digital, the volume of audience contacts with
outdoor advertising increases, as well as advertising in public transport (Fig. 3).
As a result, the OMNI-channel mix always has higher efficiency as each media
covers different touchpoints of contacts with the target audience. Additionally,
the use of different media in a media mix makes it possible to achieve synergy
because one media channel increases the quality of contacts with another com-
munication channel due to the new contact on the consumer journey.

Principle 3: Online + TV are strong supplements. Digital and TV as com-
munication channels perfectly complement each other, taking into account the
fact that the audience of TV viewers and online audiences are significantly diffe-
rent, which affects the potential and specificity of target audience coverage.

! Nielsen Ukraine. URL: https://www.nielsen.com/about-us/locations/ukraine/ (acces-
sed on: 20.12.2022).

2 Kantar Ukraine. URL: https://www.kantar.com/locations/ukraine# = (accessed on:
20.12.2022).

* Ibid.

* Ibid.
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Fig. 1. Basic principles of media planning of the 21 century
Source. Constructed by authors.

TV is usually watched more by the older generation. Thus, for the audience
older than 45 years, TV allows to ensure coverage at the level of 80%, but for the
audience under 30 years, this indicator does not reach 70% (Fig. 4). Younger
audiences use the Internet more, and in addition, each of these two communi-
cation channels reaches a certain unique segment of the audience that only
watches TV or only uses the Internet. Yes, only TV is watched by 12% and up
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Fig. 2. Building the coverage of the target audience through various communication
channels, as well as the distribution of coverage by frequencies on TV

Source. Constructed by authors based on internal data of the marketing researchers Nielsen
Ukraine and Kantar Ukraine (data is confidential) for 2021.

to 68% of the audience, depending on the age group among people aged 16 to
65, and only 4% to 32% of the audience use only the Internet>°.

> Nielsen Ukraine. URL: https://www.nielsen.com/about-us/locations/ukraine/ (acces-
sed on: 20.12.2022).

¢ Kantar Ukraine. URL: https://www.kantar.com/locations/ukraine#_ = (accessed on:
20.12.2022).
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Fig. 3. Weekday and weekend media consumption for a specific target audience
Source. Constructed by authors based on internal data of the marketing researchers Nielsen
Ukraine and Kantar Ukraine (data is confidential) for 2021.

Accordingly, in order to maximize the coverage of the target audience
and increase their contacts with the advertising message, it is advisable to
connect TV + Digital activity. It is due to the use of two communication
channels at once that the optimization of target audience coverage occurs
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16—20 21—25 26—30 31—35 36—40 41—45 46—50 51—55 56—60 61—65
Age

[0 Not TV & Not Internet [l Only Internet  [] TV & Internet [l Only TV

Fig. 4. Weekly coverage of the audience on TV and on the Internet for different age
groups

Source. Constructed by authors based on internal data of the marketing researchers Nielsen
Ukraine and Kantar Ukraine (data is confidential) for 2021.

since in this case, online activity generates additional coverage to coverage of
television advertising.

In addition, the digital activity allows you to renew the audience and in-
crease profits because, for brands that currently use only television activity,
digital turns into a zone that allows you to reach a significant part of potential
buyers. Incremental weekly coverage (coverage of the new audience, which
uses Digital and doesn’t use the TV) can reach an average 18% of consumers
(from 4% to 32% depending on the target audience)’ (Fig. 4).

Principle 4: Online video (OLV) is another TV channel for consuming
video content. Online video is a full-fledged replacement for TV, and the tar-
get audience very often does not distinguish where they saw this or that mate-
rial — on TV or on the Internet. In this regard, placement on the Internet
using the video format is an effective addition to television activity.

Additionally, the specificity of placement in Digital provides, in contrast to
TV, the opportunity to limit frequency tails and thus control the frequency of
contact of the target audience with the advertising message (Fig. 5).

Depending on business and communication tasks, there are several op-
tions for using online video in the media mix:

« consistent use for the continuation of the advertising campaign and the
transition to the strategy of permanent (continuity) presence;

« parallel use to increase media pressure and increase the share of voice
(SOV), stand out from the noise in a high-profile category, and launch a new
product or a new brand communication platform.

7 Ibid.
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- However, it is important to
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50 F —— Television .

the target audience, the overlap
between online and offline is
usually quite significant and, as a

O -
result, OLV adds only a few per-
207 cent of additional reach and it is
10 important to optimize the media

mix taking into account the cost
of the reach and the overall me-
dia budget. There is always a li-
Fig. 5. Reaching the target audience on diffe-  mit value of the share of the me-

rent frequencies dia budget directed to the place-
Source. Constructed by authors based on internal  ment of online video, after rea-
data of the marketing researcher Nielsen Ukraine ching which the cost for the in-
(data is confidential) for 2021.

[1+][2+][3+][4+][5+][6+][7+][8+][9+][10+]
Frequency

crease in coverage increases sig-
nificantly and the further increase of the budget is already ineffective. Such a
limit value will depend on the specific target audience, the level of the budget,
as well as the specifics of the category. Using the example of one of the pro-
ducts, exceeding the share of digital activity in the format of the online video
above 10% leads to an increase in cost more than twice (Fig. 6).

Principle 5: Display provides an additional frequency of contact with
the target audience, just like outdoor advertising. If video formats (TV and
OLV) build the coverage of the target audience, but usually on the eve of
purchases and in the evening, then display formats on the Internet work to
remind a potentially interested audience about the product during the day
and on the way to work or home. In addition, the consumption of display
formats is relatively uniform throughout the day. Taking into account the
above, such a media mix works for the direct generation of purchases at
points of sales.

Principle 6: Mobile thinking should lead to a significant share of mo-
bile placement in the media mix. Mobile is becoming the main screen for
the majority of the audience, which requires concentration and adaptation of
advertising activity to this variant of consumption of advertising messages.
78% of the online audience are smartphone users® who no longer distinguish
where they saw this or that information. The boundaries between the online
and offline worlds are blurring and there is a need to allocate a bigger part of
the advertising budget to mobile tools in digital.

Principle 7: Adaptation of creatives. It is critical for brands to use
adapted formats of all advertising materials, and to adapt all applications and
sites for mobile consumers in order to form a quality perception of the brand
by its target audience. The target audience interacts with each communica-

8 Ibid.
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of videos is the most optimal, ta-
king into account their cost and
effectiveness, always arises. Data
Science and modeling of business indicators allow you to evaluate the actual ef-
fectiveness of each creative material and the effect of different lengths of videos in
order to form the optimal tactics of media placement [2].

Principle 8: Regional specificity. Ukrainians are very different in terms
of their consumer attitudes, behavior, and consumer preferences. The expe-
rience of Ukrainian companies proves that a national advertising campaign
has different returns in different regions and there is an urgent need for the
formation of a regional media strategy. In-depth data analysis allows you to
identify regions whose residents respond less well to a comprehensive TV,
digital, or outdoor advertising campaign and regions in which advertising
generates more sales than the national average in order to redistribute re-
gional activity and thus optimize marketing investments.

Principle 9: Campaign Building Architecture. Depending on the goals
and specifics of the product and category, there are various options for buil-
ding the architecture of media campaigns, which determines the choice of
the best option in each case (Fig. 7):

« Burst strategy (flight strategy) has the following characteristics: rapid
audience coverage; high weights; short campaign period;

« Continuity strategy — constant activity with low weights, which has the
following characteristics: stretching coverage in the period; low weights
(usually half as much from burst); long campaign period;
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Fig. 7. Different types of advertising
campaign architecture
Source. Constructed by authors based on
internal data for 2021 from advertising
L awareness trackers by Kantar Ukraine;
1234567 8 910111213141516 InMind (data is confidential).

« Pulse strategy — week-by-week activity, which has the following cha-
racteristics: stretching of coverage in the period; low weights (usually half as
much from burst); alternating one week on the air and one week oft.

After choosing the campaign architecture, the question arises as to how
to use the media mix of TV and online tools. Two options are possible:

« Parallel placement, which works well for increasing frequency and per-
suasiveness, but shortens the period of presence on the air. The main advan-
tage of this type of placement is incremental weekly coverage, but on the
other hand, the weekly frequency increases, the period of presence shortens,
and there is also a high cross-section of the audience — about 82% of the
Internet campaign will be covered on television*'°. This type is suitable for a

® Nielsen Ukraine. URL: https://www.nielsen.com/about-us/locations/ukraine/ (acces-
sed on: 20.12.2022).

10 Kantar Ukraine. URL: https://www.kantar.com/locations/ukraine#_= (accessed on:
20.12.2022).
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Fig. 8. The main tools of media promotion and the tasks that they perform
Source. Constructed by authors based on econometric modeling of internal data of the
advertisers (confidential).

complex category or seasonal products when placement intensity and SOV
should be increased, as well as when launching a new creative or a new pro-
duct to build a sufficient level of awareness among the target audience;

« Consistent placement that does not increase weekly frequency, but in-
creases air presence.

Among the main advantages of this type of advertising placement are an
increase in the accumulated weekly reach and an increase in the duration of
the campaign. The main disadvantage is the lack of incremental coverage and
lower SOV. This type of activity is recommended for support campaigns and
a gradual transition to a continuity strategy.

Principle 10: Performance is not only online. Performance should be
considered any activity aimed directly at the growth of traffic and sales.
A vivid example is the marketing strategy of pharmacies, which distribute the
media budget evenly between the Internet, outdoor advertising, and radio,
which work not to build awareness but to directly attract an interested target
audience to sales points (Fig. 8).

Summarizing the results of the econometric modeling for different market
categories that we conducted earlier [20; 21], there are conclusions, that TV and
OLYV are the best brand awareness builders, display and radio work both on awa-
reness and on performance goals, as well as OOH and search campaigns in the
Internet have a high efficiency on performance metrics (Fig. 8). As a main met-
rics for econometrics modeling were selected brand awareness, sales, and share
of market collected for pharmaceutical, FMCG, banking, retail categories.

Principle 11: Programmatic as the audience targeting should be maxi-
mized. Programmatic is a collection of models and technologies aimed at
finding target audiences and placing ads with a high degree of targeting to the
most interesting segments. The best solution is to increase programmatic
placement with the highly segmented target audience as it helps to increase
the results of the advertising campaign.

Programmatic purchases allow you to optimize the cost of reaching the tar-
get audiences, control the frequency of contact with the target audiences, increase
the response of potential customers (for example, the CTR indicator), and also
ensure the growth of the key brand and business KPIs (for example, awareness of
the brand/advertising message, the level of consumption, sales, etc.).
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Principle 12: Brand Safety — protection of the brand environment needs
to be in permanent focus. With automatic purchases, you can rely on technolo-
gy, but additional control and verification will only increase the quality of place-
ment. It is always necessary to control the context in which advertising materials
are placed, as an unpleasant or inappropriate context will have a significant nega-
tive impact on the health of the brand. In order to avoid this, it is worth:

« work with proven partners;

« exclude inappropriate topics and use negative words (for example, war,
alcohol, gambling, drugs, profanity, hatred and negative news, terror, etc.);

« exclude unreliable resources from the placement plan. In Ukraine, the
«Clean Sky» initiative operates, since according to the Ukrainian Anti-Piracy
Association ', more than 1.7 thousand domains are untrustworthy.

CONCLUSIONS

The main principles of ad planning were development and contain reach ma-
ximization, multi-media mix, which increases synergy effects, online plus TV
as these communication channels perfectly complement each other, online
video is another TV channel, the display provides the additional frequency of
contact with potential consumers, mobile thinking, adaptation of creative ma-
terials, considering of regional specificity, optimization of campaign building
architecture, performance is not only online, programmatic is audience tar-
geting and brand safety is the protection of the brand environment.

The research results will be useful for marketing practitioners, strategic
managers, and scientific society for the improvement of advertising planning
and future development of marketing principles, considering all changes
which will appear in the 21st century (such as war, pandemic, and other new
ones). The proposed principles of media planning make it possible to increase
the validity of marketing decisions and improve business and advertising re-
sults, so they are recommended for implementation in Ukrainian and inter-
national companies.

Summing up, it is worth noting that adherence to these principles greatly
simplifies media planning and increases the effectiveness of an advertising
campaign, but does not solve all problems with planning advertising activity,
which is why there is a need for in-depth study of available data and eco-
nomic and mathematical modeling using Data Science technologies, which
are the areas of future researches.

! Ukrainian Anti-Piracy Association. URL: https://apo.kiev.ua/ (accessed on: 20.12.2022).
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[MPVMHINMIIN EQEKTVIBHOI'O INTAHYBAHHA
PEKJIAMHOT IIJIBHOCTI Y XXI cT.

Cy4JacHi fuHaMika i KOHKYPEHTOCIPOMOYXHICTb PUHKY CTBOPIOIOTD TaKi IIepeyMOBH,
10 MAapKeTVHT IIOBMHEH A[IalITyBaTH CBOI CTpaTeril O BUK/VKIB, IIOCTIIHUX 3MiH,
11106 BUKOHATY CBOI 3000B’s13aHHs IIepefi CioXKuBadeM. by/ip-s1ka pekiaMHa KaMIIaHist
Oyne YCHIIIHOIO JMIIe B pasi IPaBUIBHOIO MOE[HAHHS PEIEBAHTHOTO PEKIaMHOIO
HOBiTOM/IEHHS (SIKiCHOrO KpeaTuBy) i BipHOro BMOOpPY KaHa/liB KOMyHiKanil Ta iH-
CTPYMEHTIB JOHECEHH: LIbOr0 IOBiJOM/IEHHA IO LIi/IbOBOI ayZUTOPII.

Ommcano 12 KTOUOBUX ITPUMHIMIIB MIAHYBAaHHs PEKIAMHOI aKTMBHOCTI, AKi MO-
XYTb 6yTM BUKOPMCTaHi B IIe€Piof] MiJrOTOBKY Mefiia-CTpaTeril i 3/laTHi JOIIOMOITH BUPi-
IIUTY 3aBJAHHA Hig6opy Mepia-Mikcy i crpaTeridHol pobOTH 3 PI3HMMY PEKIAMHUMM
incTpymeHTaMu. BusHaueHO K1040Bi IpUHIMIN e(eKTUBHOTO IVIAHYBaHHS PEK/IaMHOI
HisIBHOCTI, AIKi YAy Th aKTyanbHUMU L Mepia-1utanyBaHHA XXI cr. OcHOBHI IprHIMIN
PEKIaMHOrO IUIAaHYBaHHA BK/IIOYAIOTh: MaKCHMIi3allif0 OXOIUIEHHS, MYIbTUMMENITHII
MIKC, 1110 361/IbIIIye CUHePreTUYHMIT e(heKT, pEK/IAMHY OH/IAH-aKTVBHICTb, KA IIOCUITIOE
TesebadeHH s, OCKIIbKY 11 KaHa/MM KOMYHIKaLil ifjea/bHO J{OIOBHIOIOTh OIMH OJHOIO;
OHJIAJIH-BifIe0, sIKe € 1ile ONHMM Te/IeKaHaJIOM, a IUCIVIEN 3a0esedye JOHaTKOBY YacTOTy
KOHTAKTIB 3 IOTEHL{IITHMMM CLIO>KMBaYaMI, MOOIIbHE MUCTTEHHST, Q/JANITALII0 KpeaTVBHIX
IPONO3NIIilT; YpaXyBaHHs PeriOHa/IbHOI Crielndiky, ONTUMIsaliio apXiTeKTypy mo0y-
IOBU KaMItaHil Ta meppopMaHC He TibKy B [HTEpHET]; MporpaMMariK, K1l € OCHOBOIO
LIS HAIlTIOBAHHS Ha ayAUTOPIIO, a TAKOK OesneKy OpeHzy, sIKa Iependadae 3axmcT Joro
ortoueHHsI. Pesynbratyt JOCTmKeHHs OYAyTh KOPMCHUMM MapKeTONIOraM-IIPaKTHKaM,
CTpaTeriYyHyM MeHe)KepaM i HayKOBOMY TOBapUCTBY I BIOCKOHA/TIE€HH IJITAHYyBaHHA
PpeKIaMHOI aKTUBHOCT] 1 MaitOy THHOTO PO3BUTKY IIPUHLVIIB MApKETVHIY, BPaXOBYIOUM
Bci 3MiHn, sAKi BifoOymyTbes y XXI cT. 3anporoHoBaHi IPUHLMIN Mefia-I/TaHyBaHH:
CIIPOMO>KHI ITOCV/INTY OOIPYHTOBAHICTh MAPKETUHIOBYX PillleHb i HOKpaumTy 6isHec- i
PEK/IaMHi pe3ynbTaTy, TOMy PeKOMEH/IOBaHi /I BIPOBa/KEHHA B YKPAIHChKUX 1 MiK-
HapOJHIX KOMIIAHIAX.

Kmouosi cnosa: media; pexnama; naanysants; mapKemune; NPUHUUNU.
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