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YIIPABJIIHHSA PEKJIAMOIO ITPU TIPOCYBAHHI TOBAPY

VY nonoBiAl po3riisHyTa MNpodsieMa MPOCYBAHHSM HOBOIO TOBapy Ha OCHOBI
kjacuyHoi moneni bacca 3 ypaxyBaHHsAM pekiaMHuUX BuTpat. [IpoananizoBaHi
3arajbHl MIAXOAM 1O YOPABIIHHS peKJIaMHUM OrojxeToM. Po3pobnena monenb
ONTHUMI3allli PeKIaMHOr0 OIO/IKETY 3aJIEKHO B CTaJlli )KUTTEBOTO LIUKIY TOBApy.
Po3po0neHo onTuManbHUN peKIaMHUN OIODKET ISl TOBapy BIPOJOBXK BCHOTO
KUTTEBOTO LIUKITY.

Kacanenxo FO.A., Ykpauna, Xapvrkos
YIPABJIEHUE PEKJIAMOM ITPY ITPOJIBUKEHUU TOBAPA

B nokmane paccmorpeHa mpobiieMa MpOJBHKEHHS HOBOTO TOBapa Ha OCHOBE
Kjlaccuyeckol mojnenu bacca ¢ yueroM peknamHbIx 3arpat. [IpoananusupoBaHbl
oO1IMe MOAXOJbl K YIPAaBICHHUIO PEeKJIaMHBIM OrojkeroM. Paspaborana mojenb
ONTUMU3ALUN PEKIAMHOTO OOJDKETa B 3aBUCHMOCTH OT CTaJHH >KU3HEHHOTO
nuKia ToBapa. Pa3paboTaH onNTUManbHBIM pEKJIaMHBIM OIOJKET s ToBapa Ha
NPOTSHKEHUH BCETO KU3HEHHOTO [IUKJIA.
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MANAGEMENT OF THE ADVERTISING OF ADVANCEMENT OF
COMMODITY

In report is considered a problem on the basis of the management of advancement
of new commodity the classic model of Bass taking into account advertising
expenses. General approaches are analyzed to the management of the advertising
budget. The model of optimization of advertising budget is developed depending
on the stage of life cycle of commodity. The optimum advertising budget is
developed for the commodity during all life cycle.
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