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The article deals with the question of the 
effectiveness of promotional activities in today’s 
market, in particular the issue of optimal allocation 
of the advertising budget. Determined urgency of 
the problem that was studied, and the estimation 

process, the importance of efficient allocation of 
the advertising budget in the system of marketing 
activities. An innovative model of efficient allocation 
of advertising funds. Corresponding conclusions 
regarding the usefulness of the proposed model.
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The need for the creation and management sys-
tem based on the principles of consistency and im-
plemented on the basis of engineering, associated 
primarily with the classification of major and sup-
porting business processes and develop aggregate in-
formation and logical models of business processes 
and a description of their component, based on the 
content and features of formation of trade, informa-
tion and financial flows.

Recently wide application in the development of 
the advertising budget received methods based on 
the use of mathematical models of decision making. 
Application of these methods is because the person is 
not able to assess and take into account many factors. 
So important is the use of mathematical methods of 
decision-making, special software and computers.

Evaluating the effectiveness of advertising plan-
ning elements are, first of all, a set of linguistic data, 
but indicators of any process / element with a math-
ematical expression. There is a need to transform the 
linguistic data into mathematical algorithms. Thus 
there is a need to talk about the concept of fuzzy 
modeling and metaevristychni model.

It was thoroughly investigated the possibility of 
using simulated annealing algorithm. The algorithm 
based on simulated annealing process similar to 
crystallization with minimum energy when cooled, 

it uses an ordered random search. The feature of this 
method is the admissibility decisions that lead to in-
creased errors.

The advantage annealing algorithm is successful 
completion of local minima and ease of implementa-
tion flaws - big time spent in the not always accurate 
results.

Given the proposed method of constructing a 
model of effective distribution of advertising budget 
using simulated annealing algorithm. For building a 
model to all advertising media assign a number based 
on statistical efficiency of the vehicle. The higher the 
number, the greater the effectiveness of advertising 
media. Every advertising medium has its cost, and 
the total use of selected media does not exceed the 
established advertising budget. The objective func-
tion in this model - the total cost of advertising in 
different media.

Methods of modeling can serve as a basis ad-
justment and refinement of the advertising budget 
from a position of need for optimal differentiation of 
costs for different types of advertising material and 
choose the most optimal variant of distribution of in-
vestments over time. It is possible to determine not 
only the costs of advertising, but the time at which it 
reaches maximum efficiency.
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