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Abstract. An analysis of the studies results on the advertising strategies formation for industrial enterprises is carried
out. The specifics of the advertising strategies development by pharmaceutical industry enterprises are determined. A
review of well-known applications of the mathematical apparatus during the problem solution is explored. The
necessity of using the simulation approach in the process of modeling advertising strategies is substantiated. Applied
aspects of the use of simulation modeling are presented on the example model of the pharmaceutical enterprise
advertising company. The model is implemented on the platform of the system of multi-threaded simulation AnyLogic.
The expediency of using the proposed mathematical apparatus in increasing the efficiency of enterprises marketing
activities is confirmed by the submitted results of simulation experiments.
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HA PUHKY ®APMALHEBTUYHOI IMTPOAYKLII

Cokonoscvka, 3. M., Kanycmsan, I. B. Modentoganus pexnamuoi cmpamezii nionpuemcms Ha puxky apmayeemuytoi
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Anomauin. Y cmammi npoananizoeano pe3yismamu 00CIi0NCeHb 3 QOPMYBAHHS PEKIAMHUX CIMPAMe2ii NPOMUCTOBUX
nionpuemcms. Busnauena cneyugika po3poOKu pexkiamHux cmpameziii NiONpuemMcmeamu QapmayesmuyHoi anysi.
3pobneno ocnad sidomux 3acmocysanb MAMeMamuyHo2o anapamy 8 Xo0i po3e’sizanus npobremu. OOIpynmosaua
HeOOXIOHICMb GUKOPUCMANHA IMIMAYIHO20 NiOX00y 6 npoyeci MOOemo8anHs peKkiamuux cmpameeiu. [Ipuxiaoui
acnekmu 3acmocy8anus IMIMayitino2o MOOeN08aHHs NpeoCmAasneHi Ha NpUKIadi Mooeni NpoeedeHHsi PeKIdMHOL
KoMRaHii nionpuemcmeom apmayeemuunoi eanysi. Modenv peanizosana na niamgopmi cucmemu 6a2amonioxooHo2o
imimayitinoeo  moodemoeanus  AnyLogic.  Jloyinbhicmb — euKopucmanHs — 3anponoHOBAHO20  MAMEMAMUYHO20
iHcmpymenmapiio y nioguuenHi eqheKmusHOCmi MapKemune080i OislibHOCMI NIONPUEMCINE NIOMBEPOICEHA HABEOEHUMU
pe3yibmamamu iMimayitiHux excnepumenmis.
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Annomayun. B cmamve npoananusuposansvl pe3yibmamvl UCCAEO008AHUL NO POPMUPOBAHUIO DEKIAMHBIX CMPAmMe2uti
npomviuiienHbix  npeonpusimutl. Onpedenena cneyugurxa paspabomku PeKIaMHbIX cmpameeutl  npPeonpusimusimMu
Gapmayesmuueckori ompacau. Coenan 0630p U36ECMHBIX NPUMEHEHUL MAMEMAMUYECKO20 annapama 8 xo0e peuleHus
npobaemvl. OOOCHOBAHA HEOOXOOUMOCHb UCNONBL306AHUS UMUMAYUOHHO20 N00X00d 6 Npoyecce MOOeaUpPOBAHUs
pexnamubix cmpamezuti. [lpuxiaonvie acnexmvl NPUMEHEHUsT UMUMAYUOHHO2O0 MOOETUPOBAHUs NpeOCmasienvl Ha
npumepe Mooeu NPoBeoeHUst PeKIAMHOU KOMNAHUY npednpusimuem gapmayesmuueckot ompacau. Modenv peanusosana
Ha naamgopme cucmemvl MHO2ONOOXO0HO20 UMUMAYUOHHO020 Moldenuposanusi AnyLogic.  [lenecoobpasnocme
UCHONIL308AHUSL NPEOTIONCEHHO20 MAMEMAMUYECKO20 UHCTPYMEHMAPUsL 8 NOGbIULEHUU PPDEKMUBHOCIU MAPKEMUH20801
OesimenbHOCIU NPEeONPUSIMULL ROOMEEPICOEHA NPUBLOCHHBIMU Pe3YTIbMAMAMU UMUMAYUOHHBIX IKCHEPUMEHMOB.

Kniouesvle cnosa: Gapmayesmuyeckoe npeonpusmue; PLIHOK —(papmayesmuyeckol  npoOYKYuu, pekiamHas
cmpamezusi; UMUMAYUOHHOE MOOCIUPOSAHUEe, UMUMAYUOHHLIL dIKCcnepumenm, cucmema AnyLogic.

JEL classification: C610; C630; C650
1. Introduction

The development of methodological and methodical principles of advertising activities in domestic
enterprises is gaining important due to the activation of their marketing in the conditions of the
consumer-oriented economy. Firstly, it concerns the problems of forming an advertising strategy, as
one of the determining effectiveness factors of marketing and production activities of enterprises in
general. However, the effectiveness of advertising remains low despite the significant increase in
advertising costs in Ukraine during the last decade. Advertising strategy is a significant component of
the business process, which is changing under the influence of information technology development.
Today the main direction is the introduction of the digital marketing concepts as a complex of
information and technological solutions. New types and forms of advertising are emerging based on
modern digital technologies. It plays a special role for industries, which have flexible production and
marketing systems, a significant of product market segmentation and high levels of competition.
The pharmaceutical industry is one of these industries. In such conditions, the formation of
advertising strategies requires serious preliminary diagnostics, assessment of the complex impact
advertising measures on the production and financial performance of the research object, which, in
turn, involves the attraction of a special mathematical apparatus. According to above situation, the
simulation of advertising strategies for pharmaceutical companies is an urgent and timely task.

2. Analysis of research and publications of recent years

Domestic and foreign researchers [1; 2; 3; 4; 5] made a considerable scientific contribution to the
development of problems of advertising activity. In addition, literary sources focuses on the use of
mathematical apparatus for solving specific problems associated with the advertising process.
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In work [6] proposes an approach to modeling advertising companies by means of network planning
and management.

Among the most common applications, the using of optimal and economy-statistical methods are
popular. Publications [7; 8; 9] is devoted to the questions of modeling advertising campaigns. The
topical tasks are optimizing the cost on advertising company in predicting an increase in revenue
from the sale of goods or services, determine optimal distribution of advertising campaign budget
between types of advertising events — sources of mass media. To work with the mathematical model
of an advertising company the relevant software products (as the smallest Excel spreadsheets) are
often used because in the solution of these problems have to face multicriteria optimization. At the
heart of the analysis of the linear mathematical model most commonly used is the simplex method,
by which the search for an optimal solution, usually, is due to variations one group of variables.
However, several groups of variables vary simultaneously in cases that are more complex. Often,
optimization is the optimal allocation of the total amount funds allocated to an advertising
company, taking into account the provision of the maximum number of buyers.

Researchers argue that it is possible to set the new causal relationships that specific for system if
approach to the analysis of an advertising company from position of system analysis and consider
individual promotional activities as elements of the system [9]. As example, the correlation
relationship between advertising events, synergistic and emergent effects. In recent years, some
projects are development with the use of simulation methods [10; 11; 12; 13].

3. Problem description

The problem of modeling the advertising strategies of pharmaceutical industry remains not fully
disclosed despite existing scientific developments. This is due to the specifics of advertising
companies exactly in this field on the one hand and to insufficient use of the mathematical
apparatus suitable for solving specific problems on the other hand. Famous traditional mathematical
applications are characterized by objective defects that reduce the effect of modeling the advertising
activities of enterprises. The main ones are the impossibility to study processes in dynamics (taking
into account the occurrence of processes in real time and changes in events) and the inability to take
into account the influence of many stochastic factors on the external and internal environment of the
enterprise. In this regard, in our opinion, it is expedient to use of a simulation modeling methods,
which have so far very limited application.

4. Setting goals and objectives

The purpose of the article is the disclosure of the possibilities of simulation methods application in
the process of formation advertising strategies of pharmaceutical enterprises. Task of the article is
study the dynamics advertising of pharmaceutical enterprise in real time influenced of stochastic
factors. Testing the model of advertising strategy by conducting various experiments.

5. The main material research

The goals of pharmaceutical advertising do not differ from the goals of advertising any product
group and consists in attraction the buyer to the purchase of the advertised product. The specifics of
the industry affects on advertising processes and the formation advertising strategies for
pharmaceutical companies. The peculiarities of the advertising object and the target audience, the
specifics of perception of pharmaceutical products by potential users, the necessity to adhere to the
legislative regulation norms and self-regulation activity of pharmaceutical organizations are
determine the specifics of advertising pharmaceutical products. The application of simulation models
offers many advantages over the implementation of experiments on a real system and use of other
methods, namely: cost, time, accuracy, visibility, universality, and others. The module of advertising
strategies developed within the framework of creation complex model of production and sales
system on pharmaceutical enterprise. It researches the impact of costs for any advertising sources
on the income level in the context of various strategies of medicines promotion. The fragment of the
model is shown in fig. 1.
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Fig. 1. Model of the advertising strategy of a new medicinal product (fragment)
(Developed by the authors)
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The work of the module allows to adjust the necessary amount of expenses for advertising tools; to
determine the reasonable period of the advertising campaign of pharmaceutical products; optimize the
effectiveness of marketing costs, maximize revenue from advertising campaigns. The simulation
model provides the opportunity for computer experiments to select the optimal combination of
advertising strategies to minimize the cost of their implementation and maximize revenue from sales.

The software platform for the implementation of the model is the system of multilevel simulation
modeling AnyLogic, which supports all existing simulation methods on the single platform
(Discrete Event, System Dynamics, Agent-Based).

The system-dynamic fragment of the model is containing the following elements:
1. Reservoirs:

— Target_audience;

— Information_carriers;

— Users.

2. Streams:

— Informing;

— Purchase;

— Lack_of_demand;

— Forgetting_information.
3. Parameters:

— Coefficient_of forgetting;
— Population_of _Ukraine;
— Product_value.

4. Table functions:

— Probability_of purchase;
— Demand.

5. Variables:

— Number_of_purchases;
— General_expenses.

6. Developments:

— Fact_of _purchase;

— Monthly_advertising.

The remaining elements of the model belong to the category of Dynamic variables. The content of
the streams is formed through parameters, dynamic variables or table functions. The demand
function is formed by different algorithms depending on the particular market situation that is
simulated.

Imitation experiments can be performed at different time periods with different duration of the
simulation step. Time periods are determined by the user in the process of directly configuring the
experiment. Approbation of the simulation model of the advertising company is considered on the
example of pharmaceutical company open joint-stock company «Farmak» — one of the largest
pharmaceutical manufacturers of various pharmacotherapeutic groups in Ukraine.

According to [14], the company’s advertising costs for the first half of 2017 amounted to
$ 28,725.8K. The company holds 6.5% of the market for pharmaceuticals among all manufacturers
(including foreign producers) and 16.8% of the medicines market among Ukrainian producers [15].

In pharmacology, all medicines are divided into 5 groups: Vitamins and Supplements; Cough and
Cold preparations; Immunostimulants;  Cardiovascular  preparations;  Anesthetics and
antispasmodics.

Creation and testing of the model is carried out on indicators of the group «Cardiovascular
preparations». The demand function on this group for doing experiments is presented in fig. 2.
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Fig. 2. Function of demand for cardiovascular preparation monthly, %
(Developed by the authors)

The main sources of informing potential buyers about medicines of this group with the
corresponding rating are [14]:

— Appointment of a doctor (88%);
— Own experience (73%);

— Aduvice of relatives (39%);

— Search engines (30%);

— Official site (26%);

— TV (8%);

— Outdoor advertising (5%);

— Radio (5%);

— Banner advertising (4%);

The process of informing the target audience is described by the Nerlow-Errow model
(N-A model), which has the form of differential equation of the 1% order:

dA
S ohan-k-A )

when A(t) — knowledge about product (number of informed people about product in the
t period);

g(t) — advertising activity (advertising costs in the t period);

b — advertising effectiveness (rating of the source of advertising);

k — the speed of information oblivion.

The cost of the product is an important parameter for making a decision on the purchase of a
medicinal product. The probability of a product purchase depending on the cost of the product for
the group of cardiovascular preparations is shown in fig. 3.
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Fig. 3. The probability of purchase depending on the product cost, %
(Developed by the authors)
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The monthly costs for different sources of advertising and the cost of the new product act as
variables in carrying out experiments on the simulation model.

Suppose that advertising campaign for new product launches on one year. Model time — 12 months
with step in 1 month. Let the advertising budget is evenly distributed among the medicines groups
and the advertising of the new product accounts for 20% of the total advertising costs for the year.
As follows, advertising costs of the new product should not exceed $ 2,300K for year. The
advertising budget is distributed among the sources of advertising in accordance with their
effectiveness (tab. 1).

Table 1
Funding for advertising sources (Developed by the authors based on [15])
Sources of advertising Advertising costs Amount of costs per year
Appointment of a doctor 31.6% $ 726.8K
Own experience 26.3% $ 604.9K
Advice of relatives 14.0% $ 322.0K
Search engines 10.8% $ 248.4K
Official site 9.4% $216.2K
TV 2.9% $66.7K
Outdoor advertising 1.8% $41.4K
Radio 1.8% $ 41.4K
Banner advertising 1.4% $ 23.0K

Experiment 1. The costs of advertising a new product are evenly distributed over the entire
simulation period. For each run of the model, the cost of the product is $ 0.75, $ 2.60, $ 4.45,
$6.30, $8.60, $ 11.50 respectively.

If product cost is $ 0.75, the annual income is $ 60,251.50K.

If product cost is $ 2.60, the annual income is $ 171,103.18K.
If product cost is $ 4.45, the annual income is $ 235,188.43K.
If product cost is $ 6.30, the annual income is $ 233,044.37K.
If product cost is $ 8.60, the annual income is $ 152,818.79K.
If product cost is $ 11.50, the annual income is $ 97,226.99K.

The times schedule for changing the parameters: target_audience, information_carriers, users are
shown in fig. 4.
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Fig. 4. The times schedule of the parameters: target_audience, information_carriers, users
(Developed by the authors)
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Fig. 4 is shown that the first 3 months of advertising is quite effective, but starting from the 4"
month, advertising costs are unfounded and do not have the expected response of the target
audience. Such conclusions led to the second cycle of experiments.

Experiment 2. The costs of advertising a new product are evenly distributed for the first 3 months,
and since the 4" month of the simulation are make up $ 0. For each run of the model, the cost of the
product is $ 0.75, $ 2.60, $ 4.45, $ 6.30, $ 8.60, $ 11.50 respectively.

If product cost is $ 0.75, the annual income is $ 60,617.86K.

If product cost is $ 2.60, the annual income is $ 172,025.45K.
If product cost is $ 4.45, the annual income is $ 236,312.50K.
If product cost is $ 6.30, the annual income is $ 233,997.46K.
If product cost is $ 8.60, the annual income is $ 153,340.94K.
If product cost is $ 11.50, the annual income is $ 97,534.72K.

The times schedule for changing the parameters: target_audience, information_carriers, users are
shown in fig. 5.
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Fig. 5. The times schedule of the parameters: target_audience, information_carriers, users
(Developed by the authors)

Fig. 5 is shown that after the cessation of advertising, the number of users decreased significantly,
the level of information carriers increased significantly. Such conclusions led to the third cycle of
experiments.

Experiment 3. The 80% of annual cost of advertising a new product is evenly distributed in the first
3 months, the last 20% is evenly distributed over the next 9 months. For each run of the model, the
cost of the product is $0.75, $ 2.60, $ 4.45, $6.30, $ 8.60, $ 11.50 respectively.

If product cost is $ 0.75, the annual income is $ 60,558.88K.

If product cost is $ 2.60, the annual income is $ 171,877.05K.
If product cost is $ 4.45, the annual income is $ 236,132.18K.
If product cost is $ 6.30, the annual income is $ 233,845.09K.
If product cost is $ 8.60, the annual income is $ 153,257.48K.
If product cost is $ 11.50, the annual income is $ 97,485.51K.

The times schedule for changing the parameters: target_audience, information_carriers, users are
shown in fig. 6.

Fig. 6 is shown that the uneven distribution strategy of advertising budget between the first and last
months of advertising keeps the number of users at a rather high level. A high part of target
audience are carriers of information.
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Fig. 6. The times schedule of the parameters: target_audience, information_carriers, users
(Developed by the authors)

Common amounts of incomes, that received as a result of the experiments, are presented in tab. 2.

Table 2
Amounts of incomes received as a result of experiments (Developed by the authors)

Advertising costs

Experiment 1 Experiment 2 Experiment 3
Product cost
<$2 $ 60,251.50K $60,617.86K $ 60,558.88K
$2-$35 $171,103.18K | $172,025.45K $171,877.05K
$358$55 $235,188.43K | $236,312.50K $ 236,132.18K
$55-%75 $233,044.37K | $233,997.46K $ 233,845.09K
$7.5-%10 $152,818.79K | $153,340.94K $ 153,257.48K
>$10 $ 97,226.99K $97,534.72K $97,485.51K

Tab. 2 is shown that the optimal strategy for distribution advertising costs to maximize income is
strategy of experiment 2, when the entire budget is spent in the first months, and in recent months
advertising costs are zero.

However, if the company’s management is more interested in the increased market share, then it
needs to be guided by the strategy of experiment 3. The level of income in this case is slightly
lower, but the number of users of the new product significantly increases.

The company will obtained the highest level of income from any advertising strategy when
establishing a product cost ranging from $ 3.5 to $5.5.

5. Conclusions

The presented fragment is a module of the general model of definition and analysis the advertising
strategy of enterprises, in particular, objects of the pharmaceutical industry.

The simulation model of the marketing activity of the pharmaceutical enterprise is allowed to
analyze the current state of affairs in a short time, optimize the company’s current activities, reduce
advertising costs and develop a plan for further action. The conducted simulation experiments have
proven the feasibility of using the proposed mathematical and simulation tools in increasing the
efficiency marketing activities of enterprises.

Further research will focus on the development the analytical component of the model, as well as
the planning and implementation of optimization experiments using various target optimization
functions.
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