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ADVERTISING AS AN INSTRUMENT OF REFLEXIVE MENAGMENT OVER
CONSUMER’S DECISION

Nikonova Maryna, graduate student of Finance and Banking, graduate student, State Higher
Educational Establishment «<PRIAZOVSKY| STATE TECHNICAL UNIVERSITY», Mariupol

Nikonova M. Advertising as an instrument of reflexive management over consumer’s
decision.

Advertising as an instrument of reflexive control over consumers’ demand was investigated
in the article, with the objective of evaluating the probability of economic efficiency of its
application. Advertising is quite important and delicate market instrument of gaining control over
consumers’ decisions. An enterprise, commencing an advertising campaign relies on two important
components: psychology and economy. The psychological component seems to be interesting from
the point of view of exerting moral pressure on a person. The second one presents interest due to its
efficiency, gained form application of the product of advertising. Normally accounting and statistic
data regarding the changes on products sales are used for measuring of actual efficiency of
advertising. Even though it’s fairly easy now to obtain such data the process of efficiency
evaluating still may cause some difficulties. The reason is: the economic effect of advertising is
mostly revealed not straight away, it may take some months. This is especially relevant for
industrial production, where purchases are not spontaneous and require thorough evaluations and
careful considerations. Besides, any changes in sales level may be caused by other factors, which
may exert more serious influence than advertising, like, for instance, increase or decrease in the
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level of consumers’ income or inflation, causing raise of prices and the like. That is why it is very
difficult to foresee and measure economic efficiency of advertising.

Hixonosa M.I. Pexinama sik iHCTpyMeHT peduieKCHBHOIO YNPABJIHHS CHOKHBYMM
pilICeHHSAM.

VY crarTi mocnmipkeHa pekiamMa sIK iHCTPYMEHT pedUIeKCUBHOTO YIPABIIHHA CHOXHUBYUM
MOMUTOM 3 METOI PO3PaxyHKY MMOBIPHOCTI €KOHOMIYHOI €(EKTUBHOCTI BiJ i BHKOpPHCTaHHSI.
Pexnama - e ay’>xe BaXXJIMBUH 1 TOHKUI pUHKOBUN 1HCTPYMEHT YNPABIIiHHS CIIOKUBYKM PILICHHAM.
[IpoBoasiun peknaMHy KaMIlaHilo, MiJMPUEMCTBO PO3PAaXOBYE Ha [IBI BaXIWBI CKJIQJOBI -
IICUXOJIOTIYHY Ta eKoHoMiuHy. Ilepmia IikaBa 3 TOYKM 30py BIUIMBY Ha JitoauHy. [pyra -
e()eKTUBHICTIO Bijl BUKOPUCTAHHS PEKIAMHOTO MPOAYKTY. Ha mpakTuili a1 BUMiproBaHHS Ji€BOCTI
pEKIIaMH 3aCTOCOBYIOThCS OyXTaiTepchKi Ta CTATHCTUYHI JIaHi PO 3MiHU B peamizamii npoaykiii. |
Xo4a JICTaTH Taki JaHi B CyYyaCHMX YMOBAaX HE IPEACTaBiIsg€ BEIMKOI Ipali, caMm MpoLec
BU3HAUYEHHs €(EeKTUBHOCTI MOKE BHUKIMKATH CKJIAJHOCTI. Bcs cnpaBa B TOMy, 110 €KOHOMIUHUI
edekT B pexiaMu B OiNBIIOCTI BUMAIKIB MPOSBISIETHCS HE BiJipa3y, 1HOI HaBiTh uepe3 micsi. Lle
0COOJIMBO aKTyaJbHO Ha BUPOOHUIITBI, B TPOMHCIIOBOCTI, 1€ MOKYIKM HE OyBalOTh CIIOHTAHHUMH, a
BUMAaraloTh TPUBAJIUX PO3PaxXyHKIB Ta oOrpyHTyBaHb. KpiMm TOTrO, 3MiHa piBHS peaiizamii Moxe
OyTH BUKIMKaHEe W IHIMMH (aKkTOpaMmH, sKi MOXXYThb BIUIMBATH OUTBII CWJIBHE, HDXK peKiIama,
HANPUKJIA]] 3HWKCHHS a00 30UIBIICHHS PiBHS JIOXOJIIB CIIOXKHUBAYiB a00 iH(IIAIIsSA, AKa BUKJIAKAIIA
3pOCTaHHA IiH i T. . TOMy CIpPOTHO3YBAaTH 1 BUMIPSATH €KOHOMIUHY €(EKTHUBHICTh PEKJIaMH JyKe
BaXKKO.

Hukonoa M.1. Pekinama Kak  HHCTPYMEHT PpedUIeKCHBHOIO  yIpaBJIeHHA
NOTPeOHUTETbCKIM pellleHueM.

B cratee wuccrmemoBaHa pekiIamMa KaK HMHCTPYMEHT PE(ICKCHBHOTO  yIpaBICHHS
NOTPEOUTETHCKIM CIIPOCOM C LENBI0 pacuéTa BEPOSITHOCTH SKOHOMHYECKON d(P(PEKTUBHOCTH OT €€
UCIOJIb30BaHMA. Pexiiama - 3T0 BeCcbMa Ba)KHBIH M TOHKUN PBIHOYHBIA MHCTPYMEHT YINpPaBIICHUS
NOTPeOUTENbCKUM peneHreM. [IpoBojs pexsiaMHyI0 KaMIaHHIO, MPENPHIATHE PACCUUTHIBACT Ha
JIBE BaKHBIC COCTABJISFOIIUEC — TCUXOJIOTHYECKYIO M 9KOHOMUYECKYt0. [lepBasi HHTEpeCcHa ¢ TOYKH
3peHUs] BO3JICUCTBUSL Ha 4ejoBeKa. Bropas — 3(QEeKTHBHOCTBIO OT HCIOJIB30BAHUS PEKIAMHOTO
npoaykta. Ha nmpaktuke j1st u3MepeHust IeHCTBEHHOCTH PEKIIaMbl IPUMEHSIFOTCSI OyXTalnTepcKue 1
CTaTUCTUYCCKHE JaHHBIC 06 U3MCHCHHAX B pCain3aliun NpOAYKIHU. U xots JO0CTAaTh TaKUE€ JAaHHBIC
B COBPEMCHHBIX YCJIOBUSIX HE NPEJCTaBseT OOJIBIIOrO TpyZda, CaM MPOIECC ONpeeTICHHUs
3(h(HEeKTUBHOCTH MOXKET BBI3BATH CIOKHOCTH. Bce €m0 B TOM, YTO SKOHOMUYECKUH IPPEeKT oT
PEKiIIaMbl B 6OJ'[I)]J_II/IHCTBC CJIYy4acB IMPpOSABIIACTCA HE Cpal3y, MHOrJAa AaXXC CITYCTsA MCCALBI. 910
OCO6€HHO AKTyaJIbHO Ha IMPOU3BOACTBC, B IMPOMBIIUICHHOCTH, TIAC IOKYIIKKM HEC 6bIBa[OT
CIIOHTAHHBIMH, a TPEOYIOT JIUTEIBHBIX PacYeTOB U 000CHOBaHMH. KpoMe TOro, M3MEHEHNE YPOBHS
peanu3auyi MOKET OBITh BBI3BAHO M JPYTUMH (DaKTOpamMH, KOTOPHIE MOTYT OKa3bIBaTh BIMSHUE
Oomee CWIbHOE, YeM peKJIamMa, HalpuMep CHIKEHHE WIM YyBEIMYCHHE YPOBHS JIOXOJIOB
norpebureneld winm WHQIAHA, BB3BAaBIIAsS POCT HeH W T. 1. [lo9TOMy CIpOTHO3MpPOBATH U
U3MEPUTHh SKOHOMHUECKYIO (P (PEKTUBHOCTD PEKJIAMBI OYECHB TPY/THO.

The problem’s set up. An enterprise, commencing an advertising campaign relies on two
important components: psychology and economy. The second one is much more interesting for us,
as it determines financial efficiency of any advertising campaign. Still, their tense
intercommunication is quite obvious. Normally accounting and statistic data regarding the changes
on products sales are used for measuring of actual efficiency of advertising. Even though it’s fairly
easy now to obtain such data the process of efficiency evaluating still may cause some difficulties.
The reason is: the economic effect of advertising is mostly revealed not straight away, it may take
some months. This is especially relevant for industrial production, where purchases are not
spontaneous and require thorough evaluations and careful considerations. Besides, any changes in
sales level may be caused by other factors, which may exert more serious influence than
advertising, like, for instance, increase or decrease in the level of consumers’ income or inflation,
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causing raise of prices and the like. That is why it is very difficult to foresee and measure economic
efficiency of advertising.

The analysis of recent investigations and publications. David Ogilvy, the scholar of
modern advertising made an important contribution into the world’s advertising industry.
U. Bernbakh, D. Gallap, D. Weden, R. Rubicam, O.E. Feofanov, W. Wells, J. Bernett, S. Moriarti
et al. also contributed [1, 2].

Reflexive control sprang up as an independent scientific trend in the works of V.A. Lefevre,
American and Soviet scientist. Essential contributions were made into theoretical understanding of
reflection by T.A.Taran, V.Y.Krylov, Y.A.Schreider, P.V.Baranov, V.E. Lepskiy,
A.F. Trudolyubov and others [3, 4].

The objective of the article is an opportunity to predict actions of the market players for
evaluation of the probability of economic efficiency, gained by application of advertising as an
instrument of reflexive management over consumers’ solution.

The results of the investigation. Advertising is a very important and delicate market
instrument. It has undergone a qualitative evolution in the course of its development, having passed
the way from informing to admonishment and from the latter to creation of a conditioned reflex and
then to unconscious hypnosis and from unconscious hypnosis to projecting of a symbolic image.

An enterprise, commencing an advertising campaign relies on two important components:
psychology and economy. The second one is much more interesting for us, as it determines
financial efficiency of any advertising campaign. The main problems of evaluating the efficiency of
expenses spent on advertising are connected with the quantitative expression of the effect of
advertising, as it is quite difficult to determine to what extent the enterprise’s revenue grew due to
financial means invested into advertising and it’s practically impossible to predict the profitability
of the product of advertising. But it is possible to evaluate the probability of the impact of
advertising, on the basis of knowledge of behaviour of market participants.

The main objective of modern advertising is to exert a certain influence on the consumer’s
behaviour. The target here is to get the client’s agreement for a purchase. For the analysis of
advertising as an instrument of reflexive action upon a subject, its essence may be represented as a
sequence, shown in Figure 1.

To make advertising exert the action depicted in Figure 1 it is required to take into account
people’s psychological traits, while developing the advertising product. The structure of an efficient
advertisement may be represented in the form of the drawing, pictured in Figure 2.

The compilation of an advertisement should be started by the search for potential clients: t is
necessary to find out their location and determined the mass media they prefer. The next step is to
determine the main idea of an efficient advertisement. Numerous investigations in the sphere of
market communication testify that one or another human need is satisfied, rather than any goods
(services) are sold. Freedom of choice, including freedom of making decisions —is one of main
human values, so the objective of advertising — s to create an impression that a person has made a
decision voluntarily, on his/her own will.

That is why latent control of the potential consumer — is the cornerstone of efficient
advertising, the targets being, the attraction is the plot of advertising product, reminding of the
corresponding needs and even creating them.

The last and the most complicated type is addressing to unconscious. Advertising addressed
to the bottom of human mind may be primitive and may look disgusting, but it will work all right.
The main method of acting upon the bottom of human mind is to make a client convince
himself/herself. To do it- impressions of childhood, male and female origin, “little happiness” could
be used, traditions, needs and habits of potential consumers are taken into account. Setting and the
text of advertisements are also the means of latent influence.
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Figure 1- The essence the action of advertising

With regard to the aforementioned, advertising can be used for reflexive control as an
instrument of action upon a subject (a potential consumer in this case), inducing a buyer to make a
decision, preliminarily prepared by the controlling party, i.e. a commercial enterprise.

Now, let us consider how the theory of reflexive games [3] helps to analyze the relationship
between separate participants. Let us analyze a simple situation between three market players.

A buyer is eager to purchase goods. Two competing enterprises represent these type of
goods at the market. The buyer maintains good relations with both enterprises. Each seller tries to
do its best to incline the buyer to purchasing the products of their own with the help of the
advertising product. Is the buyer able of making a choice and what choice will he make? The
described situation corresponds to the relation graph in figure 3.
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Figure 2. - The cornerstone of advertising
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[

Figure 3. — The relationship graph

There, a — is a buyer, b — an enterprise 1 and c-is an enterprise 2. The universal multitude
consists of two operations, which we call & and B, where & denotes buying goods of the enterprise 1,
whilst B buying goods of the enterprise 2. M-multitude consists of four alternatives: 1={a, B},
1={a}, 1={B}, 0={}, and all of them are realistic. Alternative 1 means buying goods from any
seller. In Figure 3 a polynomial (1) corresponds to the graph:

ax(b+c), (1)

and also the equation for the buyer (2):
a=(b+c)ra+a. )
This equation has a solution only on condition that b+c =1. The value of b — is the influence
of enterprise 1, exerted by ({fa}) advertising product, the value of ¢ — is the influence of enterprise

2, exerted by means of ({b})advertising product. Just because fa}={b}, then, fa}+{b}=1 and
equation 2 has a solution a ={a,b}=1. Under these influences the buyer chooses alternative 1, i.e.
makes a decision regarding purchase from any of the enterprises.
Now, let us consider the situation what will happen if neither enterprise 1, nor enterprise 2
exert influence on the buyer. In this case b = 0,c = 0. By inserting these values into (2) we will get:
a=a. 3)
This equation has no solutions, hence, the buyer is in state of frustration. The buyer may be
in the state of frustration if only one enterprise will incline him to purchasing, for instance, b = {a}

¢ ={ }. Equation 2 acquires this form (4):
a=faja+a, 4)

where, A :{a}, B =1. Inequality A E B— is not observed, hence, equation (4) does not have a
solution.
If enterprise 1 (enterprise 2) pushes the buyer to alternative 1={a,b} — i.e. to make a

purchase, the buyer will choose this alternative, as in this case A=1, B=1, i.e. equation (2) has a =1
solution.

Let us now determine the probability of happening of a positive event for enterprise 1 and
for enterprise 2. For enterprise 1 the alternative of A event is acceptable (the buyer purchases his
goods, or his goods and goods of his competitor simultaneously), mp = 2. Similarly, for

enterprise 2, the event B is acceptable. Now, let us re-number all possible options of solutions of
buyer’s decisions at equation (2) a=1 and determine elementary events (cases) (5):

w, = {choice of thei - th solution of the buyer },i =1,3. (5)

There are 3 such elementary events, i.e. n=3. According to the classical formula of
calculating probability [5] (6, 7):
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m
P(A)=T =§» 0,67, (6)
m
P(B):TBzg» 0,67. @)

Hence, the probability of application of the product of advertising for enterprises at for the
analyzed market situation is very high.

Thus, at application of the theory of application of the product of advertising and availability
of information regarding the number of participants and relations between them, it is possible to
predict actions of the market players and economic efficiency of application of the product of
advertising.

Conclusions. Advertising is an efficient, but expensive instrument of reflexive control for
enterprises, as it is perceived by the buyer as a combination of emotional and information elements,
indivisible from the goods themselves. It presumes functional, emotional and psychological,
economic and cultural advantages, reflecting the combination of both material and non-material
categories. All these is to produce a favourable impression upon the buyer, regarding the goods or
services and cause the desire to buy goods, selecting it due to a number of reasons.

While analyzing the model of behavior of participants at the market it should be noted that
application of advertising as an instrument of reflexive influence does not produce a definite answer
regarding what particular operation from the investigate multitude will be realized. But it brings an
opportunity to predict possible variants of subjects’ actions, on the basis of which it will be possible
to build up a strategy of our own and predict economic efficiency of products of advertising. This is
especially important for simulation of a release of a new product, either of own manufacturing, or
manufactured by competitors.
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