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Abstract. An analysis of the successful financial activities of most enterprises, in
particular well-known brands, gives grounds to assert that advertising has a significant
impact on sales growth. Advertising generates demand and stimulates sales, which means it
performs an economic function in the market. The effect of using advertising as a tool for
building a sustainable brand is measured in the monetary equivalent of revenue growth after
advertising exposure. However, excessive, intrusive, untimely and unprofessional advertising
can lead to the opposite result and distract potential buyers. Therefore, it is important to
study the possibilities of using modern economic and mathematical tools to assess the
effectiveness of advertising tools and technologies as a tool for building a sustainable brand,
in particular the technology of subconscious advertising influence on the consumer and the
consequences of such an impact. To determine the effectiveness of the impact of advertising
as a tool for building a sustainable brand on financial stability, companies traditionally use
analytical methods. Analysis of existing scientific approaches has shown that they require
further improvement. The purpose of the work is to develop a methodology for a
comprehensive analysis of the effectiveness of the impact of advertising as a tool for building
a sustainable brand on the financial stability of the company. It has been established that
advertising costs are reasonable to the extent that it does not become hypertrophied, and the
economy on the scale of production compensates for advertising costs. In the conditions of a
modern market economy, it is almost impossible to create a mass market for products
without advertising. Therefore, every company striving to remain competitive in the global
market should already use only effective, usually innovative, advertising technologies to
promote its products or services. Further research is planned to be carried out in the
direction of identifying patterns and positive associations in the texts of advertising appeals
that have a subconscious psychological effect on various segments of the consumer audience.
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AHoTanis. 3apa3 pek/jamMa € HeBiJ'EMHOI YaCTHUHOI MOBCAKAEHHOIO >XUTTS KOXHOI
JIIOJUHU Ta HEBiJ'EMHOK0 CKJ/I3JOBOK Cy4yaCHOI iHTerpoBaHOi MapKETHUHIOBOI CUCTEMHM.
Po3BUTOK Ta BifNOBiAHICTH Cy4aCHMM BHUMOTraM CBITOBOI'O PUHKY BHU3HA4alOThb AKICTb Ta
epeKTHUBHICTb peksiaMHO-iHpopMaLiiiHOl AiiIbHOCTI KOMNaHid. Be3cyMHiIBHO, MapKeTHUHT
CTaB HEBiJ €EMHUM KOHKYpeHTHHMM GakTopoM /s 0i3Hecy, a edeKTHUBHa pekJaMa €
HalOIbL ePpeKTUBHUM IHCTPYMEHTOM /[1J1s1 BIJIUBY HA PUHOK.

JocnaimxeHHa ycnimHol ¢iHaHCOBOI Ai/IbHOCTI OGiNBLWIOCTI MiANPUEMCTB, 30KpeMma
BiloMux OpeH/iB, Jla€ BCi MiJCTaBHU CTBEP/pKYyBaTH, L0 peKJiaMa Ma€ 3HAYHUM BIJIMB Ha
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3poCcTaHHA MpojaxiB. PeksamMa reHepye NONUT Ta CTUMYJIIOE MNPOJAXKI, TOMY BUKOHYE
eKOHOMiYHy QyHKIiI0 Ha puHKY. EdekT Bij 3acTocyBaHHSl pek/jaMH SIK iIHCTPYMEHTY AJis
OyAiBHUIITBA CTIMKOTro 6peHy BUMIPIOEThCS ¥ TPOLIOBUX TEPMiHAX MPUPOCTY JOXOAIB mic/s
peKJIaMHOI KaMIaHil.

OfHak BapTO 3a3HAYMTH, L0 HaJMipHa, HaB'{I3JIMBa, HECBOE€YacHa Ta HempodeciiiHa
peksiaMa MOXe BiJOUTHCh Ha MOKYMISAX HEraTUBHO Ta BiJIBOJIIKTH iX BiJ mokymnok. Tomy
BaX/JUBO  JOCJHIJKYBAaTH MOXJIMBOCTI BHUKOPUCTAaHHA CY4YaCHUX €KOHOMIYHUX Ta
MaTeMaTUYHUX IHCTPYMEHTIB /s OLIHKM eQdEeKTHBHOCTI peKJaMHUX TEXHOJIOTIH SK
pylIiiiHOro MeXaHi3My AJig O6yiBHULITBA CTIKKOr0 GpeHAy.

Peksama ¢opMye MONUT Ta CTUMYJIIOE NPOJaXKi, OTXKe, BUKOHYE €KOHOMIUYHY QYHKIiI0
Ha puHKy. EQeKT Bif 3acTocyBaHHSI pek/JaMH siK iHCTpYMEHTY MOOY/J0BU CTiHKOTO GpeHAy
BUMIPIOIOTB Y I'POILIOBOMY €KBiBaJIeHTi IPUPOCTY AOXOJIB IiC/18 peKJIaMHOTI0 BIUIUBY. MeTor0
po60TH € po3pobKa METOAWMKU KOMILJIEKCHOTO aHa/li3y epeKTUBHOCTI BIJIUBY peKJIaMU K
iHCTpyMeHTy 1OOyAOBH CTilikoro OpeHJy Ha ¢IiHAHCOBY CTabiJibHICTHL KOMIMaHil.
BcTaHOB/IEHO, 110 BUTpPATU Ha peKJaMy € AOLIJIbHUMH [0 TOrO CTyNeHs, IOKU BOHA He
HabyBae rinepTpodoBaHOro xapakTepy, a EKOHOMisl Ha MacuITabax BUPOOHUITBA KOMIIEHCYE
BUTpAaTH Ha pekJaMy. Bu3HayeHo, 10 KOXHA KOMIIaHid, fAKa I@pardHe 3ajJullaTHCA
KOHKYPEHTOCIIPOMOXKHOIO Ha IJI0O6aJbHOMY PUHKY, IOBUHHA BX€ CbOrOJHI 3aCTOCOBYBATH
guiie edeKTUBHI, 3a3BUYal iHHOBalliliHi, peksaMHi TexHoJOTii /s MPOCyBaHHS CBOIX
ToBapiB abo nocayr. [lanimi JocaifKeHHs MJIaHYETbCS MPOBOJUTU B HANPSIMKY BUSIBJIEHHS
mabJIOHIB Ta MO3UTUBHUX acolialiil B TEKCTaXx peKJaMHHX 3BepHeHb, L0 3/ilCHIOITb
i CBiJOMe IICUX0JIOTIYHE BIIJIUB HA Pi3HI CErMEeHTH CII0KUBALbKOI ayJUTOPII.

KiawuoBi cioBa: peksiaMa, OpeHJi, €KOHOMiuHa eQeKTHUBHICTb, iHTesJeKTyaJbHa
edeKTUBHICTD, CJIOraH.

Introduction

Currently, advertising is an integral part in the daily life of every individual and an
indispensable component of the contemporary integrated marketing system. The
development profile and compliance with modern requirements of the world market
determine the quality and efficiency of companies’ advertising and information activities.
Undispubably, marketing has become an essential competitive factor for business, and
effective advertising is overwhelmingly seen as the most effective tool for impacting the
market.

The research into successful financial activities of most enterprises, in particular well-
known brands, gives every reason to claim that advertising has a significant impact on sales
growth. Advertising generates demand and stimulates sales, and therefore performs an
economic function in the market. The effect of advertising as a tool for building a sustainable
brand is measured in monetary terms as income gain following product advertising.

However, it should be pointed out that excessive, intrusive, untimely and unprofessional
advertising can backfire and distract potential buyers. Therefore, it is relevant to study the
possibilities of using modern economic and mathematical tools to evaluate the effectiveness
of advertising technologies as a lever for building a sustainable brand. To this end, the
technology of the subconscious influence of advertising on the consumer can be used
particularly well, entailing the promising consequences of such an impact.

Probing into the study of effectively using advertising technologies in different periods
of economic development was given sufficient attention on the part of scholars, both domestic
and foreign. Among the outstanding Western scholars are M. D. Anis-Ur-Rehman, S. Saraniemi,
P. Ulkuniemi, P. Hurmelinna-Laukkanen [1], H. Yu. Wong and M. Hossein [2], P. Sultan and
B. Merrilies [3], A. Chiunova-Shuleska, N. Palamidovskaya-Steryadovskaya, K. N. Osakwe and
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J. Omotoso [4, 5], E. Lupton [6], L. M. K. B. Sepulcri, E. V. Mainardes and D. M. Marchiori [7] and
many others.

To determine the impact effectiveness of advertising as a tool for building a sustainable
brand on financial stability, companies traditionally apply analytical methods. Analysis of
available scientific approaches showed that they require further enhancement. The purpose
of this article is to develop a methodology for a comprehensive study analyzing the
effectiveness of advertising impact as a tool for building a sustainable brand on the financial
stability of the company.

Results
The current stage of economic development characterizes the close relationship
between business and advertising, which has nowadays become the major means of
companies’ marketing communications. The effective use of advertising technologies is a
platform for addressing important enterprises’ tasks in the market. That said, one of the
pressing issues of modern business is to determine the economic and informational
(communicative) effectiveness of advertising media as a tool for building a sustainable brand.
A study of the global brand market made it possible to state that it was due to
advertising expenses that allowed the most famous companies in the world to create their
"name" - brands (trademarks), which are currently estimated to be worth billions USD (Table
1).
Table 1
Ranking of global brands in 2022.

Percentage increase /
decrease in valueBrand value, bInAdvertising costs,
Place Brand compared to 2021, % USD bln USD
1 Apple +19 124,2 1,2
2 Microsoft +11 63,0 2,3
3 Google +19 56,6 3,0
4 Coca-Cola +2 56,1 3,5
5 IBM -5 47,9 1,3
6 McDonald’s +1 39,9 0,308
7 General Electric [+9 37,1 —
3 Samsung +19 35,0 3,8
9 Toyota +22 31,3 3,8
10 Louis Vuitton +5 29,9 —

Source: compiled by the author

Brand revenues are also measured in billions of USD: for instance, Apple yields 182.3 bln
USD from its brand and Microsoft 93.3 bln USD.
The economic efficiency of advertising as a tool for building a sustainable brand

measures its impact on increasing sales, which is determined by analyzing operational and
accounting data. However, in addition to advertising, other factors can also influence the sale
of a product, in particular, the price and quality of the product, the advantages that distinguish
it from other similar goods, the reputation of the brand, the level of customer service culture,
etc. [2].

A graphical representation of advertising costs broken down by global brands in 2022 is
presented in Figure 1.
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Toyota I 38
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IBM [ 1,3
Coca-Cola I 355
Google I 3
Microsoft [ 23
Apple RN 1,2
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Figure 1. Graphical representation of advertising costs broken down by global
brands in 2022.

In fact, to evaluate the effectiveness of advertising as a tool for building a sustainable
brand, an experimental method is usually used. This method consists in conducting a
sociological survey, and an expert method, involving the involvement of experts in the
industry and their independent judgments.

Traditionally, the cost-effectiveness of advertising as a tool for building a sustainable
brand determines the ratio of a company's advertising costs to the results obtained from
advertising for a specific period of time. Currently, the unified methodological principles for
calculating the system of indicators for evaluating the effectiveness of the company's
advertising activities were elaborated [6]:

1. Increase in sales volume received under the influence of advertising during a specific
period of time (in USD):

Vadd = (Vc2 - Vcl) *D, (1)
where Vcl, Vc2 - the average daily turnover (according to the product or the company as
a whole) before and after the advertising, respectively (in USD),
D - the period (number of days) for which the increase in turnover is determined.

2. Economic effect of advertising (in USD):
Cadv = Vadd (Cadv + Cadd), (2)
where Cadv advertising costs (in USD), Cadd - additional costs associated with the sales
increase (in USD).

3. Profitability of advertising (in%):
Pp Padv = E:dv *100, (3)
where P is the profit received as a result of advertising the product (in USD).

4. Ratio of sales volume per 1USD of advertising costs:

Radv = 2242 (4)
Cadv

where Vadv - the volume of sales after advertising or the increase in this volume (in%).

5. Ratio of advertising costs per 1 USD of sales volume:
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Cr = the ratio of advertising costs per 1 dollar of sales volume:
Cadv

Radv = — (5)

6. Cost effectiveness ratio for advertising as a tool for building a sustainable brand:
Vi

*V1
Rex = fadvt (6)
Cexpl

where V1 and V2 - the volume of sales of the 1st and 2nd companies respectively, during
a specific period of time,

Cadvl and Cadv2 - advertising costs (in USD) of these companies during the same
period.

However, the company does not always have sufficient operational data available to
calculate each of the above indicators. In addition, to obtain more accurate results of the
study, the calculation is carried out concurrently and several analytical methods and the data
obtained are compared. When comparing the indicators, it is critical to take into account the
influence of the previous advertising campaign, the inertia of consumer behavior, seasonal
and recurrent fluctuations, consumer inflation expectations and other promotion methods.
There are also restrictions on the choice of periods for accounting for the turnover before and
after the advertising campaign. In particular, they are not to include public holidays and
special days that affect sales. Furthermore, it was found that the optimal pre-advertising
period to account for a turnover is half of the advertising and post-advertising periods [3, p.
72].

Effectiveness evaluation of advertising campaigns makes it possible to take timely
measures to enhance their effectiveness. The advertising campaign budget is calculated using
the tools of traditional planning methods as well as analytical methods, such as the optimal
budget method, the Weidel-Wolf model, the Little and Weinberg models [4].

As part of the present studies, advertising costs as a tool for building a sustainable brand
and net profit for 2018-2022 were analyzed. In particular, the three world-largest advertisers
were given a close study: the American transnational company Proctor & Gamble (one of the
leaders in the global consumer goods market), AT&T (one of the largest American
telecommunications companies and media conglomerates), and Verison (the largest American
mobile operator in terms of the number of subscribers) (Table 2).

Table 2
Advertising costs and net profit of the world's major brands during the timeframe
2018-2022
Indicators 2018 2019 2020 2021 2022
Proctor & Gamble
Advertising costs, mln USD |g 338 9.086 9.222 9.612 9.236
Net profit, mln USD 12.736 11,797 10.756 11.312 11.643
AT&T
Advertising costs, mln USD |2 982 2.359 2.91 3.268 3.272
Net profit, mln USD 20.179 4.184 7.539 18.553 6.518
Verison
Advertising costs, mln USD |2 451 2.523 2.381 2.438 2.526
Net profit, mln USD 2.549 2.404 875 11.497 9.625

Source: compiled by the author
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According to Table 2, for none of the companies (Proctor & Gamble, AT&T, Verison) can
it be concluded that the company's profit is directly related to advertising costs. Therefore, it
is expedient to use economic and mathematical methods for further research.

Figure 2 shows the advertising costs of 3 global brands under analysis.

18
16
14
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10

S N B~ O X©

2018 2019 2020 2021 2022
M Proctor & Gamble ™ AT&T ™ Verison

Figure 2. Advertising costs during the timeframe 2018-2022.

To probe deeper into the effect of the major brands companies’ economic stability on
their advertising costs, among others, methods of correlation and regression analysis were
applied. The results obtained with 95% confidence do not give grounds to claim that the
profits of Proctor & Gamble, AT&T and Verison are directly related to their investments in
advertising.

From the present-day perspective, when it comes to conducting a thorough marketing
research aimed at obtaining reliable results, several different methods of analysis are used
and the data obtained are compared. Given the above, to study the influence of advertising on
the construction of a sustainable brand, the authors used the method of rank estimates of the
relationship density between advertising costs and the profit received, namely the Spearman
rank correlation coefficient p, which is calculated using the difference in ranks of 6 factor and
result features for each population unit (Table 3).

Table 3
Assessing the ratio of advertising costs and net profit of the world's major brands
in 2022
No. Advertising Ranks B
Company costs (y) Net profit (x) Rx |Ry d=Rx-Ry dz
1 Proctor & Gamble [9.236 11.643 1 1 0 0
2 AT&T 3.272 6.518 2 3 -1 1
3 Verison 2.526 9.625 3 2 0 0
Source: compiled by the author
n 2
The calculated p = 1 - % = 0.25 < 0.5, which indicates the absence of a direct

relationship between the company's profit and its advertising costs.
Therefore, advertising costs are worthwhile to the extent that they do not become
hypertrophied, and saving on the scale compensates for the advertising costs.
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The information effectiveness of advertising as a tool for building a sustainable brand
reflects how well the advertising message conveys the relevant information to the target
audience thus shaping a positive attitude towards the brand and its product. Typically, the
evaluation is carried out using consumer surveys and testing methods.

The literature review distinguishes principal methods for measuring the communicative
effect of advertising as a tool for building a sustainable brand [6]:

1. The method of direct evaluation of consumer opinions study on various options for a
certain advertising message (questionnaires and evaluation of the advertisement on a
10-point scale).

2. Memory test, in which the consumers are asked to read or view a series of
advertisements and recall their content.

3. The method of paired comparisons, in which the respondents in pairs compare different
options for advertising messages and choose the best one.

4. Arrangement by preference, in which the consumers arrange the advertising message
variants ranking them according to their appeal.

The effectiveness of the psychological impact of advertising as a tool for building a
sustainable brand is the degree of attracting the attention of potential buyers by the vividness
and profoundness of their impressions, memorability of advertising messages. It is
determined using tests for recognition, memorization, word associations, opinion polls, and
the like.

For advertising to attract attention and encourage potential consumers to purchase a
product or service, it must be remembered by the audience for quite a long time. This will
undoubtedly result in an increase in brand loyalty. To a large extent, this depends on the
information content in itself and a sheer lucidity of advertising messages, their power to
evoke in customers some positive associations.

The communicative effectiveness (psychological effect) of advertising as a tool for
building a sustainable brand is calculated using the indicators as follows [3]:

1. The ratio of sensual perception. i.e. the ratio of the number of respondents who
sensually perceived the advertisement to the number of all persons who saw the
advertisement.

2. The ratio of the existing advertising impression, i.e. the ratio of the number of
respondents who were impressed by the advertisement to the number of respondents
who were exposed to the advertisement.

3. Advertising recall rate, i.e. the ratio of the respondents who remembered the
advertisement to the number of respondents who were impressed by it.

4. Advertising awareness ratio, i.e the ratio of the people informed about advertising to the
total number of respondents.

5. The ratio of inducing the need for services or goods, i.e. the ratio of the number of
respondents in whom, as a result of advertising, a need for services (goods) arose to the
number of respondents who were stricken by the advertisement.

6. Persuasiveness ratio, i.e. the ratio of the respondents who were convinced by the
advertisement of the need to purchase a product (service) to the number of respondents
who experienced the advertising impression.

7. The ratio of inciting interest, i.e. the ratio of the respondents in whom advertising
aroused interest in the company (product, service) to the total number of respondents.
The structure of the advertising message is provisional and depends on the available

conditions, the stage of advertising activities, as well as the purpose and features of the
advertising impact. Traditionally, the composition of an advertisement contains the following
components: slogan (slogan), plot (introduction), information block, additional information,
echo phrase.
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The slogan is of the utmost importance in an advertising message, briefly and accurately
reflecting the features of the sales offer. A successful advertising slogan should be easy to read
and remember, memorable, original, creative, engaging, promising benefits or rewards.

As part of the present study, in order to specify the influence of advertising texts on the
subconscious perception of the brand by the audience, an intellectual analysis of the slogans
of the world's largest brands Proctor & Gamble, AT&T and Verison was carried out in the
RapidMiner environment, a comprehensive system for Data Mining and statistical analysis [7].

Text mining tasks include classification, clustering, automatic abstacting, text navigation,
trend analysis, and association search. One of the important stages of tests’ intellectual
analysis is the documents’ preliminary processing. At this step, simple but necessary
transformations are performed with documents to present them in the form that Text Mining
methods work with. The purpose of such transformations is to remove stoppers and give the
text a more rigorous form [1].

The authors used the following methods of removing non-informative words and
enhancing the texts’ rigourousness:

1. Removal of stoppers, i.e. words that are auxiliary and carry little information about
the text content.

2. Stemming - a morphological search, which means converting each word into its
original form (excludes word conjugation, plural form, features of oral speech, etc.).

3. N-grams, i.e. a part of the string, consisting of N characters. Compared to stemming or
stopword removal, N-grams are less sensitive to grammatical errors and typos, do not require
linguistic representation of words, which makes this technique more independent
linguistically.

The results of the intellectual analysis of Proctor & Gamble, AT & T and Verison slogans
evidentiated that the words with the highest criterion are "life", "health" and "happiness".
Undoubtedly, the terms that axiologically are the most important for every person may
subconsciously encourage potential buyers to purchase the advertised product or service
whereby shaping a positive image of the brand.

A brand, in particular its slogans, always evoke relevant associations in the consumer.
The clearer and more pleasant these associations are, the higher the company's sales level. If a
brand's advertising defines and enhances its permanent image, that brand can create its own
unique associations.

In fact, consumers tend to choose brands that have high value because it is easier for
them to relate their needs to the benefits of the advertised product they trust and get more
positive product experiences. Therefore, the brand calls for a higher value, stimulates trust
and encourages companies to use more effective marketing programs.

Conclusions
As shown by empirical research, modern market economy makes it virtually impossible
to create a mass market for the sale of products without advertising. Hence, every company
seeking to remain competitive in the global market must therefore use only effective,
innovative advertising technologies to promote their products or services. Further research is
expedient in the direction of identifying patterns and positive associations in advertising that
have a subconscious psychological impact on various segments of consumer audience.
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