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STRATEGIC COMMUNICATIONS IN THE PROCESS OF INTEGRATION  
AND MEDIA PLANNING OF THE SMART CITY ADVERTISING CAMPAIGN

Abstract. The actualization of the topic of “smart cities” is related to the need of urbanization, of 
overpopulation, and qualitative and quantitative problems in the organization of modern megacities. 
The goal-setting of this concept included in improving of the quality of life due to the technological 
cluster and other important elements.

The authors of the article analyzed integrated communications in the field of promoting smart cities 
and implementing media concepts. Media and social networks have a significant impact on the process 
of creating smart cities, being not just media, but also part of marketing. The purpose of the article is 
to present the results of studying the processes of media research and media planning, and to study the 
optimization factors of the existing “smart city” PR campaign in Kazakhstan, and to describe the com-
munication tools, media strategies and technologies of this project.

The main direction of scientific research is a description of modern methods of promotion and 
marketing analytics of media and PR campaigns. The authors note that traditional media lose their previ-
ous effectiveness, but open way to digital marketing. In this case, digital technologies of targeted and 
interactive marketing are becoming the most effective and profitable because of their media content. 
Specific proposals became as the results of the research work in this article which were on the structure 
and methodology of media planning for the Smart City project in Kazakhstan. Another result of this work 
is the practical use of the trial run of the advertising and media campaign to test the effectiveness and 
filtering of excess materials; statistics and reporting of digital analytics; remarketing feedback optimiza-
tion, SEO optimization and LTV, etc.
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«Ақыл ды қaлa» жaрнaмa нaуқaнын ин тегрaциялaу жә не ме диaжоспaрлaу  
үде рі сін де гі стрaте гиялық ком му никaциялaр

Аңдатпа. «Ақыл ды қaлa» тaқы ры бы ның мaңыз ды лы ғы урбa низa ция, хaлық тың ты ғыз орнaлa-
суы, қaзір гі мегaпо лис тер дің сaндық жә не сaпaлық мә се ле ле рі мен бaйлaныс ты. Бұл тұ жы-
рымдaмaның мaқсaты тех но ло гиялық клaстер мен бaсқa дa мaңыз ды эле ме нт тер дің aрқaсындa 
өмір сү ру сaпaсын едәуір жaқсaрту бо лып тaбылaды. 

Мaқaлa aвторлaры aқыл ды қaлaлaрды дaмы ту жә не ме диa кон цеп ті лер ді ен гі зу сaлaсындaғы 
ин тегрaциялaнғaн ком му никaциялaрғa зерт теу жүр гіз ді. БАҚ жә не әлеу мет тік же лі лер aқыл ды 
қaлaлaрды құ ру про це сі не aйт aрлықтaй әсер ете ді, бұлaр ме диa ғaнa емес, со ны мен қaтaр мaрке-
ти нг тің бө лі гі бо лып тaбылaды. Мaқaлaның мaқсaты – ме диa-зерт теу жә не ме диa-жоспaрлaу 
про цес те рін зерт теу нә ти же ле рін ұсы ну, Қaзaқстaндaғы «aқыл ды қaлa» PR-кaмпa ниясы ның 
оңтaйлaнды ру фaкторлaрын зерт теу, осы жобaның ком му никaция лық құрaлдaры, ме диa-стрaте-
гиялaры мен тех но ло гиялaрын сипaттaу. 

Ғы лы ми зерт теу лер дің не гіз гі бaғы ты – бұқaрaлық aқпaрaт құрaлдaры мен PR-кaмпa ниялaрды 
жыл жы ту мен мaрке ти нг тік тaлдaудың зaмaнaуи әдіс те рін сипaттaу. Ав торлaр дәс түр лі БАҚ цифр-
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лық мaрке ти нг ке жол бе ре оты рып, бұ рын ғы тиім ді лі гін жоғaлтaды, тaргет ті жә не ин терaктив ті 
мaрке ти нг тің цифр лық тех но ло гиялaры ме диaлық кон тент тұр ғы сынaн ең тиім ді деп сaнaйды. 

 Зерт теу нә ти же ле рі Қaзaқстaндaғы Smart City жобaсын ме диa-жоспaрлaудың құ ры лы мы мен 
әдіс те ме сі, aртық мaте риaлдaрдың тиім ді лі гі мен сүз гі лен уін  тек се ру үшін жaрнaмaлық жә не ме-
диa-кaмпa ния ның сынaқ әдіс те рін қолдaну тә жі ри бе сі турaлы нaқты ұсы ныстaр бол ды; цифр-
лық aнaли тикa стaтис тикaсы жә не есеп ті лі гі; ремaрке тинг; ке рі бaйлaныс ты оңтaйлaнды ру, SEO- 
оңтaйлaнды ру жә не LTV жә не т.б. 

Түйін сөз дер: ме диa-жоспaрлaу, Smart City, стрaте гиялық ком му никaциялaр, жaрнaмa, 
мaқсaтты aуди то рия.

1Н.Т. Шын гы совa, 2Е.И. Ду ди новa, 3Ж. Оспaновa
1д. ф. н., про фес сор, Кaзaхс кий нaционaль ный уни вер си тет им. aль-Фaрaби,  

Кaзaхстaн, г. Алмaты, e-mail: nazgul.shyngyssova@gmail.com;
2к.ф.н., Кaзaхс кий нaционaль ный уни вер си тет им. aль-Фaрaби,  

Кaзaхстaн, г. Алмaты, e-mail: Elena.Dudinova@mail.ru;
3мaгистрaнт 2 годa обу че ния, Кaзaхс кий нaционaль ный уни вер си тет им. aль-Фaрaби,  

Кaзaхстaн, г. Алмaты, e-mail: 363695@mail.ru

Стрaте ги чес кие ком му никaции в про цес се ин тег ри ровa ния и ме диaплa ни ровa ния  
реклaмной кaмпa нии «Ум ный го род»

Аннотация. Ак туaлизaция те мы «ум ных го ро дов» обус лов ленa пот реб нос тя ми урбa низa ции, 
пе ренaсе ле нием, кaчест вен ны ми и ко ли че ст вен ны ми проб лемaми оргa низaции сов ре мен ных 
мегaпо ли сов. Це ле полaгa ние дaнной кон цеп ции сос тоит в су ще ст вен ном улуч ше нии кaчествa 
жиз ни зa счет тех но ло ги чес ко го клaстерa и дру гих вaжных эле мен тов. 

Ав то ры стaтьи про ве ли aнaлиз ин тег ри ровaнных ком му никaций в сфе ре прод ви же ния ум ных 
го ро дов и реaлизaции ме дий ных кон цеп тов. СМИ и со циaльные се ти окaзывaют су ще ст вен ное 
влия ние нa про цесс создa ния ум ных го ро дов, яв ляясь не прос то ме диaно си те ля ми, но и чaстью 
мaрке тингa. Цель стaтьи – предстaвить ре зуль тaты изу че ния про цес сов ме диaисс ле довa ния и 
ме диaплa ни ровa ния, изу чить фaкто ры оп ти мизa ции, су ще ст вую щей PR-кaмпa нии «Ум ный го род» 
в Кaзaхстaне, описaть ком му никaцион ные инс тру мен ты, ме диaстрaте гии и тех но ло гии дaнно-
го проектa. Ос нов ное нaпрaвле ние нaуч но го исс ле довa ния – описa ние сов ре мен ных ме то дов 
прод ви же ния и мaрке тин го вой aнaли ти ки ме диa- и PR-кaмпa ний. Ав то ры от мечaют, что трaди-
ци он ные ме диa те ряют преж нюю эф фек тив нос ть, ус тупaя циф ро во му мaрке тин гу, нaибо лее эф-
фек тив ны ми и при быль ны ми с точ ки зре ния ме дий но го кон тентa стaно вят ся циф ро вые тех но-
ло гии тaрге тив но го и ин терaктив но го мaрке тингa. Ре зуль тaтaми исс ле довa ния стaли конк рет ные 
пред ло же ния по ст рук ту ре и ме то до ло гии ме диaплa ни ровa ния проектa Smart City в Кaзaхстaне, 
прaкти чес кое ис поль зовa ние ме тодa проб но го зaпускa реклaмно-ме дий ной кaмпa нии для про-
вер ки эф фек тив нос ти и филь трaции лиш них мaте риaлов; стaтис тикa и от чет ность циф ро вой 
aнaли ти ки; ремaрке тинг; оп ти мизaция обрaтной свя зи, SEO-оп ти мизaция и LTV и др.

Клю че вые словa: ме диaплa ни ровa ние, Smart City, стрaте ги чес кие ком му никa ции, реклaмa, 
це левaя aуди то рия.

Introduction. For several years, technologiza-
tion of urban space and its infrastructure has been 
on-going across the world. City authorities, citizens 
and private entrepreneurs develop and implement a 
variety of new technologies in cities in order to im-
prove the quality and living standards for citizens. 
Despite the fact that administrations are develop-
ing a multitude of open platforms for citizen par-
ticipation in creating intelligent cities, and the me-
dia seeks to highlight this topic, not everyone has 
a comprehensive understanding of what a “smart 
city” is, how it functions and how to interact with it 
(Medium Corporation, 2017).

The concept of a “smart city” originated in the 
1990s. In the second half of the twentieth century, 

large-scale migration triggered by industrial mod-
ernization took place: people in search of work 
moved from peripheral areas to central cities. Due 
to this process, there was an overload on cities, and 
city administrations could not cope with the tasks 
of maintaining efficient service for citizens. Also, 
mass migrations caused a number of problems 
related to security in the cities, the environment, 
proper allocation of housing places, provision of 
various services to the population, etc. (Climate 
Neutral, 2017). In order to combat this situation, 
the concept of a “smart city” was proposed. The 
smart city is a digital program that allows admin-
istrations and infrastructures to provide more ef-
ficient services to citizens and to increase the level 
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of comfort in cities by using modern technologies 
(Citiesdigest, 2017).

The population of the Earth is increasing ev-
ery day, and most of it lives in cities and their sur-
roundings. Smart cities provide solutions to prob-
lems associated with overpopulation, modernizing 
and bringing new infrastructure for greater capacity 
and comfortable living. The “Digital Kazakhstan” 
program in the framework of the national strategy 
“Kazakhstan - 2050” foresees this problem and pro-
poses to introduce “Smart city” technologies in the 
five largest cities of Kazakhstan. Certain results of 
implementation of the “Kazakhstan - 2050” strat-
egy are currently being introduced and utilized for 
the smart city projects in Kazakhstan, but in order 
to fully involve every citizen into the process and 
generate interest proper promotion and work with 
the media are required.

In the modern world, in which technologies 
emerge which help us reach the target audience 
without leaving home, the field of public relations 
(PR) has acquired a completely new look. The role 
of PR is rising, as it becomes a social science of rela-
tions between a subject and a society rather than a 
temporary trend. According to Sarah Tomley, “soci-
ality is the spirit of the XXI century, the century of 
technology and the transience of time” (Tomley S., 
2016). Every day, PR specialists reveal new ways to 
influence the target audience, and the wider public. 
But the fundamentals of public relations remain un-
changed and form the basics of new technologies, 
trends and tools.

The PR market is gaining momentum, and 
the specialists increasingly use new technological 
solutions for greater productivity. As such, the media 
and social media have a huge impact on the process 
of creating smart cities. Media is not just a tool for 
highlighting this topic: it is also a lever of influence 
and may serve as a motivation for action; and, vice 
versa, it may delay the process or cause a negative 
outlook towards a program (Researchgate, 2015). 
It may be argued that in this context, a subtle PR 
campaign is optimal to achieve a goal of building 
trust with the target audience.

The purpose of this study is to optimize the 
existing “Smart City” PR campaign in Kazakhstan 
based on media planning. Based on the results of 
this study, specific proposals are put forward:

• on modernization of the media strategy and 
delivering a key message to the target audience;

• on optimization of the PR campaign media 
planning;

• on the use of communication tools and 
technologies for higher productivity.

Research questions
The main problems that we should consider 

in this article are mainly related to new promotion 
technologies. We need to focus on the introduction 
of modern methods of promotion and analytics of 
marketing, media and PR campaigns. Traditional 
media lose their former effectiveness, they are 
inferior in many respects to digital marketing. In this 
study, we will try to determine the most effective 
and profitable marketing and media resources in 
Kazakhstan and the CIS. The experience of Western 
developed countries in the digital sphere quickly 
reaches us and also quickly become obsolete. In this 
article, we will consider several fundamental issues 
related to media planning already in Smart City.

– Modern methods of media planning and digital 
tools necessary to draw up a media plan.

– The method of a trial run of an advertising and 
media campaign to test the effectiveness and filter 
out excess materials.

– Digital campaign analytics tools. Modern 
methods of statistics and reporting.

– SMM - as a tool for obtaining instant response 
and optimizing feedback.

– Remarketing. Importance of product reminder.
– SEO-optimization and LTV (lifetime value) 

can justify the expensive cost of the client.
Materials and methods
In this work, the focus group method was used 

to collect data for further qualitative and quantitative 
analysis. This method was chosen specifically to 
identify key aspects, highlighting issues that reveal 
the essence of the project. Following a project 
presentation to the focus group, a discussion 
was held on this topic which was completed by a 
survey. The focus groups were formed from the 
teaching staff, doctoral students and undergraduates 
of the UNESCO Department for Journalism and 
Communicatons of the Faculty of Journalism of Al-
Farabi Kazakh National University. 

The main purpose of media planning is the 
development of such an advertising campaign 
plan, in which the advertising message created to 
influence a specific target audience is conveyed at 
the right time, right place, and in the right amount, 
in order to avoid an unnecessary impact on other 
consumers (Sissors Dzh., 2003).

Platforms for creating and managing contextual 
advertising Google Ads, Yandex Direct offer 
us many opportunities to achieve the goals of 
an advertising campaign. The main emphasis is 
currently on promotion through search engines. 
Unlike SEO-optimization of the site, with the help 
of contextual advertising you can appear in the 
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search engine immediately. Setting up contextual 
advertising takes 15 minutes or more, depending on 
the type of advertising and the goals of reaching the 
audience.

Also, if search engine optimization gives a 
delayed result, which is about two months or more, 
contextual advertising can generate ready-made 
orders immediately after launch.

Another advantage of this method is the simplicity 
and transparency of payment. The customer pays 
for clicks, or in the case of impressions for 1000 
impression impressions. You can add to this that the 
higher the clickability of your content, the higher 
the CTR. Pay per click helps you analyze, see, and 
understand a sales funnel. You also choose the price 
per click yourself, this is both a plus and a minus. 
You control the budget and prevent it from draining. 
But you yourself need to determine by touch the 
rates at which you will be advertised.

On platforms like Google and Yandex also have 
their own analytical, statistical tools. They work not 
only with search engines, but also with other types 
of advertising, the main thing is to install these 
counters on the site or link to a specific page. Such a 
page can also be a link to tap.link or to a messenger.

Literature review
Media planning has changed with the advent 

of new digital and, later, Internet features. Now 
everyone has smartphones, laptops, tablets, smart 
TVs, etc. Most of these devices have several. 
Therefore, modern sites are cross-platform. If the 

site is not equipped with a smartphone, its SEO-
indexing, CTR will be low. Mostly platforms, such 
as Google and Yandex, try to not index such sites. 
These sites in search engines will be shown lower 
than those that fit the standards of cross - platform.

Media planning includes: the type of advertising 
campaign, its cost, the price of attracting one client, 
CTR, ROI and, more recently, often LTV indicators. 
The main goal of many advertising and PR 
campaigns is a long-term trustful interaction with 
the client. Thus, the life cycle of a campaign begins 
with attracting interest, leads to a purchase, and then 
tries to make additional sales for a long time. Here, 
it is also very important - service. The essence of 
Smart cities is that people can develop and interact 
with nature and technology. Technologies aimed 
at preserving natural resources and ecology. This 
program has given rise to new types of startups 
and businesses. Attracting customers and interested 
parties to new types of services requires innovative 
solutions in terms of advertising and marketing.

Such solutions are provided to us by corporations 
like Google Inc, Yandex, Facebook and Vkontakte. 
The main tools for promotion and advertising 
campaigns at this time are contextual advertising, 
advertising on partner sites, advertising on video 
resources and targeting. Also, contextual advertising 
and targeting tools have the option of remarketing 
to the target audience collected by analytical CRM 
systems, or they can choose the audience according 
to their intentions and interests (Support Google).

In the planning process, statistics have an 
important role. You can view data on user searches 
using Google Keyword Planner and Yandex 
Wordstat. These services not only provide a search 
result for a key query and statistics, but also help you 

choose words that are similar in meaning. Also, these 
services help to filter out negative keywords that 
will not give inappropriate traffic to the site (Yandex 
Wordstat). The advertising and analytical company 
State of Inbound has interviewed more than 10,000 
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clients of advertising companies and businessmen 
online (Hubspot.com). According to the results of 
the survey, more than half of the respondents prefer 
to get leads, that is, ready-made applications. And 
the remaining about forty percent want to justify the 
advertising budget. They are more focused on ROI. 
This shows that promotion for the sake of image is 
still affordable, only to larger companies. And they, 
in turn, prefer ROI indicators. 

In the process of media planning, the 
developer (marketer, manager) selects a criterion 
for the effectiveness of an advertising campaign 
and optimizes the media plan, i.e., determines 
the means and number of advertising outputs in 
accordance with the selected criterion (Dubolazov 
V.A., 2008)

The main parameters and concepts of media 
planning are formulated in the form of quantitative 
characteristics, which allows a numerical analysis 
of the planned campaigns. These parameters make 
it possible to objectively evaluate the effectiveness 
of the mass media and create various methods for 
optimizing the promotion of goods and services 
to the market (Stocholms Stad, 2017). The use 
of economic modeling in media planning makes 
it possible to reduce the cost and makes more 
accessible the development of optimal diaplans, 
since mathematical methods make it possible to 
do with less research data needed for quantitative 
forecasting and analysis of the effectiveness of 
advertising (Klimin AI, 2007).

The developed economic-mathematical model 
(EMM) is based on the universal theory of media 
planning, presented in detail elsewhere (Shmatov, 
G.A., 2005). Formulation of the problem is as 
follows. The Media Planning Department of the 
smart city plans to launch an advertising campaign 
to attract new customers. The duration of the 
campaign varies, usually from a month to one year. 
In our case, the planning period is assumed to be 
12 months. The involved advertising media can 
be very diverse, therefore we base our selection 
of media sources on the width of coverage and 
visibility for the target audience: radio, television, 
the Internet and popular magazines. One can place 
advertising messages in one, in two or in all four 
media simultaneously. As the target function we 
choose the cost of advertising. The aim of this 
problem is to find out what placement of advertising 
messages will provide the optimal coverage of the 
target audience, the desired profit and the average 
frequency of contacts at the minimum expenditure 
of funds for implementation of an advertising 
campaign.

Results and discussions
Analytics systems help determine where the 

user’s request came from, how much time he 
spent on the site, why he didn’t perform the target 
action, from which platform the CTR and ROI are 
higher. This will work especially well if you create 
a separate ad group for each keyword within the 
campaign. And inside the ad group, make several ads 
for the same type of keywords. In this case, you can 
identify cost-effective and unprofitable keywords 
and individual ads and filter them out to further save 
the advertising budget.

Such analytics systems include Google 
Analytics, Yandex Metrics, Roistat, AmoCRM, 
Bittrix 24 and other CRM-based systems. Data for 
all CRM systems can be uploaded to a separate 
document such as Excel spreadsheets. Statistics 
tools and charts are also convenient, they are 
ready for insertion into a media plan or report on 
an advertising campaign. Unfortunately, Google 
Analytics, Yandex Metrics do not give very 
accurate data, but the spread is not large. Their 
main weakness is in recognizing a client who has 
come across several platforms. For example, when 
a person sees an advertisement on social networks, 
then he searches for this advertisement in a search 
engine and comes through a search engine. Roistat 
perfectly takes into account such moments, but this 
program is paid in the advanced version. In Roistat, 
you can get in-depth statistics for each keyword and 
compare performance ads. If you also connect it to 
the CRM system and the order processing system 
and to tie it to the phone, you can get conversion 
data. For example, how many impressions were 
there to get a certain number of clicks per day. You 
can also determine how many applications have 
arrived and how many of them actually bought the 
goods.

Remarketing by audience is also carried out 
through the data collected in these analytics systems. 
We must separately connect our analytics systems 
for each search engine. So we can start advertising 
again for those who saw our advertisement, became 
interested, but did not buy. Remarketing ads will 
catch up with the customer in the Display. On Google, 
this is the Display Network (Display Network), and 
on Yandex, YAN (Yandex Advertising Network). 
YAN effectively works with the CIS countries and 
in Kazakhstan.

The main difference between contextual 
advertising and the GDN is that you can add media 
files, photos, animations, and even videos.

The main disadvantage of contextual advertising 
is that it is expensive in some market segments. For 
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example, for the word “CRM,” the click price in 
Germany is between twenty-five dollars per click. 
In Kazakhstan, so far, prices start depending on the 
industry from tens of cents per click.

Another minus, but for Kazakhstan, this is not 
Kazakhstan tenge in the currencies of payment for 
advertising in Google Adwords, since they do not 
have an office in Kazakhstan. Yandex allows you to 
pay in domestic currency.

It was determined that for high payback 
indicators it is not necessary to go in the search 
results in the first positions. In the search results, the 
first four issues are ads on special placement, it is 
in the form of an auction is the most expensive. But 
even if the clickability is high there, the conversion 
and return on these types of advertising is low.

The experiment showed that for search 
advertising, which appears at the bottom of the 
conversion search and payback is higher. Since 
potential customers reach the bottom of the page.

Setting up and calculating the budget for each 
advertising campaign takes a lot of time. But this 
shortcoming can be fixed by installing programs 
specifically designed for automatic determination 
of bids and keywords. Automation is especially 

important when it comes to large online stores and 
platform sites.

The main minus of contextual advertising in 
the short-term result. Interaction with the client is 
instant. For this reason, it is desirable that the title 
always matches the client’s search query word for 
word. To do this, even many advertisers use the 
“Dynamic insertion of headers.” The click through 
contextual advertising is mostly always from real 
people. Advertising platforms try to prevent budget 
clashes. Even if this happens, the policy of these 
companies provides for a budget return.

Recently, SMM has been particularly popular. 
Large advertising platforms like Facebook simplify 
advertising tools for regular users. Now anyone 
has the opportunity to advance on Instagram and 
Facebook. Since 2018, in the field of social networks, 
the experiment with Stories has been successful, 
the post appeared within 24 hours. He attracted the 
masses of the audience to himself. Ordinary posts 
have become less visible. And in natural images, 
advertising goes into Stories. Stories has already 
included platforms such as VK, Instagram, and 
Facebook. Survey Results 2 - State of Inbound 
(Hubspot.com)

According to forecasts, the State of Inbound 
worldwide will be the leader in the traffic of 
advertising video platform of Google - Youtube. 
Also holds a high position on Instagram and 
Facebook (Hubspot.com).

The main goal of Stories is to quickly contact, 
offer bright and instantly get lead. On which later 
feedback and ordering will be conducted.

Conclusion 

The dynamic development of advertising 
implies a rapid decline in interest in a certain 

new type of advertising. If at the beginning the 
advertising message was interesting, then recently 
people have become accustomed to automatically 
close such messages and filter them out at the 
subconscious level. Establishment of long-term 
mutually beneficial relations with the client - this 
should be the purpose of the advertising campaign.

In the USA, they have already switched to the 
LTV-based customer service format, since the price 
of one client, depending on the field of activity, can 
be from $ 100 or more there. If a service costs $ 100, 
and it takes the same amount to attract a client, then 
it’s quite natural to try to maintain a relationship 
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with the client, offer him new types of services or 
goods or a service. But here quality and service 
already play a role. The Smart City program is based 
on service, quality and new technological solutions. 
Attracting customers is already largely focused on 
the needs of the client. The mission of advertising 
is to provide information on the intentions and 
interests of a person. In 2019, spammed advertising 
messages will no longer work if this is not of 
interest to the audience. The audience has become 
more demanding, therefore, advertising campaigns, 
service, product quality must meet the requirements 
of SMART standards.

Methods of promoting innovative products 
play a crucial role in the implementation of the 
marketing strategy for smart cities. They have a 
socio-cultural and psychological impact on the 
society. In marketing, they are designed to solve 
the task of generating and stimulating the demand 
for a new product (Yur’ev V.N., 2009). When 
promoting newly created or improved products 
and services in the market, a variety of marketing 
communications are used. Ensuring comprehensive 
promotion of a product in the market at all stages 
of its life cycle is possible only if there is a joint 
and effective combination of various elements 
of marketing communications. A special role in 

the system of promoting innovations belongs 
to advertising, which is the most flexible and 
mobile means of promotion. Modern advertising 
is a rather complex product, which is designed 
for different groups of consumers and serves 
for various commercial and non-commercial 
purposes. Advertising, disseminating information 
about the availability of goods, the conditions of 
their purchase and consumption, is involved in 
the formation of the product offer, and thus the 
demand. Direct advertising suggests spending a lot 
of money. Therefore, it is necessary that the spent 
funds work most efficiently. Successful solution to 
this problem requires technology media planning. 
Media planning, as the process of choosing the 
most effective channels for delivering a message 
to a selected target audience, is an important 
component and technological stage of public 
relations activities. Media planning is closely 
related to the overall strategy of a communication 
campaign, definition of a budget and its distribution 
among media carriers, as well as evaluation of the 
effectiveness of various sources of media.

Analysis, methodology and conclusions of this 
work are expected to be relevant and may serve as 
an educational material for students and specialists 
in the field of PR and marketing.
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