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The paper considers modeling the process of evaluating the effectiveness of
advertising campaigns on social networks and in transport. A structured approach
is proposed that covers all key stages — from setting goals to analyzing results.
Block diagrams and component charts have been developed to clearly demonstrate
the sequence of actions and the relationship between the elements of the campaign.
Particular attention is paid to the choice of content format, targeting settings, and
methods of effectiveness analysis: comparison with competitors and the raised sales
method. The work emphasizes the importance of adapting the advertising strategy to
the chosen communication channel and target audience, which allows for increased
profitability and effectiveness of campaigns. The proposed approaches can be used as a
practical tool for marketers and educational material for students.
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Problem statement. To reflect all the key processes of organizing advertising
campaigns, it is necessary to create a clear, understandable and consistent structure. The
formation of a general flowchart should include all stages of organizing campaigns, from
defining goals to analyzing results.

Analysis of recent studies and publications. An analysis of recent research in the
field of advertising campaigns shows the growing role of visual content and personalized
targeting, especially on social media. Modern scientific approaches emphasize the need for
structured planning of campaign stages, taking into account the specifics of the platform
and audience behavior. In addition, combined methods of evaluating effectiveness are
increasingly being used, in particular comparisons with competitors and analysis of
increased sales, which allows for a more comprehensive picture of performance.

Purpose of the article. The purpose of this article is to develop a structured model
for evaluating the effectiveness of advertising campaigns, taking into account the cha-
racteristics of various communication channels, in particular social networks and transport.

Presentation of the main research material. The first step in building a flowchart —
formulating the goal of the campaign. This seems obvious, but many mistakes in adver-
tising campaigns arise precisely because of unclearly formulated goals. Therefore, it is
logical to highlight this point as a separate block, which will serve as the basis for all
subsequent actions.
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Detailing each direction and determining the target audience in social networks is
the next step. Understanding the audience is key to creating effective advertising. For
example, a young audience engages more with interactive and visually attractive content,
while an older audience appreciates the informational component of advertising [1].

Next, when setting the main goal of the advertising campaign, it is necessary to
take into account that the goal can be different. For instance, it can be attracting new
subscribers, increasing brand awareness or stimulating sales. It is the goal that determines
the entire subsequent work process, including the choice of platform, content format and
key performance indicators.

The next stage is the selection of a platform for advertising. Social networks such as
Instagram or Facebook, based on research, have different characteristics that affect the
value of advertising. Instagram is better suited for campaigns aimed at attracting a young
audience, due to the high level of interaction and visual content format. On the contrary,
Facebook has a wider audience, but a lower level of engagement, so it is more suitable
for campaigns focused on informational or business content [2].
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Fig. 1. The first part of the flowchart for launching advertising on social networks (preparation)
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There are two main formats most often used in advertising campaigns: static posts
(images, infographics) or video content (commercials, animations). The choice depends
on the goal of the campaign and the preferences of the audience. For example, video is
often better at holding users’ attention and evoking an emotional response, while static
posts can be more informative [3, 4].

If static content was chosen for the campaign, then the main task is to develop a
high-quality creation. This can be a product photo, infographics or graphic design that
will be easily perceived by the audience and will effectively convey the main message
of the advertisement.

On the other hand, creating video content is a much more complicated process that
requires additional stages of preparation. The first step here is to write a script that will
exactly match the idea of the advertising campaign. After that, it is necessary to organize
all the preparatory processes: find actors, prepare props and choose a suitable location
for filming. After the filming is completed, the video material must undergo an editing
stage, where music, animation elements or other effects are added to enhance the visual
perception of the content.
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Fig. 2. The second part of the flowchart for launching advertising on social networks
(content selection)

After creating content, regardless of its format, the next important step is writing
the copy for publication. The copy plays a key role in engaging with the audience, as it



TEXHIYHI HAYKIW / TECHNICAL SCIENCES 61

should complement the visuals and generate interest. For example, the copy can contain
a call to action, such as “Buy Now,” “Learn More,” or “Get a Discount,” that encourages
the user to take further action.

At the stage of publishing finished content on social networks, it is important to
set up targeting. Targeting is one of the key elements of an effective campaign because
it allows you to deliver advertising to the audience that may be most interested in
the product or service. When setting up targeting, parameters such as age, interests,
geographical location, as well as the budget allocated to the campaign are taken into
account [5, 6]. After launching an advertising campaign, it is necessary to regularly
analyze key performance indicators. Among such indicators are reach, number of clicks,
and conversion rate. Constant monitoring of how the audience interacts with advertising
allows you to identify shortcomings promptly and make the necessary adjustments to
improve the results of the campaign.

During the analysis of the obtained results, actual indicators are compared with
the expected ones, which allows us to assess how successful the campaign was, and
the strengths and weaknesses of the campaign are also determined. This is the basis
for developing recommendations that can be used in future campaigns, as well as for
identifying possible ways to optimize the strategy.
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Fig. 3. The third part of the social media advertising launch flowchart
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Such a structured approach to organizing work in social networks allows to ensure
high efficiency of advertising campaigns. It takes into account all the key stages necessary
to achieve the set goals and creates a basis for the continuous improvement of processes.

An advertising campaign on transport has its unique features, requiring careful
planning and taking into account the specifics of this communication channel. This type
of advertising effectively reaches a wide audience, including pedestrians, passengers of
other vehicles, and people using public transport. [7, 8].
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Fig. 4. The first part of the flowchart for launching advertising on transport
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It is important to consider creating a clear campaign message and determining the
advertising format, taking into account all stages of organizing transport advertising, and
ensuring a logical sequence and interconnection between them. Such a structure helps to
avoid skipping important stages and creates a reliable basis for further work. In general,
these schemes contribute to increasing the effectiveness of advertising campaigns,
reducing the risk of skipping important stages, and providing the opportunity to analyze
and improve each process. They can serve as a ready-made algorithm for work, as well
as training material for educating marketers or advertising specialists.
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Fig. 5. The second part of the flowchart for launching advertising on transport

To visualize the main stages of work, their relationship and the sequence of execution,
a component diagram is built, which is an important tool for systematizing the process of
assessing the effectiveness of advertising campaigns implemented in social networks and in
transport.

One of the most important decisions when creating a diagram is to display the
relationship between the stages of work. For example, on social networks, data collection
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is directly related to calculating the success of the campaign, and then to determining its
profitability. In transport advertising, the results of surveys and QR codes are combined
to form an overall analysis of the campaign [9, 10]. These relationships help to see which
components are most critical for achieving the final results.

Developing a component diagram not only structures the process but also allows
for seeing weak points in the planning of work. For example, for transport advertising,
it is necessary to consider in advance the organization of data collection and testing of
tools, because this stage is more complex compared to social networks. In general, the
component diagram is a reliable tool for organizing work on assessing the effectiveness
of advertising campaigns.
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Fig.6. Component diagram
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It allows you to see all the stages, understand how they interact, and ensure the
sequence of tasks. This approach helps to avoid chaos and allows you to create a holistic
system that takes into account the specifics of each advertising channel.

Evaluating the effectiveness of advertising campaigns is an important but complex
task that requires a multifaceted approach.

One possible approach to evaluating the results of an advertising campaign is to
compare its indicators with the results of competitors. At first glance, this may seem
like a good idea, especially if the competitor offers a similar product or service and
operates in the same market. You can see a lot of open data on social networks, such as
the number of likes, comments, reach or audience activity. This allows you to at least
roughly assess how successfully competitors managed to implement their advertising
campaigns. However, its use is quite controversial.

On the one hand, the idea of comparison may seem like an effective way to assess
your position in the market. For example, if a competitor has a similar range of products
or services and operates in the same regions, it is logical to assume that we can use
their experience as a benchmark. This can help us understand whether our campaign
has attracted enough attention, or whether our audience is as active as our competitors.
However, simply comparing the numbers that can be seen on social networks does not
reflect the whole picture. Firstly, each company has its own unique “point A” — that is,
the initial conditions from which a campaign starts. For example, a competitor that has
been on the market for several years may have a much larger subscriber base and active
audience than a new company [11]. This automatically gives it an advantage, even if the
quality of the content or the effectiveness of the campaign remains at an average level.
To compare, if a brand is just starting to develop on social networks, then the audience
reach, likes or comments will be much lower, even if the advertising is executed perfectly.

Secondly, advertising campaigns of different companies can pursue completely
different goals. This is one of the biggest problems with this approach. For example, if
the campaign is focused on increasing brand awareness, then success should be assessed
by indicators of reach or number of interactions. On the other hand, a competitor may
focus on sales, so the key indicators for him will be conversion or profit [12]. These
different approaches to the goal make direct comparison almost impossible because we
analyze completely different things.

Thirdly, it is important to consider that even similar campaigns can have different
implementation strategies. For example, a competitor may use video advertising with
famous influencers, in which case we rely on organic posts or targeted advertising. This
affects the format of interaction with the audience, engagement and, accordingly, the
results. A simple comparison of reach or likes in this case will not answer the question of
which strategy was more effective.

Despite all these limitations, comparison with competitors can be useful in certain
aspects. For example, analyzing their content and audience activity allows you to un-
derstand general market trends: which formats work best, which topics arouse interest,
and which messages resonate with consumers. This helps not only to evaluate our
campaign but also to find ideas for improving future activities. At the same time, it is
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important to choose only the closest competitors that have similar goals, audiences and
strategies.

Comparison with competitors can provide additional context, but the results of the
work should be evaluated primarily by their performance indicators that correspond to
the tasks set.

Another interesting approach is the sales-up method, which allows you to assess the
direct impact of an advertising campaign on the volume of sales of goods or services.
This method is based on the analysis of changes in sales levels before, during and after
the advertising campaign. This approach is especially useful for campaigns aimed at
stimulating demand, as it allows you to obtain clear financial results.

The first step is to determine the “control period”, that is, the level of sales before the
launch of the advertising campaign. The control period creates a basis for comparison.
For example, if the average sales level before the launch of the campaign was 1,000 units
of goods per month, and during the advertising activity it increased to 1,500 units, then
the difference of 500 units is considered to be increased sales.

This method also allows you to assess the long-term impact of advertising. If, after
the end of the campaign, the sales level remains at an increased level, this indicates a
sustainable effect. This is a perfect result because it shows that the campaign has affected
not only short-term demand but also laid the foundation for further growth. At the same
time, if sales return to previous values after the end of the promotion, this may indicate
a temporary effect or insufficient effectiveness of the strategy.

The method of raising sales is a very effective tool, but it is advisable to use it in
combination with other approaches. For example, analysis of feedback from the audience
or assessment of changes in customer behaviour can complement this method, providing
a broader picture of the effectiveness of the campaign.

Conclusion. Both approaches allow you to look at the effectiveness of advertising
from different angles: the first - through the market context, the second - through
specific financial indicators. Their use can significantly complement classic methods of
assessment. However, both approaches have their limitations that should be considered,
and the best results are achieved when combined with basic analysis methods. This
approach provides a deeper understanding of advertising effectiveness, which is the
basis for future marketing decisions.
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MOJEJIOBAHHS IMTPOLHECY OLUIHIOBAHHS
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YV yiti cmammi npedcmagneno KomMniekchy mMooenb 01 OYiHKU eqekmueHocmi
PEKNAMHUX KAMNAHITL, U0 NPOBOOAMbCA Hepes COYIaIbHI Media ma mpaHCNOPMHI KAHAIU.
Busnarouu 3pocmarouy ckaaonicms cy4acHo20 pekiamMHO20 AAHOWADMY, OOCTIOHNCEHH S
NPONOHYE CMPYKMYPOSAHY MA NO2IUHY CUCMEMY, WO OXONMIOE 8Ci KpUumuuHi emanu
KAMNaHii — Gi0 nowamro8020 6U3HAUEHHs Yinel 00 ananisy epexmusrHocmi. 3a80aKu
PO3PO0OYI demanvHux Oj0K-cxem ma 0lazpam KOMIOHEHMI8, cmamms 8i3yanizye poooui
npoyecu ma 63A€EMO3ANEHCHOCI, WO OONOMA2AOMb MAPKEMONI02aM Ma Cmpamezam
Ppo3pooasimu OibUt egheKMUBHI PeKaAAMHI IHIYIAMUBU.

Ocobnueuii akyenm podUumvbCs HA GANCIUBOCIT GUOOPY NPABUILHO20 Bopmamy
KOHMeHny ma naameopmu 3 ypaxysanHam yinboeoi ayoumopii. Hanpukaao, Instagram,
3A605KU BUCOKIU THMEPAKMUBHOCME MA 8i3VANbHIl NpuUeadIUB0CHi, PeKOMEHOYEMbCS
0J151 KAMNAHILL, OPIEHMOBAHUX HA MONIoOuLy demozpadghiuny epyny. Hamomicme Facebook
Kpawge nioxooums 0 iHGhopmayitino2o abo Oi3HeC-0pPIEHMOBAHO20 KOHMEHNY, CHpsi-
MOBAHO20 HA WIUPULY, alle MEHWL 3aYiKaANeHy ayoumopir. Y eunaoxy pexiamu 6 mpaHc-
NOpmi YHIKAIbHI YMOBU QI3UUHO20 cepedosuiya eUMaaioms pemenbHo20 NAAHY8aAHHS,
0COONUBO 3 MOUKU 30pY SUOUMOCHI MaA 4iMKOCMI NOBIOOMIEHHs, uod 3abe3neyumu
OXONJIEeHHS NACaNCUPi6 ma niuoxoois.

Ipoyec po3pobxu konmenmy ananizyemuvcsi 0emManbHO, POPIZHAIOUYU CINAMUYHULL
KoumeHnm (Hanpukiao, ingoepaixy, gomoepadii npodykmis) ma eioeomamepianu
(pexnamui poruxu, animayii). Onucyemscs npoyec UPOOHUYMBA KOICHO20 hopmanty,
a Mmakodic U020 CUNbHI CMOPOHU A OOMENCEHHS 8 OOCACHEHHI PISHUX Yinell KAMNAHIL.
Y cmammi maxoac docnioxcyemvca 6adxicauea pons KONIpaumunzy ma HaiaunyeaHs
mapzemuney, AKi 3a6e3neyyoms OOHeceHHsi KOHMenmy 00 Yilb0ogoi ayoumopii ma cmu-
MYTIOMb 83AEMO0II0 AOO KOHBEPCIH.
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Eman oyinxu exaouae suxopucmanns ax mpaouyitinux KPI (oxonnenus, xuiku,
KOH@epcii), mak i Oinbw MOHKUX nioxodie. /o HUX Hanedxicamv NOPIGHANbHUL AHATI3 3
KOHKYpeHmamu — 3 ypaxy8auHaMm PUHKOGUX YMOG, CIPAME2iYHux yineil ma pomipy
ayoumopii — a maxkooic memoo «sales-upy, sAKuil 6e3n0cepeoHbo NOG)sA3ye MepMinu
KAMNAHii 3 KOMUBAHHAMU NOKA3HUKIE npodadcie. Y docnidocenni 0beosopioromucs 0o-
MediceHHs1 000X MemOodis, GKIIOUAIOUY IX 3ANIeNCHICb 8i0 KOHMEKCTTY, NOYAMKOBUX VMO8
ma yineu KaMnamii.

Bpewmi-pewm, y cmammi pobumscs 8UCHOB0K, Wo bazamopienesa adanmuena
cmpamezis, KA 8PAxX08YE AK MEXHIUHI NOKA3HUKU, MAK [ cmpameziuni puHKoei ax-
mopu, € HeoOXiOHOH 0I5l MOYHOI OYiHKU edhekmusHocmi pexnamu. IIpedcmasnena me-
MoO0N02isA € He MINbKU NPAKMUYHOIO OJis axieyie 3 MapkemuHey, aie i CIyAIcums Ko-
PUCHUM HABYATLHUM THCIPYMEHMOM 015 CIYOeHMIs, 5Ki 6UEUA0mMb OCHOBU CYYACHUX
PEeKNamMHux cmpameiti ma Meoianiany8anHs.

Knrouosi cnosa: pexiamui kamnawii, coyianvui meodia, OYiHKA e@dexmusHOCH,
MapxemuHeoea cmpamezisi, cxema KOMNOHEHmMi6
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