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Optimization marketing 
ampaign problem is 
onsidered in this report. In this work

"A
tivity"means any event whi
h has �xed date and paid parti
ipation. For example: 
on
ert,


onferen
e, �ight on a plane.

Organiser's goal is to get the biggest pro�t from holding the 
onferen
e. Number of potential

buyers is not known priori. Moreover, demand for ti
kets depends on their 
ost and on potential

buyers awareness. Thus, organiser 
an manages marketing 
ampaign on the whole interval of

time from start to event day in two ways:

1. To 
hange the ti
ket 
ost.

2. To invest in promotion 
ampaign.

Promotion 
ampaign is 
onsidered like 
olle
tion of di�erent promotion tools. Number

of people is attra
ted by promotion tool is 
onsidered like random variable. However, the

dependen
e of the average number of attra
ted 
lients from a number of investments in

advertising tool is known.

Also the model 
onsiders that the time at whi
h a sale is made a�e
ts the probability of

pur
hase. The 
loser the event, the greater the probability of pur
hase (
eteris paribus) the

potential 
ustomer.

In the model, we 
onsider the dis
rete time selling ti
kets, so for ea
h time organizer sets

the ti
ket pri
e and allo
ates funds to various promotional tools. Time of sale of the ti
ket and

the ti
ket pri
e are the main fa
tors a�e
ting the probability of buying a ti
ket.

Be
ause obje
tive fun
tion (pro�t) depends on the random variables, it 
an not be optimized

expli
itly. To solve the problem, a quantile 
riterion is used. Quantile 
hara
terizes the

maximum pro�t that is obtained organizer, with a given probability [1℄.

The 
onsidered problem solved with the following natural 
onstraints:

1. Maximum number of ti
kets sold shall not ex
eed the number of seats at the event.

Restri
tion is probabilisti
, be
ause the number of buyers is random.

2. Money spent on an advertising 
ampaign and general expenses must not ex
eed the


ampaign budget. Budget restri
tion is deterministi
.

In the report an algorithm for solving the problem in the 
lass of program strategies is

o�ered, i.e. pri
es and 
osts are determined for the entire planning period.

REFERENCES

1. Kibzun A.I., Kan Yu.S. Sto
hasti
 Programming Problems with Probability and Quantile

Fun
tions. � Chi
hester: John Wiley, 1996.

1

This work was supported by Russian Foundation for Basi
 resear
h (Proje
t N 12-08-00453-a)


