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MODELAREA PROCESELOR
DE UTILIZARE A
INSTRUMENTELOR
PUBLICITARE iN CONDITII
CONCURENTIALE

Conf. univ. dr. Svetlana GOROBIEVSCHI; -
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In  conditiile economiei concurentiale,

a pietei cdt mai importantd. Este cunoscut

instrumentelor de publicitare

a firmei sau organizatiei.
Modeldnd aceasta situatie economico-matematicd,

ajungem la concluzia cd lipsa publicitatii si publicitatea -
excesiva se transformd, din considerente psihologice, in .

antistimulente, iar anumitul numar de publicitdti aduce firmei
- customers to the company.

un anumit numar de echilibru al clientilor fideli ai firmei.

Dupd o anumitd perioada de activitate, agentii -
economici constatd faptul cd numirul de clienti este - € . : :
. insufficient to ensure increased sales or services. In our
prestarilor de servicii. In cazul nostru, vom elabora - case, we developed the methodology concept of
- modeling process for the use of advertising tools in

insuficient pentru asigurarea cresterii vanzarilor sau

conceptul metodologic de modelare a proceselor de

utilizare a instrumentelor de publicitare in conditii de -

concurentd, apeland la exemplul urmator.

Firma constatd ci, la o intensitate a publicitatii -
. company A and customers of competitive company B;. The

clientelei firmei A si firmei concurentiale B; Numdrul number of customers of company A in the pre-involvement
: . . (4)
- advertisement is stage N

al firmei B,— N'* . Dupi publicitate -

egala cu 7, Intr-o unitate de timp are loc o redistribuire a

clientilor firmei A4 in faza de preimplicare a publicitatii
constituie N

n+l 2

la firma A adera suplimentar de la firma B; clienti in
numar de SN

n+l n+l

schematic (tabelul 1).

fiecare -
organizaie sau firmd este cointeresatd a define o cotd-parte . €ompany is interested to have a market share as great as
rolul
in asigurarea cresterii -
numdarului cliengilor. Dar autorii articolului se mentin pe -
pozitia cd excesul de publicitare are efecte negative §i -
propun a cuantifica numdrul clientilor fideli sau valoarea de . customers or the equilibrium value of customers who would

echilibru a clientilor, care ar asigura prosperitatea relativa

- the number of customers 3, N )

si au parasit firma 4 o, N'* a N
o L . !
clienti. Fluxul, refluxul de clienti poate fi exprimat " can be expressed schematically (table 1).
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INSTRUMENTS IN
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With competitive economy every organization or

possible. It is known the role of advertising tools to ensure
increase in the number of customers. But the authors of the
article maintain the position that excessive advertising has
negative effects and proposes to quantify the number of loyal

ensure relative prosperity of the company or organization.
The modeling of the mathematical and economic

. situation makes the authors conclude that the lack of

advertising and excessive advertising, out of psychological
reasons, become ante incentives and a certain number of
publicity brings the firm a balanced number of loyal

After a period of economic activity the
economic agents note that the number of customers is

terms of competition, turning to the following example.
The company states that the advertising intensity
equal to 7, a unit of time is being spent redistribution of

(4 of the company B; - N'™).

After advertising to company A has joined from company B;

and left the company 4

n+l

B
,5 +'1) customers. The flow and the outflow of customers

Tabelul 1/ Table 1

Fluxul, refluxul clientilor (4 — B,) dupa implicarea publicitatii

Flow and outflow of customers (4- Bl) after advertising involvement
4 B Numdrul clientilor dupa publicitate/
! Number of customers after advertising
A (4) o (4)
(1 - )Nn+1 :B1 Nn+1 Nn
B (4) M 1)
! a, Nn+l (1 B ﬁl )Nn+l Nn
Numarul clientilor pénd la
publicitate/ (4) )
Number of customers before N N N
advertising

Sursa: elaborata de autor
Source: prepared by the author
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Dupa publicitate, numarul clientilor firmelor A4; After advertising, the number of customer of firms A
B; constituie respectiv: - and By is respectively:
(4) @O _ A7) - (4) O _ A7)
(l_al)N)1+l+ﬂ1Nn+l_Nn (l_al)NnH_'—ﬂanJrl_Nn
(4) @O _ ar® : (4) O _ a7
aan+1+(l_ﬁl)Nn+l_Nn : aan+1+(l_ﬂl)Nn+l_Nn
Din ipoteza ca clientii pot sd se foloseasca de . In the event that customers can use the services only
serviciile numai ale firmelor 4 si By, rezulta relatiile: . companies A4 and B;, result the relations:
(4) (A4 _ A7) . . A A A
(l_al)N)Hl +a1Nn+l _Nn+1’ (l_al)N,(Hl) +a1Nﬁ+1) :NﬁJrl)’
NO +(1-p)NY =ND; : M ONEVION
IBI(A);HI ((1) ﬂl) n+1(A) n+l(1) : ,Ban+1 + (1 —ﬂl )]Vn+1 = ]an+1 ;
Nn+l+Nn :N:Nn+l+Nn+l Nr(yf1)+N1§1)=N=Nr(lfl)+Nr(1:—)l

Admitem, firma 4 are doi concurenti: firmele B; . Let's admit that company A has two competitors: f
h B_Z' .Numarul c¥1er.1‘gllor ﬁ@elor ‘(4A’)B b B(f) pana(zl)a * B; and B,. The number of customers of firms 4;B;, B, before
publicitate a constituit, respectiv, N, , N,/., N, - advertising was respectively N(Al) N(l)1 N(Z: of “loyal”
. . .. . +10 +12 +
de cumparitori ,,devotati”’; dupd publicitate la firma 4 - § ! i

aderd suplimentar de la firmele B; si B, clienti in - customers, afer advertising to company A joined customers

. . @ 2
numar de BN, BN si au pardsit firma A | from firms B; and By in the number of SN, SyN/;
(4)

D _ 4o and left company A &, N,,";| , who were attached to company

a,N'") | care s-au atasat de firma B; si &, N'*)
. . (4)
firma B,. Fluxul, refluxul poate fi exprimat schematic : Brand @, N, | to company B;. The flow and the outflow of

(tabelul 2). - customers can be expressed schematically (table 2).

Tabelul 2/ Table 2
Fluxul, refluxul clientilor (4 — B, — B,) dupi implicarea publicititii

Flow and outflow of customers (A4 — B, — B,) after advertising involvement

Numarul clientilor dupd
publicitate/
4 By B Number of customers
after advertising
A (4) © (2) (4)
(l_al _aZ)NnH ﬂanJrl ﬂ2Nn+l Nn
B (4) O M
! 0!an+1 (1_181 )Nn+1 B Nn
B (4) 2) (2)
? aZNn+l - (1 - ﬂZ )Nn+l Nn
Numarul clientilor pdnd
la publicitate/ (4) ) (2)
Number of customers Nia Noa N N
before advertising
Sursa: elaborat de autor
Source: prepared by the author
Dupa publicitate numarul clientilor firmelor 1 After advertising the number of clients firms A;;

A By; B, constituie, respectiv: : Bj; B is respectively:

(4) © 2) _ A7), (4) @O _ a7 (4) 2 _ Ay

(l_al _az)Nm +ﬂan+1 +ﬂ2Nn+1 _Nn > aan+1 +(l_ﬂ1)Nn+l _Nn > aanu +(l_ﬂ2)Nn+l _Nn
Din ipoteza cd clientii pot sd se foloseascd in ! In the event that customers can exclusively use
exclusivitate numai de serviciile firmelor 4;;B;; B, ! the services of firms A;; By B; (there are no other
1

(alte firme nu exista), rezulta dependentele: companies) result the dependencies:

(-~ NG +a N +a,ND =ND . BNG +(1- )N = N

n+l n+l n+l n+l ° n+l n+l n+l
(2) 2) _ Ar(2) . (4) @ (2) _ _ N @ (2)
ﬁZNn+l+(l_ﬂ2)Nn+l_Nn ’ Nn+1+Nn +Nn _N_N)1+1+Nn+l+Nn+l
Admitem ca firma A are m concurenti B;, B, B,,.
Fluxurile, refluxurile clientilor dupd publicitate
pot fi exprimate schematic (tabelul 3)

Admit that company A has m competitors By, B, B,,.
The flows and outflows of customers after
advertising can be expressed schematically (table 3).

W
[\
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Dupa publicitate numarul clientilor firmelor A,
B;; By ... B ...; B, constituie respectiv:

(1-F vt (1= ot -
aND +(1-pIND =ND i=12,.m

n+l n+l

After advertising the number of clients of firms A,
By By; ... B;; ...; B, is respectively:

Din ipoteza ca clientii pot sa se foloseascd numai ;  In the event that customers can only use the services
1

de serviciile firmelor A, B;; Bs; ...; B, rezulta: i of companies A, B;; By ...; B, result the following:

(1-($an st o st = v
i=l1 i=1

IBNU) ( ﬂi)N(i) =N =

n+1 n+l n+l1 n+l2 1= 1’ 2’m

The given relations can be put at the basis of the
algorithm of solving the problem [1].

In case company 4 has only one competitor B;

(table 1):

Relatiile expuse pot fi puse la baza algoritmului ,
de solutionare a problemei [1]

In cazul in care firma A4 are un singur concurent
B; (tabelul 1):

1 _t i
Numarul clientilor firmei 4, in
continuare ramasi clienti fideli ai
firmei A dupa publicitatea n/
Number of customers of
company A who remained loyal
to A after advertising n

(
an

—

+ o

L

Numarul clientilor firmei B;, in continuare
deveniti clienti fideli ai firmei 4 dupa
publicitatea n/ Number of customers of
company B; who became loyal to 4 after
advertising n

Numarul clientilor firmei 4 dupa
publicitatea n/ Number of
customers of company A after
advertising n

(1 __Cilf_)ﬁrgfl) &ﬁ& N,EA) )

I

T

Numirul clientilor firmei A, in
continuare ramasi clienti fideli
ai firmei A dupa publicitatea n/
Number of customers of
company 4 who remained loyal

Numarul clientilor firmei B;, in
continuare ramasi clienti fideli
ai firmei A dupa publicitatea n/
Number of customers of
company B; who became loyal

Numirul clientilor firmei 4
dupa publicitatea n/ Number of
customers of company A after
advertising n

to A after advertising n to A after advertising n

in cazul in care firma A are doi concurenti B; si : In case company A has two competitors B; and B,
B, (tabelul 2): ' (table 2):

(4)
(1__0‘1_ai)Nn+1 + ﬂNrEL)l +

f 1t 1

Numarul clientilor firmei A4, Numarul clientilor continuare Numarul clientilor firmei
in continuare ramasi clienti ramasi clienti fideli ai firmei B, in continuare ramasi
fideli ai firmei 4 dupa A dupa publicitatea n/ clienti fideli ai firmei A
publicitatea n/ Number of Number of customers who dupa publicitatea n/
customers of company A remained loyal to A after Number of customers who
who remained loyal to 4 advertising n remained loyal to 4 after
after advertising n advertising n

(4)
: N

T

Numarul clientilor firmei
A dupa publicitatea n/
Number of customers of
company A after
advertising n

()]
N
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(4)
a,N . +

— - —

“f

(- B,)N ) -

—_—

f

(2)
N?‘l
(S —]

T

“

Numarul clientilor firmei A4, in
continuare deveniti clienti ai
firmei B, dupa publicitatea n/
Number of customers of
company A4 who remained loyal
to B; after advertising n

Numarul clientilor firmei B, in
continuare ramasi clienti fideli ai firmei
B,, dupa publicitatea n/ Number of
customers of company B; who became
loyal to A after advertising n

Numarul clientilor firmei B,
dupa publicitatea n/ Number of

customers of company B;
advertising n

after

(1 - ﬂ )N;El)l

t

(4)
+ aan+1 =

—

f

(1)
N}’l

T

)

Numarul clientilor firmei
A, in continuare deveniti
clienti ai firmei B; dupa
publicitatea n/ Number of
customers of company 4
who became customers of
B; after advertising n

Numarul clientilor firmei By, in
continuare ramasi clienti fideli
ai firmei A dupa publicitatea n/
Number of customers of
company B; who remained
loyal to B, after advertising n

Numarul clientilor firmei
B; dupa publicitatea n/
Number of customers of
company B; after
advertising n

In cazul in care firma A4 are trei concurenti B;, B,

B; (tabelul 3)

(table 3)

BN+ BN

n+l

n+l

f

BN

N(A)

n

T

In case company A4 has three competitors B;, B, B;

6

Numarul clientilor
firmei A4, in continuare
ramasi clienti fideli ai

firmei 4 dupa
publicitatea n/ Number
of customers of
company A who
remained loyal to 4
after advertising »n

Numarul clientilor
firmei B;, in continuare
deveniti clienti ai
firmei 4 dupa
publicitatea n/ Number
of customers of
company B; who
became customers to 4
after advertising n

Numarul clientilor
firmei B,, in
continuare deveniti
clienti ai firmei 4
dupa publicitatea n/
Number of customers
of company B, who
became customers to
A after advertising n

Numarul clientilor
firmei B3, in
continuare deveniti
clienti ai firmei 4
dupa publicitatea n/
Number of customers
of company B; who
became customers to
A after advertising n

Numarul clientilor
firmei 4 dupa
publicitatea n/

Number of customers
of company A after
advertising n

(- BN

—_—

T

(1)
_ N |

T

)

Numarul clientilor firmei 4, in
continuare deveniti clienti ai firmei
B; dupa publicitatea n/ Number of

customers of company 4 who
became customers of B; after
advertising n

Numarul clientilor firmei B;, in
continuare ramasi clienti fideli
firmei B/ Number of customers
of company B; who remained

loyal to B,

Numarul clientilor firmei B;

dupa publicitatea n/ Number

of customers of company B;
after advertising n

aN

(4)
n+l +

(- B,)N )

—_——

@®

1

f

N @)

Numarul clientilor firmei A, in
continuare deveniti clienti ai
firmei B, dupa publicitatea n/
Number of customers of
company A who became
customers of B, after
advertising n

Numarul clientilor firmei
B;, in continuare ramasi
clienti fideli firmei By
Number of customers of
company B; who remained
loyal to B,

Numarul clientilor firmei
B; dupa publicitatea n/
Number of customers of
company B;after
advertising n
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0! N(A)

— W —

(1_ ﬂ3)N

_———

(3)

n+1

®

1

T

N (3)

Numarul clientilor firmei 4, in
continuare deveniti clienti ai
firmei B; dupa publicitatea n/
Number of customers of company
A who became customers of B;

Numarul clientilor firmei B;, in
continuare ramasi clienti fideli
firmei By Number of customers
of company B; who remained

Numarul clientilor firmei B;

dupa publicitatea n/ Number

of customers of company B;
after advertising n

after advertising n

loyal to B;

In cazul in care firma A are m concurenti B;, B,

.. B, (tabelul 4):
(1-% @ vt
i=1

T

- BN

n+l

n+l

T

+...t+ ﬂiN([)
—

In case company A has m competitors B, B,, ..
(table 4):

B,
vr BN Oy (10)
%/_J n

 u

!

Numarul clientilor
firmei A, in continuare
ramasi clienti fideli ai

firmei 4 dupa
publicitatea n/ Number
of customers of
company 4 who
remained loyal to 4
after advertising n

Numarul clientilor
firmei B;, in
continuare deveniti
clienti ai firmei A
dupa publicitatea n/
Number of customers
of company B; who
became customers of
A after advertising n

Numarul clientilor
firmei B;, in continuare
deveniti clienti ai
firmei 4 dupa
publicitatea n/ Number
of customers of
company B; who
became customers of A
after advertising n

Numarul clientilor
firmei B,,, in
continuare deveniti
clienti ai firmei A
dupa publicitatea n/
Number of customers
of company B,, who
became customers of
A after advertising n

Numarul clientilor
firmei A dupa
publicitatea n/

Number of
customers of
company A after
advertising n

N (4)

n+1

(- N,

—_—

f

- N

n

fr

1n

Numarul clientilor firmei A4, in
continuare deveniti clienti ai firmei
B; dupa publicitatea n/ Number of

customers of company 4 who

became customers of B; after
advertising n

Numarul clientilor firmei B;, in
continuare ramasi clienti fideli
firmei B/ Number of customers
of company B; who remained
loyal to B;

Numirul clientilor firmei B;

dupa publicitatea n/ Number

of customers of company B;
after advertising n

(4)
&N

—

?

(i)

n+1 =

-8V

T

Numarul clientilor firmei 4, in
continuare deveniti clienti ai firmei
B; dupa publicitatea n/ Number of

customers of company 4 who

became customers of B; after

advertising n

Numarul clientilor firmei B, 1
n continuare ramasi clienti fideli
firmei B/ Number of customers

of company B; who remained

loyal to B;

(4)
amNnJrl
;T_J

T

(-, N -

R

N 2, .. m (12)
_ —_—
Numarul clientilor firmei B;
dupa publicitatea n/ Number of
customers of company B;after
advertising n
(m)
N, (13)

[N

T

Numarul clientilor firmei A, in
continuare deveniti clienti ai firmei
B,, dupa publicitatea n/ Number of

customers of company 4 who

became customers of B,, after
advertising n

Numarul clientilor firmei B,,, in
continuare ramasi clienti fideli
firmei B,/ Number of customers
of company B,, who remained
loyal to B,,

Numarul clientilor firmei B,
dupa publicitatea n/ Number of
customers of company B,, after

advertising n

)
[*))
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Pentru fiecare din cazurile examinate au loc/ For each of the examined cases take place:

Pentru 1 concurent/ For 1 competitor - N\ + NV = const. ;
Pentru 2 concurenti/ For 2 competitors - N + NV + N® = const. ;

Pentru 3 concurenti/ For 3 competitors - N,EA) + Nr(,l) + Niz) + N,(,3) = const.,

m
Pentru 4 concurenti/ For 4 competitors - N + Z N = const.
i=1
dN D
dn

H_/

7N““(F(A) —N““) (14)

R—

1

1

Cresterea numarului clientilor firmei
A la o publicitate/ Increase of

Cresterea numarului clientilor firmei 4 este in dependenta
directda de numarul clientilor firmei A si numarul clientilor

number of customers of A4 to one
advertisement

potentiali/ The increase of number of customers of company A is
directly related to the number of potential customers

(4

-4
Unde y - coeficient de proportionalitate; N — Where J - coefficient of proportionality; N -

numarul maxim posibil al clientilor firmei A: ., maximum possible number of customers A:
——(4) (4)
(N — N“'| — numarul clientilor potentiali: N — N - humber of potential customers:
dN(A)
m— =ydn
N(‘”(N _N(A))
1 anN" 1 aN'‘’ p
N N TNy e
ol )
(4) _ (A4 _ A=
N I[N = N|)=m+C
N —(4)
In—————=yN'" n+C
N( ) _ N(A)
- (4)
N@ D, . N
= ¢ e N s as)
N _N@® 1 1
+ ~(4)
e;/N n ‘ec
Determinim valoarea multiplicatorului e* Let’s determine the multiplier e of the initial
din conditiile initiale: pentru 7 =0 (lipsa ' conditions: forn =0 (no advertising) the number of

publicitatilor) numarul clientilor firmei 4 a constituit
N éA) , adici:
(4)
Ny

- v @@ = e - e
(4 ’
N~ =N
Relatia (15) poate fi scrisa si in felul urmator:

5 (4)

N

_eﬂV(’“-O L€ c

customers of company A is NéA) ,i.e.

Ny
_ 0
) (A4)
N -N,

i Relation (15) can be also written as follows:
(4

N — ___N (16)
(A
1 1 N N
+ i I+ —5——
—) N( ) —
eyN -n 0 e;/N -n 'N(A)
74D 0
N =Ny
0
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Din relatia (16) rezultd ca in lipsa publicitatii, Out of relation (16) results that the lack of

1
1
adicd pentru 7 =0, numirul clientilor firmei 4 va | advertising, i.e. # =0, the number of customers of
1
1

constitui: 1 company A will be:
—(4) —(4) 4
N(A) — N — N —Né ) — N(A) . (17)
Ny g D e
L NSNS NN SN
eyN(A)'O NP
NY A Numarul clientilor/ Number of Customer

n
0 n n,
Cantitatea de publicititi / Quantity of advertising

Figura 1. Evolutia cresterii numarului clientilor firmei 4 dupi » publicitati
Figure 1. The increase of the number of customers of company A4 after n advertisements

Daca numarul publicitatilor este suficient de : If the number of  advertisements  is
sufficient (n - oo), the number of customers of
company A will be:

mare (n —>OO), numarul clientilor firmei 4 va |
1
1

constitui:

——(4)
N = N -N7 (18)

——(4) (4)
N =N

N ar(4)
e’ N,

1+

Din figura 1 concluzionim ca aportul
aceleasi publicitati In cresterea numarului clientilor, in
functie de intensitatea acestuia, este diferit, in crestere

From figure 1 we can conclude that the contribution
of the same advertisement to the increase of number of
customers, depending on its intensity, is different, in

1
1
1
I
1
moderatdi — pentru O<n<mn, in crestere ; moderate growth for - 0 <n<n,, the considerable
:
1
1
1
1

considerabild — pentru n, <n<mn,, in crestere , increase - for 7, <7 <n,, the minor increase - for
nesemnificativd — pentru 7, < n: n, <n:
A
dN ‘" o
E—— A A
n _ —eN”(N —N”) 19)
| R S M—
Reducerea numarului clientilor Reducerea numarului clientilor firmei 4 este in dependenta
firmei 4 la o publicitate/ Reduction of directd de numarul clientilor firmei 4, de numarul clientilor
the number of customers of company potentiali/ The reduction of the customers’ number of company 4
A to an advertisement is directly related to the number of customers of A, the number of
potential customers

[
0
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Din (18 rezultd) urmatoarea dependenta:

N&A =

Numarul

clientilor/

Customer
Number

(4)
NO

N(A)A

= A)

N

: Out of (18 results) the following dependence:

—(A) —(A)
N _N(A) %GN ‘n
1+ ( b

(A)
NO

n

>

Numarul de publicitati/ Number of publicity

Figura 2. Evolutia reducerii numéarului clientilor firmei 4 dupa n publicitati
Figure 2. The evolution of the company has fewer customers after I published

Numarul

clientilor/

Customer ]\[(A)
Number

A)
Ny

Numarul clientilor

of customers

Numarul clientilor
ce au parasit A/
Number of

customers who

potentiali/ Number '>

Numdrul
clientilor
firmei A dupa
publicitatea
ny/ Number
> of customers
of A after
advertising
n

Numarul clientilor
firmei A, devenit
numdr de echilibru
dupa publicitatea
n;/ Number of
>* customers of A
that become
equilibrium after
advertising n

Numarul de publicitati/ Number of publicity

Figura 3. Evolutia numérului clientilor firmei 4, devenit numar de echilibru dupa un anumit
numar de publicitati
Figure 3. Evolution of number of customers the company, became the number of equilibrium
after a certain number of publicity

Pentru fiecare din cazurile prezentate cu 1;
2; 3; ... m concurenti, dupd un anumit numar suficient
de mare, existd un numdr de echilibru al clientilor in
firmele considerate. Pentru cazul in care firma A are
un concurent B; relatiile (1) si (2) dupd publicitatea n

se transforma 1n relatiile:

For each of the cases presented with 1; 2; 3; ... m
competitors, after a sufficient big number, there exists
an equilibrium number of customers in the considered

competitor B, the relations (1) and (2) after advertising

n become:
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(l—al )N(A) +ﬂ1N(1) = N@W

(21)
N +(1-B )NV =N,
de unde obtinem: , Where to get:
N(A) =£N(1)
a,
(22)
NO Z %y
b
a
N® + ZLN = Const . (23)
1
Const.
N@ = ~ (24)
1+
B

Pentru cazul in care firma A4 are doi concurenti B; ;  In case company 4 has two competitors B; and B,
si B,, relatiile (3)-(5) dupa publicitatea n se transforma ; relations (3) - (5) after advertising n become:
in relatiile: :

(-, =a)N + BNV + BN =N

a, N +(1-B)NY =N (25)
a, N+ (1= f)N® = N,
de unde obtinem: ! Where to get:
N(A) :ﬁN(l)
al
a
NY = FIN “ (26)
1
N :&N“’)
A,
a a
NY+ND+ N =const.= N + ;‘N(A) + ﬂ_sz 27)
1 2
const.
N = (28)
1+ L+ 22
B P

Pentru cazul in care firma A are trei concurenti
B1, B2, B3, relatiile (6)-(9), dupa publicitatea n, se
transforma in relatiile:

In case company A4 has three competitors B;, B, Bj,
relations (6)-(9), after advertising n become:

(l-a,-a,-a) N+ BNV + B,N? + BND =N
a N +(1-p)NY =NV

a, N +(1-B,)N? =N

a ;N +(1-B)N? =N,

(29)
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De unde obtinem: i Where to get:

N(A) :ﬂN(l)

al

NO =%y
1

N = %2y
B

N® =%y
B

a a o
NP+ N+ NP+ N =const = N + ZLND 4 22N L 23 N

B b B

N = const. _ const.

- 3
1+ % % % 1+Za"
IBI ﬂz 183 i=1 ﬁi

Pentru cazul in care firma A are m concurenti By,

(30)

G

(32)

In case company A has m competitors B, B,, Bj;,

1
1

B,, B;, ..., B, relatiile (10)-(13), dupa publicitatea n, i ...y By, relations (10)-(13), after advertising » changes
1

se transforma in relatiile: into relations:

(1 - (Z aIDN(’“ + BN 4.+ BND + B N = ND
i=1

a N +(1-p)I)NV =N

a, N +1-8)N" =N",

De unde obtinem: i Where to get:

N@ — ﬁN(D
a,

NO Z %y
B

N@ = %2 p@
B,

N &NM)
B

N(m) ame(A)
ﬂlﬂ

m m
N +Z N© =const.= N +z &N(A)
i=1 . i=1 ﬂ,‘
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=y

Din conceptul metodologic prezentat se -

desprind urmdtoarele concluzii:

implice In competitii economice;

2.Cantitatea si calitatea produselor finale si ale
prestdrilor de servicii pot deveni convingatoare pentru -
consumatorul potential, numai dacd acestea au un -

anumit suport publicitar;

3.Cresterea numirului de clienti fideli pentru -
oricare producitor este direct proportionald cu -
intensitatea acestor -
manifestirii pand la un anumit prag — numirul de -

investitiille in publicitate si

echilibru al clientilor;

4. Lipsa publicitatii si publicitatea excesiva din
transformd  in -

considerente
antistimulente;

psihologice  se

5.Un anumit numir de publicititi aduce firmei un -
anumit numar de echilibru al clientilor firmei, care i -

asigura prosperitate relativ constanta;

6. Transformarea publicitdtii intr-un stimulent -
activ managerial, dar dozat optimal, poate avea loc -
economico-matematicd a -

doar prin modelarea
proceselor de utilizare a instrumentelor publicitare;
7.Desfagurarea  lucrului  activ  in

in acest domeniu.

directia -
monitorizirii numdirului de echilibru al clientilor -
firmei, care iar asigura prosperitate relativd, necesiti -
prezenta in statele firmei a persoanelor profesioniste

(36)

From the presented methodological concept we

- may formulate the following conclusions:

1.0Intr-o economie de piata perfectd, procesele
concurentiale sunt procese firesti, de aceea fiecare -
subiect economic este impus de catre situatie sa se

I.In a perfect market economy competitive
processes are natural processes, so each subject is
forced by economic circumstances to enter the
economic competition;

2. The quantity and quality of final products and
services can become compelling for the potential
consumer unless they have a particular advertising
support;

3. The increase of the number of loyal customers
for any manufacturer is directly proportional with the
investment in advertising; and intensity of these
events to a certain degree - the equilibrium number of
customers;

4. The lack of advertising and excessive
advertising, out of psychological reasons, becomes
ante-incentive;

5. A certain number of advertisements brings the
company an equilibrium number of customers, which
provide relatively steady prosperity;

6. The transformation of advertisement into an
active management incentive, but optimally dosed,
can occur only by economic and mathematical
modeling processes of using the advertising
instruments.

7. The carrying out of active work towards
monitoring of the equilibrium number of customers,
that would ensure a relative prosperity requires
professional personnel in this area.
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