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This article deals with the inverse problems for the optimization models
in media planning [1]. The choice of simulation parameters and fundamental
numeric indicators based on the recommendations in [2].

Mathematical models include on the one hand the internal parameters on
the other hand external parameters. These parameters reflect the environment
impact on the decision-making process.On this point the effectiveness and suf-
ficiency of mathematical modeling the inverse problem allow to consider the
desired properties of the desired solutions in the model. As a result is, the math-
ematical model differs from classical optimization problems. The efficiency of
these problems requires new techniques for finding solutions. In addition, it is
necessary basically new mathematical constructs for the solutions formulation
of these problems.

Using the definition of inverse problems, we have a choice, which of two tasks
is the direct and which is reversed. Usually simpler and better studied task takes
as a direct one.

Advertising specialist has possibilities to advertising positioning and a cre-
ative brand strategy developing by using the developed models. If it is necessary,
you can plan the advertising budget allocation scheme. In addition, you can cal-
culate the optimal cost of the advertising promotion. In that way there is no
need to use an external advertising agencies.
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