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The article analyzes theoretical aspects of making
decisions concerning creative advertising strategy. Prob-
lems related to making decisions about creative advertis-
ing strategy are relevant to both advertising agencies and
advertisers, who increasingly focus on creation of adver-
tising, which is considered to be the main means for gain-
ing distinctiveness in the market oversaturated by adver-
tising. In the article a creative advertising strategy is de-
fined as the part of the gemeral advertising strategy
formed in cooperation between the advertiser and the ad-
vertising agency, a complex of interrelated organiza-
tional and creative decisions aimed at presenting product
or service, conveying brand position, and influencing
consumer and distinguished by the catalyst effect. The
Theory of Decision-Making is applied to this new and
understudied subject — creative advertising strategy
(hereinafter — CAS). The purpose of the present article is
to assess applicability of the Theory of Decision Making
to making decisions about creative advertising strategy
and to identify opportunities for increasing the efficiency
of this process. The article details peculiarities of making
decision about creative advertising strategy arising both
from the complex and dynamic object of study and from
participants in the decision making process. CAS deci-
sions are categorized as belonging to the administrative
model: they are characterized by relatively high uncer-
tainty. There is another aspect, according to which man-
agement decisions may be classified — a number of par-
ticipants in the process of decision-making. In terms of
the number of participants, CAS decision belongs to the
collective decision type. The participants include an ad-
vertising agency and advertiser, representing two inde-
pendent organizations with different interests.

CAS decision making process is analyzed by identify-
ing the main stages of the process, and clearing the con-
tent of each of these stages. Proposals for structuring the
process and recommendations concerning application of
decision-making methods are provided. The article re-
veals a new and understudied aspect about CAS.

Keywords:  creative advertising strategy, advertising
agency, advertiser, decision-making.
Introduction

Today both advertising agencies and advertisers in-
creasingly focus on creative advertising, which is con-
sidered to be the main means for gaining distinctiveness
in the market oversaturated by advertising. One of the
biggest problems faced by advertising market players is
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evaluation and selection of creative advertising strategy
options in order to pick the best available options. This
represents a decision-making process, which becomes
complicated due to two reasons. First, complexity of
creative advertising strategy as an object as well as a lack
of decision-making methodology and evaluation criteria
make it multidimensional and extremely complicated.
The decision-making process is also complicated by the
fact that creative advertising strategy options are usually
evaluated by two different parties: advertising agency and
advertiser (except for the cases, when the advertiser is not
using advertising agency services; however, such cases
are beyond the scope of the present study). This way the
decision-making process is divided into two parallel
processes, which are separate, but leading towards the
common final result. The main variables of evaluation
process include objective, stages, and participants in the
decision-making, time factor, evaluation criteria as well
as perception of financial resources, which often differs
from perspectives of the client and the advertising
agency. This influences gaps in communication between
the advertising agency and the advertiser, reduces effec-
tiveness of decision-making, and creates conditions for
the selection of sub-optimal creative advertising strategy.

The objects of the research are theoretical aspects
of decision-making concerning CAS options.

The problem studied is application of the Theory of
Decision-Making to the process of making decisions
about CAS.

Purpose of the article is to analyze decisions about
creative advertising strategy using the Theory of Decision
Making.

To achieve this purpose, the Theory of Decision-
Making is analyzed in the present article and its applica-
bility to making decisions about CAS is assessed. On the
basis of theoretical literature review, the article identifies
peculiarities of the process from the perspectives of ad-
vertising agency and advertiser.

Background of the subject: Scientific literature
devotes a lot of attention to the Theory of Decision-
Making. The subject has been intensely studied by both
foreign authors, such as Keen, Yetes, Day, Drucker,
Kerzner, Mintzberg, Quinn, Ghoshal, etc., as well as by
Lithuanian authors, including Puskorius, Skyrius, Seil-
ius, etc.

There has been little scientific research on the subject
of making decisions about creative advertising strategy.
Individual aspects of the problem have been analyzed in



the general literature on creative advertising strategy
(Jewlwer, Drawniany, Rossiter, Percy, Russel, Lane,
etc.), however, no studies have been conducted on this
particular issue. Therefore, the topic of the present article
is both new and relevant.

Theoretical Aspects Making Decisions
about CAS

On the basis of scientific literature review the follow-
ing main aspects of theoretical studies of management
decision-making may be distinguished: aspects of sys-
tematization of management decision-making (Yates,
Drucker, Horschgen, Dey, etc.), decision support systems
(DSS) — i.e. collection and systematization of resources
required for decision-making (Keen., Scott Morton, Spra-
gue, Carlsson, Bonczek, Holsapple, Whinston, Halhotra,
Skyrius, etc.), decision-making process (Yaetes, Drucker,
Bettman, Payne, Luce, etc.), ways of making of deci-
sions: decision-making methods, work styles of decision-
makers (Drucker, Payne, Bettman, Johanson, Sherpard,
Savame, etc.). Due to the limited scope of the article, we
concentrates on those aspects of the Theory of Manage-
ment Decision-Making, which are the most relevant to
making decisions about CAS, in particular on the process
of making of decisions.

The purpose of making decision concerning creative
advertising strategy' is selection of the single best strat-
egy from totality of available options. In the present arti-
cle a creative advertising strategy is defined as the part of
the general advertising strategy formed in the cooperation
between the advertiser and the advertising agency, a
complex of interrelated organizational and creative deci-
sions aimed at presenting a product or service, conveying
brand position, and influencing consumer and distin-
guished by the catalyst effect. The result of the CAS is
the advertising message.

Though distinguished by peculiarities arising from
complexity of CAS as a subject, this process decision-
making is a process of making a decision to select one or
another CAS option. As today decisions are made on the
basis of imprecisely defined and difficult-to-substantiate
information, the prevailing opinion maintains that deci-
sion-making is more of an art than of a science (Drucker,
2004). However, ever increasing competition is raising
stakes of decisions being made as well as costs of conse-
quences. Therefore, more and more often people try to
substantiate their decisions, to predict their consequences,
and to find optimal solution (Puskorius, 2001).

On the basis of the Theory of Decision-Making, there
are distinguished two criteria, allowing for systematiza-
tion and classification of management decisions. These
are level of definition and degree of risk. These criteria
allow for grouping of management decisions into the
classical normative, which are based on the Economic
Prediction Theory, and the administrative. Purposes of

! In the present article a creative advertising strategy is defined as the part
of the general advertising strategy formed in cooperation between the ad-
vertiser and the advertising agency, a complex of interrelated organiza-
tional and creative decisions aimed at presenting product or service, con-
veying brand position, and influencing consumer and distinguished by the
catalyst effect. The result of the CAS is the advertising message.
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the former are clear and detailed, problems are well-
formulated, and criteria for assessment of options are de-
fined. The person(s), who is making the decision is acting
rationally and evaluates decision according to the pro-
vided norm. This represents the ideal variant of decision-
making, which is based on mathematical methods and is
valid for evaluation of precise decisions (Yates, 2004).
The second (administrative) type is based on the idea that
in every situation an individual is acting with a limited
rationality. Therefore, people usually choose the first op-
tion, which, to their opinion, conforms to the criteria best.
Such model may also be applied in case of conflicting
goals and it is difficult to produce a completely rational
assessment of conformity/nonconformity to the selected
criteria. According to P.Drucker (Drucker, 2004), making
of a decision is a way of thinking. The problem is that
differences between the alternative decisions are often
not obvious and a line between the correct and the false
decision is not clear. In many cases the decision-maker
lacks facts required to evaluated decisions and he is
forced to use hypotheses for analysis of options (Drucker,
2004, Sauter, 1999, Galliers, Newel, 2000, Benett, 1998).
This perspective points out to the intuitive aspect of deci-
sion and emphasizes the role of the decision-maker in this
process. According to the authors, intuition may be pro-
moted using the following functions: review of the deci-
sions made, storing of ideas, and accumulation of experi-
ence related to the proximal and the distal context of the
decision (Sauter, 1999).

The second — the rational aspect of decision-making
is described by the categories of objectivity, systematic
organization, and reliability (Hatcher, 1998; Rach, 2002).

This perspective is relevant to the analysis of the
process of making decisions about CAS. It allows to dis-
tinguish two aspects of making decisions about CAS: the
rational aspect and the intuitive one. A thorough analysis
of this process requires integration of both of these as-
pects. Dynamic environment and the role of intuition pe-
culiar to making decisions about CAS suggests that such
decisions may be categorized as decisions of administra-
tive model, characterized by high level of uncertainty and
high degree of risk. What is peculiar about this kind of
decisions is that CAS decisions are characterized by rela-
tively high uncertainty arising from the complexity of the
object and sociodemographic characteristics of the con-
sumer and the decision-maker as well as from dynamics
of these factors. Risk of decision-making may become
manifested in the longer-term perspective as a risk to de-
form brand position in the mind of consumers.

There is another aspect, according to which manage-
ment decisions may be classified: a number of partici-
pants in the process of decision-making. In terms of the
number of participants, Yates distinguishes two main
types of decision-making: individual decision-making
and collective decision-making.

Decision-making on CAS is performed with partici-
pation of representatives of advertising agency and ad-
vertiser. Therefore, this type of decision shall be catego-
rized as collective management decision. When analyz-
ing characteristics of CAS decision-making, we must
take into account its peculiarities as a collective deci-
sion-making model. These peculiarities are highlighted



by the definition of the collective decision-making pro-
vided by Daft, who defined it as “decision made by
groups or individuals of a collective, each of which has
its role in the decision-making, is responsible for his
area of expertise and shares goals and interests of the
organization” (Daft, 1987). This definition sets the main
criteria for the definition of collective decision: number
of participants, that is the decision is made by a group
of persons rather than by one person, shared interests
(goals), and consensual basis for making a decision. On
the basis of this definition we may point out peculiari-
ties of CAS decision-making as a form of group deci-
sion-making. First, this kind of decision-making is dis-
tinguished by the fact, that participants are a group of
people coming not from the same organization, but from
two different economic entities — an advertising agency
and advertiser. Though theoretically both groups should
act in pursuit of a common result, but in reality both
shared and conflicting interests are at play, particularly
the financial and the informational ones. Conflict of fi-
nancial interests is expressed as conflict of profit orien-
tation of the two organizations, which confrontation
concerning information arises because two subjects
have differing information in terms of both the nature of
information and its reliability level. The second problem
is the organization of cooperation between group mem-
bers, division of responsibility, and creation of a system
of delegation and information distribution. This problem
is complex and complicated on both the theoretical level
(i.e. modeling) and the practical level (i.e. process or-
ganization).. The third problem is related to differences
in competence, knowledge, and education of the partici-
pants in the decision-making process, which makes
communication among the participants more difficult.

Another aspect of the general Decision-Making The-
ory to be discussed is process theory and peculiarities of
its adaptation to the CAS decision-making. In the present
paper the process is defined as a sequential transforma-
tion a phenomenon, its conversion into another phenome-
non, that is, sequential transition from the problem — a
need to make a decision concerning CAS — to the result
manifested as the CAS selected.

The process of making any management decision is
described by a number of variables, including purpose of
the decision, speed of decision-making, the decision-
maker, financial and time resources.

In the scientific literature six main stages of decision-
making process are traditionally distinguished: a need,
assessement or general research, preparation of decision
options, selection of the best decision, realization of the
decision, evaluation of results, and feedback (Richardson,
Richardson, 1990).

Other authors divide this process into smaller steps.
Yates F asserts that any decision-making process in-
volves the following main stages: a need, method, in-
vestment, options, opportunities, decision, quality, com-
promise decisions, acceptability assessment, and execu-
tion (Yates, 2004). These stages may be summarized by
three main stages: a need to make a decision, determina-
tion of decision options, and selection of the best option.
(Mintzberg, Quinn, Ghoshal, 2001). The CAS decision-
making is analyzed in terms of these stages.
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Stage 1: CAS decision-making process starts from
emergence of a need. The need to evaluate and select
CAS options is usually raised by the advertiser on the ba-
sis of his marketing needs. It may be expressed as a need
for image, supporting advertising campaign or sales pro-
motion. This needs is presented to the advertising agency
as a task (in case of continuous cooperation) or an invita-
tion to tender of advertising agencies. The need to make a
decision is directly related to assessment of the situation
— a stage in which the problem and advertising purposes
are specified. In CAS these purposes are represented by
general purposes of advertising.

A purpose represents the final result of an activity.
Such definition allows treating the purpose as the most
important stage in decision-making process. According to
A.S Bolshakov, V.I. Michailov, different decision options
imply different result and the closer this result is to the
initial purpose, the more successful the decision will be
judged to be. Therefore, definition of purposes and ensur-
ing of the purpose-result feedback are vital in making of a
decision, as they provide for evaluation of the decision.

Purposes are defined on the basis of assessment of a
situation, which includes collection of essential informa-
tion providing for specification of purposes with the em-
phasis on the creative aspect of advertising.

Assessment or collection of the initial information
includes collection, analysis and organization of internal
and external information in order to define purposes of
advertising campaign and to define requirements for the
creative aspect of advertising. Situation assessment may
be conducted in a number of methods: SWOT analysis,
opportunities/risks analysis, limiting factors analysis, etc.
Deeper analysis of these methods is beyond the scope of
the present article. However, we must note, that regard-
less of the method used, a situation assessment shall in-
clude the main elements of the marketing mix, a con-
sumer segment, and a competition context. Advertising
may solve only the problems related to the advertising
message (image, awareness, consumer attitudes, presenta-
tion of information). It cannot solve problems related to
price or quality of the product.

In this stage there is a difference between the infor-
mation, which is possessed and used for analysis by the
advertiser and the advertising agency. The advertiser
may make an unlimited use of internal sources of infor-
mation, such as company’s strategy, marketing plans,
and market and competition studies. Advertising agency
staff receives this information only from representatives
of the client; hence, the information acquires a subjec-
tive quality. Furthermore, extent of the information pro-
vided may be limited by the policy of the company
(confidentiality, trade secrets). It is of particular impor-
tance for the client to communicate adequately purposes
of the advertising campaign, while the agency must do
its best to understand these purposes appropriately.
Standardized documents called “creative briefs” are of-
ten used for improving of communication between the
advertising agency and the client. Such creative briefs
include basic information processed during the first
state of the CAS decision-making, including informa-
tion on the target audience, product, and the competition
context. This document shall be produced by marketing



department of the client.

Stage 2: formulation of options of the creative adver-
tising strategy involves several aspects. First, there is
evaluation of the limiting factors, that is, time and finan-
cial resources. Second, there is formulation of options of
the creative advertising strategy and determination of the
necessary number of options.

Time is an important factor in the decision-making
process. It is assessed from two perspectives: in terms of
a time required for making the decision, that is, for per-
formance of the act itself, and in term of a decision per-
spective, which could determine result of the decision.

Financial resources determine the selection of the
method of decision-making, the number of participants in
the decision, and the number of options. Furthermore, it
is one of the main criteria for selection of options. (Yates,
2004). Time and financial resources represent the criteria
for rejection of options.

Preparation of decision options is a process of devel-
opment of alternatives. During this stage two main issues
shall be solved: method of development of options and
the number of options to be developed. Both of these is-
sues are quite widely analyzed in the scientific literature.

The most prevalent recommendation in the literature
is to create the CAS using brainstorming, which is one of
the oldest methods for generation of ideas based on the
principle “individual-group-individual”

The second issue, which should be solved during this
stage of decision-making, is setting of the number of op-

tions to be considered. U. Gross (Gross, 1967) was the
first to study the issues related to setting of the number of
options to be considered. The theory was based on the
analysis of empirical studies. The main principle hinges
on the abundance of options. The assumption is that the
more CAS are presented, the higher is the chance of se-
lecting a suitable CAS. The author claims that only one in
six CAS may be effective.

Modern theorists tend to narrow down alternatives
taking into account time and financial costs. The objec-
tives of the work is to determine the optimal number of
options.

Stage 3: The third stage of CAS decision-making is
selection of the best CAS. The following principle is fol-
lowed: the best option is the one providing for achieve-
ment of the desired result with the smallest financial re-
sources. On the other hand, the best decision may be con-
sidered the one which suits best the criteria and indices
used. We will analyze the problem of criteria and indices
in more detail. As decision is made, and the best CAS is
chosen, it correspondence to the objectives is tested: (a) if
CAS does not correspond to the objectives — process of
development of CAS alternatives is repeated, (b) if CAS
corresponds to the objectives — CAS implementation is
made.

To summarize, the process of making decisions about
CAS consists of three main stages, which may be in turn
divided into smaller steps. The CAS decision-making
model may be represented as follows (figure).
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Figure. Process of making decisions about CAS (by the authors)

Conclusions

1. Theory of Decision-Making may be applied to
making decisions about CAS, as the purpose of
making such decisions is the selection of the best
CAS from the totality of options.

2. CAS decisions may be categorized as belonging to
the administrative model: they are characterized
by relatively high uncertainty arising from com-
plexity of the object and sociodemographic char-
acteristics of the consumer and the decision-maker
as well as from dynamics of these factors. Risk of



decision-making may become manifested in the
longer-term perspective as a risk to deform brand
position in the mind of consumers.

3. In terms of the number of participants in the deci-
sion-making it is a managerial group decision
characterized by participation of representatives of
two independent economic subjects — the advertis-
ing agency and the advertiser. Therefore, apart
from the general issues of group decision-making,
such decisions are also characterized by issues of
compatibility of interests of the subjects.

4. CAS decision-making involves three main stages:
a need for a CAS, development of CAS options,
and making a decision concerning the best CAS.
These stages are further divided into ten steps:
definition of a need, objectives, situation assess-
ment, evaluation of limiting factors, selection of
a method for generation of options, identification
of options, selection of a CAS decision-making
method, selection of CAS, implementation of
CAS.

5. Application of the Theory of Decision-Making al-
lows the structuring of CAS decision-making
process and reveals new managerial aspect of this
understudied marketing phenomenon. Under-
standing and studying CAS from these perspective
shows that it is possible to manage this process,
which has been often kept as absolutely irrational
or spontaneous, in the rational way. This is rele-
vant to both advertising agencies and advertisers,
who increasingly focus on creative of advertising,
the main means for gaining distinctiveness in the
market oversaturated by advertising.
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Sprendimy priémimo teorijos pritaikymas reklamos Kiirybinés
strategijos pasirinkimui

Santrauka

Reklamos kiirybinés strategijos pasirinkimo problemos aktualios
tiek reklamos agentiroms tiek ir reklamos davéjams, Siandien vis
didesni démesj skiriantiems reklamos kiirybai, kuri vertinama kaip
pagrindiné priemoné¢ iSsiskirti informacijos persotintoje rinkoje.

Viena didziausiy problemuy, su kuriomis susiduria reklamos rin-
kos dalyviai, yra kiirybinés reklamos strategijos alternatyvy vertini-
mas ir atranka, siekiant pasirinkti geriausig esama alternatyva. Tai
sprendimo priémimo procesas, kuris komplikuotas dél dviejy priezas-
¢iy. Visy pirma, reklamos kiirybinés strategijos kaip objekto kom-
pleksiSkumas, aiSkios sprendimo priémimo metodologijos ir
vertinimo Kkriteriju nebuvimas daro ji daugialypi ir itin sudétinga.
Sprendimo priémimo procesa komplikuoja ir tai, kad reklamos kiiry-
binés strategijos alternatyvos paprastai vertinamos dvieju subjekty
(i8skyrus tuos atvejus, kai reklamos davéjas nesinaudoja reklamos
agentiiros paslaugomis, tokie atvejai | $io straipsnio tyrimo srit{ nej-
traukiami): reklamos agentiiros ir reklamos uzsakovo, taigi sprendimo
priémimo procesas skyla i du nuoseklius, savarankiskus, taciau ve-
dan¢ius bendro galutinio rezultato link procesus. Pagrindiniai
vertinimo proceso kintamieji: sprendimo priémimo tikslas, etapai, da-
lyviai, laiko veiksnys, vertinimo kriterijai ir pagaliau pozitris | finan-
sinius iSteklius kliento ir agentiiros lygmenyse daznai skiriasi. O tai
veikia komunikacijos tarp reklamos agentiiros, ir reklamos uzsakovo
spragas, mazina sprendimo priémimo efektyvuma bei sudaro prielai-
das pasirinkti ne pacia geriausia reklamos kiirybing strategija.

Straipsnio tyrimo objektas — KRS alternatyvy vertinimo proce-
sas, teoriniai aspektai.

Nagrinéjama problema — kaip pritaikyti sprendimo priémimo
teorija KRS pasirinkimo procesui.

Straipsnio tikslas — pasitelkus sprendimo priémimo teorija,
iSanalizuoti KRS pasirinkimo procesa.

Temos iStyrimas. Mokslin¢je literatiiroje sprendimo priémimo
teorijai skiriama daug démesio. Tema placiai analizuojama ir
uzsienio, ir lietuviy autoriy:P. Keen, J.F. Yetes, G. Day, P. Drucker,
H. Kerzner,. H. Mintzberg, J.B. Quinn, S. Ghoshal. ir S. Puskorius,
R. Skyrius, A.Seilius ir k.t..

Reklamos kiirybinés strategijos pasirinkimo klausimas néra istir-
tas moksliniu poziliriu: atskiri problemos aspektai analizuojami ben-



dra reklamos kiirybinés strategijos problematikaq nagrinéjancioje lit-
eratiroje (A.J. Jewlwer, B.L. Drawniany, J.R. Rossiter, L. Percy, J.T.
Russel, R.W. Lane ir k.t.), ta¢iau darbuy, skirty biitent Siam klausimui
tirti, néra. Taigi, straipsnyje analizuojam tema yra nauja ir aktuali.

Straipsnyje nagrinéjama sprendimo priémimo teorija, vertinamas
jos pritaikymas KRS pasirinkimui. Remiantis teorinés literatliros
apzvalga, nustatyta, kad sprendimo priémimo teorija gali biiti pritai-
kyta KRS pasirinkimui, nes §io pasirinkimo tikslas yra geriausios
KRS pasirinkimas i§ visos alternatyvy visumos. KRS pasirinkimas —
tai administracinis valdymo sprendimas, pasizymintis neapibréztumu
ir rizikingumu, susijusiu su objekto specifika. Sprendimo priémimo
rizika gali pasireiksti ilgalaikéje perspektyvoje — kaip rizika defor-
muoti prekés zenklo pozicijq vartotojo samonéje.

Antrasis aspektas, pagal kuri galima klasifikuoti valdymo
sprendimus, — sprendimo priémime dalyvaujanciy subjekty skaiius.
Isskiriami individualiis ir grupiniai valdymo sprendimai. KRS pasirenk-
amas dalyvaujant reklamos agenttiros ir reklamos davéjo atstovams,
taigi jis priskirtinas grupiniams valdymo sprendimams. Analizuojant
KRS pasirinkimo proceso specifika, turime jvertinti §io kolektyvinio
sprendimo priémimo modelio ypatumus. Tai iSryskinti padés kolekty-
vinio sprendimo priémimo apibréziamas Daft ,,.Sprendimas priimamas
kolektyvo grupiy ar individy, kurie kiekvienas vaidina savo vaidmeni
priimant sprendima, atsako uz savo specializacija ir dalijasi organizaci-
jos tikslais ir interesais“ (R.L. Daft 1987). Siame apibrézime,
iSreiskiami pagrindiniai kolektyvinio sprendimo elementai: dalyviy
skaiCius, t.y. sprendimas priimamas ne vieno asmens, bet ju grupés,
bendri interesai (tikslai), sprendimas priimamas susitarimo pagrindu.
Remiantis Siuo apibrézimu, galime jvardyti ir KRS pasirinkimo, kaip
grupinio sprendimo priémimo specifika. Visy pirma, $is sprendimas
i§skirtinis tuo, kad jame dalyvauja ne grupé tos pacios organizacijos
atstovy, bet du atskirus subjektus atstovaujantis personalas: reklamos
agentlros ir reklamos davéjo. Nors teoriskai abi grupés turéty veikti
sieckdamos vieno rezultato, susiduriama ir su vienijanciais, ir konfron-
tuojanciais interesais, ypa¢ finansiniais bei informaciniais. Finansiniy
interesy priestara pasireiSkia subjekty pelno poreikiy priestara, kon-
frontacija dél informacijos kyla todél, kad abu subjektai disponuoja
skirtinga informacija: tai ir informacijos pobidis, ir jos patikimumo ly-
gis. Antroji problema — grupés nariy bendradarbiavimo organizavimas,
atsakomybés paskirstymas bei delegavimo ir informacijos sklaidos sis-
temos sukiirimas. Minéta problema kompleksiné ir sudétinga ir teoriniu,
t.y. modeliavimo, ir praktiniu, t.y. proceso organizavimo lygmeniu.
Reklamos agentiiros ir reklamos davéjo interesy suderinamumo klausi-
mas placiau analizuojamas empiriniais tyrimais. Trecioji problema: sa-
lygota skirtingos sprendimo priémimo dalyviy kompetencijos, iSsilav-
inimo, asmeniniy savybiy kurios apsunkina subjekty tarpusavio komu-
nikacija.

KRS pasirinkimo procesas apima tris pagrindinius etapus: KRS
poreikis, KRS alternatyvy sukiirimas, geriausios KRS pasirinkimas.
Sie etapai savo ruoztu skaidomi i desimt pakopu: poreikio ivardiji-

mas, tikslai, situacijos diagnozé, ribojanciy veiksniy ivertinimas, al-
ternatyvy generavimo metodo pasirinkimas, alternatyvy jvardijimas,
KRS pasirinkimo metodo nustatymas, KRS pasirinkimas, KRS igy-
vendinimas.

KRS pasirinkimo procesas prasideda poreikio atsiradimu.
Poreiki pasirinkti KRS alternatyvas paprastai inicijuoja reklamos
davéjas, atsizvelgdamas | savo rinkodaros poreikius. Tai gali
pasireiksti kaip {jvaizdzio, palaikomosios reklaminés kampanijos,
pardavimy skatinimo akcijos ar pan. poreikis. Reklamos agentiirai $is
poreikis pateikiamas kaip uzduotis (jei kalbame apie nuolatini ben-
dradarbiavima) arba kvietimas dalyvauti reklamos agentiiry konkurse.
Poreikis priimti spendimg tiesiogiai susijgs su situacijos diagnostika,
etapu, kurio metu patikslinama problema ir reklamos tikslai. KRS $ie
tikslai tapatinami su bendraisiais reklamos tikslais.

Tikslai suformuluojami remiantis situacijos diagnostika — tai
esminés informacijos surinkimas, kuris sudaro salygas Siam tikslui
sukonkretinti, akcentuojant kiirybinj reklamos aspekta.

Siame etape reklamos davéjo ir agentiiros disponuojama ir anal-
izei naudojama informacija skiriasi: uzsakovas gali be apribojimy
naudotis vidiniais informacijos $altiniais, tokias kaip {monés strate-
gija, rinkodaros planai, rinkos ir konkurenciniai tyrimai. Agentiiros
personalas $ig informacija gauna i§ uzsakovo atstovy, taigi informa-
cija jgauna subjektyvy atspalvi, be to, jos kieki gali riboti jmonés
politika (konfidencialumas, komercinés paslaptys). Ypac¢ svarbu, kad
uzsakovas tinkamai iSkomunikuoty, o agentiira tinkamai suprasty rek-
laminei kampanijai keliamus tikslus.

Antrasis etapas: reklamos kiirybinés strategijos alternatyvy su-
formavimas apima kelis aspektus: visy pirma ribojanc¢iy veiksniy: t.y.
laiko ir finansiniy i$tekliy jvertinimas, antra — alternatyviy reklamos
kiirybiniy strategijy suformavimas bei reikalingy alternatyvy skaici-
aus nustatymas.

Treciasis KRS pasirinkimo  etapas geriausios KRS
pasirinkimas. Tai atlickama pagal principini désni: geriausia alter-
natyva laikoma ta, kuri leidzia pasiekti norima rezultata maziausiais
finansiniais iStekliais. Kita vertus, geriausiu sprendimu gali biti lai-
komas tas sprendimas, kuris yra geriausias pasirinkty kriterijy ir
rodikliy atzvilgiu. Siame etape {vertinama, ar KRS atitinka tikslams.
Esant neatitikimui — KRS alternatyvy generavimo procesas kartoja-
mas, jei KRS atitinka keltus tikslus — ji {gyvendinama.

Sprendimy priémimo teorijos pritaikymas KRS isreiskia pozitri
1 KRS kaip vadybos objekta. Nors reklamos teoretikai ir praktikai yra
linkg KRS pasirinkimo procesa laikyti spontanisku, intuityviu ir
nevaldomu, proceso struktiirizavimas, t.y. jo skaidymas { etapus,
leidzia suvokti procesa sudaran¢iy veikly visuma ir skatina atsisakyti
stereotipinio pozitrio. Naujas pozitiris aktualus tiek reklamos agen-
tiroms, tiek reklamos davéjams.

Raktazodziai: kiirybiné reklamos strategija, reklamos agentiira, reklamos
davéjas, sprendimy priémimas.
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