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ABSTRACT
Media selection is a multi criteria decision making (MCDM) problem. Below limited budget, the decision maker should select the
best media tools that affect the audience effectively by contemporarily considering multiple and interdependent evaluation criteria.
The study aims to develop a systematic and effective decision making model for schools to make the best combination of advertising
media. The criteria for evaluating the media effectiveness were screened by Fuzzy Delphi method; then, ANP (Analytic Network
Process) was adopted to calculate the relative weights of each criteria. With the upper and lower limits of time blocks for purchasing
media, an Integer Programming (IP) was applied to find the best combination of media below a fixed budget. An empirical example
demonstrates the computational process and effectiveness of the proposed model.
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