
Today, many magazine publishing houses faces the problem of future predictions of their 

products. In many cases, these predictions are made by employees based on their personal 

experiences and guesses. The problems of this attitude are high expanses on making the 

predictions and increased expanses when those predictions are wrong. The aim of this work is to 

study existing regression methods of automatic prediction and create a solution for predicting the 

magazine sales in Russian publishing house Burda. 
 


