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Session Aim

Do you have a strategic 
planning approach?

How do 
you benchmark 

competitiveness?

How sophisticated is 
your forecasting?

How do we budget and 
plan for optimisation?

We will cover 8 key questions to help you review and improve 
your approach to planning and budgeting for digital media



Question 1:

Do you have a strategic approach to 
digital marketing?



POLL

Does your organisation have a 
clearly-defined digital marketing 

strategy?



Free report download – Search:
‘Smart Insights Digital marketing trends 

2024’

https://www.smartinsights.com/guides/the-future-of-digital-marketing-trends-report/
https://www.smartinsights.com/guides/the-future-of-digital-marketing-trends-report/
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POLL

How would you rate your 
organisation’s digital maturity?
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Common Barriers – Isolated strategy

Business & Marketing 
Objectives

Paid Channels

Organic Channels

Relevant Data and Insight

No integration



Plan your strategy with clarity

Strong objective 
alignment Channel alignment and 

relationship awareness

Data that drives 
decisions



Common Barriers – The funnel is blocked

Awareness

Consideration

Conversion

Conversion Issue Awareness Issue



Funnel-first strategy

Awareness

Consideration

Conversion

Tactics

Social

Display

Digital PR

SEO

Paid Search

Email

Metrics

Impressions

Clicks

Product Page Sessions

Engagement Rate

Soft Conversions

Purchase/Enquiry



Question 2:

How is budget forecasting
integrated into your planning cycle?



What is your forecasting process?

● How does forecasting fit with the annual planning cycle?
● What is granularity i.e. Monthly forecasts with seasonality or more often?
● How should forecasts and plans be updated through the year, 90-days?



Considerations

Confidence Agility Data

Are there impending significant external factors? 

What else could throw you off-track?

If confidence is low, you need more granularity

Can you make changes quickly?

Will it inspire action?

How does this affect your business?

Is your data reliable?

Is it easy to find the right information?

Are you data-led?



Question 3:

How do you assess your 
competitiveness for digital media?



Get the full context

Use practical key 
performance indicators 

for each channel

Use industry benchmarking to 
contextualise your

performance measures

Market Research – are you 
competitive in terms of leading 
trend leverage and responding 
to consumer behaviour?

Strengths Weaknesses

Opportunities Threats

Use SWOT analysis to look 
holistically



Our benchmarking approach



Our benchmarking approach



Our benchmarking approach



Question 4:

How sophisticated are
your budget forecasting techniques?



Using ZBB to avoid budgeting traps

Source; Deloitte ZBB overview

https://www.deloitte.com/an/en/services/consulting/perspectives/gx-zero-based-budgeting.html


All models are wrong, but some are useful

George Box - 1976 paper published in the Journal of the American Statistical Association



Assessing your sophistication

Does your conversion forecast take into account:
● Differing reach, cost and conversion of different media channels
● Details within channels, e.g. Types of paid keywords, retargeting, 

brand vs non-brand
● Seasonality (monthly)
● Differing profitability and lifetime value of different projects
● Advanced models – attribution and econometrics



Example channel-based forecast



What makes a sophisticated forecast?

The right 
statistical 

base

Use vertical 
benchmarks

Build in 
seasonality

Business 
Metrics for 

true ROI

Channel-
specific  

measures

CPC benchmarks
Reach
Organic keyword search volumes
Subscriber list size



Statistical 
Analysis

Seasonality and 
Trends

Performance 
Data/Insights

Combine the past with future impact

Plan 
Multiple 

Scenarios!



End up with a detailed measurable forecast



You may also split out channels



Visualisation matters



Question 5:

Are we using attribution smartly?



How do we factor in multichannel conversion: 
using attribution or econometric models

● What percentage of our conversions occur across channels
● Example of complexity of analysis needed:

Key:

D: Display

S: Search

X: Affiliates



Understand which channels are involved in conversion



Accounting for multiple touchpoints

Report holistically 
and consistently

Identify dependencies Investigate changes



Question 6:

How agile are you in updating 
forecasts and plans?



What is your review process?



POLL

How often do you reallocate your 
channel-specific investments?



From data to action

Daily
Identify major 

spikes/drops

Monthly
Review vs. KPI 

Weekly
Actual MTD 
on/off track

Quarterly
Review forecast 

and 
performance

Leverage trends
Identify issues e.g. 404, tracking

Iterative improvement
Flag issues for monitoring

Identify strategy issues
Confirm plan for the next month

Is the forecast still useful?
Solve recurring issues



Do know, use the 70:20:10 rule?



Digital media example

Mark Renshaw of agency Leo Burnett/ Arc Worldwide, writing in Ad Age 

suggested dividing spending into 70%, 20% and 10% 'buckets'.

The 70% bucket is all about 'refining your record of success' of tried and 

tested media. 

He recommends applying the next 20% to media that have just gone 

mainstream or are on the verge of doing so, while the

10% are the opportunities that pop up frequently and quickly attract 

media attention.

http://adage.com/article/digital/70-20-10-rule/125692/


Question 7:

Are you investing sufficiently on 
optimization?



POLL

How many structured tests do you 
run each month?
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Use of test and learn for digital comms

Source: Smart Insights-Technology for Marketing Future of Marketing report (n=403)



How many structured tests do you run each month?
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What approaches can be used to encourage 
regular testing? Example

Rich Page. Web Optimization - an Hour a Day



Structured testing makes serious cash!

Potential annual revenue

£730,634



Question 8:

How do we assess balance 
investment for branding and direct 

response?



Brand vs Activation investment –
What's in your playbook



What’s next?

If you want to discuss how we can help your brand set an effective forecast (or 
another aspect of your digital marketing), we’re here to help.

After the webinar is over, my colleague Sonja Stewart will be in touch to share the 
webinar recording with you.

Sonja can also schedule a call to talk about digital marketing acceleration if that is 
something that your business is interested in. 

If you can't wait, you can reach Sonja at sstewart@clickthrough-marketing.com



We work to accelerate traffic and more 
importantly, convert it… 

We build organic visibility with Technical SEO

We tell your story with PR & Content Marketing

We get your brand seen fast with Paid Search

We target your ideal audience with Paid Social

We use a conversion-focused approach
with Data-led Design ® and CRO

C

Paid 
Search

Paid 
Social

Display

CRO

Organic 
Search

PR & 
Outreach

KPIs



Thank you and Questions
For further information please contact our 
experts

experts@clickthrough-marketing.com

mailto:hello@clickthrough-marketing.com
mailto:hello@clickthrough-marketing.com
mailto:hello@clickthrough-marketing.com
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