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What’s your 
marketing goal 
for 2012?
more customers, more revenue, more sales leads?

Whatever it is, the budget you put in place for your marketing for the year 
ahead will shape the results you achieve. Now is the ideal time to define your 
marketing approach and the budget that will support it. In a recent Toluna 
survey of businesses, 40% of businesses surveyed stated that they did 
not feel that their marketing budget met all their marketing needs.

Do you feel your marketing 
budget in 2011 met all your 
marketing needs?

In tougher times, the marketing budget is often 
the first thing that is cut. Yet it is commonly 
known that companies which consistently 
market themselves in a recession perform 
better than those that don’t. So:

How can companies budget better 
to create the results they want?

What can companies do to budget 
effectively for the year ahead?

Yes     No    Not sure

23%   

40% 
 37%
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Strategy is everything in marketing.  But a separate 
strategy for your marketing and your sales approach 
will not deliver the best Return On Investment (ROI). 
Now is the best time to review your marketing 
approach in 2011 and identify what worked – and 
what didn’t. Then, apply this important data to your 
overall sales and marketing strategy. 

Which markets are you trying to 
reach? Which audiences do you 
want to grow in the coming year? 

Match this with your marketing approach and plan 
your marketing spend in careful stages, so that each 
part of the plan flows from one stage to another. 

Your marketing data from the past year will provide a 
valuable insight into what will work over the next 12 
months. So carefully track the ROI you’ve gained this 
year and identify the activities that have created the 
best results.

Fit your strategy around your target market

Track your ROI on marketing spend

Be ruthless in assessing what is paying you back and what is 
proving to be a drain on your resources

Would these areas work better 
with a different approach, perhaps 
using inbound marketing to 
accelerate results and make them 
more profitable? 

Use inbound marketing technology to track the behaviour of your target markets and ensure that you are using 
the most appropriate marketing channels to reach them.  This will help you get more from your budget in 2012.

People 

81

50

36

31

Revenue

58991.17

55,55

53,996

53,441.95

Percent of People

40.9%

25.3%

18.2%

15%

Referring Domain

Linkedin.com

socialfresh.com

quora.com

marketingprofs.com

Referring Domain          Keyword            Campaign          Source           Medium           Content

How did converting customers FIRST hear about my company?

People 

76

64

36

22

Revenue

58,475.78

57,157.95

54,026.78

52,460.76

Percent of People

25.8%

21.7%

12.2%

7.5%

Source

Google

Facebook

GoogleAppEmail

Twitter

Referring Domain          Keyword            Campaign          Source  

What was the LAST touch point they had before converting?
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Create a cross-channel marketing budget 

Create a cross-channel marketing budget 

Are you currently using all the appropriate marketing channels?

Did your approaches in 2011 feed across the different channels to 
maximise results – or did you only focus on a couple of areas?

Are you one of the companies missing out on a better marketing ROI by 
neglecting or misusing social media and other technologies?

Recent research suggests that companies using social media  or “collaborative Web 2.0 technologies” are 
achieving higher profits. (Source: McKinsey) 

By using inbound marketing you can connect up 
all your marketing channels much more effectively, 
making it easier to retain any potential customers - 
whatever stage of buying cycle they are at. 

You can create a cross-channel presence that 
reduces the cost of building a receptive and 
responsive brand profile. This approach also makes 
it much easier to budget for the year ahead. It gives 
you a core strategy which then feeds out across all 
the channels - bringing you a better ROI for 2012.

By using inbound marketing you can connect up all your 
marketing channels much more effectively, making it 
easier to retain any potential customers - whatever stage 
of buying cycle they are at. You can create a 
cross-channel presence that reduces the cost of building 
a receptive and responsive brand profile. 

This approach also makes it much easier to budget for 
the year ahead. It gives you a core strategy which then 
feeds out across all the channels - bringing you a better 
ROI for 2012.

You can also use inbound marketing technology to 
closely assess and analyse the exact payback from 
each area of your marketing plan - and feed this 
knowledge into the year ahead. Put a plan in place 
for tracking your ROI. Inbound marketing allows 
you to do this continuously and consistently, letting 
you to adapt and refresh your marketing activities 
accordingly.

70,000

60,000

50,000

40,000

30,000

20,000

10,000

0
Aug 2009               Sep 2009                Oct 2009                Nov 2009              Dec 2009                Jan 2010

Vi
si

ts

4.0%

3.5%

3.0%

2.5%

2.0%

1.5%

1.0%

0.5%

0.0%

t

All Sources

Organic Search

Referrals

Paid Search

Direct Traffic

Email Marketing

Social Media

Other Campaigns 

Visits

Visit to Lead

Marketing events

Visits

Twitter Reach & Leads

New Leads
Index

Twitter Reach 

70

60

50

40

30

20

10

0



5Tomorrow PeoPle . 201 rhubarb . 25 heaTh mill lane . birmingham . b9 4ae
T. 0121 753 4499 | e. james.walTers@Tomorrow-PeoPle.com 

VaT no. gb 785 1256 12
regisTered no. 04009799

Everybody wants to make their marketing budget 
work harder. So how can you ensure you do this 
in the months to come? Focus on your target 
market and what they’re doing. By using inbound 
marketing technology you can get closer to 
buyer behaviour and demand. You can use this 
insight to create more meaningful connections 
by building relationships across all the different 
marketing channels. 

This enables you to accelerate the relationships 
you build with your prospects. Instead of waiting 
for months to view the results, you can see who’s 

responding - and adapt your strategy to meet the 
demand there and then.  This ensures that your 
marketing spend is continuously matched with 
where it is most effective and that it feeds right 
back into your company’s sales and marketing 
strategy.

Create your strategy, use advanced inbound 
marketing approaches to maximise your
marketing impact and assess its impact while it’s 
live. Keep it consistent and targeted and you can 
look forward to a better ROI on your marketing 
budget in 2012.

What is the secret to budgeting right for 
marketing in the year ahead?

get more on accelerating 
your marketing With our 

eguide What exactly is 
inbound marketing?

doWnload your 
free copy noW 
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