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How to get the most out of your marketing budget 
 

Introduction 
Below we’ll take a quick look at how you can start to make your advertising budget work harder for 
you. Before we do, here’s a real world example to give you an idea of what can be achieved with a 
well planned campaign. 
 
In 2014 Sharp Communication took over the media buying for ABYA and YDSA. A like-for-like 
comparison with the previous year’s budget shows a 15% reduction in the total amount spent, but a 
174% increase in the amount of advertising space bought. Overall the cost per advert was more than 
halved, effectively doubling the value of the Associations’ advertising budget. 
 
 
Total Advertising Budget 2013 vs. 2014 (£)       Total number of adverts 2013 vs. 2014 

 
 
How it was done 
Of course, the planning required can take time away from the everyday demands of running your 
business, but the money you save will be well worth it. Here are a few pointers to help you identify 
how you could increase the value of your advertising spend. 
 
1 - Audit your marketing 
This sounds like an easy exercise but it can often highlight areas that aren’t working and help identify 
ones you’ve never considered before. Set aside some time and answer these questions: 
 

• What are you trying to achieve? 
• Who are you targeting? 
• Who are you not targeting? 
• What are your potential customers already looking at? 
• Is there any seasonality or geography to take advantage of? 
• What are we doing that works? 
• What are we doing that does not work? 

[If you are not sure whether it’s working or not – then it’s probably not working] 
 
This audit process works well as a team sport, but it can also be revealing on your own if you are 
honest with your answers. 
 



 

 
2 - Set a budget and stick to it 
This focuses the mind on getting the best value for money from everyone you call. 
 
You should rank the media you want to advertise with and approach them in order, so that your 
second choices don’t get more attention that your first choices. 
 
For printed publications the independently audited ABC figures are a good starting point for 
determining the best places to advertise. For website advertising there are some good pointers on the 
ifabc website to help you understand on-line publishers’ figures. 
 
3 - Decide on what you want to advertise and when 
Plan ahead. Think about booking your ads on an annual basis instead of ad-hoc, this can save you 
time and money. 
  
4 - Get some great copy and artwork 
Suitable photography and graphic design can be expensive, but well worth it if you use the template 
over and over again.  
 
5 - Return to step 1 
Review and repeat the process as often as you can 
 
 
 
If all else fails - Call in the Cavalry 

 
If you can’t face the prospect of all this planning and haggling with someone for 
a better deal, leave the whole process to a seasoned professional who does it 
for a living, like Sharp Communication. 
 
We deal with all the magazines and websites every day and have combined 
media-buying budgets from other clients. 
 
This means we have more bargaining power and can negotiate harder and 
save more money than even the most persistent business owner. 
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