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Abstract

In an era of channel proliferation and complex customer journeys, determining the optimal allocation of marketing
budgets across diverse platforms has become a central strategic challenge. This study examines the contemporary
practices and analytical frameworks for budgeting and managing multi-channel marketing to maximize return on
investment. The objective is to develop an integrated model for dynamic budget allocation, cross-channel
performance measurement, and agile management in a fragmented media landscape. Employing a mixed-methods
approach, the research analyzed financial data from 15 enterprises and conducted 45 interviews with marketing and
finance executives. The results reveal that organizations utilizing a test-learn-allocate cycle, supported by unified
measurement and agile processes, achieved 22% higher marketing efficiency than those relying on historical
allocation. The discussion focuses on the shift from fixed annual budgets to flexible investment frameworks, the
critical role of incrementality testing, and the organizational structures that enable effective multi-channel
orchestration. It is concluded that mastering the modern marketing mix requires abandoning siloed channel
management in favor of a holistic, data-driven, and continuously optimizing approach to resource allocation.

Keywords: marketing mix modeling, multi-channel marketing, budget allocation, channel attribution, marketing
agility.

INTRODUCTION

The landscape of marketing channels has expanded exponentially over the past two decades, moving from
a relatively simple mix of television, print, and direct mail to a complex digital ecosystem encompassing paid search,
social media, programmatic display, content marketing, influencer partnerships, and emerging platforms (Pasupuleti,
2024). This proliferation was driven by technological innovation, changing consumer media consumption habits,
and the promise of digital channels' precise targeting and measurability. Marketers welcomed this expansion as it
offered new avenues to reach audiences, but it simultaneously fractured media budgets and complicated planning,
as each new channel demanded its own expertise, creative formats, and performance metrics (Neslin, 2022).

This channel explosion occurred alongside a fundamental shift in the customer journey, which became non-
linear and multi-touch. Consumers now interact with brands through numerous channels—both online and offline—
before making a purchase decision, often looping back and forth between awareness, consideration, and conversion
stages (Abedi et al., 2022). This reality rendered traditional marketing planning models, which treated channels as
independent silos with separate budgets and goals, increasingly obsolete. The synergy and sequence between
channels became as important as the performance of any single channel in isolation, creating a pressing need for a
more integrated approach to managing the entire marketing mix (Melero et al., 2016).

Concurrently, the tools for measurement and analysis have both advanced and become more contentious.
While digital platforms provide vast amounts of granular data, attribution—the science of assigning credit to each
touchpoint—remains fraught with challenges. Attributionce on last-click attribution undervalues upper-funnel
channels, while the deprecation of third-party cookies further complicates cross-channel tracking (Cui et al., 2019).
This environment has prompted a renaissance in more sophisticated analytical techniques, such as Marketing Mix
Modeling (MMM) and multi-touch attribute (MTA), to understand true channel contribution. The modern marketer's
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task is no longer just to select channels, but to master a dynamic, interconnected system of investments (Laverie et
al., 2018). Despite advances in analytics, most organizations struggle to optimally allocate and manage their
marketing budgets across multiple channels. Budgeting processes remain largely historical and incremental, based
on previous years' spending with minor adjustments, rather than on forward-looking, data-driven assessments of
channel effectiveness and opportunity (Vaishnav & Ray, 2023). This results in a misallocation of resources, where
underperforming channels continue to receive funding due to institutional inertia or political reasons, while high-
potential channels are underfunded. The core issue is a disconnect between the complex, synergistic reality of the
modern customer journey and the rigid, siloed structures of traditional marketing finance and management (Huebner,
2020).

This problem manifests several critical failures: an inability to accurately quantify the incremental return on
investment (ROI) of each channel, leading to inefficient spend; a lack of agility to reallocate budgets in response to
real-time performance data or market shifts; and persistent internal conflicts between channel owners competing for
a fixed pool of resources (Beck et al., 2021). Consequently, marketing investments fail to achieve their maximum
potential impact, growth becomes more expensive, and the marketing function loses credibility with executive
leadership by being unable to articulate a defensible, optimized investment strategy. Mastering the multi-channel
mix is therefore not a tactical concern, but a fundamental requirement for efficient growth and strategic relevance
(Batra & Keller, 2016).

The primary objective of this research is to develop and validate a comprehensive framework for modern
marketing budget allocation and multi-channel management. This framework aims to provide a systematic approach
for determining the optimal marketing mix, moving beyond historical precedent to incorporate continuous testing,
unified measurement, and agile resource deployment. The study seeks to identify the key analytical models,
organizational processes, and leadership practices that enable companies to dynamically allocate budgets across
channels to maximize overall marketing ROI. Ultimately, this research aims to equip marketing and finance leaders
with a practical guide to transform their budgeting from a static, political exercise into a dynamic, value-optimizing
engine.

LITERATURE REVIEW
The Evolution of Marketing Mix Modeling and Budget Allocation Theory

The theoretical foundation for marketing mix optimization dates back to the classic work on Marketing Mix
Modeling (MMM). Pioneered in the 1960s and 1970s, MMM uses multivariate regression analysis on aggregated
time-series data (e.g., weekly sales, marketing spend by channel, pricing, promotions) to estimate the sales impact
of various marketing inputs (Huang & Wu, 2024). Its strength lies in measuring the long-term and brand-building
effects of marketing, accounting for external factors like seasonality and competitive activity, and providing a holistic
view of channel effectiveness without relying on user-level tracking. For decades, MMM was the gold standard for
strategic budget setting, particularly in consumer-packaged goods (ljomah, 2025). However, the digital revolution
exposed limitations in traditional MMM. Its reliance on aggregated data made it less responsive for optimizing fast-
moving digital campaigns, and its typical output—an annual or quarterly model—Ilacked the granularity needed for
tactical decisions. This gap was filled by the rise of digital attribution, particularly last-click and later multi-touch
attribution (MTA) models, which used user-level data to assign credit across the online journey (Gao et al., 2019).
While MTA provided granular, tactical insights, it was criticized for its "walled garden™ nature, inability to measure
offline channels, and vulnerability to tracking inaccuracies, especially with growing privacy restrictions (Jenner et
al., 2022).

Contemporary literature advocates for a synergistic, "triangulation™ approach that leverages the strengths of
both MMM and MTA. Scholars like Neslin (2022) propose using MMM for setting high-level, strategic budget
allocations across major channel groups (e.g., brand TV vs. performance digital) and for understanding long-term
elasticity (Taiminen & Ranaweera, 2019). MTA, or more precisely, controlled experiments (A/B tests, geo-lifts), are
then used for tactical optimization within digital channels and for validating the incrementality of specific tactics.
This hybrid approach acknowledges that no single model provides perfect truth but together they create a more
reliable picture (Berman, 2012). The evolution of allocation theory has also moved from a static "set-and-forget"
model to a dynamic, test-and-learn paradigm. Modern frameworks incorporate Bayesian statistics and continuous
experimentation, allowing marketing mix estimates to be updated in near-real-time as new performance data flows
in (Rogers, 2016). This represents a fundamental shift from viewing the marketing mix as a fixed equation to be
solved annually to viewing it as a perpetually evolving portfolio of investments that requires constant monitoring
and rebalancing based on marginal returns.
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The Imperative of Incrementality and Controlled Experimentation

A central theme in modern mix literature is the critique of efficiency metrics that lack causal validity. Metrics
like cost-per-click (CPC) or return on ad spend (ROAS) based on attributed conversions can be deeply misleading if
they do not reflect true incrementality—the additional conversions driven by the marketing spend that would not
have occurred otherwise (Odongo, 2016). For example, branded search ads may show a high ROAS by capturing
users already intending to buy, but their incremental value may be low. The literature emphasizes that true
optimization requires measuring the causal impact of each channel (Beard et al., 2021). The gold standard for
establishing causality is the randomized controlled experiment (RCE). In marketing, this often takes the form of geo-
matched market tests (for broader channels like TV or OOH) or holdout groups (for digital channels like Facebook
or email). By comparing outcomes in a group exposed to marketing against an identical holdout group not exposed,
marketers can isolate the incremental effect of that channel (Rowley, 2008). The literature strongly advocates for
building a "culture of experimentation” where a portion of the budget is routinely dedicated to such incrementality
tests, moving decisions from opinion and correlation to evidence and causation. Beyond proving channel value,
experimentation is crucial for optimizing the mix itself. Tactics like media saturation tests (spending more or less in
certain geos) or channel sequencing tests (changing the order of exposure) can reveal optimal spending levels and
synergistic effects between channels (Isibor et al., 2025). This experimental data can then feed back into MMM or
heuristic allocation models, making them more accurate. Literature positions incrementality testing not as a one-time
audit, but as an ongoing operational practice essential for managing a dynamic mix. However, literature also
acknowledges the practical challenges of widespread experimentation: cost, time, complexity, and the "noise" of
real-world markets. It recommends a pragmatic, phased approach, starting with testing the incrementality of the most
expensive or questioned channels (Verhoef et al., 2021). The key insight is that without a commitment to
incrementality, multi-channel budgeting is fundamentally guesswork, vulnerable to attribution errors and suboptimal
allocations that waste significant resources while appearing efficient on flawed dashboards (Dolezal, 2019).

Organizational Structures and Processes for Agile Mix Management

Scholarly work consistently identifies organizational silos as a primary barrier to effective multi-channel
management. When channels are managed by separate teams—each with its own budget, goals, and reporting—
optimization happens within the silo, not across the portfolio. This leads to local maxima, where each channel
manager maximizes their own ROAS, potentially at the expense of overall marketing ROI due to missed synergies
or channel conflict (L. Hollebeek & Macky, 2019). The literature calls for breaking down these silos in favor of a
more integrated structure. Proposed organizational models include the formation of centralized "Marketing
Operations” or "Growth" teams that own the integrated budget and are agnostic to individual channels. These teams
use centralized data and analytics to allocate spend based on overall business objectives, treating channels as tactical
levers rather than independent fiefdoms (Raki¢, 2014). Channel specialists then become execution experts within
this framework. Alternative models involve cross-functional "squads” organized around customer segments or
journey stages, where team members collectively manage the mix of channels needed to achieve their mission.

Process innovation is equally critical. The traditional annual budgeting cycle is too slow for the digital age.
Literature advocates for more frequent planning and review cadences, such as quarterly business reviews (QBRS)
for strategic mix shifts and monthly or even bi-weekly tactical reallocations. This requires a more flexible budgeting
process, often involving the creation of a central "unallocated” reserve fund that can be deployed opportunistically
to high-performing channels or tests throughout the year, moving from a fixed annual plan to a "rolling forecast"
model (Plekhanov et al., 2023). Furthermore, the literature highlights the need for new governance and collaboration
rituals. Regular "mix review" meetings, attended by all channel leads and finance, shift the conversation from
defending individual channel budgets to collectively solving for the highest overall ROI (Terho et al., 2022). Success
in these models depends heavily on aligned incentives; rewarding leaders based on the performance of their
individual channel creates conflict, while rewarding them based on overall marketing or business growth fosters
collaboration. The organizational design must support the strategic goal of portfolio optimization (de Oliveira Santini
et al., 2020).

Technology and Data Infrastructure for Unified Measurement

The technical challenge of integrating disparate data sources is a major focus of contemporary literature. A
true view of the multi-channel mix requires combining data from offline sales systems, CRM platforms, various ad
platforms (each with its own attribution logic), website analytics, and potentially third-party data (L. D. Hollebeek
& Macky, 2019). This integration is necessary to feed both MMM and MTA systems with clean, consistent data.
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The literature identifies the development of a unified marketing data warehouse or customer data platform (CDP) as
a foundational prerequisite for advanced mix management (Katsikeas et al., 2019). On top of this data layer, decision-
support technology is essential. This includes dedicated MMM software (often leveraging cloud computing for faster
processing), multi-touch attribution platforms, and unified business intelligence (Bl) dashboards that can present a
single version of performance truth across all channels (Cappa et al., 2020). The emergence of "unified marketing
measurement" platforms that attempt to combine MMM and MTA methodologies into a single interface is a notable
trend, though the literature cautions that these are still evolving and require significant customization and expert
interpretation. A critical technological capability is the ability to automate insights and, eventually, actions.
Advanced analytics platforms can use machine learning to detect performance anomalies, suggest budget
reallocations, or even automate bidding and spend adjustments within predefined rules for certain performance
channels (like programmatic display or paid search) (Shah & Murthi, 2021). This moves mix management from a
manual, periodic analysis to a more continuous, algorithmic process. However, the literature stresses that human
strategic oversight remains irreplaceable for interpreting context, brand safety, and long-term equity (Vollrath &
Villegas, 2021). Finally, the literature addresses the challenge of privacy-centric measurement in a post-cookie
world. Techniques like aggregated conversion modeling (used by platforms like Google), increased reliance on first-
party data, and the use of clean rooms for data collaboration between advertisers and publishers are becoming central
to the tech stack. This shift is forcing a renewed emphasis on the probabilistic, aggregate-level insights of MMM,
while demanding greater creativity in designing measurable, privacy-compliant digital experiments. The technology
infrastructure must therefore be both robust and adaptable to a rapidly changing regulatory and platform
environment.

METHODOLOGY

This study employed an explanatory sequential mixed-methods design to investigate sophisticated practices
in multi-channel marketing budgeting and management. The guantitative phase involved a comparative analysis of
marketing efficiency and budget allocation agility across 15 mid-to-large companies. Financial and marketing
performance data was collected over a two-year period, with a focus on year-over-year changes in channel mix,
overall marketing ROI, and the frequency of inter-channel budget reallocations. Companies were segmented into
two groups: those self-reporting as using advanced, dynamic allocation methods and those using traditional,
historical allocation. The qualitative phase consisted of 45 in-depth, semi-structured interviews with a stratified
sample of participants from the same organizations, including Chief Marketing Officers, Heads of Performance
Marketing, Marketing Finance Directors, and Marketing Operations Leads. The interviews explored the detailed
processes, tools, organizational challenges, and decision-making rituals behind budget management. All interviews
were transcribed and analyzed using a thematic analysis approach, with codes developed both deductively from the
literature and inductively from the data. The integration of quantitative performance outcomes with qualitative
process insights allowed for a robust understanding of what practices actually drive superior results in multi-channel
management.

RESULTS AND DISCUSSION
The Dynamic Allocation Framework: From Fixed Budgets to Investment Portfolios

The research revealed a clear distinction between traditional and modern allocators. Traditional
organizations operated with fixed annual budgets locked to channels during the planning cycle, with minimal
flexibility for change. In contrast, leading organizations had adopted a "dynamic allocation framework" that treated
the marketing budget as an investment portfolio to be actively managed (Pasupuleti, 2024). This framework consisted
of three core buckets: a "Base Budget" (70-80% of total) allocated to proven, scalable channels based on their
predicted marginal ROI; a "Test & Learn Budget" (10-15%) dedicated to experimentation on new channels, creatives,
or audience segments; and an "Opportunistic Reserve" (5-10%) held for in-year seizing of opportunities or doubling
down on unexpected winners (Neslin, 2022). This portfolio approach enabled remarkable agility. While strategic
guardrails were set quarterly, tactical reallocations between channels within the "Base Budget" could occur monthly
or even weekly based on performance dashboards and incrementality data. One interviewee described it as
"managing a dial, not a switch." If paid social efficiency dipped due to rising auction costs, funds could be
temporarily shifted to search or email nurture without a formal budget amendment process (Abedi et al., 2022). This
required close collaboration with finance to move beyond line-item rigidity, but resulted in significantly higher
overall marketing efficiency, quantified in the study as a 22% improvement. A key enabler of this model was the use
of a unified performance metric as the primary decision currency. Instead of evaluating channels on their own

Publish by Radja Publika

open/~| access 1302



MASTERING THE MIX: A MODERN GUIDE TO BUDGETING AND MANAGING MULTI-CHANNEL
MARKETING
Bhayu Bomantara et al

platform-specific metrics (e.g., Facebook ROAS, Google CPC), leaders mandated translation into a common metric,
most often "Cost per Incremental Acquisition” or "Incremental ROAS." (Mirsch et al., 2016). This created a level
playing field for comparison, allowing portfolio managers to objectively shift funds to the channel delivering the
lowest cost to acquire an incremental customer, regardless of its type. This practice systematically depoliticized
budget discussions. The table as presented in Table 1 effectively illustrates the paradigm shift from arigid, traditional
budgeting model to a fluid, data-driven Dynamic Allocation Framework. It contrasts the fixed, channel-locked nature
of traditional budgets with the modern portfolio approach, which is broken down into three strategic budget
buckets—Base, Test & Learn, and Opportunistic Reserve—designed for both stability and agile response. The
framework's core operational advantage is highlighted by its ability to facilitate rapid, tactical reallocations based on
real-time performance dashboards and a unified metric like Incremental ROAS, which serves as an objective
"decision currency" to cut through internal politics. Ultimately, this shift from managing "switches" to "dials" is
quantified as driving a significant 22% improvement in marketing efficiency, underscoring that the move is not
merely procedural but a fundamental rethinking of budget management as active portfolio optimization requiring
close finance partnership.

Table 1. The Dynamic Marketing Budget Allocation Framework

Framework Description Key Characteristics & Examples

Component

Traditional Fixed annual budgets locked to . Rigid, line-item based

Budgeting specific channels with minimal . Set during planning cycle

flexibility for adjustment. . Minimal in-year changes

* Evaluated on channel-specific metrics (e.g.,
Facebook ROAS)

Dynamic Treats the marketing budget as . Three core budget buckets:

Allocation an active investment portfolio —Base Budget (70-80%): For proven, scalable

Framework to be managed for maximum channels based on predicted marginal ROI

(Portfolio efficiency. —Test &  Learn  Budget  (10-15%): For

Approach) experimentation on new channels, creatives, or
audiences
— Opportunistic Reserve (5-10%): For seizing in-year
opportunities or doubling down on winners
« Agility: Strategic guardrails set quarterly; tactical
reallocations can occur monthly/weekly based on
performance data.
* Key Enabler: Use of aunified performance
metric (e.g., Cost per Incremental Acquisition,
Incremental ROAS) as the primary "decision
currency."”

Benefits The results and advantages of * 22% improvement in overall marketing efficiency (as

Outcomes implementing the dynamic quantified in the study)

framework over the traditional
model.

* Enables agility: "managing a dial, not a switch" —
funds can shift quickly between channels (e.g., from

paid social to search) without formal amendments.
* Depoliticizes budget discussions by creating an
objective, level playing field for channel comparison.
* Requires close collaboration with finance to move
beyond line-item rigidity.

The Central Role of Incrementality Testing and Unified Measurement

The findings unequivocally identified a mature testing discipline as the single greatest differentiator between
high- and low-performing marketing mixes. Leading organizations did not just run A/B tests on ad copy; they
systematically designed and funded geo-based holdout tests for major channels like connected TV, brand search, and
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upper-funnel social campaigns (Laverie et al., 2018). This generated a foundational “incrementality map" that
informed the baseline efficiency assumptions for each channel in their allocation models, challenging often-
optimistic platform-attributed numbers (Vaishnav & Ray, 2023). This practice led to several counterintuitive but
impactful budget shifts. For example, multiple companies discovered through geo-holdout tests that their branded
search campaigns had very low incrementality; they were primarily capturing demand they already owned through
organic search and brand awareness (Beck et al., 2021). This evidence allowed them to drastically reduce spend in
that expensive channel and reallocate it to more incremental upper-funnel video campaigns, which subsequently
grew branded search volume organically. Without the causal proof from experimentation, such a reallocation would
have been politically impossible (Huang & Wu, 2024). Unified measurement was the necessary counterpart to
testing. Organizations invested in blended measurement approaches, typically using Marketing Mix Modeling
(MMM) for strategic, long-term planning (e.g., annual budget setting across offline and online) and a combination
of multi-touch attribution (MTA) and experiment data for tactical, in-year optimization (ljomah, 2025). The most
advanced had built custom "decision engines" that ingested data from MMM, MTA, and experiment lift studies to
produce a synthesized, channel-level efficiency score that guided weekly allocation recommendations. This moved
decision-making from debating which model was right to synthesize insights from all available evidence (Gao et al.,
2019).

Organizational Design for Cross-Channel Orchestration

The data revealed that successful multi-channel management required deliberate organizational redesign.
The most effective structure observed was a "Hub-and-Spoke” model. A centralized "Marketing Strategy &
Operations™ hub owned the integrated budget, measurement methodology, and strategic planning process. This team
was staffed with data scientists, marketing economists, and operations managers who were agnostic to individual
channels. Their mandate was to optimize the portfolio (Pasupuleti, 2024). The "spokes" consisted of channel
execution pods (e.g., Search, Social, Video). These pods were no longer budget owners; they were service providers
and experts in execution. Their goal was to deliver against efficiency targets (e.g., incremental CPA) set by the hub,
using their deep platform knowledge. This structure eliminated internal competition for budget; instead, channel
pods competed to demonstrate their incremental value to earn more allocation from the central hub (Neslin, 2022).
Weekly performance reviews transformed from defensive presentations to collaborative problem-solving sessions
on how to hit portfolio goals.

Critical to this model's success was the revamping of incentives and KPIs. Individual and team bonuses were
decoupled from channel-specific spend or ROAS and tied to overall business metrics like total marketing-influenced
pipeline, new customer acquisition cost, or company revenue growth. This fundamental change aligned everyone's
interests with the health of the entire mix. It encouraged channel specialists to share learnings about audience overlap
or creative best practices that could benefit other spokes, fostering a culture of collaboration over competition
(Melero et al., 2016). The discussion highlights that this organizational design directly attacks the root cause of
suboptimal mixes: siloed incentives. By centralizing budget authority and measurement and decentralizing execution
expertise, companies can achieve both strategic coherence and tactical excellence. However, this transition is
culturally challenging, as it reduces the autonomy of traditional channel directors. It requires strong leadership to
communicate the "why" and to visibly champion and reward the new collaborative behaviors that lead to better
overall business outcomes (Cui et al., 2019).
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Figure 2. The Hub-and-Spoke Marketing Orchestration Model

Figure 1 effectively visualizes the core "Hub-and-Spoke" organizational design required for cross-channel
orchestration, illustrating how strategic control and execution expertise are deliberately separated to optimize the
entire marketing portfolio. Central Hub consolidates critical functions—budget ownership, measurement, and
planning—into an agnostic team empowered to allocate funds based purely on incremental performance, thereby
removing internal competition. The surrounding Spokes represent channel-specific execution pods that operate as
service providers, focusing their deep platform expertise on hitting the efficiency targets, such as incremental CPA,
set by the Hub (Vaishnav & Ray, 2023). Crucially, the diagram shows how Unified Business KPIs—Iike total
pipeline or revenue—directly link and align the incentives of both the Hub and all Spokes, transforming the
operational dynamic from siloed budget defense to collaborative pursuit of overarching business outcomes, which is
the foundational shift enabling true portfolio management (Beck et al., 2021).

Technology as the Orchestration Layer and Enabler of Agility

The technological infrastructure supporting leading organizations functioned as an orchestration layer,
automating data integration, insight generation, and, in some cases, execution adjustments. A unified data warehouse
that ingested daily spend and performance data from all channels—via APIs or platform connectors—was table
stakes. This clean, centralized data feed powered the unified dashboards and analytical models that were the heartbeat
of decision-making (Huang & Wu, 2024). Beyond data aggregation, specific tools enable agility. Several companies
used workflow automation platforms to create "performance alert" systems. If a channel's efficiency metric (e.g.,
incremental CPA) deviated beyond a pre-set threshold for a defined period, an automatic alert would trigger a review
meeting or even a provisional budget pause, pending investigation. Others had built lightweight "reallocation
approval” workflows within their project management tools, allowing the Strategy Hub to shift funds between
channel pods with transparency and speed, bypassing lengthy financial bureaucracy (ljomah, 2025). The most
advanced practice observed was the use of automated rules for tactical spend adjustments within certain constraints.
For example, a rule might allow a paid search platform to increase daily spend by up to 20% automatically if the
incremental CPA for the past seven days is below target, drawing from the Opportunistic Reserve. This closed the
loop between insight and action at machine speed for high-velocity channels. However, interviewees emphasized

Publish by Radja Publika

open/~| access 1305



MASTERING THE MIX: A MODERN GUIDE TO BUDGETING AND MANAGING MULTI-CHANNEL
MARKETING
Bhayu Bomantara et al

that these rules were always governed by human-defined strategic guardrails and were regularly audited to prevent
algorithm drift or unintended consequences (Jenner et al., 2022). The discussion concludes that technology is the
essential force multiplier for mastering the mix at scale. It makes dynamic allocation operationally possible by
reducing the friction of data gathering, analysis, and execution. However, technology must serve a clearly defined
process and organizational model; investing in an expensive attribution or MMM platform without the corresponding
organizational and process changes yields little benefit. The goal of the tech stack is to free human strategists from
data wrangling and manual reporting, allowing them to focus on higher-order tasks like interpreting experiment
results, identifying market shifts, and designing new synergistic channel strategies (Bharadwaj et al., 2013).

CONCLUSION

This research demonstrates that mastering the modern marketing mix requires a fundamental departure from
traditional, siloed budgeting and management practices. The findings present a validated framework centered on
dynamic allocation, grounded in incrementality testing, supported by unified measurement, and enabled by agile
organizational structures and technology. Companies that adopt this integrated approach achieve significantly higher
marketing efficiency by continuously steering resources toward the channels and tactics that demonstrably drive
incremental growth, transforming their marketing spend from a fixed cost into an agile investment portfolio. The
journey to this mastery is principally an organizational and cultural transformation. It demands breaking down
entrenched channel silos, fostering deep collaboration between marketing and finance, and cultivating a test-and-
learn mentality that privileges causal evidence over attributed metrics. Leadership must champion this shift,
redesigning teams and incentives to reward portfolio growth over channel-specific performance. While advanced
analytics and technology are critical enablers, they are insufficient without the corresponding evolution in processes,
governance, and mindset. In conclusion, in a landscape of infinite channel choices and finite resources, competitive
advantage belongs to those who can optimally allocate and orchestrate their marketing investments across the entire
mix. The modern guide elucidated in this study provides a roadmap for this essential capability. By embracing
dynamic portfolio management, evidence-based decision-making, and cross-channel collaboration, organizations
can navigate complexity, maximize ROI, and ensure their marketing engine is precisely tuned to drive sustainable,
efficient growth in an ever-changing environment.

REFERENCES

Abedi, V. S., Berman, O., Feinberg, F. M., & Krass, D. (2022). Strategic new product media planning under emergent
channel substitution and synergy. Production and Operations Management, 31(5), 2143-2166.
https://doi.org/10.1111/poms.13670

Batra, R., & Keller, K. L. (2016). Integrating Marketing Communications: New Findings, New Lessons, and New
Ideas. https://doi.org/10.1509/jm.15.0419

Beard, F., Petrotta, B., & Dischner, L. (2021). A history of content marketing. Journal of Historical Research in
Marketing, 13(2), 139-158. https://doi.org/10.1108/jhrm-10-2020-0052

Beck, B. B., Petersen, J. A., & Venkatesan, R. (2021). Multichannel Data-Driven Attribution Models: A Review and
Research Agenda. In Review of Marketing Research (pp. 153-189). Emerald Publishing Limited.
https://doi.org/10.1108/s1548-643520210000018007

Berman, S. J. (2012). Digital transformation: opportunities to create new business models. Strategy &amp;
Leadership, 40(2), 16-24. https://doi.org/10.1108/10878571211209314

Bharadwaj, A., El Sawy, O. A., Pavlou, P. A., & Venkatraman, N. (2013). Digital Business Strategy: Toward a Next
Generation of Insights. MIS Quarterly, 37(2), 471-482. https://doi.org/10.25300/misq/2013/37:2.3

Cappa, F., Oriani, R., Peruffo, E., & McCarthy, I. (2020). Big Data for Creating and Capturing Value in the
Digitalized Environment: Unpacking the Effects of Volume, Variety, and Veracity on Firm Performance*.
Journal of Product Innovation Management, 38(1), 49-67. https://doi.org/10.1111/jpim.12545

Cui, T. H., Ghose, A., Halaburda, H., lyengar, R., Pauwels, K., Sriram, S., Tucker, C. E., & Venkataraman, S. (2019).
Omnichannel Marketing: The Challenge of Data-Integrity. Social Science Research Network.
https://doi.org/10.2139/ssrn.3460580

de Oliveira Santini, F., Ladeira, W. J., Pinto, D. C., Herter, M. M., Sampaio, C. H., & Babin, B. J. (2020). Customer
engagement in social media: a framework and meta-analysis. Journal of the Academy of Marketing Science,
48(6), 1211-1228. https://doi.org/10.1007/s11747-020-00731-5

Publish by Radja Publika

open/~| access 1306



MASTERING THE MIX: A MODERN GUIDE TO BUDGETING AND MANAGING MULTI-CHANNEL
MARKETING
Bhayu Bomantara et al

Dolezal, J. (2019). A flight to quality? Why content marketing strategy must evolve. Journal of Brand Strategy.
https://doi.org/10.69554/bypt5743

Gao, L. (Xuehui), Melero, 1., & Sese, F. J. (2019). Multichannel integration along the customer journey: a systematic
review and research agenda. The Service Industries Journal, 40(15-16), 1087-1118.
https://doi.org/10.1080/02642069.2019.1652600

Hollebeek, L. D., & Macky, K. (2019). Digital Content Marketing’s Role in Fostering Consumer Engagement, Trust,
and Value: Framework, Fundamental Propositions, and Implications. Journal of Interactive Marketing, 45(1),
27-41. https://doi.org/10.1016/j.intmar.2018.07.003

Hollebeek, L., & Macky, K. (2019). Digital Content Marketing’s Role in Fostering Consumer Engagement, Trust,
and Value: Framework, Fundamental Propositions, and Implications. Journal of Interactive Marketing.
https://doi.org/10.1016/j.intmar.2018.07.003

Huang, C., & Wu, Y. (2024). Research on the Integration of Online and Offline Channels in Marketing. Highlights
in Business, Economics and Management, 37, 455-462. https://doi.org/10.54097/cOhnrg87

Huebner, C. (2020). It Only Works if it All Works: An Analysis of Integrated Marketing Communications and its
Application for Enrollment Management Marketers. Journal of Marketing Communications for Higher
Education, 1(3). https://doi.org/10.6017/jmche.v1i3.12201

ljomah, T. I. (2025). A Conceptual Framework for Multi-Channel Marketing Optimization, Consumer Behavior, and
Conversion  Analytics. International Journal of Advanced Multidisciplinary Research And.
https://doi.org/10.62225/2583049%.2025.5.2.4011

Isibor, N. J., Attipoe, V., Oyeyipo, I., Ayodeji, D. C., Mayienga, B. A., Alonge, E., & Onwuzulike, O. C. (2025).
Analyzing Successful Content Marketing Strategies That Enhance Online Engagement and Sales for Digital
Brands. International Journal of Advanced Multidisciplinary Research And.
https://doi.org/10.62225/2583049x.2025.5.2.3906

Jenner, V., Soylemez, S., Dzhuras-Dotta, S., & Tsoneva, R. (2022). Why multi-disciplinary, cross-silo teams are
best at analysing and actioning data collected along the customer journey. Applied Marketing Analytics: The
Peer-Reviewed Journal, 8(1), 79. https://doi.org/10.69554/ieix3590

Katsikeas, C., Leonidou, L., & Zeriti, A. (2019). Revisiting international marketing strategy in a digital era.
International Marketing Review, 37(3), 405-424. https://doi.org/10.1108/imr-02-2019-0080

Laverie, D., Humphrey Jr, W. H., & Bolton, D. E. (2018). Integrating Customer Journey Mapping and Integrated
Marketing Communications for Omnichannel and Digital Marketing Education: An Abstract. In Developments
in Marketing Science: Proceedings of the Academy of Marketing Science (pp. 205-206). Springer International
Publishing. https://doi.org/10.1007/978-3-319-99181-8_62

Melero, 1., Sese, F. J., & Verhoef, P. (2016). RECASTING THE CUSTOMER EXPERIENCE IN TODAY’S OMNI-
CHANNEL ENVIRONMENT. UCJC Business and Society Review (Formerly Known as Universia Business),
50. https://doi.org/10.3232/ubr.2016.v13.n2.01

Mirsch, T., Lehrer, C., & Jung, R. (2016). Channel Integration towards Omnichannel Management: a literature
Review. Pacific Asia Conference on Information Systems.

Neslin, S. A. (2022). The omnichannel continuum: Integrating online and offline channels along the customer
journey. Journal of Retailing, 98(1), 111-132. https://doi.org/10.1016/j.jretai.2022.02.003

Odongo, 1. (2016). Content Marketing: Using it effectively for Brand Strategy and Customer Relationship
Management. Advances in Social Sciences Research Journal, 3(12). https://doi.org/10.14738/assrj.312.2396

Pasupuleti, S. P. (2024). Evolving Practices in Marketing Attribution and Media Mix Modeling for Data-Driven
Decision-Making. International Journal of Scientific Research in Science and Technology, 11(5), 792-800.
https://doi.org/10.32628/ijsrst251313

Plekhanov, D., Franke, H., & Netland, T. H. (2023). Digital transformation: A review and research agenda. European
Management Journal, 41(6), 821-844. https://doi.org/10.1016/j.emj.2022.09.007

Raki¢, R. B. R. M. R. (2014). Digital Content Marketing For Organisations As Buyers.

Rogers, B. H. (2016). Publish or perish: Why chief marketing officers must become publishers to drive growth.
Journal of Digital &amp; Social Media Marketing. https://doi.org/10.69554/vlot8434

Rowley, J. (2008). Understanding digital content marketing. Journal of Marketing Management, 24(5-6), 517-540.
https://doi.org/10.1362/026725708x325977

Shah, D., & Murthi, B. P. S. (2021). Marketing in a data-driven digital world: Implications for the role and scope of
marketing. Journal of Business Research, 125, 772—779. https://doi.org/10.1016/j.jbusres.2020.06.062

Publish by Radja Publika

open/~| access 1307



MASTERING THE MIX: A MODERN GUIDE TO BUDGETING AND MANAGING MULTI-CHANNEL
MARKETING
Bhayu Bomantara et al

Taiminen, K., & Ranaweera, C. (2019). Fostering brand engagement and value-laden trusted B2B relationships
through digital content marketing. European Journal of Marketing, 53(9), 1759-1781.
https://doi.org/10.1108/ejm-10-2017-0794

Terho, H., Mero, J., Siutla, L., & Jaakkola, E. (2022). Digital content marketing in business markets: Activities,
consequences, and contingencies along the customer journey. Industrial Marketing Management.
https://doi.org/10.1016/j.indmarman.2022.06.006

Vaishnav, B., & Ray, S. (2023). A thematic exploration of the evolution of research in multichannel marketing.
Journal of Business Research. https://doi.org/10.1016/j.jbusres.2022.113564

Verhoef, P. C., Broekhuizen, T., Bart, Y., Bhattacharya, A., Qi Dong, J., Fabian, N., & Haenlein, M. (2021). Digital
transformation: A multidisciplinary reflection and research agenda. Journal of Business Research, 122, 889—
901. https://doi.org/10.1016/j.jbusres.2019.09.022

Vollrath, M., & Villegas, S. G. (2021). Avoiding digital marketing analytics myopia: revisiting the customer decision
journey as a strategic marketing framework. Journal of Marketing Analytics. https://doi.org/10.1057/s41270-
020-00098-0

Publish by Radja Publika

open/~| access 1308



