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The Future of Marketing depends on
strong plan and spend capabilities.

Each year, managing marketing investments becomes more difficult 
while simultaneously becoming more vital. Whether it is formulating 
strategy, budgeting, procuring, managing or measuring spend, each 
has a significant impact on a company’s top and bottom-line 
performance.

We believe the future belongs to those firms which can effectively 
manage and measure marketing spend for greatest impact. 
Marketing spend management is now a strategic capability which will 
differentiate marketing winners from losers. Those that fail to build a 
strong plan and spend competency, unfortunately see negative 
impacts on marketing as well as enterprise performance.
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Unfortunately, the 
organizational impacts of 
marketing investment 
challenges are far greater 
than most firms realize.
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Marketing spend is growing again after 
pandemic challenges...

Percentage change in overall marketing spending over prior 12 
months and anticipated for next 12 months1
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Growth exceeds 
10% for the first 
time in a decade
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…but marketing organizations remain challenged by weaknesses in their 
infrastructure, processes and orchestration around plan and spend.

There are five key areas where marketing plan and spend 
challenges impact enterprise performance.

Channel Partner
Commitment

Production 
Forecasting 
Accuracy

Strategic
Alignment

Sales 
Productivity

Financial
Reporting
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When plan and spend 

management capabilities are 

limited, marketing struggles 

to direct, allocate and 

manage financial 

investments to meet 

strategic goals and 

objectives.

of CEOs say that 
setting the growth 

agenda is the 
CMO's #1 priority 2

50%

50%

of marketers report 
feeling increased 
pressure to prove 

the value of 
marketing to CEOs 3
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When marketing struggles to 

identify how money is being 

spent, the resulting impact in 

the market and budget, then 

demand forecasts suffer.

of total inventory 
value is paid in 

holding/inventory 
carrying costs4

30%
Up to
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When Marketing can not 

align spend tactically & 

operationally with partners 

then the impact of co-op/

trade promotion 

management (TPM) is 

minimized. Expanding 

budgets and vendor lists

only make it harder.

Global growth in 
the advertising 

market forecasted 
for 20229

9.7%

100
the number of active 
partner contracts the 

typical marketing 
organization is 

responsible for tracking 
at any given time10 
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Marketing‘s lack of financial 

acumen and capability 

increases financial reporting 

cycle times, and the scale/

significance of reporting 

errors. of marketers use 
quantitative metrics 

to demonstrate 
long-term 

marketing results11

50% 13.9%

measure their impact 
with ROI12

9th out of 9 The priority of financial acumen among 
skills CMOs look for in hiring talent 13
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Marketing investment challenges impact top-line, bottom-line, current & future 
performance.

• inventory costs

• agency & media costs

• costs per sale

• cycle time

Top Line

• sales volume

• gross revenue

• pricing margins

Bottom Line

• net revenue

• profit

• earnings per share

Exposure

• non-compliance risk

• vendor overpayment risk

• partner defection

Future

Performance

• market share

• share of wallet

• future value

• share price

Expenses
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Plan and spend
management success is
found by connecting goals to 
budgets and execution; and 
reconciling planned, committed 
and actual spend across the 
enterprise.
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Many Chief Financial Officers (CFOs) and Marketing Officers (CMOs), try to effect 
change, but the impact is often insignificant.

People
Changes

Technology
Changes

Process
Changes

Data Changes

Cadence
Collaboration

Marketing Growth
Not Cost Center

Bridge Cultural Divide

Include Less
Tangible Measures

Common Processes

Joint Decision
Making

Reward Teaming

Embed Finance
in Marketing

Shared Enterprise Technology

Marketing Point Solutions

Partial Integrations

Increase Use Analytics

Improve Data

Metric Alignment
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…because underlying challenges are not addressed.

• Marketing sees planning and budgeting as
administrative, low-value added activities

• Processes are assigned to junior resources
or are handled outside of marketing

• Plan and budget do not actively guide
marketing activities

• Low value is placed on marketing 
resources having financial acumen

• Heavy reliance on the agency to help 
manage marketing spend

• Little to no technology in support of plan 
and spend management

• Key marketing information resides in Excel 
or Word documents which are not kept in a 
central repository

• Some enterprise tools are used, but 
marketing work/thinking is done outside the 
tools and input only in support of an 
enterprise view

• Lack of common and shared processes and
lexicon across the marketing constituencies

• Processes are highly inefficient and often 
ineffective

• Performance reports are high-level and only
provided when problems arise

• Processes do not support an apples-to-
apples comparison of marketing 
constituencies across the firm

• Focus on dollars: how much is given, how 
much is spent, how much is committed 
and how much is free

• No attempt to capture process data – # 
cycles, # hours spent, etc.

• Data is not standardized and exists in 
independent excel documents across the 
firm

• Little historical data available
• Culturally, data is hoarded not shared 

across marketing constituencies

People
Changes

Technology
Changes

Process
Changes

Data Changes



14© 2022 KPMG LLP, a Delaware limited liability partnership and a member firm of the KPMG global organization of 
independent member firms affiliated with KPMG International Limited, a private English company limited by guarantee. 
All rights reserved. NDP341215-1B

While most firms struggle with allocating and optimizing 
marketing investments, not all do.

High performers have 

made a greater 

commitment to planning, 

managing & measuring 

marketing performance.

• Designed for digital

• Data-driven

• Rapid insight generation

• Focus on continued efficiency & effectiveness improvements

• Invested in financial acumen skills

• Marketers & agencies held responsible for ROI

• Common goals & metrics among ‘growth partners’

• Broad integration of internal & external sources

• Centralized repositories

• Invested in data/analytics skills

• Data & learnings widely shared

• MPSM platform with enterprise technology integration

• Transfer of standard and consistent information across martech stack

• Real-time reporting across multiple views (i.e., channel, brand,

• geography)

People

Data

Technology

Process
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External trends Internal marketing impact

High performers realize environmental trends are only increasing the challenge 
and importance of superior marketing investment management.

Businesses are still recovering the shock of the pandemic, 
and many have permanently changed their risk 
management and tolerance

Marketing budgets are under greater scrutiny, and CMOs 
are expected to be accountable for their spend

The increasing complexity and continued proliferation of
media channels

Marketing will need to spread and manage its
budget across a larger more varied set of channels

Customers, both consumer and business, expect
personalized interactions

Marketing’s cost per interaction climbs as personalized
interactions cost more than mass interactions

The increase of customer expectations and a growing
hunger for ‘new’

Marketing will need to secure funds for innovation
and testing

Emerging market maturity slows growth engines,
resulting in a move to ‘market penetration’ strategies
(accretive growth)

Accretive growth requires more consistent marketing 
presence and the ability to flex spend to meet
consumers’ buying cycles
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So, high performers have already begun a systematic approach to building their 
marketing plan and spend management capabilities.

Organizationally 
Aligned

Financially 
Focused

Holistic
View

Performance-
Driven

Technology 
Enabled

Agreement on shared
goals & measures

Anchored in financial
value generation

Roadmap to an
end-to-end solution

Comprehensive
performance metrics

Integrated Marketing 
spend management 

platform
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Improving capabilities has resulted in tangible business value.

High-performing marketing organizations

• Adjust digital strategies to changing 

customer expectations (92% vs. 74% of 

underperformers)

• Have a fully defined AI strategy for use cases 

such as driving next best actions and 

personalizing the customer journey (64% vs. 

45% of underperformers)

• Are more likely to be satisfied with their ability 

to create more relevant experiences with 

customer (47% vs. 8% of underperformers) 14

Increased
Efficiency

Increased 
Speed-to-

Market

Productivity
Increases

Costs 
Decline

Spend is 
Aligned 

with 
Greatest 

Opportunity

Decreased 
Regulatory 

Risk

Success
Replicated |

Failure
Discontinued

Improved
Collaboration

More 
Accurate 
Demand 
Forecasts

Increased
Effectiveness

Improved marketing 
investment 
management
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Marketing plan and spend 
management affects your entire 
business, so we create holistic 
solutions to improve your 
business.



19© 2022 KPMG LLP, a Delaware limited liability partnership and a member firm of the KPMG global organization of 
independent member firms affiliated with KPMG International Limited, a private English company limited by guarantee. 
All rights reserved. NDP341215-1B

Marketing Plan and Spend Management 
addresses these key financial management 
processes.

Revise | Forecast

Evaluation 
Actual to 
Projected 

Performance

Plan and Budget 
Revisions

Develop Updated 
Demand Forecast

Plan | Budget Source

Audit

Measure | Report

Annual Planning & 
Budgeting

Media Planning & 
Budgeting

Program | Segment 
Planning & Budgeting

Campaign/Tactic Planning 
& Budgeting

Vendor Identification & 
Evaluation

Vendor Management

Vendor Selection & 
Negotiation

Vendor Measurement/
Evaluation

Manage

Expense 
Management

Partner Payment 
Management

Standard & Ad 
Hoc Reporting

Data Capture & 
Integration

Standard & Ad Hoc 
Reporting

Performance Measurement 
& Assessment

Develop Evaluation & 
Recommended Action Plan

Data Collection & 
Integration

Standard & Ad Hoc 
Reporting

Audit Delivery

Benchmark Quantity/Quality & 
Price to Fair Market Value

Develop Evaluation & 
Recommended Action Plan
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We recommend a value-focused, 
performance-driven approach…

Anchored in financial 
value creation

• Identify areas of greatest opportunity
• Size the potential upside
• Assess the time to value realization

 Spot low-hanging fruit
 Prioritize improvements

Multi-dimensional 
analysis

• Use root cause analysis
• Identify gaps across all capabilities
• Consider all stakeholder groups

 Comprehensive view of changes required
 Roles/responsibilities clearly articulated

Alignment across the 
enterprise

• Align marketing, finance, sales, production, 
procurement and partner views

• Identify common objectives

 Build agreement and momentum for changes
 Produce shared goals & performance metrics

Quantifiable metrics
• Comprehensive performance metrics are 

identified
• Continuous improvement goals are defined

 Changes can be measured and managed
 Financial impact can be calculated

Future proof 
solutions

• Solution meets today’s problems and 
tomorrow’s aspirations

• Value-based/performance-driven roadmap to 
capabilities

 Invest first in areas with greatest ROI
 Performance milestones guide pace of future 

investments

Characteristics Actions taken Business value
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…that starts with identifying areas of opportunity and building a plan to accelerate 
value realization.

Communicate 
and mobilize 

execution team 
for action

Prioritize key 
gaps and 

opportunities

Conduct MPSM 
assessment

Develop High-
Level MPSM 

Roadmap

KPMG marketing 
plan & spend 

evaluation

Accelerated Value Generation

• Rooted in financial value creation

• Identified quick wins

• Comprehensive – current & future needs

• Stakeholder alignment to facilitate change

• KPIs to measure impact
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Contact us to learn more 
about our approach to 
Maximizing Value from 
Marketing Spend Jason Galloway

Principal
Marketing Consulting Lead
KPMG in the U.S.
jasongalloway@kpmg.com

mailto:jasongalloway@kpmg.com
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