
3 KEY RULES

FOR ALLOCATING
MARKETING BUDGET
BETWEEN BRANDING
AND PERFORMANCE
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As ad spend grows, ad
efficiency decreases.
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RULE #1



The more brand
differentiation in the market,
the more sense it makes to
invest in branding/reach.

Why? Because there’s a higher
chance to influence consumer
choice and gain market share.
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RULE #2



The larger the company, the
less incremental awareness is
available.

So, less should be allocated to
branding/reach (unless a
repositioning or rebrand is on
the table).
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RULE #3



Optimal allocation for a small startup
that just launched in a low brand

differentiation space
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Performance
85%

Reach
15%



Performance
60%

Reach
40%

Optimal allocation for the same small
startup after pivoting to a high brand

differentiation space

(real world examples: Warby Parker, Casper, Dollar
Shave Club, Allbirds...) 
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www.linkedin.com/in/matthias-stepancich

bluealpha.ai

Is your budget allocation optimal?

Follow for more marketing insights:

https://www.linkedin.com/in/matthias-stepancich
https://bluealpha.ai/

