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Abstract. This systematic literature review (SLR) explores budgeting strategies
in digital marketing from a business management perspective. Analyzing 40
peer-reviewed articles published between 2020 and 2025, the study identifies
a clear shift toward predictive, performance-based, and customer journey-
aligned budgeting models. These strategies leverage data analytics, machine
learning, and real-time feedback to optimize financial allocation across digital
channels. Findings reveal that effective budget planning enhances ROI,
customer lifetime value, and overall marketing efficiency. However,
disparities persist due to technological gaps, especially among SMEs and firms
in developing regions. Recent innovations, including Al-driven budget
automation and omnichannel attribution, offer promising solutions but remain
unevenly adopted. This review highlights key theoretical contributions,
practical implications, and suggests future research directions, including
longitudinal studies, Al integration, and comparative effectiveness analysis
across channels. The study provides a foundation for more adaptive, evidence-
based budgeting in the evolving digital marketing landscape.
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Introduction

In the digital era, marketing has transcended traditional boundaries, evolving into a
multifaceted, data-driven, and technology-intensive discipline that requires strategic financial
planning. With the proliferation of digital channels such as social media, search engines, content
platforms, email, and influencer networks, businesses are under increasing pressure to manage and
allocate their marketing budgets efficiently. Integrated digital strategies — particularly SEO and content
marketing —have been shown to significantly improve financial performance by enhancing ROI,
customer lifetime value (CLV), and customer retention (Yendra, 2023). The rise of digital marketing has
not only transformed the way companies communicate with consumers but also redefined how
financial resources are distributed to achieve measurable business outcomes (Haris, 2023). As a result,
digital marketing budgeting has emerged as a central concern in both academic research and
professional practice, influencing the strategic direction of businesses across industries.

The digital era has fundamentally changed how marketing budgets are allocated and how
strategies are built. Compared to traditional marketing —which often relied on high-level estimates and
mass media — digital channels require more dynamic, data-responsive approaches to budget planning
(Erwanda & Doli, 2024). This shift in budgeting priorities has enabled marketers to adapt quickly and
target more efficiently, though it has also introduced challenges in measuring effectiveness across
multiple platforms. Cross-channel attribution and ROI measurement remain difficult to standardize
(Gupta & Chokshi, 2020). Consequently, budgeting has evolved into a strategic pillar of campaign
success —requiring both financial prudence and analytical rigor (Zhao et al., 2019).

Digital marketing budgeting refers to the planning, allocation, control, and evaluation of
financial resources dedicated to online marketing activities. Unlike traditional budgeting, which often
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relies on fixed calendars and historical spending trends, digital marketing budgeting is more dynamic
and adaptive. It must respond to real-time data, consumer behavior shifts, algorithmic changes,
platform innovations, and rapid feedback cycles. New approaches such as adaptive combinatorial
bandit models have demonstrated effectiveness in dynamically optimizing multichannel digital ad
budgets under changing market conditions (Gangopadhyay et al., 2025).

Despite the significance of digital marketing, budgeting practices vary widely among
businesses. Some organizations use data-driven methods such as predictive analytics, machine
learning, and CLV modeling to allocate budgets, while others still rely on rule-of-thumb approaches or
historical precedent (Ilori & Efuntade, 2019). Budgeting strategies are also influenced by organizational
size, digital maturity, industry characteristics, and available resources. Small and medium-sized
enterprises (SMEs), for example, may face budget constraints and a lack of in-house expertise, whereas
larger corporations may deal with cross-departmental budget coordination and global marketing
strategies.

Budget allocation decisions in digital marketing involve multiple components: defining goals,
selecting platforms (e.g., Google Ads, Facebook, Instagram, TikTok), forecasting performance metrics
such as return on ad spend (ROAS), determining cost per acquisition (CPA), and continuously
monitoring performance. A well-structured budget should align marketing goals with financial
resources and provide flexibility to respond to real-time feedback and external changes. However,
businesses often struggle to optimize budgets due to uncertainty in digital environments — frequent
algorithm updates, increasing competition for ad space, evolving consumer expectations, and stricter
data privacy regulations.

This study aims to systematically review the academic literature on digital marketing
budgeting strategies within the context of business management. The review is guided by the following
research questions:

RQ1: What budgeting strategies are employed in digital marketing according to the business
management literature?

RQ2: How do digital marketing budget allocation practices impact business performance?

RQ3: What are the current challenges and recent innovations in digital marketing budgeting?

Methods

This study adopts a Systematic Literature Review (SLR) methodology, guided by the PRISMA
framework to ensure transparency and rigor. The review followed four stages: identification, screening,
eligibility, and inclusion. Using Google Scholar as the primary database, an initial search yielded
around 10,000 records. After removing duplicates and applying inclusion criteria, 43 articles were
selected for final analysis.

Search strings were constructed using Boolean operators and focused keywords, including:

“Digital Marketing,” “Digital Advertising Spend,” “Marketing ROI,” “Online Marketing Budget,”
“Social Media Marketing,” “Marketing Budget Planning,” and “Data-Driven Budgeting.” These
keywords were chosen to target literature on budgeting within digital marketing contexts.
Articles were included if they were written in English, published between 2020 and 2025, and focused
on budgeting in digital marketing. Both empirical and conceptual studies were considered. Exclusions
were made for articles unrelated to budgeting, non-academic sources, non-English publications,
duplicates, and inaccessible texts.
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Identification of new studies via databases and registers
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Figure 1. Flow diagram of the study selection process based on the 2020 PRISMA framework, illustrating the stages from
identification to inclusion of articles.

Source: Adapted from the PRISMA Flow Diagram (2020), processed by the researcher.
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Figure 2. Visualization of 10.000 Articles (VOSviewer)
Source: Author’s analysis using VO Sviewer software (2025)
Publication Trends

An analysis of the 40 selected articles reveals a notable increase in scholarly interest in digital
marketing budgeting strategies in recent years. Most of the studies were published between 2021 and
2023, reflecting the growing urgency of this topic amid rapid digital transformation and shifting
business priorities. This trend is further supported by the keyword visualization generated using
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VOSviewer (Figure 1). Terms such as “data driven approach”, “reinforcement learning”, and
“optimization” appear in yellow, indicating their emergence in more recent publications (circa 2023).
Conversely, keywords like “social medium” and “digital transformation” appear in blue to green,
signifying their earlier presence in the literature (around 2020-2021) and sustained relevance over time.
These temporal patterns suggest an evolution in research focus—from early explorations of social
media channels to more recent attention on data-driven, performance-based budgeting practices.

Several countries emerge as key contributors in the literature on digital marketing budgeting.
The United States is frequently associated with terms such as “advertisement”, “investment”, and
“selection”, indicating its strong presence in research focused on ROI-driven strategies. China also
stands out, particularly in studies emphasizing “financial performance”, “sample”, and “digital
transformation”, which suggests attention to corporate-level financial impacts of digital budget
planning. Meanwhile, Indonesia appears in conjunction with terms like “MSMEs”, “digital marketing
innovation”, and “effect”, reflecting growing scholarly interest in small business innovation and digital
adoption in developing markets.

In terms of industry focus, the literature predominantly addresses the B2C (business-to-
consumer) sector. This is indicated by frequent references to “consumer”, “purchase decision”, “brand
loyalty”, and “brand awareness”, all of which highlight an emphasis on consumer response and brand-
related outcomes. While specific labels such as “retail” or “e-commerce” may not appear explicitly,
their presence is implied through related keywords such as “online advertising”, “social medium”,
“influencer”, and “instagram”. These terms suggest that digital marketing budgeting strategies are
largely applied within retail-driven and platform-based industries. In addition, several studies also
focus on startups and small to medium-sized enterprises (SMEs), as reflected by keywords like
“MSMEs”, “medium enterprise”, and “innovation”, emphasizing flexible and performance-based
budgeting approaches in resource-constrained environments.

Thematic Findings (with Temporal Insights)

Theme 1: Strategic Budgeting Models

Keywords like “budgeting”, “roi”, and “investment” are predominantly colored in green to
yellow, indicating that ROI-based budgeting has gained increasing attention in more recent studies,
particularly in late 2022 to 2023. While more traditional terms like incremental budgeting and zero-
based budgeting are not explicitly mentioned in the visualization, related terms such as “effectiveness”,
“strategic plan”, and “profitability” — mostly appearing in mid-2022 —suggest a growing trend toward
structured and performance-aligned budgeting models. The evolution in color reveals a shift from
theoretical frameworks to more outcome-oriented strategies in recent publications.

Theme 2: Channel-Specific Allocation

Although exact channels like SEO, SEM, or email marketing are absent, “online advertising”,
“social medium”, “influencer”, and “instagram” are heavily featured and mostly shaded blue to green,
implying that research on channel-specific budget allocation was already prominent in early 2022 and
continues to develop into 2023. The strong presence of “social medium” (dark node with many
connections) reflects the dominance of social platforms in budget strategies, especially in the B2C
context. The emergence of influencer-related terms in green/yellow hues suggests an upward trend in

allocating budgets specifically to influencer marketing in the latest studies.

Theme 3: Performance-Based Budgeting

Keywords related to performance metrics —“roi”, “effectiveness”, “analytic”, “optimization”,
and “marketing analytic” —are colored green to yellow, indicating a surge in performance-based
budgeting research in 2023. Although acronyms like CPA, CPL, CAC, or ROAS are not directly
visualized, “roas” does appear (in yellow), suggesting it is a very recent focus. This aligns with the
increasing use of data-driven decision-making and performance KPIs in budget planning. Terms such
as “profitability” and “forecasting”, seen in a mix of green hues, further support the conclusion that
budget allocation is increasingly tied to measurable financial returns.

Theme 4: Budgeting Challenges and Innovations
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Emerging innovation-related keywords like “reinforcement learning”, “algorithm”, “data
driven approach”, and “optimization” are all colored yellow, indicating they are topics of interest in
the most recent publications (2023). These terms reflect the growing reliance on Al and machine
learning in optimizing digital marketing budgets. Furthermore, “analytic”, “data”, and “forecasting” —
clustered in earlier greenish tones —have served as a foundation, and are now being extended by more
advanced techniques. This theme shows a temporal shift from basic analytics in 2022 to Al-enhanced
budget decision-making in 2023, capturing the technological evolution in the field.

Theme 5: Organizational Dynamics

Organizational-level keywords such as “enterprise”, “strategic plan”, and “digital
transformation” are primarily blue to green, indicating that discussion around organizational processes
and digital integration began earlier (in early to mid 2022). The presence of “marketer” and “medium
enterprise”, appearing slightly later, implies a growing attention to the role of marketing teams and
SMEs in budget execution. Although collaboration between finance and marketing is not directly
labeled, the surrounding terms point to a trend of embedding budgeting into broader organizational
transformation agendas, with increasing maturity over time.

Discussion

The most effective digital business management budgeting strategies are those based on
predictive analytics, which allow companies to dynamically allocate budgets based on actual
performance and projected future results. This approach is detailed in the study by Chen et al. (2024),
which developed a budget allocation system based on the multi-armed bandit algorithm, capable of
adjusting budget distribution across marketing channels in real-time, resulting in increased campaign
efficiency and ROI This strategy is particularly well-suited for corporations with robust data
infrastructure.

Additionally, the hybrid budgeting model that integrates both short-term (conversion) and
long-term (brand equity) approaches stands out, particularly for medium to large enterprises. In the
report Performance Branding and How It Is Reinventing Marketing ROI, it is stated that budget
allocation is no longer merely tactical but also strategic in building sustainable brand value through the
integration of both short- and long-term metrics. Meanwhile, consumer journey-based approaches,
such as the See-Think-Do-Care framework presented by Wiesel et al. in Avoiding Digital Marketing
Analytics Myopia, suggest that budget allocation should be adjusted according to consumer behavior
stages to avoid the bias of short-term metrics. This approach is particularly relevant for companies
looking to maintain a balance between customer acquisition and long-term retention.

The efficiency of budgeting in digital marketing is heavily influenced by both internal and
external factors. One key factor is the availability and quality of data. In the study by Mikalef et al.
(Data as a Competitive Weapon), it is revealed that the effectiveness of marketing analytics is highly
dependent on IT infrastructure, the absorptive capacity of the organization, and top management
support, which enable data to be fully leveraged in the budgeting decision-making process.
Furthermore, human resource competence and project management models also play an important
role. Research conducted by Wanjiru (2024) on startups in the United States indicates that the adoption
of project management methodologies such as Agile and Hybrid significantly enhances the
effectiveness of digital marketing budgeting, as they provide flexibility in quickly adapting to
campaign data. On the other hand, market characteristics and audience segmentation also influence
budgeting strategies. In the context of SMEs, a study by Mohamad Ali et al. (2020) shows that customer
relationships are the most significant factor in influencing sales performance, as compared to content
types or customer feedback, indicating that budget allocation should be directed towards strengthening
relationships and communication rather than just impressions.

A significant gap between theory and practice in digital marketing budgeting lies in the
differences in access to technology and the competencies required for implementation in the field.
Scholarly literature typically emphasizes the use of advanced technologies such as machine learning,
Al, and predictive platforms (e.g., in Optimizing Marketing ROI with Predictive Analytics). However,
in practice, many organizations — particularly in the SME sector and emerging markets —still rely on
conventional performance indicators such as likes, views, and engagement, which do not always reflect
direct business contributions. Furthermore, studies by Ismail and Mahmud (2020) highlight that many
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digital business operators have yet to align digital budgeting strategies with long-term corporate
objectives. This results in digital marketing activities running independently from overall business
strategies, ultimately reducing the strategic effectiveness of the budget allocation.

The implications of these findings vary widely depending on the scale of the organization.
SMEs benefit most from low-cost, agile, and results-driven digital marketing budgeting strategies. The
article Digital Marketing and SMEs" Performance in Emerging Economies recommends the use of
organic social media, community-based content marketing, and engagement with micro-influencers as
an efficient budgeting approach for SMEs. Medium enterprises, with larger resources, need to begin
investing in internal data infrastructure and adopt performance-based channel-level ROI budgeting
methods. The study Data-Driven Decision-Making in Sales by de Haan et al. (2023) shows that medium
enterprises using analytics were able to increase sales efficiency by up to 14%, especially when coupled
with adequate human resource training. Meanwhile, corporations tend to adopt prescriptive budgeting
systems and omnichannel attribution modeling. In the article Marketing Budget Allocation in a Data
Analytics System, it is explained that corporations can use cross-platform data to create sustainable and
contextually relevant global budget allocations. This approach integrates consumer behavior insights,
market trends, and historical campaign data into a single automated system that can recommend
strategic budget allocation.

RQ1: What budgeting strategies are employed in digital marketing according to the business
management literature?

The business management literature identifies several distinct budgeting strategies employed
in digital marketing, each reflecting varying levels of technological maturity, strategic orientation, and
organizational capability. Chief among these is the adoption of predictive analytics-based budgeting, a
data-driven method wherein marketing expenditure is continuously optimized based on historical
trends, algorithmic forecasting, and real-time performance indicators. This approach leverages tools
such as machine learning, multi-armed bandit models, and regression forecasting to enable dynamic
reallocation of funds across digital channels. Such methods are typically deployed by large-scale
enterprises equipped with advanced data infrastructure and analytics teams. Another dominant
strategy is hybrid budgeting, which integrates short-term performance marketing —targeting direct
conversions and click-through outcomes — with long-term investments in brand equity and awareness.
This model, often referred to as performance branding, acknowledges the dual necessity of tactical ROI
maximization and strategic brand positioning, thus allowing firms to pursue simultaneous efficiency
and sustainability. Moreover, an increasingly discussed framework in the literature is customer
journey-based budgeting, wherein marketing resources are aligned with various stages of the consumer
decision-making process—awareness, consideration, purchase, and post-purchase advocacy.
Budgeting in this model is designed to reinforce behavioral progression, ensuring that each stage
receives appropriate messaging and channel support. Finally, some studies explore channel-specific
and attribution-based budgeting, wherein digital spend is allocated according to empirical
performance benchmarks such as cost-per-acquisition (CPA), return-on-ad-spend (ROAS), and
customer lifetime value (CLV), often within multi-channel environments. This granular approach
enhances transparency and accountability in marketing operations, aligning financial planning with
measurable consumer response and market behavior.

RQ2: How do digital marketing budget allocation practices impact business performance?

Digital marketing budget allocation exerts a direct and multifaceted impact on business
performance, influencing not only immediate marketing efficiency but also broader organizational
outcomes such as revenue growth, customer retention, and competitive positioning. The literature
demonstrates that firms employing analytics-driven budgeting systems consistently outperform their
counterparts in key metrics including ROI, conversion rates, and media efficiency. These practices
enable marketers to identify underperforming campaigns, reallocate funds to high-performing
segments, and tailor messaging to consumer behavior—thereby reducing financial waste and
maximizing the impact per dollar spent. In medium and large enterprises, the integration of budget
allocation with CRM systems, customer segmentation, and performance dashboards facilitates more
targeted and responsive decision-making, contributing to both short-term tactical gains and long-term
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strategic outcomes such as brand loyalty and market share expansion. Studies have further shown that
firms utilizing attribution modeling and cross-channel integration are better equipped to understand
the incremental value of each digital touchpoint, allowing for more nuanced and profitable budget
distribution. In contrast, firms lacking such systems tend to allocate resources based on static
percentages or managerial heuristics, which can lead to misalignment with market dynamics and
consumer behavior. In the case of SMEs, while financial and technical constraints limit the
sophistication of budget systems, the use of cost-efficient digital platforms—such as social media
marketing, organic content strategies, and influencer partnerships—still contributes significantly to
business performance when deployed strategically. Thus, effective budget allocation not only enhances
the efficiency of marketing operations but also reinforces broader business goals, making it a central
mechanism for organizational value creation in the digital era.

RQ3: What are the current challenges and recent innovations in digital marketing budgeting?

The current landscape of digital marketing budgeting is characterized by both structural
challenges and emerging innovations, reflecting an evolving intersection between technological
capability, managerial expertise, and market complexity. Among the most pressing challenges is the
digital maturity gap between enterprises. While large organizations benefit from advanced analytics
infrastructure, access to proprietary tools, and dedicated data teams, small and medium-sized
enterprises (SMEs) often operate with limited resources, forcing reliance on intuition, experience, or
simplistic metrics such as reach, impressions, or engagement. This disparity constrains the ability of
many firms to adopt sophisticated budgeting models or capitalize on dynamic allocation opportunities.
Another challenge is the lack of strategic integration, wherein budgeting decisions are often executed
in isolation from corporate-level objectives, resulting in fragmented initiatives and suboptimal resource
utilization. Furthermore, attribution modeling remains a significant obstacle, particularly in multi-
channel campaigns. Despite the availability of multi-touch attribution (MTA) and marketing mix
modeling (MMM), their application is hindered by data fragmentation, inconsistent tracking, and the
technical complexity of implementation. However, the literature also highlights several emerging
innovations aimed at overcoming these constraints. Foremost among these are Al-powered budget
optimizers, which combine historical data with real-time inputs to suggest reallocation strategies that
enhance performance outcomes. Additionally, tools for real-time sentiment analysis and social listening
enable marketers to adjust budget flows dynamically in response to consumer feedback and market
signals. The use of automated omnichannel orchestration platforms is also gaining traction, allowing
marketers to synchronize messaging, budget, and performance tracking across paid, owned, and
earned media environments. Collectively, these innovations signify a transition from reactive to
proactive budgeting ecosystems, enabling more agile and evidence-based financial planning in digital
marketing. Nevertheless, widespread adoption remains uneven, with many firms — particularly in
emerging markets —still facing implementation barriers that limit full realization of these innovations’
potential.

Conclusion And Future Research

This systematic literature review (SLR) has synthesized key insights from 40 peer-reviewed
articles, offering a comprehensive understanding of the budgeting strategies employed in digital
marketing within the domain of business management. The findings reveal a paradigmatic shift from
static, intuition-based budgeting approaches toward dynamic, data-driven, and Al-supported
budgeting systems that align more closely with performance indicators and customer behavior. Key
contributions of this SLR include the identification of core budgeting models —namely predictive
analytics, hybrid brand-performance strategies, and customer journey-based allocation —as well as the
clarification of how budgetary decisions significantly impact business performance through increased
ROI, marketing efficiency, and customer lifetime value. Moreover, this review has outlined both the
operational challenges and recent innovations surrounding digital marketing budgeting, such as Al-
powered optimizers, real-time analytics, and multi-touch attribution modeling, which collectively
reshape how marketing budgets are planned and executed across organizational contexts.

Despite the breadth of this synthesis, several limitations in the current body of literature must
be acknowledged. First, a significant proportion of the studies reviewed are concentrated within the
context of developed economies, particularly the United States, Western Europe, and parts of East Asia.
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This geographic bias limits the generalizability of findings to emerging markets, where infrastructural,
cultural, and technological constraints may produce markedly different budgeting practices and
outcomes. Second, the majority of research is cross-sectional in design, with minimal emphasis on
longitudinal analyses that could reveal the long-term strategic impact of budgeting choices on brand
equity, retention, and firm performance. Lastly, many articles focus primarily on large enterprises,
thereby underrepresenting the unique challenges and adaptive strategies of micro, small, and medium
enterprises (MSMESs) in resource-constrained settings.

To address these gaps, this SLR proposes several directions for future research. First, there is a
critical need for empirical field studies focusing on MSMEs in developing countries, examining how
these businesses approach digital marketing budgeting amid financial, technological, and human
capital limitations. Such studies should consider the role of informal knowledge, local market
dynamics, and digital literacy. Second, future research should explore the integration of artificial
intelligence (Al) in digital budgeting processes, particularly how SMEs and mid-sized firms can adopt
accessible Al tools to automate and optimize their budget allocation in real time. Third, comparative
studies that analyze the effectiveness of budgeting across different digital channels —such as social
media advertising, influencer marketing, email campaigns, SEO/SEM, and programmatic
advertising—would provide valuable insights for marketing managers seeking to prioritize
investments. These studies should employ both quantitative performance metrics and qualitative user
engagement indicators to develop more holistic budget allocation frameworks.

In conclusion, this SLR has clarified the theoretical foundations, practical applications, and
ongoing developments in digital marketing budgeting. However, the field remains ripe for deeper,
more inclusive, and context-sensitive research that reflects the diversity of business environments
globally and the rapidly evolving nature of digital technologies.
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