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by tracking expenditures in real time setting spending limits and generating
variance reports that compare actual spending against the budgeted
) o amounts This level of oversight ensures that marketing departments remain

In the modem business landscape where competition is fierce and  ecountable for their spending and can make timely adjustments when
resources are finite it has become more important than ever for companies necessary. Budgeting for marketing also requires a disciplined approach to
to manage their marketing budgets with precision and foresight Marketing  resource allocation Marketers often have to make difficult choices about which
is no longer just about creativity and brand awareness It is now a strategic ipjtiatives to fund and which to defer or cancel entirely By using accounting
investment that requires careful financial planning and accountability Applying techniques such as break-even analysis contribution margin analysis and cost-
accounting principles to marketing budgeting is an essential step in ensuring  penefit evaluation businesses can prioritize marketing activities based on their
that every dollar spent contributes meaningfully to organizational goals and expected financial impact For example a break-even analysis might reveal
delivers measurable returns . Accounting and marketing might seem like  that 3 planned promotional event would need to attract a certain number of
two very different disciplines On one hand accounting is rooted in numbers  cystomers just to cover its costs If that number seems unrealistic the event

structure and compliance It is focused on financial accuracy record keeping  might be reconsidered or redesigned to improve its chances of success [2].
and regulatory adherence On the other hand marketing is often seen as

dynamic imaginative and customer-focused However despite their contrasting In addition to planning and control accounting contributes to performance
appearances these two functions can and should work together in harmony ~ evaluation and decision making Marketing departments are increasingly
when it comes to budgeting for marketing efforts When accounting principles ~ being asked to justify their budgets and demonstrate how their efforts are
are applied to marketing planning businesses can make better informed contributing to the company’s bottom line This is where metrics like return on
decisions allocate resources more efficiently and track the return on their ~ Mmarketing investment customer acquisition cost and revenue attribution come
investments more accurately [1]. into play These metrics require accurate and timely financial data which can
. . . . only be obtained through sound accounting practices By integrating marketing

Atiits core marketing budgeting is about deciding how much money to gata with financial systems companies gain a comprehensive view of how their
spend.ar)d where to s.pendllt This process becqmes S|gn|f|cantly_more effeghve marketing dollars are working and where adjustments are needed. Applying
when it is grounded in solid accounting practices One of the first steps is to egounting principles to marketing is not just about crunching numbers It is
establish clear financial objectives which align with broader business goals  anout fostering a culture of accountability and strategic thinking within the
These might include increasing market share generating leads boosting brand marketing function It encourages marketers to think beyond the creative

awareness or driving customer retention Once the objectives are defined  aspects of their work and consider the financial implications of their decisions
marketers must estimate the costs associated with achieving them This requires s shift in mindset can lead to more effective planning more efficient use of

a detailed understanding of both fixed and variable expenses along with the resources and ultimately better business outcomes [3].

ability to forecast future costs based on historical data trends and current

market conditions. Accounting plays a crucial role in this forecasting process Technology has also made it easier to blend accounting with marketing
Historical financial data helps marketers predict the effectiveness and cost of ~ Cloud-based financial software enterprise resource planning systems and
different campaigns For instance by analysing past campaigns a business can marketing automation tools can all be integrated to provide a real-time view
determine which channels yielded the highest return on investment and which ~ of spending performance and projections This level of integration allows for
ones underperformed This enables marketers to allocate their budgetinaway ~ more agile decision making as marketers can quickly see the financial impact
that maximizes impact while minimizing waste Moreover accounting provides ~ 0f @ campaign and make data-driven adjustments accordingly Moreover
insights into seasonality customer acquisition costs and lifetime customer ~ dashboards and reporting tools can be customized to highlight key financial

value which are all essential metrics in developing a robust marketing strategy. ig]d(ijcators WhiICh helps both marketers and executives stay aligned on
udgetary goals

Introduction

Description

Another benefit of applying accounting to marketing is risk management

Another key aspect of applying accounting principles to marketing is  Marketing investments like any other business expense carry a degree of
the concept of cost control In any marketing campaign there are numerous  risk A campaign might fail to deliver the expected results due to unforeseen
expenses that can spiral out of control if not carefully monitored These include market changes shifting consumer preferences or execution errors By applying
media buying agency fees production costs digital advertising spend and  accounting techniques such as scenario planning sensitivity analysis and
promotional discounts Accounting systems help keep these costs in check  contingency budgeting businesses can anticipate potential risks and prepare
for them For example if a company is launching a new product it can create
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enhances the overall credibility of the marketing function [5].

Conclusion

Ultimately the goal of applying accounting to marketing is to maximize the
effectiveness of every marketing dollar spent It is about creating a structured
process for planning monitoring and evaluating marketing expenditures so that
they align with business objectives and deliver measurable results It is also
about building a culture where creativity and financial discipline coexist and
where marketing is recognized as both an art and a science By embracing
accounting principles marketing teams can become more strategic more
accountable and more successful in achieving their goals. The relationship
between accounting and marketing will continue to evolve as businesses
seek more precise and transparent ways to manage their resources In a world
where data is abundant but attention is scarce the ability to track measure and
optimize marketing spend is more valuable than ever Companies that harness
the power of accounting in their marketing budgeting process will be better
positioned to compete grow and thrive in an increasingly complex business
environment.

Acknowledgement

None.

Page 2 of 2

Conflict of Interest

The authors declare that there is no conflict of interest associated with
this manuscript.

References

1. Mirolyubova, T.V., T.V. Karlina and R.S. Nikolaev. "Digital economy: Identification
and measurements problems in regional economy." Eng Econ 2 (2020): 377.

2. Lauscher, Anne. "Life 3.0: Being human in the age of artificial intelligence." Int J
Comput Digit Syst 6 (2019): 101-103.

3. Szeto, Kimmy. "Keeping score, digitally." Ref User Serv Q 21 (2018): 98-100.

4. Kumar, Hradesh and Sanjeev Kumar Yadav. "Investigating social network as
complex network and dynamics of user activities." Int J Comput Appl 125 (2015).

5. Jordan, John and Clive Ellen. "Business needs, data and business intelligence." J
Digit Asset Manag 5 (2009): 10-20.

How to cite this article: Cretic, Hama. “Applying Accounting to Marketing:

Budgeting Essentials for Effective Planning.” J Account Mark 14 (2025): 536.



https://www.proquest.com/info/openurldocerror;jsessionid=868D066BF3913E895C3A6239A7BD0176.i-02c3e891ebedc589d
https://www.proquest.com/info/openurldocerror;jsessionid=868D066BF3913E895C3A6239A7BD0176.i-02c3e891ebedc589d
https://www.tandfonline.com/doi/abs/10.1080/24701475.2019.1565556?journalCode=rint20
https://www.tandfonline.com/doi/abs/10.1080/10588167.2018.1455027?journalCode=wmus20
https://citeseerx.ist.psu.edu/document?repid=rep1&type=pdf&doi=06bc8ad893860a34bda98066487d807aaa860855
https://citeseerx.ist.psu.edu/document?repid=rep1&type=pdf&doi=06bc8ad893860a34bda98066487d807aaa860855
https://link.springer.com/article/10.1057/dam.2008.53

