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The Marketing Operations 
whitepaper is part of the 
2018 State of Marketing reporting.

On behalf of the San Diego Chapter of the American Marketing 
Association, Q2 Insights and FreshForm teamed up produce 
a multi-year Qualitative Research study on the state of 
marketing in the U.S. from the San Diego perspective. In 2018 
a total of 40 high-profile corporate marketing and non-profit 
executives from a broad spectrum of 35 small, medium, and 
large Business to Consumer (B2C) and Business to Business 
(B2B) organizations participated in the State of Marketing 
Study. A total of 38 interviews were conducted in 2017. 
In 2018 a small number of the interviews were conducted 
with agencies. The study is designed to describe inspiring 
marketing practices, trends in marketing and the state of 
marketing today.

The full version of the report can be downloaded at 
www.sdama.org/report
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Budgets
Unlike 2017 when marketers were 
hopeful that their marketing budgets 
would increase, the majority marketing 
executives in 2018 anticipate their 
budgets to increase in the next fiscal 
year. Some expect their budgets to 
stay the same, and a couple expect 
their budgets to decrease. Those 
who do not know if their budget will 
change or stay the same indicate 
that what happens to the budget is 
dependent upon earnings. 

Increase in Company Revenue

Some anticipate their budgets to increase 
because marketing is allocated a percentage 
of revenue and organization revenues 
have increased. A company in the travel 
and tourism space mentioned that their 
marketing budget is 10% of revenue. One 
marketing executive expects his marketing 
budget to increase because it is not in line 
with industry standards in terms of percent 
of revenue spent on marketing. 

New ownership of an organization sometimes 
results in an influx of investment in marketing 
and this is the case with one organization 
participating in the State of Marketing study 
in 2018. A representative from a publicly 
traded company mentioned that market 
activity heavily impacts marketing budgets. 

Marketing Efforts

Budgets are expected to increase in those 
organizations that have had successful 
marketing activities. Results positively  
impact budgets. 

Organizations that plan to grow their 
marketing staff and/or initiatives also expect 
budget increases. Several companies are 
anticipating adding new functions to the 
marketing team (e.g. content). Others have 
funds allocated based on planned activities 
and campaigns. Marketing initiatives likely to 
impact budgets are in areas such as: 

• Brand awareness

• Content

• Customer acquisition and retention

• Digital advertising

• Digital strategy/transformation

• Media placement

• Migrating to a new CRM platform

• New partnerships and collaboration

• Paid advertising

• Public relations

• Research

• Strategic planning

• Business turnaround

Rollout of New, or Reinvestment in, 
Products and Services

The introduction of new products or services 
is associated with an increase in marketing 
budgets as is reinvestment in existing 
products or services. 
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Budgets Staying the Same

Those who have budgets that are staying the same, describe 
funding issues and needing to use their budgets more efficiently:

• Having the same budget but reallocating it in a different way 

• Leveraging assets 

• Trying to do more internally and only use partners when the 
required expertise is not available in-house

• Using budget more efficiently

Budgets Decreasing

Reasons why marketing budgets are going down include:

• Budget is based on a percentage of revenue

• Deploying tactics that require time resources rather than  
budget dollars

• Focus on storytelling

• Savings associated with the use of technology

Fiscal Year

For most brands, fiscal year mirrors the yearly calendar.  
However, almost all higher education institutions begin their fiscal 
year in July. Other fiscal year starts mentioned include February, 
August, and October.



Media Spend
As was the case in 2017, owned, earned, paid, and 
shared media are all being used in some capacity in 
2018. In 2017 most marketers spent their marketing 
dollars on paid media; however, 2018 there is more 
emphasis on one or two media types such as earned 
and owned, or earned and paid. 2018 marketing 
executives expressed an interest in increasing spend on 
shared media.

Earned and owned media represent the greatest portion of 
marketing budgets. This is followed closely by paid media and  
then shared media. Both B2C and B2B brands focus the most of 
their energy and resources on owned and paid media primarily. 
Earned and then shared media are used more by B2B brands  
than B2C brands. 

A comprehensive version of the 2018 State of Marketing Report 
from the San Diego Chapter of the American Marketing Association 
(AMA) can be downloaded at www.sdama.org/report



The San Diego Chapter of the American Marketing Association 
(AMA) is the organization for high-performing marketers who are 
serious about furthering their careers. AMA San Diego is the only 
education- and networking-focused organization that provides 
information, resources, international presence and valuable 
connections in a fun, approachable environment where its  
members can achieve their personal development goals.
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Bill Winn

FreshForm is an experience design and innovation consultancy.  
We create, manage and measure customer and employee experiences. 
We use a people-centered approach to create personal connections 
and value for a wide array of innovative Fortune 500s, world-
renowned universities, and growth-oriented businesses.

Contributors

Scott Robinson, Michelle Peck, Camille Mora,  
Chris Toombs, Scott Arlich

Experts in marketing research, Q2 Insights delivers information vital 
to strategic and tactical brand decisions. We blend cutting-edge 
innovation work with a full-spectrum of research methodologies—
all totally customized to your goals. From insights that help drive 
positioning and branding, brand assessments, advertising studies, 
customer experience studies to statistically driven studies such as 
marketing size and potential, pricing, satisfaction, and segmentation, 
we do it all across a wide range of categories.
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Kirsty Nunez, Heather Hatty, Prakruti Siddalinga Swamy,  
Sarah Goh, Tia Philippart


