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How to Balance Top and Bottom of the 
Funnel Spend to get the Highest ROI 

By analyzing advertising investments across a spectrum of funnel scenarios, Keen’s metadata shows that a 70/30 
top-to-bottom spend ratio yields the optimal ROI and Net Present Value (NPV), while greater short-term revenue 
can be achieved by shifting more budget to the bottom of the funnel.

Let’s compare the outcomes when two different brands allocate their spend differently across the funnel.

Brand X isolated marketing and media (excluding trade) and the brand’s investment levels remained flat YoY, 
but revenue was down because of the pricing pressures by retailers along with volume decreasing which was 
experienced across the industry.  Also, by adding in the cost for inflation, you can see that the overall profits eroded 
which is the opposite impact that Keen sees from brands with well balanced funnel investments.
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In this next example, Brand Y cut back on trade investments to preserve price, shifted dollars to marketing and 
drove a 19% increase in sales.

Brands that do not spend in a balanced marketing funnel, erode their base and their marketing dollars need to 
work harder to achieve the same revenue.  By combining underperforming marketing with higher cost pers, a 
brand’s profitability will decrease.
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