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Marketing Managers
In the contemporary world, marketing managers have become very important due to the changing trends in the marketing sector. One of the critical roles they have been charged to pursue is the preparation of the budget and its allocation in specific platforms that channel marketing. For instance, the budget is divided between the new digital and traditional media. The traditional marketing platforms are those existed before the emergence of the digital media platforms example, print, radio, TV, outdoor and directories while the new or digital media marketing channels are like Google, Facebook, histogram, Twitter and others (Weinberg, Bruce, and Ekin Pehlivan, 278). However, there are some factors that one should consider when making the allocation decisions as discussed below;
The market coverage of the media
One of the critical factors the marketing manager should consider when allocating the communication budget is a market area the media is likely to cover as all are not the same.  It is clear that the new digital media can cover a wide area to market the product as compared to the traditional ones.  For instance, the area covered by the print media cannot be compared to the one covered by a twitter or facebook media (Pfeiffer, Markus, and Zinnbauer, 45). Information on twitter or facebook account can reach people worldwide who cannot be the same as that of a radio or print media.  In this case, therefore, the communication marketing manager would consider the area the media would cover to allocate the budget; technically the digital media would be allocated more money as compared to the traditional one. 
The costs involved 
The costs involved regarding finance and other logistics are critical when it comes to the budget allocation. It is clear that the cost involved varies from one media to another hence these factors must be considered when determining the budget of allocating the budget. In most cases, the traditional media are expensive as compared to the digital media, for instance, for a Facebook marketing media only requires just creating an account then posting what is there to be advertised, unlike a radio which involves many logistics including paying the presenters. In this case, therefore, it is critical for the marketing managers to consider allocating more budgets for traditional media as compared to digital media. 
The effectiveness of the media
Effectiveness is about realizing the objectives as planned in terms the market and intended customers.  Therefore in this context, many marketing managers would like to allocate more budgets to one that would be more effective in the delivery of the message to the intended customers hence making more sales in return (Weinberg, Bruce, and Pehlivan, 280). A media which is effective would enable the company to make immediate returns from the sales made, and therefore it becomes logical to allocate it more budget based on the fact that the objective of any organization is to make the profit.


The speed of the media 
The purpose of marketing is to inform, persuade and remind the customers concerning the product or institution in context as such its speed is critical. A media that covers a wide area hence reaches more customers faster than the others are always the best option to select hence need to allocate it more budgets to execute the plan (Jobs, Charles, and Gilfoil, 235). Also, a marketing media that is faster to reach customers would earn more returns regarding sales hence bigger profit margin, and therefore the marketing managers must consider allocating more budgets. 
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