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ASSESSMENT OF MARKETING COSTS 
ON THE EXAMPLE OF APPLE AND 
SAMSUNG COMPANIES

The object of research is the importance of advertising costs. Marketing research is defined as a set of measures 
aimed at systematic analysis and presentation of data on the behavior, needs, attitudes, and impressions, motiva-
tions of business units in the context of their economic, political, social and daily activities. As a result, the issues of 
systematization and evaluation of marketing costs are becoming relevant both in the context of developing marketing 
activities by the relevant structural unit, and increasing the efficiency of the use of marketing cost budgeting tools.

The paper considers the conceptual principles of the formation of marketing costs on the example of techno-
logical enterprises Apple and Samsung. The complexity and ambiguity of the principles of formation of marketing 
costs at enterprises require a clear understanding of the socio-economic and political processes in the country, the 
continuous collection of information by the enterprise, its analytical processing and feedback with target segments. 
Marketing budget approval decisions should be based on the company’s strategy and activities to achieve them. 
Many companies neglect the significant costs of marketing communications. This work contains reasoned argu-
ments why marketing is the main foundation for a successful enterprise.

The trends that directly affect and determine the size of the marketing budget are investigated. The world ap-
proaches and principles of structural distribution of marketing costs are analyzed.

This study was aimed at developing ways to improve the marketing activities of the enterprise in the current 
market conditions. The results of the study can be used by enterprises to improve the use of marketing activities, 
thereby ensuring the growth of the competitiveness of domestic enterprises and the improvement of the economic 
condition of their own country. Based on the theory and practice of research, companies will be able to logically 
and effectively create a budget for marketing activities.
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1.  Introduction

In the field of trading activities, marketing is con-
sidered as an instrumental technology for managing the 
sustainable development of a business unit, responsible for:

– analysis of the potential and market conditions;
– research in the field of pricing;
– assessment of the impact on demand indicators;
– promotion of new product nomenclatures;
– establishing communication channels with market 
participants – consumers and producers [1]. At the 
same time, marketing research is defined as a set of 
activities aimed at systematic analysis and presenta-
tion of data on the behavior, needs, attitudes, impres-
sions, motivations of business units in the context of 
their economic, political, social and daily activities. 
As a result, the issues of systematization and evalua-
tion of marketing costs are becoming relevant both in 
the context of developing marketing activities by the 

relevant structural unit, and increasing the efficiency 
of using tools for budgeting marketing costs [2]. At 
the same time, carrying out these activities requires 
significant costs, and therefore, their audit is neces-
sary, which is why it becomes necessary to establish 
an optimal system for accounting for marketing com-
munications costs.
Marketing budgeting plays an important role in building 

an enterprise’s potential strategy. Budgeting is an inte-
gral attribute of the activities of each of the economic 
entities, whose plans for the presence in the market are  
long-term.

Thus, the actual theoretical substantiation of the es-
sence and principles of planning and evaluation of mar-
keting costs.

So, the object of research is the importance of adver-
tising costs.

The aim of research is to evaluate marketing costs based 
on the improvement of the methodological approach.
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2.  Research methodology

In the process of researching ways to improve the mar-
keting activities of enterprises, namely the optimization of 
marketing costs, the following were used:

– methods of economic and statistical analysis for the 
analytical study of the marketing costs of Apple and 
Samsung;
– classification method for logical grouping and pre-
sentation of the studied information;
– comparison method to highlight the advantages and 
disadvantages of marketing budgeting by companies;
– graphical method for visual presentation of statisti-
cal data.

3.  Research results and discussion

Marketing cost planning is a vital process for a company.  
Without it, it is impossible to make a profit, and as a result, 
the very existence of the company. A marketing budget is 
a financial plan that lists a company’s expenses, revenues, 
and profits related to its marketing activities. The market-
ing budget quantifies the amount of resources allocated to 
the analysis of consumer behavior and the development of 
actions to increase the number of company customers [3]. 
Usually these actions are aimed at improving the brand 
image or informing potential consumers about the benefits 
of the products offered. Marketing plays a fundamental role 
in sales, so it is necessary to have a budget that meets the 
conditions of the company. For this reason, it is necessary 
to quantify the budgets of previous periods for the resulting 
profitability. The marketing budget is formed at the stage 
of corporate planning [4]. It is part of the overall business 
plan. Funds are primarily invested in those activities that 
will provide maximum profit.

Many experts point out that 10 % is the ideal percent-
age of the profits to be spent on marketing. Of course, 
this figure depends on many factors. Despite this, many 
companies (especially those with revenues in excess of 5 bil-
lion USD a year) are moving away from the 10 % rule. 
They spend more on promotion. This is driven by their 
performance and market share. According to a study by 
Gartner Research [5], companies on average spend about 
12 % of their annual income on marketing. The study found 
that large companies (whose annual revenue exceeds 5 bil-
lion USD) spend 13 % of their income on marketing, while 
smaller companies (with revenues between 250 million USD 
and 500 million USD) spend about 10 % on promotion.

The sales budget is the basis for the formation of the 
marketing budget, which in turn consists of a number of 
budgets [3]. However, the sequence of budget formation 
can be different, which is determined by the principles 
of their construction at a particular enterprise. It is cus-
tomary to single out the following main principles [6]:

– «top down»;
– «bottom up».
Integrated:
– «top down – bottom up»;
– «bottom up – top down».
1 principle. Bottom-up budgeting is done from the level  

of departments, that is, the budget is developed at the 
lower levels of management, and then submitted for ap-
proval to higher-level managers. At the same time, budgets 
are formed for individual areas of marketing activities 

using appropriate methods that take into account various 
factors, and on the basis of this they allow determining 
the optimal means. The company’s marketing budget is 
compiled as the sum of the individual budgets.

2 principle. When budgeting from top to bottom, the 
formed budget is transferred by management to managers 
of structural divisions for its detailing and development 
of recommendations. Marketers can also participate in the 
formation of this budget, but still the marketing budget 
is formed as a whole. With such an enlarged planning, it 
is advisable to use only methods of the internal budget, 
including methods with a focus on competitors.

3 and 4 principles. In order to increase the orientation 
of enterprises towards their consumers and other market 
entities, they are recommended to apply integrated prin-
ciples for the formation of the marketing budget and its 
constituent budgets. Most enterprises in advanced economies 
apply just such principles, while increasing the authority 
of the marketing department and its departments, actively 
involved in the formation of the marketing budget, mar-
keting communications and other budgets. The company 
must be prepared for this, both in terms of personnel and 
more involvement of the company in marketing.

Thus, planning and control of the marketing budget 
should be carried out at two levels: the levels of market-
ing campaigns and the levels of marketing activities of 
the enterprise as a whole. At the same time, the planning 
and control of the main costs according to the proposed 
classification is expedient within individual marketing 
campaigns, and at the level of the marketing activity of 
the enterprise – auxiliary costs along with the main ones.

Let’s consider in practice the budgeting of marketing 
costs on the example of Apple and Samsung.

Advertising activity is an integral part of the implementa-
tion of any product, regardless of its life cycle. Millions of 
corporations invest heavily in marketing. For whom these 
investments justify themselves and increase the profit of the 
company, and for whom, on the contrary, they bring losses. 
Many people think wrongly: if a company has been on the 
market for a long time, has a high level of recognition, has 
positioned itself well and has millions of loyal consumers, 
then it can «breathe» and not invest in advertising and 
promotion at all. Let’s get an answer to this after examining 
marketing costs using the example of technology companies 
that compete with Apple and Samsung.

Apple is one of the most influential and recognizable 
brands in the world. Apple products are always covered 
with a light curtain of secrecy. Marketers of the corporation 
manage to stir up the interest of the audience in new devices 
from year to year. How does the company plan its marketing 
spending? Let’s take a look at Apple’s ad spend statistics 
and how it compares to Samsung’s competitor in Fig. 1.

Data [7] shows what Apple and Samsung spend on 
their digital budget on the Internet, how they differ. More 
than three-quarters (76 %) of Apple’s digital ad spending 
is more on video ads, 22 % more on online advertising, 
and more than 1 % more on ad measure (Fig. 2). That 
is, it is possible to say that the company must resort to 
strategic strategies.

At the same time, Samsung is more inclined to «dis-
solve» into rich types of advertising (Fig. 2). This is due 
to the fact that the company promotes much more as-
sortment groups for customers. Therefore, it is required 
for each to choose its own type of promotion.
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Fig. 1. Communication with Apple and Samsung for marketing (built based 
on the data of [7])

Data [7] shows that Apple’s entire budget goes to direct 
marketing, while Samsung has chosen to use third-party 
ad networks, exchanges, and malls. Traditional marketing 
is often more expensive than it can be, but only because 
Apple has flipped from Samsung.
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Fig. 2. The ratio of the chosen ways of promotion by companies:  
1 – Samsung; 2 – Apple (built based on data from [7])

What is the difference between Apple and Samsung 
positioning? Today, Apple has established itself as a world 
leader in producing exceptionally high-quality products 
without putting profit for itself in the first place, which 
cannot be said about Samsung. The last brand stands out 
from the background of Apple with its mass character. 
Advertising for Korean brand products is broadcast every-
where. Mass is not always good. When you see constant-
ly continuous videos made without much taste, showing 
Korean products, you start to repel such an imposition. 
Samsung’s profits are also skyrocketing, but you have to 
be careful that promotional activities don’t backfire. Yes, 
the products are of high quality and many choose it as 
opposed to competitors, but Apple is still ahead. It is the 
presence of an Apple device that demonstrates a certain 
level and good taste in modern society.

Apple products speak for themselves. Apple positions 
its marketing consistently, keeping the messages and vi-
suals simple. Most marketing is free of things like feature 
lists, prices, or expensive special effects. They know that 
the product will sell on its own, not relying on pomp 
and circumstance. With stripped-down content and simple 
ads, they have sold over 1.5 billion items. The logo is 
a perfect example of their simplicity – the simple shape 

of an apple without a piece. There are no sensible words 
to accompany it – they are not needed. Why rely on 
words when visual images are not enough?

How much do companies spend on marketing? Note 
that the spending figures are only close to probable. There 
are no exact and real numbers, because companies have 
been hiding their expenses since 2016. Even 10 years ago, 
Apple spent several times more on advertising than its 
competitors. In 2021, Apple received 365.8 billion USD 
in revenue, and spent 2.7 % of it (97.3 million USD) 
on marketing [8].

In turn, Samsung spent 3.5 % (80.4 million USD) of 
240.7 billion USD in revenue [9]. This low percentage 
that companies are now spending is largely due to the 
fact that they have been in the market since the 70s and 
30s, respectively, and that they spent almost half of their 
profits on marketing a few decades ago.

In 1984, Steve Jobs invested 900,000 USD in Macin-
tosh advertising [10] and about 1 million USD paid for 
a single advertising broadcast during the final champion-
ship of the National Football League [11]. For modern 
money, this is 3.5 million USD. This money paid off in full.  
Samsung did not have such high-profile campaigns. In this  
small example, it is possible to see the difference between 
the two competitors.

Thus, the study of the principles of budgeting, the 
composition of the marketing budget and indicators for 
evaluating such expenses, carried out in the work, made 
it possible to theoretically substantiate and evaluate the 
approximate ratio of expenses for certain channels of adver-
tising distribution in marketing budgets using the example 
of the companies considered. The practical significance of 
the results obtained is to improve the quality of market-
ing budgeting and increase the efficiency of marketing 
costs for enterprises. Further scientific developments are 
needed in the field of recommendations to domestic en-
terprises on planning marketing costs using the example 
of foreign companies.

4.  Conclusions

The study shows that it is not necessary to spend 
almost all of the profit on marketing. This is not al-
ways the same as success. Experts and marketers say 
that 10 % profit is the golden mean. Much depends on 
the niche, competition, long-term investment and ex-
pected results. If it is necessary to be ready to invest  
a large amount of capital. The younger the company, 
the louder it should declare itself and the more it needs 
to spend on marketing. Advertising works in the long 
run. If the company is remembered by consumers and 
is well known, it is possible to reduce costs, but it is 
impossible not to invest at all. Over time, global prob-
lems, trends, desires and needs change. Therefore, it is 
necessary to adapt to this with the help of such a tool 
as marketing. The results of the study will be useful to 
entrepreneurs who start their journey at the enterprise. 
The above study will help marketers to properly plan 
the costs of advertising activities for any marketing acti-
vities. As mentioned above, an effective marketing budget 
is one of the most important keys to a firm’s success. 
Domestic companies should follow the example of leading 
foreign corporations, whose cost examples were considered  
in the work.
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