SMART AFFILIATE'S TRAFFIC TOOLKIT
Part 3: Paid Traffic Pack

BUDGET PLANNING
WORKSHEET
Allocate Your Ad Spend Strategically for Maximum ROI

What's Inside: Complete budget allocation framework
Risk assessment & management tools

Platform comparison scorecards

Scaling trigger guidelines

Seasonal budget adjustments

Emergency protocol procedures

Monthly review checklists

Perfect For: « Multi-platform advertising strategies
» Risk management & capital preservation

« Scaling profitable campaigns safely

» Monthly budget planning & allocation

» Agency budget management

Time to Complete: 60 minutes
Skill Level Required: No prior experience needed
Expected Results: 30-60% better budget efficiency

Budget Ranges: Templates for $500-$5,000+ monthly ad spend

Created by: Makin’ Cheddar Marketing LLC
Series: Smart Affiliate's Traffic Toolkit
Version: Part 3 of 4

Date: May 2025

Spend smarter, not harder. Strategic budget allocation for sustainable growth...



Instructions:

Complete each section to create a strategic advertising budget that maximizes ROI
while managing risk. Update monthly based on performance data.

Section 1: Financial Foundation
Available Capital Assessment:

. Total Monthly Income: $§

. Fixed Business Expenses: $

. Available for Marketing: $

. Emergency Fund Required: $

« Maximum Marketing Budget: §
Risk Tolerance Evaluation:

. Conservative (Can afford to lose): $

« Moderate (Comfortable risking): $

. Aggressive (Maximum investment): $

. Selected Risk Level: Conservative / Moderate / Aggressive
Budget Allocation Philosophy:
80/20 Rule Application:

. Proven Campaigns (80%):$

. Testing/New Campaigns (20%): $
Alternative 70/20/10 Rule:

« Proven Winners (70%): $

. Optimization Tests (20%): $

. Experimental/New Platforms (10%): $

Section 2: Platform Budget Distribution



Monthly Budget Allocation:

Recommended

Your

Monthly

Daily

Platform o o, Budget Budget Rationale

Facebook Lead 40-60% % $ $ Consistent,

Ads —  scalable

Solo Ads 15-25% % $ $ Quick st
building

Pinterest Ads  10-20% % $ $ Long-term
visibility

Google Ads 5-15% % $ $ High intent traffic

YouTube Ads ~ 5-10% % $ $ Video
engagement

Testing Budget 10-20% % $ $ Innovation fund

TOTAL 100% 100% $ $

Platform Selection Criteria:

Rank each platform (1-5 scale):

Criteria Facebook Solo Ads Pinterest Google YouTube

Your Experience Level
Target Audience Fit
Cost Effectiveness
Scalability Potential _

Time Investment Required

TOTAL SCORE

Section 3: Campaign Budget Planning

Campaign Type Allocation:

Lead Generation Campaigns:




« Monthly Budget: $

. TargetCostperlLead:$

« Expected Leads per Month:

« Quality Score Target: /10
Direct Sales Campaigns:

« Monthly Budget: $

. Target CostperSale:$

. Expected Sales per Month:

. Average Commission: $
Retargeting Campaigns:

« Monthly Budget: $

. Target ROAS:  :1

. Expected Conversion Rate: %

« Audience Size:

Budget Scaling Strategy:
Month Total Budget Expected Leads Expected Revenue ROI Target
Month 1 $ $ %

%

%

Month 2 §
Month 3§
Month 4 $

%

$

$

$ %
Month5% $
$

%

Month 6 $

Section 4: Performance Benchmarks & Triggers
Key Performance Indicators (KPIs):

Minimum Acceptable Performance:



« CostperLead:$  (max)
. Conversion Rate: % (min)
« ROI: % (min)

« Quality Score: /10 (min)

Target Performance Goals:

« Cost per Lead: $ (target)
. Conversion Rate: % (target)
. ROI: % (target)

« Quality Score: /10 (target)
Exceptional Performance Thresholds:
« CostperLead:$  (excellent)
. Conversion Rate: % (excellent)
« ROI: % (excellent)
« Quality Score: /10 (excellent)
Budget Adjustment Triggers:
Scale-Up Triggers (Increase Budget by 25-50%):

« []ROI consistently above % for 7+ days
« []Cost per lead below $ for 5+ days
« [] Conversion rate above % for 7+ days

« [] Quality score consistently __ /10 or higher
Optimization Triggers (Adjust, Don't Scale):

« []ROlbetween__ % and ___ % for 5+ days

« []Costperlead between $ _and $__ for 5+ days

« [] Conversion rate between % and % for 5+ days

« []Quality score between __ /10and __ /10
Pause/Reduce Triggers (Decrease Budget by 50% or Pause):

« []ROIl below % for 3+ days



« []Cost per lead above $ for 3+ days
« [] Conversion rate below % for 3+ days

« []Quality score below ___ /10 for 3+ days

Section 5: Risk Management Framework
Portfolio Approach:
Never put more than X% in any single:
. Platform: % maximum
o Campaign: % maximum
« Audience: % maximum
. Geographic region: % maximum
. Time period: % maximum
Emergency Protocols:
If total ROl drops below % for ____ days:
. [] Pause all experimental campaigns
« [] Reduce budgets by 50% on underperforming campaigns
« [] Focus budget on proven winners only
. [] Review and analyze all data before re-scaling
Maximum Loss Tolerance:
« Daily maximum loss: $
« Weekly maximum loss: $
« Monthly maximum loss: $

« Action if exceeded:

Backup Plan:
If primary traffic source fails:

. Secondary traffic source:

. Emergency budget allocation: $



o Minimum viable campaign:

« Recovery timeline: days

Section 6: Testing & Innovation Budget
Monthly Testing Allocation:
. Total Testing Budget: $
. Platform Testing: 40% =%
. Creative Testing: 30% =%
« Audience Testing: 20% =%
. Landing Page Testing: 10% =%
Innovation Pipeline:
New Platform Testing Schedule:
. Q1: (Platform, Budget: $ )
. Q2: (Platform, Budget: $ )
. Q3: (Platform, Budget: $ )
. Q4: (Platform, Budget: $ )

Test Investment Guidelines:

« Minimum test budget: $§  per test

« Maximum test duration:  days

. Success criteria: % improvement minimum
. Failed test write-off limit: $§  per month

Section 7: Revenue Projections & Break-Even Analysis
Revenue Forecasting:
Conservative Projection (70% of targets):

« Monthly Ad Spend: $§

« Expected Leads:



. Expected Sales:

. Expected Revenue: $

o ProjectedROIl: %
Realistic Projection (100% of targets):

« Monthly Ad Spend: $§

« Expected Leads:

. Expected Sales:

. Expected Revenue: $

« Projected ROl: %
Optimistic Projection (130% of targets):

« Monthly Ad Spend: $§

. Expected Leads:

. Expected Sales:

. Expected Revenue: $

« Projected ROl: %
Break-Even Analysis:

. Fixed Costs (monthly): $

. Variable Costs per Sale: $

. Average Commission per Sale: $

. Break-Even Sales per Month:

. Break-Even Ad Spend: $§

. Days to Break-Even:

Section 8: Seasonal & Event Planning

Seasonal Budget Adjustments:



Budget Adjusted

Month Seasonal Factor Focus Areas

Multiplier Budget
January r[\rll(ce)\’:\ilv:izrn 1.2X $ Goal-setting content
February Valentine's Day  0.9x $ Relationship niches
March Spring cleaning  1.0x $ Productivity, health
April Tax season 0.8x $ Financial education
May Summer prep 1.1x $ Fitness, travel
June Mid-year goals 1.0x $ Business planning
July Summer peak 1.1x $ Leisure activities
August Back-to-school 1.2Xx $ E:Ioljjcuac:s/ri]t;/
September Fall motivation 1.1x $ New projects
October Q4 prep 1.0x $ Business planning
November Black Friday 1.5x $ Deal promotions
December Holiday season 0.7x $ Relationship content

Event-Based Budget Planning:
« Product Launches: + % budget increase
. Webinar Promotions: + % budget increase
. Seasonal Sales: + % budget increase

. Content Releases: + % budget increase

Section 9: Tools & Tracking Budget
Essential Tools Budget:
« Analytics & Tracking: $ /month

. Creative Design Tools: $ /month



Email Marketing Platform: $ /month

Landing Page Builder: $ /month
A/B Testing Tools: $ /month
Total Tools Cost: $ /month

ROI Tracking Infrastructure:

Attribution Software: $  /month
Conversion Tracking Setup: $  (one-time)
Custom Dashboard Creation: $  (one-time)
Monthly Reporting: $  /month

Section 10: Monthly Budget Review Checklist

Week 1 Review:

[ ] Analyze previous month's performance vs. budget
[ ] Identify top 3 performing campaigns

[ ] Identify bottom 3 performing campaigns

[ ] Calculate actual ROI vs. projected ROI

[ ] Review traffic quality metrics

Week 2 Planning:

[ ] Set next month's budget based on performance
[ ] Plan new tests and experiments

[ ] Schedule any creative refreshes needed

[ ] Review and update audience targeting

[ ] Plan seasonal adjustments

Week 3 Implementation:

[ ] Launch new campaigns and tests
[ ] Adjust underperforming campaigns

[ ] Scale winning campaigns within budget limits



« [] Update tracking and analytics setup
« [] Brief any team members on changes
Week 4 Optimization:
« []Analyze early results from new campaigns
. [] Make micro-adjustments to improve performance
« [] Prepare next month's budget proposal
« [] Document lessons learned

« []Plan Q+1 strategic initiatives

Quick Reference: Budget Allocation Templates
Starter Budget ($500/month):
. Facebook Lead Ads: $300 (60%)
« Solo Ads: $100 (20%)
. Testing: $100 (20%)
Growth Budget ($1,500/month):
. Facebook Lead Ads: $750 (50%)
« Solo Ads: $375 (25%)
. Pinterest Ads: $225 (15%)
« Testing: $150 (10%)
Scale Budget ($5,000/month):
. Facebook Lead Ads: $2,000 (40%)
« Solo Ads: $1,000 (20%)
. Pinterest Ads: $750 (15%)
. Google Ads: $500 (10%)
« YouTube Ads: $250 (5%)
. Testing: $500 (10%)



Final Download: Get the Quick Start Implementation Guide to put everything together!



