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LOAD YOUR BUDGET WITH AN
ARSENAL OF WHAT-IF PLANS

These times are so unpredictable, the smartest way to
plan your budget is to build in multiple options. Arm
yourself with scenarios A, B, and C so that as budget
shifts - even at a high level - your organization can move
quickly. You have no control over the current market,
but an arsenal of back-up plans will empower you to act
quickly and decisively. Need to pivot all the way to plan
G? You're ready to go!

Start by categorizing all of your investments as high,
medium, and low risk. Think of back-up plans for each,
and establish a few replacement scenarios for high

and medium risk situations. In the case of an economic
downturn:

HIGH RISK

Travel, events, and high-cost campaigns

MEDIUM RISK

Anything involving partners or
influencer marketing

LOW RISK

Anything digital or community building

Back-up planning can take a few different forms, in
some cases an entire budget is going to be transferred,
which happened with in-person events during the
pandemic. And this was no insignifcant number: on
average events make up 23.4% of program spend*.
Ideally, your organization has a view into what alternative
programs can drive the needed results. If you don’'t have
the necessary ROI insights, focus on quick-test projects
that will improve overall insights into impact.

Another way to look at back-up plans is to imagine that
your budget gets slashed by 10%—what would you do
differently? How about 15%? Budget cuts might mean
simply scaling back on activities, but they could also
result in reallocating funds to another program if the
cuts are so signifcant that the smaller investment won’t
drive impact. Look carefully at all your programs and
decide which ones can still run on a smaller scale or
with different resources and which would need to be
axed.

The fnal piece of scenario planning is bookmarking a
portion of the budget as a slush fund for Fexibility as the
situation continues to progress. Keeping a slush fund is
especially important now. But how much is appropriate
to keep? You need to strike a balance between having
enough funds to offer value, without hindering your
active budget. Five to ten percent of your total budget
should be enough to make a difference without holding
your team back from creating impact.

66 Literally, | just pivoted my
laptop in a meeting (when
we were still physically
present) and | showed it
to the CFO. And it was ‘ok,
problem solved — let’s move
on!” The budgeting was
never the issue because we
had the answer literally at
the tip of our fngers. 99

Jeremie Audran
VP Performance Marketing & Operations
Skillsoft
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