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In the realm of strategic business management, marketing plans serve as essential tools
that guide companies toward achieving their objectives, reaching target audiences, and
maintaining competitive advantage. While these plans encompass a wide range of activities
and focus areas, understanding their primary purposes and common pitfalls is crucial for
effective marketing execution. This article explores the fundamental functions of marketing
plans, highlights what they are designed to accomplish, and clarifies common
misconceptions—specifically addressing the statement that they should be written to do all
of the following except comparing actual and expected performance.

What Is a Marketing Plan?

A marketing plan is a comprehensive document that outlines an organization’s marketing
strategy, goals, target markets, and the tactics to achieve desired outcomes. It serves as a
roadmap that aligns marketing activities with the broader business objectives, ensuring
coordinated efforts and resource allocation.

Core Objectives of a Marketing Plan

Marketing plans are crafted with specific purposes in mind. These objectives guide the
development of the plan and influence its structure. The key objectives include:

1. Define Target Markets and Customer Segments

Understanding who the customers are is foundational to any marketing effort. A marketing
plan identifies target demographics, psychographics, and buying behaviors, enabling
tailored messaging and product positioning.

2. Establish Clear Marketing Goals

Goals such as increasing brand awareness, generating leads, boosting sales, or improving



customer retention are set within the plan. These objectives should be SMART (Specific,
Measurable, Achievable, Relevant, Time-bound).

3. Develop Marketing Strategies and Tactics

This includes detailing the marketing mix—product, price, place, and promotion—and the
specific campaigns, channels, and activities to reach target audiences effectively.

4. Allocate Resources and Budget

A well-written marketing plan specifies budgets, staffing, and tools required to execute
strategies efficiently.

5. Establish Performance Metrics and KPIs

Metrics help measure progress toward goals, enabling continuous improvement and
accountability.

What Marketing Plans Are Not Primarily Designed
To Do

While marketing plans are versatile and comprehensive, it is a misconception to believe
they are primarily intended to compare actual performance against expected performance.
This function, although important in the overall marketing and business management
process, is generally carried out through separate performance monitoring and control
systems.

Understanding the Role of Performance Comparison

Performance evaluation involves analyzing actual results and comparing them to the
projections or benchmarks established in the marketing plan. This process, often called
performance control or performance management, is typically a separate activity that
occurs after the plan's implementation.

Why Marketing Plans Do Not Focus Solely On
Performance Comparison

A marketing plan's essential purpose is to set strategic directions, define objectives, and



outline tactics to achieve business goals. Its focus is on planning and decision-making
rather than ongoing performance measurement. The comparison of actual versus expected
performance is an activity that informs future planning, control, and adjustments but is not
the core function of the plan itself.

Key Purposes of a Marketing Plan

To clarify the primary functions of a marketing plan, consider the following:

1. Strategic Guidance

A marketing plan provides a clear strategy to guide marketing activities, ensuring
consistency and alignment with overall business goals.

2. Coordination and Communication

It acts as a communication tool among departments, stakeholders, and external partners,
fostering understanding and collaboration.

3. Resource Allocation

The plan helps prioritize marketing initiatives and allocate resources efficiently to maximize
ROI.

4. Market Analysis and Insights

It includes research insights about market conditions, competitors, and customer needs,
which inform strategic decisions.

5. Risk Management

By identifying potential challenges and opportunities, a marketing plan allows organizations
to prepare contingency strategies.

Why Comparing Actual and Expected



Performance Is Important But Not the Primary
Purpose

While performance comparison is vital for evaluating the effectiveness of marketing efforts,
it typically falls under the scope of performance management activities conducted after the
plan's implementation. These activities include:

Monitoring actual campaign results

Analyzing deviations from projected outcomes

Adjusting strategies based on insights gained

This ongoing process helps organizations stay agile and responsive but is distinct from the
initial planning phase.

Conclusion: The Core Functions of a Marketing
Plan

In summary, the primary purpose of a marketing plan is to establish a strategic framework
for achieving marketing and business objectives through well-defined goals, targeted
strategies, resource allocation, and performance metrics. Although evaluating actual versus
expected performance is a critical aspect of overall marketing management, it is not the
fundamental reason for writing a marketing plan.

Understanding what a marketing plan is designed to do—and what it is not—is essential for
effective marketing management. Proper planning ensures clear direction, efficient
resource use, and alignment with organizational goals, while performance analysis ensures
that strategies remain effective and adjustments are made as necessary.

In essence, marketing plans are about setting the course, not just measuring the journey.
They provide the blueprint for success, while performance comparison is the feedback
mechanism that helps refine that blueprint over time.

---

Key Takeaways:

- Marketing plans primarily serve to define strategies, set goals, allocate resources, and
guide marketing activities.
- Comparing actual and expected performance is an important management activity but not
the core purpose of the plan itself.
- Effective marketing management involves both planning and ongoing performance
evaluation, which are complementary but distinct processes.



- Understanding these distinctions helps organizations develop better strategies and
execute them more effectively, leading to sustained business growth.

Frequently Asked Questions

What is the primary purpose of a marketing plan?
The primary purpose of a marketing plan is to outline a company's marketing strategy, set
objectives, and define actions to reach target audiences effectively.

Why is comparing actual and expected performance
important in a marketing plan?
Comparing actual and expected performance helps identify deviations, assess
effectiveness, and make necessary adjustments to improve marketing outcomes.

Which of the following is NOT typically a reason for
writing a marketing plan?
To compare actual and expected performance (as it is a monitoring activity, not a reason to
write the plan).

How does setting clear objectives in a marketing plan
benefit a business?
Clear objectives provide direction, enable measurement of progress, and help align
marketing efforts with overall business goals.

What role does market research play in developing a
marketing plan?
Market research provides insights into customer needs, market trends, and competitors,
informing strategy development and decision-making.

Can a marketing plan be effective without performance
monitoring?
No, ongoing performance monitoring is essential to evaluate success and make informed
adjustments to the marketing strategy.

What is an exception to the general rule that marketing
plans should be written to do all of the following?
An exception is comparing actual and expected performance, which is a subsequent



activity rather than a reason to write the plan itself.

Additional Resources
Marketing Plans Should Be Written To Do All Of The Following EXCEPT:

In the realm of strategic business management, marketing plans are regarded as essential
blueprints that guide organizations toward achieving their sales, branding, and customer
engagement objectives. These documents are crafted with a multifaceted purpose, often
encompassing everything from market analysis and target audience identification to
detailed action steps and performance metrics. However, despite their comprehensive
nature, not every aspect included in a typical marketing plan is necessarily beneficial or
aligned with best practices.

One common misconception is that marketing plans should be designed to fulfill every
conceivable function, including comparing actual performance against expectations. While
performance evaluation is undeniably important, the act of constructing a marketing plan
with the explicit intention to do so may not be appropriate or necessary at the planning
stage. This article explores the essential purposes of a marketing plan, clarifies why some
functions are integral, and examines why certain activities—like comparing actual and
expected performance—are better suited to subsequent phases of strategic management
rather than the initial planning process.

The Purpose of a Marketing Plan

A marketing plan serves as a strategic roadmap for an organization’s marketing efforts. Its
primary functions include:

- Defining Target Markets and Segments: Identifying the specific groups of consumers or
businesses most likely to purchase the company's products or services.
- Setting Marketing Objectives: Establishing clear, measurable goals that align with overall
corporate strategy.
- Developing Strategies and Tactics: Outlining how the organization will reach its target
audiences, including branding, pricing, distribution, and promotional activities.
- Allocating Resources: Detailing budgets, personnel, and technological investments
necessary to execute the plan.
- Establishing a Timeline: Providing a schedule for implementation, monitoring, and
adjustments.
- Forecasting Outcomes: Projecting sales, market share, and other key performance
indicators (KPIs).

Fundamentally, a well-crafted marketing plan provides direction, aligns team efforts, and
creates benchmarks for success.



Why Comparing Actual and Expected
Performance Is Not a Primary Function of the
Marketing Plan

While performance measurement is a critical aspect of overall strategic management, the
act of comparing actual versus expected performance is typically conducted after the
marketing plan has been implemented. It is part of the performance evaluation phase, not
the planning phase.

Key reasons include:

2.1 The Timing and Purpose of Performance Comparison

The primary purpose of a marketing plan is to set expectations and guide actions. It
establishes targets based on market research, historical data, and strategic assumptions.
The comparison between actual and expected performance is a monitoring activity that
occurs during and after execution, utilizing the plan as a baseline rather than an ongoing
component of the planning process itself.

2.2 Differences Between Planning and Evaluation

- Planning involves forecasting, strategy formulation, and resource allocation based on
assumptions.
- Evaluation involves measurement, analysis, and assessment against those assumptions
and targets.

Including performance comparisons as a core part of the plan risks conflating these distinct
phases, potentially leading to confusion or misaligned expectations.

2.3 The Risk of Overloading the Planning Document

A marketing plan should be concise and focused on what the organization intends to do and
how it will do it. Embedding detailed performance metrics and comparison protocols within
the plan can make it cumbersome and less adaptable to change. Performance comparison
frameworks are better suited to performance reports and review meetings rather than the
foundational plan.

What Should a Marketing Plan Focus On, Then?

Given that performance comparison is not a core purpose during the planning stage, what
should marketers prioritize? The focus should be on creating a comprehensive, actionable
blueprint that:

- Clearly defines target audiences
- Sets specific, measurable objectives
- Outlines strategies to reach those objectives



- Allocates resources efficiently
- Establishes clear timelines
- Identifies critical success factors

2.1 Establishing Clear Objectives

Objectives should be SMART—Specific, Measurable, Achievable, Relevant, and Time-bound.
These serve as the benchmarks for later performance evaluation rather than being part of
the plan itself.

2.2 Developing Strategies and Tactics

Strategies are broad approaches employed to achieve objectives, while tactics are the
specific actions or tools used. These elements should be detailed in the plan to ensure
coordinated effort.

2.3 Resource and Budget Planning

Allocating financial, human, and technological resources ensures that strategies are
executable within organizational constraints.

2.4 Setting Performance Metrics for Future Evaluation

Although the plan should not include exhaustive performance comparison procedures, it is
beneficial to specify key performance indicators (KPIs) and metrics that will be used to
evaluate success after implementation.

The Role of Performance Monitoring in Strategic
Marketing

Once the marketing plan is in action, ongoing performance monitoring becomes vital. This
phase involves:

- Tracking actual results against predefined KPIs
- Analyzing variances to understand effectiveness
- Making adjustments to strategies or tactics as needed
- Informing future planning cycles

This process is iterative and dynamic, enabling organizations to respond to market changes
and internal performance realities.

Tools and Techniques for Effective Performance
Comparison

Organizations can employ several tools to facilitate performance comparisons, such as:



- Dashboards: Visual summaries of key metrics
- Performance Reports: Regularly scheduled evaluations
- Variance Analysis: Identifying deviations from targets
- Customer Feedback and Surveys: Gaining qualitative insights
- Market Share and Sales Data: Quantitative measures of success

Conclusion: The Exception to the Rule

In summary, marketing plans should be written to do all of the following—except explicitly
comparing actual and expected performance during the planning phase. While performance
evaluation is crucial, it belongs to the post-implementation review process rather than the
initial planning document. Embedding performance comparisons into the plan risks
conflating strategic formulation with operational monitoring, which can diminish clarity and
flexibility.

Effective strategic marketing hinges on clear objectives, well-defined strategies, and robust
mechanisms for measuring success afterward. By understanding the distinct roles of
planning and evaluation, organizations can craft more focused, adaptable, and ultimately
successful marketing strategies that are capable of responding to real-world performance
data—a vital component of sustained competitive advantage.

In essence, the best marketing plans are those that anticipate future performance metrics
but do not attempt to embed performance comparison activities within their core structure.
This separation of planning and evaluation ensures that organizations remain agile, data-
driven, and aligned with their strategic goals.
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