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provides insights into how marketing performance monitoring
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This is an open access article Corresponding Author:

under the CC BY-NClicense Sitty Sherihulla Mokoagow

@ () & Sekolah Tinggi llmu Ekonomi Widya Darma Kotamobagu
Ev MG sittymokoagow26@gmail.com

INTRODUCTION

Effective strategic planning is essential for achieving organizational success, especially in the
ever-changing and competitive environment of contemporary industry. Effective strategic
planning relies on accurate, timely information to make informed decisions and adapt to
market changes. In this context, marketing performance monitoring applications have
emerged as valuable tools for enhancing strategic planning. These applications enable
organizations to track, analyze, and interpret marketing data, providing insights that inform
strategic decisions and optimize marketing strategies. The advent of digital technologies has
revolutionized how businesses approach strategic planning, making it essential to understand
the role of marketing performance monitoring in this process (Fathullah et al., 2023;
Mokoginta et al., 2023; Paputungan et al., 2023).

Despite the growing importance of marketing performance monitoring, many
organizations struggle with effectively integrating these tools into their strategic planning
processes. One of the main problems is the challenge of data overload, where organizations
collect vast amounts of data but find it difficult to extract actionable insights (Sudarmo,
2020a). Another significant issue is the alignment of marketing metrics with broader business
objectives; often, the metrics used in performance monitoring do not fully align with strategic
goals, leading to misinformed decisions (Jabid, Syahdan, et al., 2023b; Judijanto et al., 2023;
Mokoagow, 2022b). Additionally, the lack of standardized methods for interpreting marketing
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data can result in inconsistent application and limited effectiveness of these tools. These
challenges highlight a critical need for a more comprehensive understanding of how
marketing performance monitoring applications can be effectively utilized to enhance
strategic planning.

The urgency of this research is underscored by the rapid evolution of digital marketing
tools and the increasing demand for data-driven decision-making. As organizations strive to
stay competitive in an ever-changing market environment, the ability to leverage marketing
performance monitoring applications effectively becomes paramount. The complexity and
volume of data available today necessitate a robust framework for interpreting and applying
this information to strategic planning processes. Without a clear understanding of how to
integrate these tools effectively, organizations risk falling behind their competitors who can
harness data more effectively.

Recent studies underscore the significance of marketing performance monitoring
applications in providing real-time data and actionable insights. For example, a study by
(Noor, Hermawati, et al., 2024; Noor, SE, et al., 2024; Sirat et al., 2023) highlighted the role
of performance metrics in refining marketing strategies and improving ROI. Similarly, (Aria
Elshifa et al., 2023; Jabid, Abdurrahman, et al., 2023; Mokoagow, 2022a) examined how data
analytics tools contribute to strategic planning by offering a deeper understanding of market
trends and consumer behavior . These studies, among others, demonstrate the potential of
marketing performance monitoring to transform strategic planning processes.

The objective of this study is to provide a comprehensive overview of how marketing
performance monitoring applications can enhance strategic planning. By synthesizing
findings from various sources, the research seeks to offer insights into best practices for
leveraging these tools to improve marketing performance and align it with organizational
goals(Mokodenseho & Puspitaningrum, 2022; Perdana et al., 2023; Zuhriyah et al., 2022).
Additionally, this study aims to contribute to the academic discourse on strategic planning
and marketing performance by highlighting the practical applications and theoretical
implications of marketing performance monitoring. Overall, this research will contribute to a
deeper understanding of how marketing performance monitoring applications can support
and improve strategic planning. By providing a detailed review of the literature and offering
actionable recommendations, this study will help organizations optimize their use of these
tools to drive strategic success and achieve better marketing outcomes.

METHODS

The research method used in this study is a literature review, which involves a systematic
review of relevant literature to evaluate how marketing performance monitoring applications
can improve strategic planning. The process begins with the identification and selection of
appropriate literature sources. After these sources are identified, researchers evaluate the
relevance and quality of these studies(Achjar et al., 2023; Faiqoh et al., 2022; lbrahim et al.,
2023; Sudarmo et al., 2022). The main focus is on studies that discuss the use of marketing
performance monitoring applications in strategic planning, including the benefits and
challenges faced.
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The results of this process will be presented in the results and discussion sections,
including a summary of how marketing performance monitoring applications can improve
data collection, market analysis, and marketing strategy evaluation. Apart from that, the
discussion will also cover the challenges in implementing this application and how to
overcome these problems. With this approach, the research aims to provide a better
understanding of the role of performance monitoring applications in strategic planning and
provide recommendations for maximizing the use of these tools in data-based decision
making.

RESULTS AND DISCUSSION
In a literature review regarding marketing performance monitoring applications and their role
in strategic planning, several findings indicate the significant impact of these applications in
increasing the effectiveness of planning and decision making. This application not only
provides the data needed to measure marketing performance but also utilizes the data in
decision making.

First of all, marketing performance monitoring applications enable organizations to
collect and analyze data in real-time, which is a crucial element in strategic planning. This
application allows organizations to monitor key performance metrics (KPls) such as
conversion rates, user engagement, and ROl from marketing campaigns. This real-time data
makes it easier for organizations to assess the effectiveness of marketing campaigns and
make quick strategy adjustments. With this capability, organizations can identify strengths
and weaknesses in their campaigns, which helps in making more responsive and timely
strategic decisions(Fahri, 2022; Ramli et al., 2022; Sudarmo, 2021).

Furthermore, marketing performance monitoring applications serve as a tool for
understanding market trends and consumer behavior. Research by(Asana et al.,
2021)indicates that the app provides in-depth analysis of consumer preferences, purchasing
patterns and emerging market trends. This information helps organizations adapt their
marketing strategies to better suit the changing needs and desires of the market(Jabid,
Syahdan, et al., 2023a; Sudarmo et al., 2020). By understanding consumer trends and
behavior, organizations can develop more targeted and effective campaigns, which in turn
improves marketing results and customer satisfaction.

However, while marketing performance monitoring applications offer many benefits,
there are some challenges to be aware of. One of the main challenges is data overload.
Research by identified that large volumes of data can be difficult to manage and analyze.
Without an effective system for managing data(Kraugusteeliana & Violin, 2024), the
information collected can be too complex, making it difficult for organizations to draw useful
conclusions and make data-based decisions(Lin, 2024; Widjaja et al., 2024). To overcome
this problem, it is important for organizations to use sophisticated data analysis tools and
ensure that they have clear processes for managing and interpreting data.

Another challenge is the difficulty in aligning performance metrics with the
organization's strategic goals. Research by(Hasyim et al., 2023; Sudarmo, 2020b)shows that
the metrics used in marketing performance monitoring applications are often not always
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aligned with long-term business goals. This can reduce the relevance of the data collected
and affect the effectiveness of strategic planning(Herlina, 2024; Wahyudi et al., 2024). To
make these applications more effective, organizations need to ensure that the metrics
selected directly relate to their strategic objectives and provide relevant insights for future
planning.

Marketing performance monitoring applications also provide the ability to perform
predictive analysis, which is useful for forecasting future trends and identifying opportunities
and risks. These applications leverage historical data to make projections about future
performance, which helps organizations in more proactive strategic planning(Jabid, Soleman,
et al., 2023). Predictive analytics allows organizations to plan more effective marketing
strategies and respond to potential risks before they significantly impact results. However,
the accuracy of predictive analysis is highly dependent on the quality of the data used.
Research by(Jabid, Syahdan, et al., 2023b; Sutrisno et al.,, 2023)noted that inaccurate or
incomplete data can lead to incorrect projections, so it is important to ensure that the data
used in the analysis is high quality and representative.

Implementing a marketing performance monitoring application also requires attention
to organizational aspects such as training and user adoption. Research by(Darmawan, 2023;
Nurninawati et al., 2023)shows that without adequate training and support from
management, even the most sophisticated applications can experience barriers to
implementation. To maximize the benefits of these applications, it is important to engage staff
in adequate training and develop a culture that supports the use of data in decision making.
This will ensure that the application is used effectively and adds value to the organization.

Overall, marketing performance monitoring applications have great potential to improve
strategic planning by providing relevant data, in-depth analysis, and future projections. While
there are challenges in data management, alignment of metrics with strategic goals, and
adoption by users, the right approach can help organizations leverage the full potential of
these applications. By overcoming these challenges and using marketing performance
monitoring applications wisely, organizations can increase the effectiveness of their strategic
planning, make data-driven decisions, and achieve better results in promotions and
marketing.

CONCLUSION
The research conclusions show that marketing performance monitoring applications have a
significant impact in improving strategic planning through providing real-time data, in-depth
analysis and future projections. These applications enable organizations to monitor key
performance metrics in real time, understand market trends and consumer behavior, and
better identify opportunities and risks. The research also revealed challenges related to data
overload, alignment of metrics with strategic objectives, and the need for training and user
adoption. To overcome these challenges, organizations need to use sophisticated data
analysis tools, ensure the relevance of metrics to business goals, and involve staff in the
training process. Despite the challenges, effectively implementing marketing performance
monitoring applications can provide valuable insights that support more proactive, data-
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driven strategic planning. With the right strategy, organizations can increase the
effectiveness of their planning and achieve better results in marketing campaigns.
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