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ONTHUMIBALIT BI3BHEC-TIPOLIECIB MAPKETHHT'OBOI JIAAJIbHOCTI MIANIPUEMCTB B YMOBAX [IU®POBOI

TPAHC®OPMALIIT
OPTIMIZATION OF BUSINESS PROCESSES OF ENTERPRISES’ MARKETING ACTIVITIES IN THE CONTEXT OF
DIGITAL TRANSFORMATION

CeiTanumuH 1., Yepuuu T. O., Minsiiisno H. B. OnTumizanii Svitlyshyn I, Chernysh T., Miniailo N. Optimization of
6i3Hec-mpolieciB MApKeTUHTOBOI Ai/IbHOCTI MiANPUEMCTB B business processes of enterprises’ marketing activities in
yMoBax LupoBoi TpaHchopMalii. the context of digital transformation.
Yxpaitcokuil scypHan npukaadHoi ekoHOMIKU ma mexHiKu. Ukrainian Journal of Applied Economics and Technology.
2026.Tom 11. Ne 2. C. 625 - 630. 2026. Volume 11. N2 2. pp. 625 - 630.

Cmammio npucesiueHo 8u8YeHHH nioxodie do po3ymiHHs 6i3Hec-npoyecie MapkemuHa080i disabHOCmi nidnpuemcmes 8 ymosax yugposoi
mpaHcgopmayii. AkKmyasabHicms memamuKku 0oCaAI0XHCeHHsT 3yM081eHa NoculeHHAM yugposizayii 6i3Hec-cepedoguwya, 3miHow0 Modesell
nosediHKu cnoxcueavis, NOWUpPeHHsAM 6a2amoKaHAAbHOI 83aemM00ii ma HeobxiOHicmI0 nid8UWeHHsT pe3y1bmamusHoCMi 8UKOPUCMAHHS
MapkemuHz08ux pecypcis. B ymosax akmueHozo enpogadicerss CRM-cucmem, yugposoi anasimuku, naamgopm eaekmpoHHoi Komepyii,
MapkemuH2080i asmomamu3sayii ma mexHo.102ili wmy4Ho20 iHmeiekmy @UHUKAE nompeba He Auuwle 8 agmomamusayii HasieHUX onepayitl,
a i y cucmeMHOMy nepenpoeKmyeaHHi MapkemuHzoeux 6i3Hec-npoyecie. [locaidxiceHHs: mae Ha Memi 06TpyHmMyeamu meopemuko-
MemoOu4Hi NO/0NCEHHST ma po3pobumu MexaHizm onmumisayii 6i3Hec-npoyecie mapkemuHzo60i dissibHocmi nidnpuemcme 8 ymosax
yugposoi mpaHcgopmayii. Jas docseHeHHs1 nocmagaeHoi memu 6 cmammi docaidxiceHo meopemuyHi 3acadu npoyecHo2o ynpasaiHHs
MapKemuHz08010 OiS/IbHICMIO HA OCHOBI KOHYenyii npoyecHo2o0 ynpasAiHHs, NOJAO0NHCeHHS pelHXiCUuHipuHey 6i3Hec-npoyecie, KoHyenyii
yugposoi mpaHcgopmayii ma kaieHmoyeHmpuuHoz2o nidxody. O6rpyHMoOB8AHO A8MOPCbKe MPAKMYB8AHHS MAPKEeMUH208020 bi3Hec-
npoyecy sik hocaidogHocmi 83aemonog’ssaHux 0iti, pecypcis, iH@opmayiliHux nomokie ma ynpasaiHCbKux piweHs, uo 3abe3ne4yoms
nepemeopeHHs1 MapkemuHa08uUX pecypcie nionpuemcmea Ha 8UMIpIO8AHY YiHHICMb 045 KAlEHMa ma eKoHOMi4Hull pesysabmam 04
nidnpuemcmea. 3anponoHO8aHO ABMopcvke 6a4eHHst OPMYSAHHS HACKPIZHO20 MAPKEeMUH208020 6Gi3Hec-npoyecy, OpieHMo8aHo20 HA
KAIEHMCbKULL WAsX 810 8Usi8/1eHHs nompebu ma nepulo2o0 KOHmMakmy 00 30ilicHeHHs1 NoKynKu, nicasinpodadicHoi 83aemodii ma popmyeanHs
/A1051.1bHOCMI. BusissieHo, wo pe3yabmamusHicms oKpeMux MapkemuHzo08ux onepayiii He Modice OYiHI8amMucs i30.1608aHO 810 HACMYNHUX
emanie 63aemodii 3 KaAIEHMOM, OCKiAbKU J0KAAbHA HeedpekmueHicmb MoOdxce 3HUNCY8aMU 3a2a1bHUU eKOHOMIMHUL pesysbmam
MapkemuHz080i disibHocmi. Ha ocHogi y3azanbHeHHs: HAyKo8UX nidxodie 3apy6idcHUX ma eimuusHsiHUX 00C/AIOHUKIE@ 3anponoHO8AHO
MeXaHi3M KaieHmoyeHmpuyHoi yugdpoeoi onmumizayii mapkemuHzo8ux G6i3Hec-npoyecie nidnpuemcmeaq, Wo BKANYAE Yiabosull,
aHaaimuyHull, npoyecHull, mexHoao02iyHUll ma pesysismamugHull 610kuU. 3anponoHO8aHoO OYiHI08AMU pe3yabmamugHicms mpaHcgopmayii
3a CYKYNnHicmio K/AI€EHMCbKUX, MAPKeMUH208UX, NPOYeCcHUX, Yyudposux ma ekoHoMiYHuUx egexkmia. [lpakmuyHe 3HA4EHHsT OMPUMAHUX
pe3y/1bmamie noAsI2ae y MOHCAUBOCMI IX BUKOPUCMAHHS nidnpuemMcmaeamu 0151 CUCMeMHO20 800CKOHA/IEHHS MAPKeMUH2080i disibHOCMI.
Kawuoei cnosa: mapkemuHz, ynpassiHHs, 6i3Hec-npoyec, MapkemuHz208a Ois/bHicmb, MapkemuH208i 6i3Hec-npoyecu, yugposa
mpancgopmayis.

The article examines approaches to understanding the business processes underlying enterprises’ marketing activities in the context of digital
transformation. The relevance of the research is determined by the increasing digitalization of the business environment, changes in consumer
behavior, the spread of omnichannel interactions, and the need to improve the efficiency of marketing resource utilization. Given the active
implementation of CRM systems, digital analytics, e-commerce platforms, marketing automation, and artificial intelligence technologies,
there is a need not only to automate existing operations but also to redesign marketing business processes systematically. The study aims to
substantiate the theoretical and methodological foundations and develop a mechanism for optimizing the business processes of enterprises’
marketing activities in the context of digital transformation. To achieve this aim, the article examines the theoretical foundations of process
management in marketing activities, drawing on concepts such as process management, business process reengineering, digital
transformation, and a customer-centric approach. The author’s interpretation of a marketing business process is substantiated as a sequence
of interconnected actions, resources, information flows, and managerial decisions that transform an enterprise’s marketing resources into
measurable customer value and an economic outcome for the enterprise. An author’s approach to developing an end-to-end marketing
business process focused on the customer journey, from identifying a need and establishing the first contact to completing a purchase, post-
purchase interaction, and building customer loyalty, is proposed. It is established that the effectiveness of individual marketing operations
cannot be assessed in isolation from subsequent stages of customer interaction, since local inefficiencies may reduce the overall economic
performance of marketing activities. Based on a synthesis of the scientific approaches of foreign and Ukrainian researchers, a mechanism for
customer-centric digital optimization of an enterprise’s marketing business m This is an Open Access article
processes is proposed. The mechanism includes target, analytical, process, distributed under the terms of
technological, and performance blocks. It is proposed to assess the effectiveness of BY the Creative Commons CC-BY 4.0
the transformation by combining customer, marketing, process, digital, and
economic effects. The practical significance of the results lies in their applicability
to the systematic improvement of enterprises’ marketing activities.
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Problem statement

The current stage of development of the entrepreneurial environment is characterized by the following aspects:
acceleration of digital transformation, changes in consumer behavior patterns, strengthening of multichannel communication,
and the growing role of data in managerial decision-making. Under such conditions, the traditional functional organization of
marketing activities, in which market research, promotion, customer acquisition, sales, and after-sales service are considered
relatively separate areas, is increasingly ill-suited to the nature of modern competitive interaction. The effectiveness of
marketing is largely determined not by a single advertising campaign or digital channel, but by the consistency of the entire
chain of interactions between the enterprise and the client.

In general, the problem is that a corresponding restructuring of business processes does not always accompany
digitalization. In practice, enterprises often automate individual operations without eliminating duplication, information gaps,
excessive approvals, manual data transfers, and other internal inefficiencies. As a result, digital technologies can increase the
speed of execution of an inefficient process, but do not provide the expected growth in customer and economic value. This
underscores the need to move from fragmented digitalization of individual marketing operations to comprehensive
optimization of end-to-end business processes, with a focus on the client's needs and the enterprise's strategic results.

Many studies focus on improving business processes. The theoretical basis of the process approach was formed by:
M. Hammer [1], who substantiated the need for radical redesign of processes instead of mechanical automation, M. Dumas,
M. La Rosa, ]J. Mendling, H. Ryers [2], ]. vom Broke, M. Rosemann [3], who developed the provisions of process management,
focusing on system modeling, analysis, redesign and continuous improvement of business processes.

The issues of digital transformation were studied by G. Vial [4], A. Bharadwaj, O. El Sawy, P. Pavlu, N. Venkatraman [5]
and P. Vergoeff, T. Bruckhuizen, J. Barth, A. Bhattacharya, D. Dong, N. Fabian, M. Heinlein [6] and others consider digital
technologies as a factor in the transformation of business models, organizational structures and value creation processes.

The customer-centric aspect of the transformation of marketing activities is revealed in the work of K. Lemon and
P. Vergoeff [7], who focus on the integrated management of customer experience throughout the customer journey.

In the domestic scientific space, the problems of reengineering of marketing business processes are studied by
L. Turchyn [8], digital transformation of business process management systems - E. Ivchenko, A. Khimchenko [9], integration
of digital marketing and process management - O. Karpenko, A. Matnenko [10], evaluation of the effectiveness of marketing
activities in the context of digitalization - T. Yanchuk, B. Sirokha [11]. The digital transformation of marketing tools is examined
by V. Nitsenko and R. Ostapenko [12]; the impact of digital marketing on the development and adaptation of Ukrainian
businesses is examined by O. Klimovich [13], among others.

Despite the large number of works, we identify insufficient development of a comprehensive mechanism that would
simultaneously combine process optimization, customer centricity, digital integration, and assessment of the economic
effectiveness of marketing business processes, which determines the purpose of the study.

Formulation of the article's objectives

The purpose of the study is to substantiate the theoretical and methodological provisions and to develop an approach
to optimizing the business processes of enterprises’ marketing activities in the context of digital transformation.

Presentation of the main research material

Digital transformation has significantly changed the nature of competition, the mechanisms of interaction between
enterprises and consumers, and the internal organization of marketing activities. In classical research, marketing was
positioned as a functional area responsible for market research, demand formation, product promotion, and communication
with consumers; then, with the development of economic thought, marketing is mostly understood as an end-to-end system of
business processes that combines work with data, managing customer experience, sales, service, digital communications, and
results analytics.

Digital transformation is not limited to replacing traditional tools with digital counterparts. Transferring a paper
application to a CRM, using electronic advertising instead of print, or automatically sending messages to customers does not
constitute a transformation of the business process. In this case, the company often only automates the existing work logic,
including its shortcomings. That is why it is fundamentally important to move from the logic of "digitizing the existing" to the
logic of "rebuilding the process in accordance with a new model of value creation, and then digitizing it". This approach aligns
with the classical logic of business process reengineering, as formulated by M. Hammer [1], who emphasized that information
technologies should not merely speed up outdated procedures but be used to create a fundamentally new organization of work.

For marketing activities, this task statement is especially relevant. Now the client can simultaneously interact with
the enterprise through the website, social networks, mobile application, email, marketplaces, instant messengers, contact
center, or physical point of sale. Accordingly, the results of marketing activities depend not on the effectiveness of a single
channel, but on the consistency of the entire chain of processes: from the formation of a need and the first contact to the
purchase, repeated interactions, and client retention.

Therefore, we are convinced that it is advisable to consider the subject of optimization not individual marketing
operations, but end-to-end marketing business processes that combine marketing, information, commercial, service, and
analytical actions.

It is advisable to begin justifying the modern approach to optimizing marketing business processes by studying the
concept of "Business Process Management" (hereinafter referred to as BPM). Conceptually, BPM is based on the systematic
management of enterprise processes throughout the entire life cycle (identification, modeling, analysis, redesign, automation,
and monitoring). The above-mentioned management logic is substantiated by the fundamental work of M. Dumas and co-
authors [2].

According to BPM, we must abandon the view of processes as a set of isolated functions of individual departments.
The process is end-to-end and should be focused on the final result. In the context of marketing activities, this means that
market research, segmentation, customer acquisition, communication, transfer of contact details to the sales department,
transaction support, after-sales interaction, and repeated stimulation of demand cannot be effectively managed as completely
independent operations. Researchers J. vom Brocke and M. Rosemann investigated BPM by examining the relationships among
strategic coordination, management, methods, information technology, personnel, and organizational culture [3].
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Reasonable provisions are important for marketing transformation. Even a technologically advanced customer
management system will not yield the expected results if employees do not use it as the sole source of customer information,
if marketing and sales operate according to different rules, and if management evaluates marketing solely by the number of
advertising contacts rather than by the economic value of customers.

Therefore, based on the conceptual provisions of BPM, we concluded that business processes should be understood
as a sequence of interrelated actions, resources, information flows, and management decisions that convert the enterprise's
marketing resources into measurable value for the client and an economic result for the enterprise.

Digital transformation has reshaped the understanding of business processes, establishing a new context for
enterprise operations and changing traditional approaches to organizing marketing activities. Its impact is not limited to the
introduction of individual digital tools, since digital technologies are gradually changing the very logic of value creation, the
nature of interaction between the enterprise and consumers, and the ways of organizing internal processes. According to G.
Vial's definition, digital transformation is a process in which digital technologies alter the trajectories of value creation and
necessitate strategic, structural, and organizational adaptation within the enterprise [4].

A similar opinion was expressed in researcher A.'s work on the development of conceptual provisions for digital
business strategy. Bharadwaj and co-authors. Scientists substantiated the gradual blurring of the traditional line between
business and IT strategies. They hypothesized that digital technologies are penetrating products, services, business processes,
customer interactions, and inter-organizational relationships, as a result of which the digital component has become an integral
part of the overall business strategy [5]. For marketing activities, this means moving from the fragmented use of CRM, web
analytics, social networks, e-commerce platforms, digital advertising, and artificial intelligence to integrating them into a single
process architecture. It is the interconnectedness of digital tools and business processes that creates the prerequisites for
obtaining a synergistic effect from digital transformation.

In the context of our research related to marketing activities, we consider it appropriate to distinguish between the
concepts of digitization, digitalization and digital transformation [6]:

digitization involves the transfer of information and individual operations into digital form;

digitalization involves the use of digital technologies to improve existing processes;

Digital transformation involves a bigger change in the organizational structure, business model, value creation
system, and mechanisms for interaction with consumers.

From this follows the fundamental methodological provision: optimization of marketing business processes should
not be reduced to their mechanical automation. Its task should be to rethink the very sequence of marketing actions, the use of
information, the distribution of responsibilities, and decision-making mechanisms, and to use digital technologies as a tool to
improve performance.

The change in the logic of marketing processes is directly related to the strengthening of enterprises' customer-centric
orientation. Researchers K. Lemon and P. Vergoeff emphasize that a modern client interacts with the enterprise through
numerous points of contact, channels, and media. Therefore, his experience is formed not by a separate marketing operation,
but by a set of consistent interactions throughout the entire customer journey [7]. For an enterprise, this means abandoning a
narrowly functional vision of marketing, in which effectiveness is determined mainly by indicators of advertising activity,
coverage, or the number of contacts received. It is more reasonable to consider marketing activities as an end-to-end process
that includes identifying customer needs, establishing first contact, identifying and segmenting customers, personalizing the
offer, communication, conversion, sales, service, after-sales interactions, and building loyalty.

Therefore, the effectiveness of a single marketing operation cannot be evaluated in isolation from the next stages of
the client process. For example, the high efficiency of an advertising campaign may not yield an appropriate economic result if
the company is slow to process applications, fails to use information from the client's previous interactions, fails to personalize
the offer, or fails to provide after-sales support. Therefore, the object of optimization should not be a separate marketing tool,
but an end-to-end business process of creating customer and economic value.

Domestic research is also gradually shifting the emphasis from the use of individual digital tools to a comprehensive
transformation of marketing and management processes. In L. Turchyn's work, the reengineering of business processes in the
marketing sphere is considered a tool for radical rethinking and restructuring to increase the enterprise's effectiveness [8].
Researchers E. Ivchenko and A. Khimchenko investigated the digital transformation of business process management systems
in Ukrainian enterprises, using modern digital technologies and accounting for changes in the organization of process
activities [9].

Scientists 0. Karpenko and A. Matnenko connected the management of the enterprise's business processes with digital
marketing technologies, which gave grounds to position digital marketing not only as a tool for communicating with consumers,
but also as an element in improving the organization of the enterprise's processes [10].

In the work of T. Yanchuk and B. Sirokh, the need to improve the enterprise management system based on the
assessment of the effectiveness of marketing activities and the use of modern indicators and analytical tools is
substantiated [11]. Researchers V. Nitsenko and R. Ostapenko defined the digitalization of marketing activities as a process that
encompasses digital communication channels, automation, e-commerce, social networks, mobile marketing, and customer
experience management [12]. In O. Klimovych's work, the role of digital marketing in helping Ukrainian businesses adapt to an
unstable environment and optimize their activities is defined [13].

Generalizing the approaches of foreign and domestic scientists, we can assert that the modern transformation of
marketing activities occurs at the intersection of three interrelated concepts: marketing orientation, process management, and
digital transformation. At the same time, marketing determines the value that the enterprise seeks to create for the client; the
process approach determines the logic of its formation and delivery; and digital technologies create opportunities to accelerate,
integrate, personalize, and adapt relevant processes.

The conceptual logic of the formation and implementation of the enterprise's marketing business process is
schematically presented in Fig. 1.

In turn, the optimization of marketing business processes should involve not just the introduction of digital tools, but
the consistent identification of problematic operations, the elimination of duplications and unnecessary procedures, the
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integration of information flows, the redesign of the customer journey, and the subsequent automation of those processes that
create measurable value.

Marketing Resources Customer Data Market Information Strategic Goals
v v v

MARKETING BUSINESS PROCESS
Research — segmentation — value proposition - promotion — attraction - —sale = support - retention

RESULTS
«—  u

Customer Value arketing Pé€rformance Economic result

FEEDBACK AND OPTIMIZATION
analysis of results — detection of deviations = adjustment — improvement of the process

Fig. 1. Structural and logical model of the business process of marketing activity of the enterprise
Source: systematized by the author

To meet these requirements, we offer a mechanism for customer-centric digital optimization of marketing business
processes of the enterprise, the fundamental difference of which is that we consider digital technologies not as an independent
goal of transformation, but as a tool for restructuring processes in accordance with the needs of the client and the strategic
goals of the enterprise (Fig. 2). Accordingly, the mechanism provides for a consistent combination of targeted determination
of optimization parameters, analytical diagnostics, process redesign, technological support and evaluation of the results
obtained.

EXTERNAL ENVIRONMENT
changes in demand - technologi&al changes — competition— con@umer behavior — market risks*

GOAL - increasing the customer and economic value of marketing business processes

I ANALYTICAL UNIT DIAGNOSTICS OF MARKETING BUSINESS PROCESSES
__ _I . ) . P problems — information gaps — duplication — bottlenecks — excessive costs — delays
r_ : Data collection and integration = loss of customers
| &
| ‘2’ : PROCESSES q analysis — simplification — elimination of duplications — standardization —
| = I Fact. Functioning v reengineering — optimization of bottlenecks
| =%
- _II CRM BPM platforms Al

TECHNOLOGICAL BLOCK »| ERP South Africa Cloud Technologies
| "8I CDP Marketing Automation
|

OPTIMIZED MARKETING BUSINESS PROCESS

Customer Need — Contact — Identification — Personalization — Interaction — Conversion — Sale — Service — Repurchase — Loyalty

F————— — —_————

| CUSTOMER MARKETING
L

Fig. 2. Mechanism of customer-centric digital optimization of marketing business processes of the enterprise
Source: author'’s development

The target block determines the mechanism's strategic orientation and establishes guidelines for transforming
marketing business processes. Its main goal is to increase the customer and economic value of marketing processes by ensuring
their greater effectiveness, efficiency, flexibility, and resource efficiency. At this level, the target parameters of optimization are
specified, among which it is advisable to single out an increase in the conversion rate, a reduction in the duration of processes,
a decrease in the cost of attracting and servicing customers, strengthening customer loyalty, and the formation of the company's
ability to adapt marketing processes to changes in the market environment quickly.

The analytical block provides an informational basis for making decisions on the feasibility and directions of
optimization. Its functional purpose is to provide an objective understanding of the actual state of marketing business
processes, customer behavior, the effectiveness of individual interaction channels, and the economic consequences of
marketing operations. Within this block, it is advisable to integrate marketing and CRM analytics, customer journey analysis,
Business Intelligence, and predictive analytics. Of particular importance is the analysis of digital traces, which allows you to
establish the actual sequence of processes, identify delays, repeated operations, information gaps, and customer loss points.
Unlike the traditional approach, in which the process is evaluated mainly according to the normative model, using the analytical
block makes it possible to compare the model "as it should be" with the model "how it actually happens". This creates the basis
for an informed choice of priority areas of optimization.

The process block is the central element of the proposed mechanism, as it is at this level that the direct restructuring
of marketing business processes occurs. The primary task is to identify transactions that do not create customer or economic
value, are duplicates, cause delays, or impose an excessive resource load. After that, the target model of the process is formed,
which provides for the optimal sequence of actions, the distribution of responsibility, the necessary information flows, and
points of managerial decision-making. An important provision of the proposed mechanism is that automation should be
preceded by process simplification and elimination of inefficient operations. Such a sequence avoids a situation in which digital
technologies merely accelerate or scale an irrationally organized process.
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The technological unit ensures the practical implementation of the redesigned processes by using appropriate digital
tools. Depending on the nature of the identified problems, various marketing automation systems and Al-based solutions can
be applied. At the same time, the choice of technology should be based not on technological novelty but on a specific problem
in the business process.

A set of effects represents the result of the functioning of the mechanism:

changes in satisfaction, loyalty, and customer retention characterize the customer effect;

the marketing effect is characterized by the dynamics of conversion, the cost of attracting a client, the number of
qualified leads, and ROMI;

the process effect is characterized by a reduction in the duration of processes, the number of operations, errors, and
manual work;

the level of automation, integration and use of analytical technologies characterizes the digital effect;

The economic effect is characterized by changes in income, profit, marketing costs and the overall economic
performance of the enterprise.

Such a multidimensional assessment avoids a one-sided interpretation of the success of digital transformation, when
the result is evaluated only by the number of automated operations or implemented information systems.

A feature of the proposed mechanism is feedback among the effective, analytical, and target blocks. The results
obtained do not complete the optimization process, but form a new array of information for re-diagnosis. If the actual results
do not meet the established goals, a re-analysis of the causes of deviations, adjustment of the process model, change of
technological solutions, or revision of target parameters is carried out.

Thus, the mechanism becomes cyclical, ensuring the transition from a one-time digitalization project to continuous
adaptive management of marketing business processes. In contrast to the technology-oriented model of digitalization, the
proposed mechanism places at the center the transformation of customer value and the effectiveness of the business process,
thereby allowing the integration of marketing, organizational, technological, and economic aspects of enterprise development.

Conclusions and prospects for further exploration

Currently, the effectiveness of marketing is determined not only by the effectiveness of individual promotional tools,
but primarily by the consistency of the sequence of actions, information flows, management decisions, and interactions among
marketing, commercial, and service functions.

In the study, we clarified the business process of marketing activities as a sequence of interrelated actions, resources,
information flows, and management decisions that transform marketing resources into customer value and the enterprise's
economic results. This approach allows you to shift the emphasis from managing individual marketing operations to managing
the full value chain.

The digital transformation of marketing business processes should not be equated with the mechanical transfer of
traditional operations to the digital environment. Its essence lies in changing the logic of the process, the ways of interacting
with customers, the organization of information flows, the distribution of responsibility, and managerial decision-making.

The study of the customer-centric approach substantiated the need to treat the customer journey as the basis for
developing a marketing business process. Accordingly, it is advisable to build it as an end-to-end chain covering need
identification, first contact, identification and segmentation, offer personalization, communication, conversion, sale, service,
re-interaction, and loyalty building. This allows you to evaluate marketing activities not by individual local indicators, but from
the standpoint of a holistic customer and economic result.

Based on the generalization of theoretical provisions on process management, digital transformation, and customer-
centric marketing, a mechanism for customer-centric digital optimization of the enterprise's marketing business processes is
proposed. Its conceptual feature is that digital technologies are considered not as an independent goal of transformation, but
as a tool for implementing an optimized process model. The mechanism includes interrelated target, analytical, process,
technological, and effective blocks, the functioning of which is ensured by the feedback system.

The proposed mechanism is cyclical, since the results obtained serve as the basis for further diagnosis and process
adjustment. This allows you to move from a one-time introduction of digital technologies to a system of continuous adaptive
management of marketing business processes. Accordingly, the digital maturity of an enterprise should be determined not so
much by the scale of digital technology use as by its ability to quickly translate customer data and process results into
management decisions and specific changes in the organization of marketing activities.
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