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Статтю присвячено вивченню підходів до розуміння бізнес-процесів маркетингової діяльності підприємств в умовах цифрової 
трансформації. Актуальність тематики дослідження зумовлена посиленням цифровізації бізнес-середовища, зміною моделей 
поведінки споживачів, поширенням багатоканальної взаємодії та необхідністю підвищення результативності використання 
маркетингових ресурсів. В умовах активного впровадження CRM-систем, цифрової аналітики, платформ електронної комерції, 
маркетингової автоматизації та технологій штучного інтелекту виникає потреба не лише в автоматизації наявних операцій, 
а й у системному перепроєктуванні маркетингових бізнес-процесів. Дослідження має на меті обґрунтувати теоретико-
методичні положення та розробити механізм оптимізації бізнес-процесів маркетингової діяльності підприємств в умовах 
цифрової трансформації. Для досягнення поставленої мети в статті досліджено теоретичні засади процесного управління 
маркетинговою діяльністю на основі концепції процесного управління, положення реінжинірингу бізнес-процесів, концепції 
цифрової трансформації та клієнтоцентричного підходу. Обґрунтовано авторське трактування маркетингового бізнес-
процесу як послідовності взаємопов’язаних дій, ресурсів, інформаційних потоків та управлінських рішень, що забезпечують 
перетворення маркетингових ресурсів підприємства на вимірювану цінність для клієнта та економічний результат для 
підприємства. Запропоновано авторське бачення формування наскрізного маркетингового бізнес-процесу, орієнтованого на 
клієнтський шлях від виявлення потреби та першого контакту до здійснення покупки, післяпродажної взаємодії та формування 
лояльності. Виявлено, що результативність окремих маркетингових операцій не може оцінюватися ізольовано від наступних 
етапів взаємодії з клієнтом, оскільки локальна неефективність може знижувати загальний економічний результат 
маркетингової діяльності. На основі узагальнення наукових підходів зарубіжних та вітчизняних дослідників запропоновано 
механізм клієнтоцентричної цифрової оптимізації маркетингових бізнес-процесів підприємства, що включає цільовий, 
аналітичний, процесний, технологічний та результативний блоки. Запропоновано оцінювати результативність трансформації 
за сукупністю клієнтських, маркетингових, процесних, цифрових та економічних ефектів. Практичне значення отриманих 
результатів полягає у можливості їх використання підприємствами для системного вдосконалення маркетингової діяльності. 
Ключові слова: маркетинг, управління, бізнес-процес, маркетингова діяльність, маркетингові бізнес-процеси, цифрова 
трансформація. 
 
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 
processes is proposed. The mechanism includes target, analytical, process, 
technological, and performance blocks. It is proposed to assess the effectiveness of 
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. 
Keywords: marketing, management, business process, marketing activity, 
marketing business processes, digital transformation. 
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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], J. 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 O. 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. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

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. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

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. 

MARKETING BUSINESS PROCESS 
Research → segmentation → value proposition → promotion → attraction → →sale → support → retention 

Marketing Resources                     Customer Data                          Market Information                             Strategic Goals 

Resources Information flows Staff Digital technologies Management decisions 

VALUE CONVERSION: 
Marketing resources → customer value + economic value 

RESULTS 

Customer Value     Marketing Performance   Economic result 

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

 

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

EXTERNAL ENVIRONMENT 
changes in demand → technological changes → competition→ consumer behavior → market risks 

ANALYTICAL UNIT 
Data collection and integration 

DIAGNOSTICS OF MARKETING BUSINESS PROCESSES 
problems → information gaps → duplication → bottlenecks → excessive costs → delays 

→ loss of customers 

PROCESSES 
Fact. Functioning 

analysis → simplification → elimination of duplications → standardization → 
reengineering → optimization of bottlenecks 

TECHNOLOGICAL BLOCK 
 CRM   BPM platforms  AI 
 ERP  South Africa  Cloud Technologies 
 BI  CDP   Marketing Automation 

P
R
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C
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I 

OPTIMIZED MARKETING BUSINESS PROCESS 
 

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

CUSTOMER                           MARKETING                               PROCESS                          DIGITAL                                  ECONOMIC 
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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 AI-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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