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PROBLEM STATEMENT. This article
highlights the main problems and prospects
for the development of a marketing
automation system through the lens of
academic research.

RESEARCH OBJECTIVE. The aim of the
article is to conduct a comprehensive analysis
of the main approaches to the formation of a
marketing automation system through the
lens of modern academic research, which will
allow identifying the most promising
approaches from the perspective of practical
implementation.

RESEARCH HYPOTHESIS. It is
hypothesized that the key method, regardless
of the approach to the formation of a
marketing automation system (MAS), is the
approach known as project management.
METHODS. The author utilized general
scientific and specialized research methods.
Systematic method and content analysis were
used to define the key concepts of the
marketing automation process. Comparative
analysis was used to identify differences
between approaches to forming MAS in B2B
and B2C sectors. Case study method was
used to investigate specific examples of MAS
formation in various business organizations.
RESULTS. It has been determined that
scientists successfully highlight many of the
key elements of of Marketing Automation
Systems (MAS), particularly focusing on
specific aspects of marketing automation
functions. However, there remains a need for
further research on the approaches, methods,

and tools for MAS development. Specifically,
when considering the effect of implementing
comprehensive, multifunctional, and
integrated systems, the impact is undoubtedly
extensive, especially in the case of leading
martech companies, as documented by
researchers. The study of their experience in
developing of MAS, not only in the context
of advancing technologies such as Artificial
Intelligence (Al), Big Data, and others, but
also the challenge of integrating the human
component with the corresponding software
in this process, should become one of the
primary directions for future research.

CONCLUSIONS. It has been shown that the
problem of forming a marketing automation
system is gradually moving beyond the scope
of business activities of companies and
becoming the subject of academic research.
At the same time, specialized studies still
predominantly focus on specific aspects of
the application of marketing automation
(MA) functions, which are potentially
considered as components of a holistic MAS.
It has been proven that the main practical
approaches to forming MAS are independent
development and implementation by the
business organization itself; acquisition of a
ready-made solutions; or a combination of

both  approaches  with  corresponding
advantages and risks.
KEYWORDS: marketing; marketing

automation; marketing automation system;
project management; business processes;
marketing processes.
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BCTVYIL. V 1iii cTarTi BUCBITIIOIOTHCS
OCHOBHI  TpoOJieMH  Ta  TEPCHEKTUBH
dbopMyBaHHS CUCTEMU aBToMaTH3alii
MapKEeTUHTY CKpi3b TPU3MY aKaIeMIdHUX
JOCTIKEHb.

I'IIOTE3A JOCJIIKEHHS.

[Ipunyckaerbes, MmO KIOYOBHUM METOIOM,
HE3QJIeXKHO BIA Tiaxomy 10 ¢GOpMYyBaHHS
cucteMu aBromaruzauii Mmapketunry (CAM),
€ TOXig,  BIIOMHM  AK  yIPaBIiHHS
MPOEKTAMHU.

META JOCJIIKEHHS. Metoro crarTi €
KOMIIIEKCHHI aHali3 OCHOBHHX MIIXOZIB IO
dbopmyBaHHS CUCTEMU aBTOMAaTHU3aIlil
MapKeTHUHTY  CKpi3b MPU3MY  CYYaCHHX
aKaJeMIiyHHMX JOCHIJKEHb, IO JO3BOJIHTH
BUJUIATA HAWOUIBII TEPCHEKTHBHI 3 HHUX 3
TOYKH 30py NMPAKTHYHOI peatizaltii.
METO/IMH. ABTOpOM BUKOPHUCTAHO
3araJbHOHAYKOBI Ta CHEIiaJbHI METOIH
JOCTIKEHHS, 30KpeMa CUCTEMHHI METOJ Ta
KOHTEHT-aHaJIi3 — JJIs BU3HAUEHHS KIIOYOBUX
MOHSITH MPOIIECY aBTOMATHU3AIlll MapKETHHTY;
KOMITAPATUBHUM aHali3 — JJI1 BU3HAYCHHS
BIIMIHHOCTEMN MIX MiAX0aMu 1o
dbopmyBanas CAM y chepax B2B ta B2C;
METOJX KeWc-cragl — JUIS  JOCIIDKEHHS
KOHKpeTHHX npukiamiB popmyBanas CAM y
pi3HUX Oi3HEC-OpraHizamisx.
PE3YJIBTATH. 3'scoBaHo, 10 HAaYKOBII
VCIIIIIHO BHCBITIIOITH 0arato 3 KIOYOBHX
enemenTiB CAM, 30kpeMa BOHU TEPEBaKHO
30CEPEIKYIOThCSI HAa KOHKPETHHX AacleKTax
3acTocyBaHHA  (DYyHKIIIH  aBTOMaTH3aIil
MapKeTHHTY, BOJHO4YAC ICHye moTpeda B
MOJAJIBIIIOMY JTOCITI/DKEHHI MAXO1B, METO/IIB
1 iHcTpymenTiB popmyBanas CAM 3okpema

«Kuigcokuti nonimexuiunuu incmumym imeni leops
Cixopcokozor, Kuis, Ykpaina

SKIIIO TOBOPUTH MPO €(PEKT 3aCTOCYBAHHS Ta
BIIPOBAKEHHS came KOMIUIEKCHUX
OaraToyHKLIOHATPHUX W  IHTErPOBAaHUX
CHUCTEM, TO BiH OE3CYMHIBHO € BCEOCSHKHHM,
0cOONMMBO y BUNAAKYy 3  IEpPEeIOBUMHU
KoMImaHisiMd martech, mo 1 ¢ikcyerbes
HaykoBisiMu. Came BHMBUEHHS IX JOCBimy 3
dbopmyBanHss CAM, He nuimie B KOHTEKCTI
PO3BUTKY TEXHOJIOTiH, TaKMX SK IMITY4YHUH
intenexkt (II), Big Data rtomo, ame i
npooiieMu MO€THAHHS JOJICHKOTO
KOMITOHEHTY 1 BIJMOBITHOTO MPOTrPaMHOTO
3a0e3meueHHsT B I[bOMY MPOIECI MAa€ CTaTh
OJIHUM 13 OCHOBHHMX BEKTOpPIB HOBITHIX
JOCTIKEHb.

BUCHOBKHM. Ilokazano, mo npobieMaTruka
dbopMmyBaHHS CUCTEMU aBToMaTu3arii
MapKETUHTY MOCTYIOBO BUXOAMTH 32 PaMKU
Oi3HeC-IisUTLHOCTI KOMITaHii 1 cTae 00'eKToM
aKaJIeMIYHUX JOCHIKeHb. BomHowac cepen
($axoBUX IOCHTIUKEHb IOKH IO IMPEBAIIOE

BUCBITJICHHS KOHKPETHHUX aCTeKTiB
3acTocyBaHHA  (yHKIiH  aBTOMaTH3amii
Mapketuary  (AM),  sSki  TIOTEHIIIHHO

pO3TIANAIOTECA K KOMIIOHEHTH IIUTICHOT
CAM. JloBeneHo, 10 OCHOBHMMHU I AX0IaMH
¢opmyBanns CAM Ha mpakTHLI €
caMOCTiliHa po3poOka Ta BIPOBAKCHHS
BJIACHUMU cuiaMu 0i3Hec-opraHizariii;
npuAOaHHS TOTOBOTO PINICHHS; IOETHAHHS
000X MiAXO0JIB 13 BIAMOBIIHUMHU IME€peBaraMu
Ta pU3UKAMHU.

KJITOYOBI CJIOBA: MapKETHHT;
aBTOMaTH3allisl MapKeTUHTY; cucrema
aBTOMaTH3alii MapKETUHTY;  YIPaBIiHHSA

MpoeKTaMu; Oi3HEC-TPOIeCH; MapKETHHTOBI
IpOIIECH.
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Introduction. The issue of developing Marketing Automation Systems
(MAS) is gradually moving beyond the realm of business activities and
becoming a subject of academic research. This shift is driven by the growing
relevance of this topic for companies operating in both consumer and B2B
markets, as they face a range of challenges, primarily related to perception,
culture, structure, processes, and people — typical areas that require attention
when implementing any complex system.

At the same time, it is important to consider that the transition from a "sales
mentality” to a "marketing mentality” presents a significant challenge for
companies. Modern marketing automation (MA) solutions offer so many ways
to optimize and enhance marketing efforts that they often exceed the
understanding and competencies of many individuals working in both marketing
and sales. Consequently, the focus of professional research is gradually shifting
towards the issue of developing a technological MA architecture based on an
integrated approach, which allows for the automation of the entire marketing
complex, rather than just isolated marketing tasks.

This highlights the need to fill a knowledge gap in the formation of MAS,
as substantial studies by M. Salmi, D. Murphy, R. Titola, Y. Tobon, J. Jarvinen,
H. Taiminen, S. Voitovych, I. Lorvi, N. Bukala, and others have primarily
addressed specific problems or features related to the implementation of
marketing automation.

Materials and methods. To achieve the research objective, a
comprehensive approach was employed, which included the analysis of
academic literature (over 25 scholarly sources focused on contemporary
approaches, challenges, and prospects in the development of marketing
automation systems), analytical studies, as well as the synthesis and evaluation
of practical cases of marketing automation implementation in various business
organizations (more than 10 cases from large and medium-sized companies
across different business sectors — B2B and B2C).

In conducting a comprehensive analysis of the primary approaches to the
formation of marketing automation systems, the author utilized both general
scientific and specialized research methods. These included the systematic
method and content analysis for identifying key concepts in the marketing
automation process; comparative analysis to determine differences between
approaches to forming MAS in B2B and B2C sectors; and the case study
method to investigate specific examples of MAS formation in various business
organizations, with the aim of assessing their impact on the productivity and
efficiency of business processes.

Results and discussion. The challenges related to the development and
implementation of Marketing Automation Systems (MAS) by companies
operating in both consumer and B2B markets have become a key focus of
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academic research today. A notable example of research on this topic is the
comprehensive study dedicated to the issues of marketing automation
implementation in Finnish B2B companies (Salmi, 2020). The central idea of M.
Salmi's work is that the complexity of marketing automation (MA) and the
corresponding choice of specific software tools for its implementation
necessitate addressing a range of issues, including understanding and
commitment from top management, clear development priorities and
expectation management, creating and maintaining a data-driven culture,
revising or even restructuring marketing and sales, leveraging the capabilities of
system integrators, metrics, content production and distribution, adapting sales
activities to maximize the benefits of marketing automation software,
developing and disseminating customer insights, and ensuring the recruitment
and continuous training of personnel with the necessary competencies for
working with these tools.

In a related study by the well-known marketing automation expert and
consultant at the Australian technology company Squiz, D. Murphy (Murphy,
2018), which focuses on the impact of MAS implementation, a few general
prerequisites that companies should consider and adhere to before, during, and
after the formation/implementation of such systems are also highlighted. These
include having the necessary human resources and expertise, revising and
implementing new business processes, properly defining the scope of the MAS
implementation project, obtaining organizational support at the highest
management level, focusing on creating customer-centric content through MAS,
making continuous investments, and setting realistic expectations.

Similar conclusions are drawn in R. Tiitola's study (Tiitola, 2022), which
analyzes the impact of marketing automation software on the effectiveness of
international marketing and heavily relies on D. Murphy's work. The success of
implementing relevant software depends on how its usage is planned and how its
effectiveness is measured. According to the author, the universal factors
influencing the success of this process include analyzing and developing internal
marketing and business processes within the company, clearly defining the
requirements for MAS and its implementation project, the leadership role of top
management and the presence of a qualified project CEO, using MAS primarily
for creating and delivering relevant and timely content to the target audience in
real-time and quickly responding to customer inquiries, setting realistic
expectations for the implementation of such software, continuing to invest in
marketing automation, and redistributing the resources freed up by this process
towards developing the company's capabilities, effective human resource
management, and adapting MAS to the specifics of local markets.

Other studies address specific issues related to the research topic, but they
are no less significant. For example, one study (Lampinen, 2018), dedicated to
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the issue of timely and targeted communication by marketers at appropriate
stages of customer interaction, notes that one of the challenges companies often
face is underestimating the potential of MAS software, particularly in
automating data collection.

Others emphasize, in our opinion, one of the most important aspects of
MAS formation and implementation — the analysis and development of
management processes for marketing and other business activities within the
company. Several publications, such as (Berghofer, F. et al., 2018; Wood,
2015), rightly point out that without properly organized marketing process
management, the development or acquisition of software — considered to be the
main ways of implementing MAS — may lead to additional costs, as the desired
results may not be achieved precisely due to the irrational belief that technical
solutions alone can correct imperfect management processes and procedures.

When it comes to the process of implementing MA software, top
management and the marketing department must keep a close watch on whether
the financial, time, and human resources spent on the project are justified. This
iIs emphasized by several researchers (Lin et al., 2018), who argue that
organizational support from top management is vital for securing the budget and
resources necessary for implementing specific programs or comprehensive
automation systems. Moreover, one of the most important factors determining
the success of this process is the competence of the project manager responsible
for MAS implementation, as they make critical decisions during project
execution and ensure communication with the company's top management (Lin
etal., 2018).

Therefore, a crucial factor in MAS formation is the issue of competencies
and perceptions of marketing automation. For instance, in Y. Tobon's study
(Tobon, 2017) on marketing automation implementation in B2B companies, it is
rightly noted that the transition from a "sales mentality” to a "marketing
mentality" is a significant challenge for companies, as modern marketing
automation solutions provide so many ways to optimize and improve marketing
that they go beyond the understanding and competencies of many people
working in both marketing and sales. A particular problem highlighted by
researchers is the lack of analytical skills. This is difficult to disagree with when
it comes to the perception and development of complex innovative solutions like
MAS.

Studies closely related to this topic focus on the challenges of involving
direct users of marketing automation software in the project of forming or
implementing these products. Several studies (Hassandoust et al., 2016;
Sorgenfrei et al., 2014) convincingly demonstrate that the attitude of marketers,
who are expected to become users of new corporate software, is also a crucial
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factor in the success of MAS implementation, as it influences their willingness
to use or not use it.

In this context, some researchers (Silva et al., 2023) especially emphasize
the problem of overcoming resistance to the implementation of such technical
innovations by staff and management, primarily because it requires them to
develop new competencies that were not previously considered inherent in the
field of marketing. Refusing to use new available tools in favor of relying only
on previous experience can have negative consequences for the overall
effectiveness of companies (Silva et al. 2023). Many studies also focus on the
need to emphasize the correct aspects when implementing specific functions of
MAS software.

One of the ultimate expected outcomes of a MA technology infrastructure
project in a company should be to increase the overall effectiveness of lead
generation and building relationships with potential clients through lead
management, marketing channel management, and content management
functions.

For example, in the article by J. Jarvinen and H. Taiminen (Jarvinen et al.,
2016), dedicated to integrating content marketing with sales processes in the
B2B sector, it is convincingly argued that when companies use MA software for
behavioral targeting and content personalization to make it interesting, useful,
and generally relevant to client requests and expectations — based in particular
on the capabilities of software systems for data collection, storage, and analysis
— they generate more unique leads than before.

The automation of labor-intensive manual tasks related to content creation
Is also considered by researchers to be an important element of any modern MA
software product. Many studies increasingly focus on the use of machine
learning and Al capabilities as a means of creating media advertising as the
foundation of modern digital marketing. Most of these studies focus on applying
machine learning models and text-based generative Al for these purposes (Brand
et al., 2023), but recently there has been increasing attention to the issue of
implementing Al for generating visual marketing content (Jansen et al., 2023).

The issue of CRM integration with MA software has also long been a
central focus of academic research. However, it has mostly been considered as a
process of adapting MA functions within the structure of CRM systems, such as
automating marketing campaign planning, segmentation, and campaign
performance analysis. However, in several academic works, this issue is now
being examined in the context of digitized marketing systems. For example, in
the work of Ukrainian researchers S. Voitovych, I. Lorvi, and N. Bukalo
(Voitovych et al., 2022), dedicated to the automation of company-client
interaction processes in the context of marketing digitalization, it is argued that
all stages of an organization's interaction with service consumers should be
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subject to automation through CRM technology: the initial contact stage, the
service delivery stage, and the post-operation interaction stage during after-sales
service. According to the authors, such an integrated system should encompass
areas such as the MA module, SFA module (sales force automation), CSS
module (customer service automation), and CSA module (customer support
automation).

Today, the focus of professional research is gradually shifting towards the
development of a MAS technological architecture based on an integrated
approach that allows for the automation of the entire marketing complex, rather
than just individual marketing tasks. This has led to a trend towards the
formation of multifunctional MAS, with the most common form being
Marketing Automation Platforms (MAP). This is driven by the fact that the
initial perception of MAS by businesses and part of the academic community
primarily as software with isolated technological architecture (Pardillo, 2019),
I.e., hundreds of digital applications acquired from various providers, has been
largely mistaken. The obvious drawbacks of such an approach include, among
others (Pardillo, 2019):

« Weak ability of personnel to make rational decisions, particularly when
dealing with fragmented software functionalities and, consequently, multiple
non-overlapping databases. In other words, employees either must spend a lot of
time searching for information, such as client profiles, across different
databases, or simply act without this information based on intuition, increasing
the likelihood of risky decisions.

« Low marketing department productivity due to inefficiencies in business
processes, particularly caused by duplication of operations resulting from
focusing on individual software solutions that are not integrated into a single
system. This, in turn, leads to the marketing team's distraction from coordinating
individual operations, thus resulting in time loss and an increased risk of errors
in implementing marketing campaigns and other activities. Consequently, this
can negatively affect client acquisition and retention as well as the retention of
qualified staff within the team.

o Ineffectiveness of targeted communications with clients and leads,
especially in the absence of integration between data-gathering software tools
and CRM systems. As a result, this leads to a lack of understanding of client
needs.

« Loss of time and profitability, as many businesses, when investing in the
automation of marketing processes, often do not consider that the mere
implementation of software tools — whose maintenance costs are already quite
high — without integrating them into a holistic technological architecture and
without viewing them as part of a unified organizational management system,
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leads to bottlenecks in marketing processes and reduces the overall productivity
of the relevant department.

In addition to this, there are also objective problems and challenges related
to the implementation of MA software solutions, including technical
dependency caused by the need for constant adaptation of business organizations
to new technologies, which change over very short periods. Nowadays, every
large and medium-sized company has IT departments constantly working on
integrating, updating, and testing various applications. This consumes a lot of
time for IT departments, making them more overloaded than ever before, thus
increasing companies’ costs of supporting the IT component of their
organizational systems.

MAPs have undergone extraordinarily rapid evolution in the second decade
of the 21st century and continue to develop. This development, as noted by
many researchers (Stone et al., 2021), is partly related to the emergence of giant
companies that develop business process automation software based on cloud
computing and Al, unified into a single software ecosystem. These companies,
as mentioned in the previous section, include Adobe, Amazon Web Services,
Google, Microsoft, Salesforce.com, and others.

The successful formation of such platforms depends on a range of factors
that determine the implementation of information and communication
technologies (ICT). For example, in the work of J. Mero, A. Tarkiainen, and Y.
Tobon (Mero et al., 2020), it is rightly noted that these factors include the
competitive structure of the industry, the type and size of the business
organization, the product or service range, the size and structure of the customer
base, communication channels, available budget, system perception and relevant
competencies, and corporate culture.

Other experts reasonably add that in addition to the above, the main
differences between the B2B and B2C sectors, if any, also play a role. These
include, primarily (Stone et al., 2021):

. Costs, for example, for involving the sales sector in marketing processes,
which is more relevant in B2B, where the sales component typically plays a
more critical role;

« The need to increase competitiveness over time, which, incidentally, is
more important for the B2C sector, as so-called "impulse" and "quick
purchases" are phenomena characteristic of this business segment;

« The need to better understand clients, which is equally important for
both B2B and B2C sectors;

« The demands from the most valuable clients, e.g., distributors, for more
professional marketing, which is a particularly important factor for the B2B
sector, where collaboration between marketing and sales departments is the most
important area of activity for many companies;
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« The need for user-generated content to increase product value, which is
equally significant for both B2B and B2C sectors;

« Changes in product technology, such as the implementation of
modularity, requiring the digitalization of marketing (and sales) processes to
provide better choices for clients — especially important for B2B but may also be
important for B2C;

« The equally important role of supplier pressure, especially those higher
up the supply chain, to ensure transparency in marketing and supply;

« Regulatory pressure on quality and confidentiality; this aspect is
particularly relevant for the B2C sector, where privacy is a cornerstone of
regulation, and fines are potentially more severe;

« The digitalization of other aspects of business and the general adoption
of a more digital business model or the automation of other business processes
(equally important for both B2B and B2C).

Researchers (Stone and Woodcock, 2021) rightly note that the problem of
division between marketing and sales activities has mostly disappeared in
leading B2C companies and those providing services to B2B companies. These
functions are merging with marketing because they are more e-commerce
oriented, where the client's journey from product/service awareness to purchase
becomes much shorter. Therefore, when developing MAPs, the business model
assumes the provision of a ready-to-use platform for end clients with
customization options, i.e., the ability to choose the functions (modules) they
need, integrate them with Al through a user-friendly delivery method — usually
subscription-based — with easy management and fewer issues with development
and adoption than before.

This is why some studies have already emphasized that the active
implementation of such systems already has significant consequences for global
marketing. For example, in the study (Agiera, 2019), it is noted that before the
boom of MA technological solutions, segmentation, for example, was the result
of studying each market, followed by the manual process of targeting, managing
contact information, and interacting with the sales and service sectors. However,
now with the possibility of fully automated marketing, the issues of
customization mentioned above come to the forefront.

This means that for the largest, usually global, companies, after they have
invested in the development or integration of MAPSs, the practical application of
the latter in various markets is mostly reduced to adapting the components of
these systems responsible for content management to local languages and
cultural specifics, as the rest of the functions are already automated.

Thus, in summarizing the literature review, it appears that there are now
three main approaches to forming MAS:
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1. Independent development and implementation by the business
organization itself, which, as the studies mentioned show, is a rather costly and
risky method,;

2. Acquiring a ready-made solution, a MAP, from specialized providers,
usually giants of the martech industry, which is extremely convenient (flexible),
the least risky, and the most widespread method, as it does not require the
company to make large investments in developing such a system (maintaining a
large IT department, equipment, and risk management, etc.), except for ongoing
staff training. Maintenance, security systems, service support, configuration, and
adaptation to the specific needs of the customer (if necessary) fall on the
shoulders of the platform provider;

3. A combination of both approaches with the corresponding advantages
and risks, where MAS formation is carried out by integrating specific
components (modules) from various platforms or individual applications into the
company's own system. In addition, this requires the company, at both the top
management level and the project leader, to have a clear understanding of what
specific tasks the system should solve and, accordingly, which marketing
functions should be automated and which should not.

However, regardless of the MAS formation approach, it involves applying
proven business process management methods. And the main such method is
undoubtedly project management, as it is used to ensure that the planned
activities align with the goals and objectives of the project throughout its
lifecycle. This ensures clarity in the work of the teams involved in the project
and adherence to the project schedule (Marketing Project Management Guide,
2023).

Overall, according to J. Heagney's classic work on project management
(Heagney, 2016), a project, by its nature, is a well-planned undertaking that goes
through a specific lifecycle with a defined beginning and end. This cycle allows
project managers to carefully plan each task and activity to maximize the
chances of success.

The process of MAS formation is essentially managed using the same
project management principles common to other fields and industries. Although
the details of the project implementation workflow may vary depending on
technical capabilities, budget, and the team, it is undoubtedly a step-by-step
process. Considering the understanding of the classical (five-step) business
process management cycle (as in Fig. 1) and based on the work of various
researchers (Araf, 2023; Heagney, 2016), the MAS formation project can be
represented as consisting of the following stages:

« Design: This stage involves defining and analyzing various aspects of
the process, from initiation, identifying key tasks, methods, tools, and
technologies for MAS creation, project budget, and stakeholders (people,
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technical support, and specific modules) responsible for tasks and functions
related to this process, to forming a vision of the final state of the
implementation process and approval.

Design

\ »

Modeling

\_d

Implementation

Source: developed by the author
Fig. 1. Management cycle of MAS formation project

« Modeling: The creation of a marketing automation system model, in this
case, can be considered a separate stage, involving the clear definition of
stakeholders (project management, including the project leader, marketing
director, marketing manager, or other marketing department employees and/or
client managers; internal stakeholders, including top managers, heads of other
departments, sales department employees, technical specialists; external
stakeholders, including MAP and/or other MA software providers, freelancers
(web designers and programmers, consultants), and sometimes investors, clients,
or users) and their functional roles in building the system according to the tasks
set, outlining its key features and functionality.

« Implementation: This stage begins when all key stakeholders have
agreed on the project, a schedule has been created, and each task has been
assigned to specific team members. During this stage, the project team brings
the MAS launch plan to life, taking into account the need for change
management and extensively using team communication tools. Additionally, the
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project leader (project manager) is responsible for defining expectations
regarding task execution by the team.

« Monitoring/Measurement: The collection of data (documentation) by
project managers, analysts, and/or external specialists (e.g., MAP providers)
regarding the effectiveness and productivity of MAS (measuring key
performance indicators (KPIs), using visualization tools such as tables and
charts that can be updated in real-time).

« Optimization/Adjustment: Continuous or periodic optimization of MAS
operation and its components to maximize and scale efficiency, minimize costs,
reduce time for implementing management or technical decisions regarding the
system's operation, ensure adherence to corporate business practices, and
maintain compliance with regulatory requirements.

Therefore, a review of the literature reveals that, although scholars
highlight some of the most important elements of MAS, they generally focus on
specific aspects of marketing automation functions, while there is still a lack of
attention to the approaches, methods, and tools for MAS formation. When it
comes to the impact of applying and implementing comprehensive
multifunctional and integrated systems, it is undoubtedly far-reaching, especially
in the case of leading martech companies, as noted by researchers. In our
opinion, studying their experience in MAS formation — not only in the context of
technological developments such as Al, Big Data, etc., but also the challenges of
integrating the human component and relevant software in this process — should
be one of the primary vectors of recent research.

Conclusions. It has been demonstrated that the issue of developing
Marketing Automation Systems (MAS) is gradually transcending the boundaries
of corporate business activities and becoming a subject of academic research.
However, current professional studies predominantly focus on specific aspects
of marketing automation (MA) functions, which are potentially considered as
components of a comprehensive MAS. While the trend in research is gradually
shifting towards the development of a comprehensive technological architecture
for MA functions — one that enables the integration of various functions on a
unified software platform to automate the entire marketing complex (evident in
the trend towards the formation of multifunctional MAS, with Marketing
Automation Platforms (MAP) being the most common form) — there is still a
lack of studies that examine the approaches, methods, and tools for MAS
formation.

Nevertheless, the existing body of literature allows us to identify three
main practical approaches to MAS formation: independent development and
implementation by the business organization itself; the acquisition of a ready-
made solution, such as a MAP, which is the least risky and most common
method of MAS formation; and a combination of both approaches, with their
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corresponding advantages and risks, wherein MAS formation is achieved
through the integration of specific components (modules) from various
platforms or third-party applications into the organization’s own system.

It has been shown that regardless of the approach to MAS formation, the
primary method employed is project management, which allows the relevant
process to be modeled as a five-stage business process management cycle
consisting of the following phases: design (defining and analyzing various
aspects of the process); modeling (creating the expected MAS model, including
its structure, components, stakeholders, and their functional roles);
implementation (executing the plan for launching MAS with consideration for
change management); monitoring/measurement (documenting the progress of
the project and assessing its effectiveness and productivity); and
optimization/adjustment (undertaking periodic optimization of MAS operations
and its components).
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