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Under the conditions of increasing demands for speed and justification in
managerial decision-making processes, the importance of reliable and up-to-date
data becomes particularly significant. In such circumstances, traditional tools of
accounting and management reporting, which rely on human resources, are
increasingly proving to be insufficiently effective in ensuring the competitiveness of
enterprises. Therefore, the purpose of the study is to identify and provide a
systematic description of the directions and features of the modern transformation
of accounting and management tools aimed at supporting marketing strategies.
The conducted research has shown that traditional accounting and management
tools, primarily focused on manual operations and the involvement of human
resources, are characterized by a high dependence on staff competencies and
significant time expenditures for information processing. While this approach
ensures adequate accuracy and quality control, it simultaneously limits the speed
of analytical processes and the timeliness of marketing decision-making. It has
been demonstrated that, to enhance the effectiveness of supporting marketing
strategies, it is necessary to transform these tools toward integrated, automated,
and flexible systems capable of providing timely access to reliable analytical



information. The key directions of such a transformation are: automation of data
collection and processing; increasing the speed of processing and the relevance of
information; integration of accounting systems with marketing platforms;
implementation of modern analytical and forecasting methods; and the
development of scalability and adaptability to growing data volumes and the
dynamics of the business environment. Thus, the modernization of accounting and
management tools in the aforementioned directions should ensure their functional
alignment with the requirements of modern marketing and enhance the quality of
strategic enterprise management. Prospects for further research lie in the
development and testing of practical models for integrating automated accounting
and management systems with marketing platforms, taking into account the
specifics of industries and the scale of enterprises.

B ymosax spocmamnnsa eumoe wooo weuokocmi ma o0OIPYHMOBAHOCHII
npoyecie NputiHAmms YAPAGIIHCOKUX piuleHb O0COOIUBO 3POCMAE 3HAYYWICD
O00CMOBIPHUX | AKMYAIbHUX OAHUX. Y maxux ymoeax mpaouyitiHi iHcmpymeHmu
Oyxeanmepcoko2o ma YNpasiiHCcbko20 O0OMIKY, SAKI IPYHMYIOMbCA HA JH0O0CbKOMY
pecypci, Oedani uwacmiule BUABTAIOMbCA HEOOCMAMHbO eMeKmusHUMU OISl
3abe3neuenHs  KOHKYPEHMOCNPOMONMCHOCMI — nionpuemcme.  Biomax — memoro
00CNIOXMCeHHsl € BUOLNeHHsT mad CUCMEMHA Xapakmepucmuka HAnpsamMKie ma
ocobusocmeti cyyacHoi mpancgopmayii iHcmpymenmie 0Oyxeanmepcvbko2o ma
VIPABNIHCLKO20 O00NIKY Ol NIOMPUMKU MapKemuHeoeux cmpameeiu. llposedene
O00CTIOJNCEHHS 3ACBIOHUN0, WO MPAOUYIUHI THCMPYMeHmu Oyxeaimepcbko2o ma
VIPABNIHCLKO2O 00JIKY, OPIEHMOBAHI NEPEBANCHO HA PYUHI onepayii ma 3a1y4eHHs.
JIOOCbKO20 pecypcy, XapaKkmepuylomucsi UCOKOIO 3ANeHCHICIO 810 KOMNemenyiil
NepCoHany Mma 3HAYHUMU YACOBUMU SUMpaAmamu Ha obpoobky ingopmayii. Taxuil
nioxio, xoua U 3abe3newye OOCMAMHIO MOYHICMb | KOHMPOIb SKOCMI, 800HOYAC
obmedcye WBUOKICMb AHATIMUYHUX NpoYyecie ma ONepamueHiCmy NPULHAMMS
MapremuHneoeux piwens. Jlosedeno, w0 O0as NiOBUUWEHHS eDeKMUBHOCMI
NIOMPUMKU  MAPKEMUH208UX cmpameiii. HeoOXIOHOW € mpanchopmayis yux
IHcmpymenmie y OIK I[HMe2POBaHUX, ABMOMAMU3Z0BAHUX [ CHYUKUX CUCHIEM,
30amuux 3abe3neyysamu CEOEUACHUN 00CmMyn 00 OO0CMOGIPHOI AHANIMUYHOT

inpopmayii. Knrowoeumu nanpamamu maxkoi mpancopmayii €: asmomamu3ayis



300py ma oOpoOKU OaHuX; NIOBUUWEHHS WBUOKOCMI 00pPOOKU Ma aAKmyaibHOCMI
iHhopmayii; inmezpayis 0ONIKOBUX cUCEM 3 MAPKeMUH208UMU NAAM@POPMaAMU;
BNPOBAONCEHHS. CYUACHUX Memo0i8 aHANIMUKU ma NpPOSHO3YBAHHS, PO36UMOK
macumabo8aHocmi i a0anmueHoCmi 00 3POCMA4ux 00cs2i6 OaHux i OUHAMIKU
biznec-cepedosuwa. Takum dunom, MOOepHi3ayis IHCMPYMeHmMi8 0YXeanmepcbKoco
ma YnpasniHcbko2co OONIKYy Y 3A3HAYEHUX HANpAMAx Mae 3a0e3nedumu  ixHio
@dyHKYiOHANBHY BI0NOBIOHICIbL BUMO2AM CYHYACHO20 MApPKeMmuH2y ma Niosuuumu
AKICMb CMpame2iuno20 Ynpaeninus nionpuemcmeom. Ilepcnekmusu nooanvuiux
00CNiOJICeHb NOJAAIOMb Y pPO3POONEeHHI ma anpobdbayii npakmuyHux mooeneu
iHmezpayii asmomamu308aHux 0OyXeaimepcoKux ma YNPAaeuiHCbKUX CUCMEM 3
MAPKeMUH208UMU  NAAM@OPMAMU, Wo 6paxosyloms cneyuiky eanyzet ma

macumabis nionpuemcms.
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Problem statement. In conditions of increasing demands for speed and
justification in managerial decision-making processes, the importance of reliable
and up-to-date data becomes particularly pronounced. Traditional accounting and
management tools, which are primarily based on manual work and staff
competencies, are increasingly proving to be insufficiently effective in ensuring the
competitiveness of enterprises. This is due to the need for manual record-keeping
and report preparation, as well as the high risk of errors—from simple arithmetic
mistakes to systemic inaccuracies—in the processes of data collection, processing,
and transmission. At the same time, the volume of operations and transactions per
business entity is constantly growing, exceeding the capabilities of traditional
accounting methods in terms of processing speed and accuracy. This problem is
especially critical for supporting marketing strategies, where the timeliness and
reliability of information determine the effectiveness of market analysis, demand
forecasting, and evaluation of advertising campaign performance, while the



absence of integrated and automated accounting tools can lead to a loss of strategic
advantages.

Analysis of research and publications. The study of traditional accounting
and management tools and their role in supporting marketing strategies is reflected
in the works of Sadovska I., Nahirska K., Kulay O. [6], Zasadny B.A., and Bashkin
I.E. [3]. In particular, these works address issues such as the effectiveness of using
accounting data in strategic planning processes, the possibilities for integrating
financial and marketing information, and the impact of accounting accuracy and
timeliness on the quality of managerial decisions. In the research of Herasymovych
I.LA. [2], special attention is given to the problems of adapting traditional
accounting systems to the requirements of the modern market, particularly in terms
of automation, enhancing analytical flexibility, and providing comprehensive
support for marketing strategies.

At the same time, the scientific literature lacks a systematic characterization
of the directions and features of the modern transformation of accounting and
management tools for supporting marketing strategies, which determines the
relevance and practical significance of the chosen study.

Formulation of the article's objectives. Therefore, the aim of the study is to
identify and provide a systematic characterization of the directions and features of
the modern transformation of accounting and management tools to support
marketing strategies.

The paper main body. Traditional accounting and management tools are
methods and systems used for collecting, recording, summarizing, and analyzing
financial and managerial information without significant use of automated
technologies.

Despite differences in their functional purpose, type of data, planning time
horizon, and methods of information application (Fig. 1), both groups of tools
share common problems:

e The predominance of manual operations in maintaining accounting books
and journals.

e The preparation of financial statements in paper form or using only basic
electronic formats.



e The preparation of planned and operational reports with substantial
involvement of human resources for data collection and analysis.

Accounting tools* Management accounting tools**

! l

Recording, systematization,:Generation of information for
and control of financialiinternal management and
Purpose —  itransactions in accordance:decision-making.

with accounting standards

(UAS/IFRS).
Difference Historical, factual data oni:A combination of actual and
between Data type — irevenues, expenses, assets,:forecasted indicators (financial
traditional and liabilities. and non-financial).
accounting : Time horizon iFocus on past and current:Focus on current and future
and R operations. operations.
management
tools Ensure the reliability of:Planning marketing budgets and
expenses for  marketingiforecasting expenses;
campaigns; Scenario modeling and
Role in Reflect the financial results:evaluation of marketing channel
marketing :of implemented marketing:effectiveness;
strategies — iactivities; Analyzing  the relationship
Allow assessment of theibetween marketing activities and
profitability of marketing:financial results;
investments (ROI). Supporting  flexible  resource
reallocation.
Predominance of manual operations in maintaining accounting
books and journals;
Problems in the use of Preparation of financial statements in paper form or using only
traditional accounting and  : basic electronic formats;
management tools — Preparation of planned and operational reports with substantial
involvement of human resources for data collection and
analysis.

Fig. 1. Differences and problems of traditional accounting and management

tools

Note:
* Manual accounting books (journals, ledgers, subaccounts), forms and templates (invoices,
waybills, acts, cash books), abacuses and calculators, paper tables and card files for tracking
goods, clients, and inventory.
** Budgets, calculation sheets and journals for computing direct and indirect costs, statistical
reports and analytical tables, methodological instructions for cost calculation and performance
evaluation, standards and norms tables for production, card files, and paper-based control
systems.

Source: compiled based on [1;5-6]

Based on the data presented, it is evident that, on one hand, traditional

accounting and management tools provide recording and reflection of business or



other activities based on documents in various measures (quantitative and/or
qualitative [6]). On the other hand, their slowness, high likelihood of errors, and
insufficient integration complicate timely market analysis, evaluation of
advertising campaign effectiveness, and demand forecasting. The main factors that
reduce the effectiveness of accounting and management tools for supporting
marketing strategies are presented in Table 1.

Table 1. Factors reducing the effectiveness of accounting and management

tools in supporting marketing strategies

Impact factor Specific impact of the factor in |OOMekeHHsT y MIATPUMII MapKETHHIOBHX

accounting cTparerii

Limited data|Traditional accounting tools|Marketing decisions require up-to-date

processing require manual data entry and|information in real time, and manual

speed verification, which slows down |accounting cannot process large volumes
report generation. of data quickly.*

Risk of errors  |High likelihood of arithmetic,|Data errors can lead to incorrect
logical, and system errors due to|conclusions about the effectiveness of
the human factor. advertising  campaigns and  market

trends.**

Integration Manual and basic electronic|Integration complexity limits

complexity systems poorly integrate with|comprehensive  data  analysis  and
other information platforms. complicates the comparison of marketing

metrics with financial results.***

Insufficient Limited capabilities for|Complicates planning of marketing

analytical forecasting, scenario modeling, |campaigns and evaluating their

flexibility and analyzing large datasets. effectiveness under different
scenarios.****

Scalability As transaction volumes increase, | It is impossible to quickly adapt accounting
traditional accounting methods|processes to the growing needs of
become resource-intensive and|marketing analytics and operational
slow. decision-making.*****

Note:

* For example, preparing weekly sales reports takes several days, whereas a marketing campaign
requires daily data.
** For example, incorrectly entered prices or sales volumes in Excel reports distort sales
profitability analysis.
*** For example, advertising expense data in the CRM is not automatically transferred to the
accounting system, requiring additional manual reconciliation.
**** For example, it is impossible to quickly model the effect of price reductions on demand or
test multiple advertising campaign scenarios.
***x** For example, an increase in the number of product items in a large online store
complicates daily manual report updates.

Source: compiled based on [2-3;6]



Consequently, the issues outlined arise because traditional accounting and
management tools depend on human resources; thus, key tasks such as data entry,
record verification, report preparation, and analytical calculations are executed by
employees. Humans and their competencies act both as the source and processor
of information, which requires time and attention to detail.

Therefore, it is necessary to transform traditional accounting and management
tools, shifting from manual and localized accounting to integrated, automated, and
flexible systems capable of providing timely analytical information to support
marketing decisions. The main directions of this transformation include (Table 2):
automation of data collection and processing; increasing the speed of data
processing and the relevance of information; integration with marketing platforms;
analytical flexibility and forecasting capabilities; and ensuring the ability to handle
growing volumes of data and easily adapt the system to changes in marketing and
financial processes.

The transformation of data collection and processing should involve
implementing software algorithms in accounting and management tools. These
algorithms should enable the automatic acquisition, integration, and preliminary
processing of accounting information from various sources, converting it into data
that is relevant for marketing purposes [4-5]. For example, this may involve the
implementation of ERP systems (Enterprise Resource Planning), which
automatically collect data from financial modules, CRM systems, and online sales
platforms, transforming it into consolidated analytical reports for marketing
analysis. Such a transformation reduces the influence of human factors, minimizes
the risk of arithmetic and system errors, and accelerates access to up-to-date data

for managerial decision-making.



Table 2. List of key transformations of traditional accounting and

management tools

Required
transformations

Description of the desired
characteristics of transformations in
accounting and management tools

Means of transforming accounting
and management accounting tools

Transformation of
data collection and
processing.

Replacement of manual data entry with
automated collection and processing of
financial and marketing information
from various sources; reduction of
human factor involvement and errors.

ERP systems, automated
accounting software, integration
with CRM and other information
platforms, RPA (Robotic Process
Automation).

Transformation of

Ensuring real-time updating and access

Bl and ERP systems, cloud

data  processing|to information for prompt management |platforms for data storage and

speed and |and marketing decision-making. processing, automated report

relevance. generation.

Transformation of|Ensuring a unified information|API integrations between ERP,

accounting  data|environment  for  financial and|CRM, and marketing platforms;

exchange marketing data, enabling | centralized analytics hubs; Master

processes. comprehensive analysis and|Data  Management  (MDM)
forecasting. systems.

Transformation of |Ability to model various scenarios,|Big Data Analytics tools, Bl

analytical forecast demand, and evaluate the|analytics, scenario  modeling,

flexibility and | effectiveness of marketing campaigns |forecasting systems, and machine

forecasting based on reliable data. learning.

functions.

Transformation of
scalability and
adaptability.

The system should quickly adapt to
increasing data volumes and changes in
marketing and financial processes
without losing efficiency.

Cloud computing, modular ERP
systems, automated workflows,
and flexible, scalable Bl tools.

Source: compiled based on [1

; 4-5]

Moreover, thanks to such transformations, accounting processes become more

efficient, faster, and more accurate, enabling enterprises to respond promptly to

market changes, plan marketing campaigns, and evaluate their effectiveness based

on reliable information.

The transformation of data processing speed and relevance should be

implemented through the integration of real-time systems into accounting and

management tools. These systems ensure rapid updating of metrics and timely

access to information for operational decision-making, as evidenced by the set of

characteristics and signs presented in Table 3.




Table 3. Characteristics and signs of real-time systems in accounting and

management accounting

Real-time Characteristics of real-time systems Signs of real-time systems

systems

Business Power BI, Tableau, Qlik Sense, which allow |Instant data updates.

Intelligence |automatic collection, processing, and real-time|Low processing latency.
visualization of data. Integration with multiple data

ERP systems |SAP S/4HANA, Microsoft Dynamics 365, Oracle )ssurces. ] I ;
NetSuite, which integrate financial, marketing, | \utomate alerts an

and operational data within a single environment. not|f|c_at|ons. .
Real-time analytical tools.

Cloud Google Cloud, AWS, Azure, providing fast access Support for operational
services for|to large volumes of data and centralized storage. | decision-making.

accounting Scalability and stability with
and analytics large data volumes.

Integrated Systems such as Klipfolio or Data Studio, which
dashboards |display key performance indicators (KPIs) in real
time for prompt decision-making.

Source: compiled based on [3-5]

For example, Bl platforms, such as Power Bl or Tableau, automatically
aggregate data from financial modules of ERP systems, CRM platforms, online
sales, and social media, enabling managers to monitor key performance indicators
(KPIs) of marketing campaigns in real time, such as advertising ROI, customer
conversion rates, or sales volumes by channel [3]. This transformation reduces the
time needed to prepare reports, minimizes delays in accessing critical information,
and lowers the risk of making decisions based on outdated or incomplete data.

The transformation of accounting data exchange processes should be carried
out through API integrations, which create unified information flows between
accounting systems, CRM, ERP, and other marketing tools for comprehensive
analysis and planning. For example, via API, the accounting system can
automatically receive sales data from an online store, while the CRM obtains
information on customer behavior, enabling marketers and financial managers to
make coordinated forecasts and assess campaign effectiveness. In other words, it is
crucial to ensure the unification of different software systems for automated data
exchange and interaction through standardized interfaces, based on the

characteristics and signs outlined in Table 4.



Table 4. Characteristics and signs of API integration in accounting and

management accounting

Directions  of Characteristics of API Integration Signs of API
API Integration Integration
Transmission of |Configures protocols for transferring financial and|Standardization.
financial  and|accounting data between ERP, CRM, marketing|Automated data
accounting data |platforms, and other information systems. exchange.

Real-time or near
real-time processing.
Security and access

Consolidation of| Configures protocols for creating a unified information
data into a|flow, where data is updated in real time without
unified system |duplication or manual entry.

control.
Expansion  of|Enables the integration of financial, marketing, and|Apility to handle
data  analysis|management data from various systems to generate|increased data
and aggregation | comprehensive analytical reports and forecasts through |yolumes and integrate
capabilities protocols  for aggregation, standardization, and|new systems without
cleansing, as well as automated report generation, |major modifications.
forecasting, and scenario modeling. Data unification

Adaptation  to|Allows for the rapid addition of new modules or|Support for analytics
changes in data|platforms without disrupting existing accounting|and reporting/

volume and | processes.
scalability

Source: compiled based on [1; 4]

This transformation reduces the risk of errors, delays in data processing, and
the need for manual data entry, while simultaneously increasing the speed,
accuracy, and comprehensiveness of analytics.

The transformation of analytical flexibility and forecasting capabilities should
be implemented by incorporating modern analytics methods (MA) into accounting
and management tools, including Bl systems, scenario modeling, and demand
forecasting, to evaluate the effectiveness of marketing campaigns, based on the
characteristics and signs presented in Table 5.

For example, at Kyivstar JSC, the implementation of modern analytics
methods allows the integration of financial, marketing, and management data into a
single system. The use of Bl systems enables managers to track the effectiveness of
advertising campaigns in real time, assess demand for various tariff plans, and
make decisions on adjusting marketing strategies. Scenario modeling helps

forecast the impact of price changes and promotions on company revenue, while



demand forecasting allows planning of production and operational resources
according to expected subscriber demand.
Table 5. Characteristics and signs of integrating modern analytics methods

into accounting and management accounting tools

Directions of |Characteristics of transformations using modern|Signs of modern
integrating modern|analytics methods analytics methods
analytics methods

Implementation of | Automatic collection and aggregation of financial, | Interactive

Bl systems marketing, and management data; creation of|visualization.
interactive dashboards and real-time reports Scenario modeling.
Use of machine
learning models to
predict  changes

- — - —tand outcomes.
Demand forecasting |Use of statistical methods and machine learning|pata  integration

algorithms to forecast future demand for products or|from multiple
services SOUrces

Scenario modeling |Development of “what-if” scenarios to assess the
impact of various managerial and marketing
decisions on financial outcomes

Source: compiled based on [1-2; 5-6]

\Such a transformation allows traditional accounting tools to become flexible,
integrated systems that provide timely analytical information for well-informed
managerial and marketing decisions.

The transformation of data scalability and adaptability should involve
integrating algorithms into accounting and management tools that can process
increasing volumes of data. These algorithms should be easily customizable to
meet the needs of marketing processes, based on the characteristics and indicators
outlined in Table 6.

Such a transformation makes it possible to rapidly scale accounting systems
in the event of increased transaction volumes or expanded marketing activities.

This transformation enables the company to improve its responsiveness to

market changes and adapt analytical models to new marketing strategies.



Table 6. Characteristics and signs of data scalability and adaptability in

accounting and management accounting

Directions for|Characteristics of transformations with the|Signs of processing
integrating algorithms|integration of algorithms for processing increasing |increasing data
for processing | data volumes volumes

increasing data

volumes

Parallel processing According to the algorithms, data is divided into| Fault tolerance
parts and processed simultaneously on multiple Support for
servers or nodes. analytical and
predictive functions
Rapid updating of
metrics
Flexible  processing|They ensure efficient use of computing resources| Multifunctional
speeds and arrays of|when working with large volumes of information. | integration of data
accessible data. sources

Flexible adaptation to|The algorithms automatically adjust resources
data volume depending on the current workload.

Source: compiled based on [1; 3-4; 6]

Conclusions. The conducted study has shown that traditional accounting and
management tools, which are primarily focused on manual operations and reliance
on human resources, are characterized by a high dependence on staff competencies
and significant time expenditures for processing information. While this approach
ensures sufficient accuracy and quality control, it simultaneously limits the speed
of analytical processes and the promptness of marketing decision-making.

To enhance the effectiveness of supporting marketing strategies, it is
necessary to transform these tools into integrated, automated, and flexible systems
capable of providing timely access to reliable analytical information. The key
directions of such transformation are: automation of data collection and
processing; increasing processing speed and information relevance; integration of
accounting systems with marketing platforms; implementation of modern analytics
and forecasting methods; development of scalability and adaptability to growing
data volumes and the dynamics of the business environment.

Thus, the modernization of accounting and management tools in these
directions should ensure their functional alignment with the requirements of

modern marketing and improve the quality of strategic enterprise management.



The prospects for further research lie in the development and testing of
practical models for integrating automated accounting and management systems
with marketing platforms, taking into account industry specifics and enterprise

scale.
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