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The article is dedicated to the analysis of the large-scale digital transformation of modern enterprises,
driven by changes in key managerial functional areas. The author examines these shifts under the influence
of cloud technologies, artificial intelligence, project management systems, and other tools. The purpose of
this article is to identify the fundamental features, advantages, and challenges that enterprises face in the
process of digitizing key management functions (specifically accounting, management, and marketing). Based
on the analysis conducted, it is evident that digital transformation impacts the efficiency of enterprises and
their adaptation to changing market conditions. In the context of the obtained results, the prospects for further
research lie in developing a roadmap for the digital transformation of key enterprise functions. In particular, it is
currently crucial to provide practical recommendations for developing and implementing a digital transformation
strategy, including the identification of priority areas, risk assessment, and resource allocation.
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CraTTs npucBsiieHa BCebiYHOMY aHaslizy npouecy LdpoBoi TpaHcdopMalL,ii Ha Cy4acHMX NignpruemMcTBax.
ABTOP LOCAIAKYE, K 3MIHIOKOTLCS KHOHOBI yNpaBAiHCbKi OYHKLIT Nig BNAVBOM TakuxX TEXHOOTIN, IK XMapHi 06-
YMC/IEHHS, WUTYYHWIA IHTENEKT Ta CUCTEMU yNpaB/iHHA NnpoekTaMmu. MeTolo CTaTTi € BUABNEHHSA NPUHLMNOBUX
0cob6nMBOCTEl, NepeBar Ta BUK/NKIB 3 SIKUMW CTUKAKTbLCA NignpyeMCTBa B NPOLIEC LMdPOoBi3aLlil TakMxX Kpu-
TUYHO BaXXIMBUX (PYHKLIN, K 06NiK, yNpaBniHHA Ta MapKeTUHT. Ha OCHOBI MpoBeAeHOro aHanisy 04eBUAHO, LLIO
uncpposa TpaHcgopMauia Bnansae Ha edpeKTUBHICTb MiAMPUEMCTB Ta iXHI0 aganTaLiio 40 MIHIVBUX PUHKOBUX
yMOB. [loBefeHo, o TpaHcdopmMauiss 06Miky CyTTEBO MiABULLYE AOro ePEeKTUBHICTb | TOYHICTb, 403BO/ISHO-
yn aBTOMAaTU3yBaTW PYTUHHI onepauji, 3abe3nevyBarn onepaTtuBHUA JOCTYN A0 iHhopmauii Ta 34iicHoBaTK
aHaJsi3 Be/IMKNX 00CATiB AaHNX Y PeXUMI peasibHOro Yacy. Pasom i3 TuMm Leii npouec BMMarae petesibHoro nig-
xoay (HeobxigHO nnaHyBaTK BCi eTann TpaHcdopmalii, IHBeCcTyBaT! B TEXHO/IOTIT Ta 3a6e3neunTin nigrotoBky
nepcoHasy); B iHLWOMY BUNaAKY MOXYTb BUHVUKHYTU NPO6aeMU, MOB'A3aHi 3 BUCOKO BapTICTIO BNPOBAMXEHHS
HOBUMX CUCTEM i MPOrpamMHOro 3abe3neyvyeHHsi, HeoOXiAHICTIO MOCTIMHOrO NepeHaBYaHHSA NepcoHany Ta 3abes-
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neyeHHsM kibepb6esnekun. TpaHcdopMaLis MeHeKMEHTY Crpusie onTuUMisayii 6i3Hec-npoLecis, NiABULLEHHIO
NPO30POCTi MPUAHATTSA PiLlEHb Ta NOKPALLEHHIO KOMYHiKauii MK cniBpoOiTHMKamMn. Pa3om i3 TuM Lein npouec
He Ma€e 6yTn peakTUBHUM, afxe 6e3 1i0ro YiTKoro njaHyBaHHs MOX/IMBMMU € NMPOSIBU TaknX BUK/UKIB, SIK: He-
paujioHasibHe BUTpavaHHs pecypciB, HenepeaobayveHi BuTpaTu, onip 3MiHaMm, HeAOCTaTHA iHTerpauis 3MiH Ta
BICYTHICTb CMHXPOHI3aLjii (30kpemMa, Pi3Hi Nigpo3aiiv KoMnaHil BNpoBaLXyTb 3MiHW 3 PI3HOK LUBWAKICTHO
Ta B Pi3HMX HanpsmMkax). LindpoBuin MapkeTUHr BigKpMBaE HOBI MOX/IMBOCTI A5 B3AEMOZAII 3 KieHTamu, SiKi
[103BO/IAIOTb KOPUTYyBaTU NOA/NBHICTb Ta PiBEHb 3aJ/ly4EeHHS HOBMX CNOXMBAYiB. Pasom i3 TuM ueli npouec Mae
I'pYHTYBaTUCA Ha peTesibHOMY aHaslisi Ljifib0BOl ayAnTOopIi, KOHKYPEHTHOIO cepefoBuLLa Ta BHYTPILLHIX pecyp-
ciB mignpvemcTBa. B KOHTEKCTi OTpUMaHuX pesynbraTiB NepCnekTMBN Noganblunx AOCAIMKEHb NOMArawTb y
pOo3p0o6Li AOPOXHLOT KapTh UMtpoBOi TpaHcdopMal,ii KUHoBMX OYHKUIV NignpuemMcTBa.

KniouoBi cnoBa: aBTomarusauis, nepcoHanizalis, umdposisauis qyHKUi, MOBinbHWIA 06NiK, aHaniTMKa

[aHnX, B3aEMOZISA 3 K/TiEHTaMU.

Problem statement. The large-scale shift
from analog to digital technologies, which began
in the 1980s and continues today, is becoming
increasingly rapid and all-encompassing.
Currently, this transition has affected all areas of
commercial, entrepreneurial, and other activities
of business entities, significantly impacting their
functional landscape. In particular, functional
areas of the enterprise (such as accounting,
management, and marketing) have undergone
radical changes, effectively shaping a functional
landscape that enables the enterprise to
operate more efficiently, make more informed
decisions, and adapt to a rapidly changing
market. Currently, 67% of enterprises have
implemented or actively implemented changes in
these areas.

The functional landscape of accounting is
undergoing significant transformations. Cloud
technologies are gradually replacing paper
archives, the automation of routine operations
through robotics and artificial intelligence is
becoming the norm, and Big Data analytics is
opening up new opportunities for forecasting [5].

The functional landscape of management has
significantly evolved due to project management
systems (such as Trello, Asana, and Jira), data
analytics, and remote work capabilities [4-5].

The landscape of marketing has significantly
transformed due to personalization and
automation.Additionally, social mediaand content
marketing have contributed to these changes,
becoming key elements in contemporary
marketing strategies for enterprises [5].

The analysis of recent researches and
publications. The issue of transformations
occurring in core functional areas of enterprises
has long attracted the attention of both domestic
and international researchers. This issue has
gained particular relevance with the digital
transformation. Today, most researchers view
digitization as a powerful tool for optimizing
and improving accounting, management, and

marketing functions in any organization. Among
the leading Ukrainian scholars who study the
impact of the Fourth Industrial Revolution on
business are L. B. Hnatyshyn, L. S. Dranus,
O. S. Prokopyshyn, N. V. Trushkina [2],
T. Kulinych, N. Biletska, and O. Halachenko
[5]. Their work has significantly contributed to a
deeper understanding of digital transformation

processes.
However, despite the substantial body
of research, most studies focus on the

transformation of management in the context of
digitization, while the issues of accounting and
marketing transformation are not sufficiently
addressed.

Purpose of the article. This article aims to
identify the fundamental characteristics, advan-
tages, and challenges enterprises face in digi-
tizing accounting, management, and marketing
functions.

The paper main body with full reasoning of
academic results. The study confirms that the
digital transformation of an enterprise's func-
tional areas is a process of fundamental changes
in management business process, driven by
the extensive adoption of digital technologies.
These technologies synthesize improvements in
efficiency, informed decision-making, and maxi-
mum flexibility [5]. So, the key areas undergoing
transformation are:

1. Accounting, specifically the function
responsible for collecting, recording, and
analyzing financial information [5].

2. Management, specifically the function
that encompasses the processes of planning,
organizing, motivating, and controlling the orga-
nization's activities.

3. Marketing, or the function responsible for
market research, identifying consumer needs,
creating and promoting products or services, as
well as shaping demand.

So, the accounting transformation involves
profound changes in traditional accounting
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methods driven by the widespread adoption of
digital technologies.

Note that these changes lead to increased
efficiency, accuracy, and transparency in
accounting processes in the following areas [5]:
transition to cloud technologies; automation of
accounting; Big Data analytics; integration with
other systems, and mobile accounting.

In unity, these changes are fundamental
characteristics that distinguish the new approach
to accounting from the traditional one (see Table 1).

Accounting transformation is essentially
driven by the implementation of digital technol-
ogies, which lead to significant improvements
in efficiency, accuracy, and transparency of
accounting processes, resulting in the following
advantages:

1. Increased data accuracy (due to a reduc-
tion in errors associated with manual data entry [2]).

2. Time and resource savings (due to auto-
mation of routine tasks, reduced costs for paper,
and document storage [4-5]).

3. Improved decision-making (because the
accounting system can provide a more compre-
hensive view of the company's financial status).

5. Enhanced transparency (by ensuring
easy access to accounting data for management
and other stakeholders [4]).

5. Simplified auditing (as automated reports
and data access facilitate the auditing process).

It should be noted that not all transformations
in accounting are successful. It is due to several
factors that create a certain "polarization" of the
impact of these changes. Among these factors
are the high cost of implementing new systems
and software, the need for staff retraining, and
ensuring cybersecurity [4-5]. Thus, accounting
transformation is a complex process that requires
a careful approach, which involves planning
all stages of the transformation, investing in
technology, and ensuring staff training.

Management transformations are profound
changes in approaches, methods, and tools
of management that occur as a result of

Table 1

Key features of accounting transformation in enterprises

Directions of
transformation

Content of transformation

Features of transformation

technologies

Storing accounting data in the cloud replaces

g][aarfggﬁgtin bulky paper archives, provides access to
to cloud 9 information from any device and location, which

enhances work flexibility, and increases data
security through modern protection systems.

Transition from traditional
storage of accounting data
on local servers to the use
of cloud services?

Robots and artificial intelligence handle routine

In accounting informed decisions

Automation tasks such as processing primary documents, Implementation of software

of accounting | generating reports, and executing payments. This |and robots to perform

processes frees up time for accountants to focus routine accounting tasks 2
on analytical work and strategic decision-making

Big data The collection, storage, and analysis of large Use of specialized tools

analytics volumes of accounting data allows for identifying |for collecting, processing,

patterns, forecasting trends, and making more

and analyzing large volumes
of accounting data 3

Integration Accounting systems integrate with other Elimination of gaps between
of accounting | enterprise management systems (CRM, ERP), different systems and
with other providing a unified information system and provision of a single source
systems enhancing the efficiency of business processes of reliable information
Mobile Mobile apps allow for accounting to be conducted |Ability to conduct accounting
accountin anytime and anywhere, which is especially using mobile devices

9 relevant for remote employees. (smartphones, tablets) *
Note
1. This means that accounting data is stored not on the company's physical servers but on remote servers
accessed via the Internet.
2. It includes automatic data entry, report generation, account reconciliation, and more.
3. It allows for identifying patterns or trends and forecasting future results.
4, It enables accountants to work anytime and anywhere.

Source: formulated by the author based on [2; 4-5]
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technological advancements, globalization, and
new business challenges [1].

These transformations are guided by
organizations adapting to a rapidly changing
environment. This necessitates managers to
continuously develop and improve their skills in
the following areas: implementation of project
management systems; integration of data
analytics into management processes; remote
work formats; focus on creating a positive
employee experience. In unity, these changes
are fundamental characteristics that distinguish
the new approach to enterprise management
(see Table 2).

Management transformation is essentially
driven by digital technologies, which are chang-
ing the company's approach to adapting to
changes in the external environment. Thus, the
content of the transformation process allows
for adjusting its strategies and operational pro-
cesses to ensure sustainable development and
competitiveness by maximizing the following
advantages:

1. Flexibility and adaptability (resulting from
the ability to respond to changes in the market,
technologies, and customer needs, which are
crucial factors for success in a dynamic business
environment [6]).

2. Implementation of new technologies,
working methods, and business models (if this
drives innovation, enables the company to stay
ahead of competitors, and creates new products
and services [5-6]).

3. Adjusting the scope and direction of
resource usage, such as human, financial, and
material resources (if this can reduce costs and
increase productivity [4; 6]).

4. Automation of processes, implementa-
tion of new management tools, and optimization
of the organizational structure (considering
their impact on the company's performance
metrics [5]).

5. Focus on customer needs and data
utilization (considering the needs for decision-
making that allow for the creation of higher-
quality products and services [6]).

Table 2

Key features of management transformation in enterprises

Directions of
transformation

Content of tansformation

Features of transformation

Implementation

Software such as Trello, Asana,

This is the process of integrating

of data analytics
into management

processes informed decisions.

of project and Jira allows for effective planning, |a set of methods, processes, tools,
management tracking, and management of and technologies for initiating, planning,
systems projects, providing transparency executing, controlling, and closing

in management |and accountability. projects.?!

Integration Business analytics helps identify This is the process of collecting,

trends, evaluate the effectiveness
of different strategies, and make

processing, and analyzing data to
obtain valuable information, which
is used for making strategic decisions. 2

Transitioning
some functions

to remote formats |\ <iness flexibility:

Thanks to video conferencing and
cloud services, employees can work
effectively remotely, which enhances

This is a shift from the traditional work
model, allowing employees to perform
their duties from any location, provided
they have access to the necessary
tools and communication resources 3

Creating an attractive work

This is a strategic approach aimed

posiive employee | for professional development |24 ncreasing employee job satisfaction

experience ggﬂi é%g?ﬁgﬁ'sng employees productivity and loyalty to the company #

Note

1. This means controlling risks and ensuring the achievement of set goals.

2. This means identifying new business opportunities, optimizing business processes, and improving
forecast accuracy.

3. This means minimizing office space costs and increasing employee motivation through greater flexibility.
4. This means managing the company's image as an employer.

Source: formulated by the author based on [1-2; 4-5]
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It should be noted that management
transformation affects all aspects of an
organization's activites — from strategy to
operational  processes. Therefore, these
transformations should not be reactive, as
without clear planning, challenges such as
inefficientresource usage, unforeseen expenses,
resistance to change, insufficient integration
of changes, and lack of synchronization (e.g.,
different departments implementing changes at
varying speeds and in different directions) may
arise. The most concerning situation is when
changes are implemented through isolated
initiatives and are not integrated into the overall
management system of the enterprise, which
in turn leads to inefficiencies and duplication of
efforts [5].

Within the outlined changes, it is crucial to
clearly define the goals of the transformation,
develop a roadmap, allocate resources, and
designate responsible parties forimplementation.
Additionally, it is important to:

1. Divide the transformation process into
several stages to minimize risks and allow
employees to adapt to the changes.

2. Regularly assess the results of the
transformation and make necessary adjustments
to the plan.

3. Encourage employees to propose
new ideas and suggestions, and create an
environment where employees are not afraid to
take risks.

Marketing transformations are changes in the
approaches, tools, and strategies businesses
use to interact with customers.

These changes are driven by the rapid
development oftechnology, changesin consumer
behavior, and new business challenges. The
challenges can be synthesized in the following
directions: personalization of interactions;
automation of routine tasks; focus on social
media and the creation of valuable content.
Together, these changes form a new marketing
paradigm aimed at creating deeper, longer-
lasting, and mutually beneficial relationships
with customers (see Table 3).

Marketing transformation in enterprises
is essentially driven by consumer demands
and needs, allowing for adjustments in loy-
alty and the level of engagement with new

Table 3

Key features of marketing transformation in enterprises

Directions
of transformation

Content of tansformation

Features of transformation

Concept
of personalization

of interactions preferences, behavior,

and interaction history

Individual approach to each
customer based on data about their

Creation of unique offers, targeted
advertising campaigns,
and personalized recommendations *

Concept
of automation
of routine tasks

Use of technologies to automate
repetitive marketing processes.

Increased efficiency, time savings,
and freeing up marketers for more
creative tasks 2

Concept of focus
on social media
customers/

An active presence on social media
to engage with the audience,
build the brand, and attract new

Building a community, direct dialogue
with customers,
and using social listening tools 3

concept of creating
valuable content

Development and distribution
of content that aligns with the needs

Increased brand recognition,
attracting organic traffic, and building

and interests of the target audience. |trust#
Note
1. It means creating personalized recommendations, offers, and communication messages.
2. It means automatically sending email newsletters, scheduling social media posts, lead generation,

maintaining a customer database, and creating reports on the effectiveness of marketing campaigns.

3. This means that social media has become an important communication channel with customers, allowing
for feedback, increasing brand recognition, and building a positive image.

4, It means that content is developed to attract new customers, enhance the loyalty of existing ones, and

position the brand as an expert in its field.

Source: formulated by the author based on [3; 5]



Bunyck # 66 / 2024

EKOHOMIKA TA CYCIMINbCTBO

consumers through the use of the following
advantages:

1. Individualized offers (due to the ability to
deliver personalized offers and build communi-
cation with each customer based on their behav-
ior and preferences [3]).

2. Improved interaction experience (by col-
lecting and analyzing customer data, all touch
points with the brand can be optimized, from the
first visit to the website to post-sale service [3]).

3. Community building (through maximiz-
ing the engagement of loyal customers in the
brand’s activities, creating loyalty programs, and
interest-based clubs).

4. Increase average transaction value
(by offering additional products and services that
may interest the customer [5]).

It should be noted that the impact of these
advantages can vary on customer loyalty and
engagement parameters. Therefore, any trans-
formations must be based on a thorough analysis
of the target audience, competitive environment,
and the internal resources of the enterprise. In
particular, several important aspects should
be considered during marketing transforma-
tion, including an individual approach, gradual
changes (as radical changes can disorient both
employees and customers [5]), and a balance
between innovation and tradition. To evaluate the
effectiveness of the transformation, it is essential
to establish clear metrics and regularly monitor
the results. This will enable timely adjustments
to the strategy.

Conclusions from this study and pros-
pects for further exploration in this direc-
tion. The study confirms that in the modern
world, where digital technologies are permeating
all aspects of life, businesses face the neces-
sity of continuous transformation. Accounting,
management, and marketing are key functions
undergoing significant changes due to the digital
revolution. The following conclusions have been
drawn:

1. The transformation of accounting in the
context of digitalization significantly enhances its
efficiency and accuracy, enabling the automation
of routine operations, providing real-time access
to information, and performing real-time analysis
of large volumes of data. At the same time, this
process requires a meticulous approach, which
includes planning all stages of the transforma-
tion, investing in technology, and ensuring staff
training. Otherwise, issues such as high costs
of implementing new systems and software, the
need for staff retraining, and ensuring cyberse-
curity may arise.

2. The transformation of management in
the context of digitalization contributes to the
optimization of business processes, increased
transparency in decision-making, and improved
communication among employees. At the same
time, this process should not be reactive, as
without clear planning, challenges such as
irrational resource expenditure, unforeseen
costs, resistance to change, insufficient inte-
gration of changes, and lack of synchronization
(for example, different departments within the
company implementing changes at varying
speeds and in different directions) may arise.

3. Digital marketing opens new opportunities
for interacting with customers, providing
extensive possibilities to adjust loyalty and
the level of engagement with new consumers.
At the same time, this process must be based
on a thorough analysis of the target audience,
competitive environment, and the internal
resources of the enterprise.

In the context of the obtained results, the
prospects for further research lie in developing
a roadmap for the digital transformation of
key business functions. Specifically, it is
crucial to provide practical recommendations
for developing and implementing a digital
transformation strategy, including identifying
priority areas, assessing risks, and allocating
resources.
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