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The article examines marketing automation as an economic process
developing under conditions of digital transformation, data-intensive competition,
and the growing role of algorithmic coordination in market interaction. It argues
that marketing automation should be understood not as a set of separate digital
tools, but as a coherent sequence of interrelated managerial and economic
decisions. Special attention is given to machine-mediated consumer interactions
(M2C) and machine-to-machine (M2M) configurations, in which value creation
increasingly depends on organised data flows, system integration, machine-
readable offers, and real-time response. In such conditions, automation affects not
only the technical execution of marketing activities, but also the logic of
coordination between analytical, strategic, and operational levels of decision-
making. The purpose of the article is to explain the economic logic of marketing
automation processes and to systematise their key elements within a unified
sequence. The study proceeds from the assumption that the current literature often
considers automation either as a digital toolset or as part of broader Al-enabled
marketing practices, while insufficiently explaining its internal structure as an
integrated economic process. In response to this gap, the article proposes a
conceptual approach that connects the main stages of automation within a single
cyclical model. The main scientific result is the proposed conceptual scheme that
combines situational analysis, competitiveness factors, the analytical core of
automation, strategic selection of functions, project development with evaluation
of economic effect, implementation, parameterisation, and monitoring. These
stages are interpreted as parts of a closed cycle in which each subsequent stage
depends on the previous one and, at the same time, generates information for
further adjustment. The study shows that marketing automation begins with
analytical diagnosis rather than technology selection, that algorithms perform an
operational role within the analytical block, and that evaluation of economic effect
serves as prior project justification. Monitoring, in turn, is interpreted as a
feedback mechanism that restores the connection between automation results and

renewed market analysis. The practical significance of the results lies in the



possibility of using the proposed logic as a guide for managerial choice in
designing and assessing automation initiatives. The proposed approach may be
useful for identifying where automation is economically justified, how its scope
should be determined, and how implementation decisions should be linked with

expected organisational and market effects.

Y cmammi posensanymo mapkemuneogy agémomamusayilo AK eKOHOMIUHUL
npoyec, wo po36UBAEMbCA 8 YM08AX UYUDpoeoi mpancgopmayii, NnocuienHs
KOHKYPeHYii Ha OCHO8I OAHUX I 3POCMAHHA POJi AN2OPUMMIYHOI KOOPOUHAYii 8
PpuHKo8ill  83aemo0ii. OOIPYHMOBAHO, WO MAPKEMUH208Y ABMOMAMU3AYII0
OOYLIbHO pO3YMIMuU He 5K CYKVNHICMb OKpeMux yu@posux iHCmpymeHmis, a sK
YINICHY NOCNIO0BHICMb 83AEMONO08G A3AHUX YRPABGIIHCOKUX MA eKOHOMIYHUX PilieHb.
Ocobnusy yeazcy npuoileHo KoH@pi2ypayiam 63aeEmMo0ii muny «MauuHa —
cnoorcusauy (M2C) ma «mawmuna — mawunay (M2M), y medxcax saxux cmeopenms
yinHocmi Oedani Oinbuue 3anexcums 6i0 opeauizayii NOMoKI8 OaHux, iHmezpayii
cucmem, NOOAHHS NPONO3UYIU YV MAWUHOYUMAHOMY (opmami ma peacy8anHs &
peanvHoMy yaci. 3a maxkux yMo8 asmomamu3ayis 6naueac He quule Ha mexHiuHe
BUKOHAHHS MAPKemMuH208ux Oill, a U Ha camy Ja02IKy KOOpOuHayii Miodc
AHATIMUYHUM, CMPAMEIYHUM Ma ONepayiuHuM pIBHAMU NPUUHAMMS DiuleHb.
Memoro cmammi € NOACHEHHA EeKOHOMIYHOI JO02IKU HNpPOYeci8 MapKemuH2080i
asmomamu3ayii ma cucmemamusayis ix Ki0408UX eleMeHmi8 ) MeHcax E€OUHOL
nocnioognocmi. Jlocnioxcenns euxooums i3 mMo2o, WO CYYACHA HAYKOB8A
Jnimepamypa Haudacmiue po3sensoae asmomamusayio abo aK Habip yugposux
iHcmpymenmie, abo Ak CK1a0o8y wupuiux Al-opienmoganux MapKemuH2o8ux
NPaKmuK, npome HedOCMAamHb0 NOSACHIOE il GHYMPIWHIO CIMPYKMYPY AK YLNICHO20
EeKOHOMIYHO20 npoyecy. ¥ 8i0no6iob Ha Yo NPO2AIUHY 8 CIMAmmi 3anponoHOBAHO
KOHYenmyaubHuu nioxio, sAKuil NOEOHYE OCHOBHI emanu asmomamu3ayii 6 mexicax
€OuHoi yukaiunoi mooeni. OCHOBHUM HAYKOBUM De3VIbMamoM € 3anponoHO8aAHA
KOHYenmyaubHa  cxemd, WO HOEOHYE  cumyayiuHuil  awanis,  @axkmopu

KOHKYDEHMOCHPOMOICHOCMI, aHANIMUYHE A0pO a8momMamusayii, cmpameiyHull



eubip @QyHKyitl, po3poONeHHS NPOEKMY 3 OYIHKOW eKOHOMIYHO20 eghekmy,
iMniemenmayiio, napamempuzayiro ma monimopune. Lfi emanu inmepnpemosano
5K CKAAO08I 3AMKHEH020 YUKTY, 8 SAKOMY KOMNCHULU HACMYNHUL eman CRUpacmucsl
Ha nonepeoHill i B800HOUAC opmye IHDOpMayiliHy OCHOB8Y 011 NOOANLULOZO
Kopu2y8anHs. YV 00cniodcenHi NOKA3aHO, WO MApPKemuH208a agmoMamu3ayis
NOYUHAEMBCA 3 AHATTIMUYHOI 0ia2HOCMUKU, a He 3 UOOPY MexXHOI02li; areopummu
BUKOHYIOMb ONEPAaYiliHy polb 8 AHANIMUYHOMY OA0YI, A OYIHKA eKOHOMIYHO20
ehekmy cayeye nonepeomim O0OIPYHmMY8aHHAM npoeckmy. Mounimopune, ceocro
yepeoro, IHMepPnpemyemvcs K MeXAHI3M 360POMHO20 38 A3KY, WO BIOHOBIIOE
38 30K MIXHC pe3yiIbmamamu agmomamusayii ma no8MmMopHUM AHANIZ30M PUHKOBUX
ymos. Ilpakxmuune 3HaUeHHA OMPUMAHUX DE3VIbMAMIE NOAAAE 8 MONCIUBOCHI
BUKOPUCMAHHSA 3ANPONOHOBAHOI JI02IKU AK OpIEHMUPA OJis YNPABIIHCLKO20 8UOOPY
ni0 4ac NpoeKmMyB8amHs Mda OYIHIOBAHHA IHIyiamue ) cghepi asmomamusayii.
3anpononosanuii nioxXi0 Modxce Oymu KOPUCHUM O BU3HAYEHH MO020, Oe
asmomamu3ayiss € eKOHOMIYHO OOYILIbHOIO, AKUM Mae Oymu il macumad i aKum
YUHOM PIUEHHSI U000 BNPOBAONCEHHS MArOmb Oymu noe’s3ami 3 OYiKY8aHUMU

OpP2AHI3aYIUHUMY A PUHKOBUMU eheKmamu.

Keywords: marketing automation, machine-to-machine marketing, digital
market transformation, Al

Knwuoei cnoea: Asmomamuzayis mapxemun2y, mapkemune Ha puuky M2M
(midcmawunnoi  83aemo0ii); yugposa mpauncopmayia  puHKy, WMYUHUU

IHmenexm.

General description of the problem and its connection with important
scientific and practical tasks. Ongoing digital transformation is fundamentally
altering the operation of modern economies, generating new market configurations
and redefining the logic of interaction among economic actors. At the present stage
of this transformation, one of the clearest frontiers of change is marketing

automation (MA). It increasingly functions not as an auxiliary technical



instrument, but as a mechanism through which firms process market information,
coordinate decisions, personalise interactions, and adapt their behaviour to
complex, data-intensive, and rapidly changing competitive environments [2].

This transformation can be observed across both consumer-oriented and inter-
organisational settings. At the same time, it becomes especially visible where
market interaction is mediated by digital platforms, connected systems, algorithmic
decision rules, and integrated data infrastructures [1]. In this respect, machine-
mediated consumer interactions (M2C) and machine-to-machine (M2M) market
configurations are particularly relevant, because they make clear that value
creation increasingly depends not only on communication and persuasion, but also
on the ability to organise data flows, ensure machine-readable product and service
characteristics, integrate analytical and operational systems, and respond to market
changes in real time. Under such conditions, the central issue is not the growing
diffusion of marketing automation technologies as such, but the insufficient
understanding of their infernal logic. In practical terms, firms need to determine
which marketing functions should be automated, how automation should be
configured, what implementation model should be selected, and by which
indicators its effectiveness should be assessed. In theoretical terms, this requires a
coherent explanation of the sequence and interrelation of the principal elements
that form marketing automation as a unified economic process. Existing studies
already  addresses  Al-assisted  decision-making, automation-enabled
personalisation, customer engagement, and the organisational implications of
advanced digital systems, yet these insights are often fragmented and do not fully
explain marketing automation as an integrated economic logic [9].

Accordingly, this problem is directly connected with important scientific and
practical tasks. From a scientific perspective, it requires a clearer conceptualisation
of marketing transformation under conditions of automation, datafication, and
increasingly machine-mediated exchange. From a practical perspective, it requires
a structured basis for justifying automation choices, selecting relevant functions
and implementation architectures, and evaluating their effects in relation to

competitiveness and value creation. In this context, the study of the economic logic



of marketing automation processes has both theoretical importance and practical
value.

Analysis of recent studies and publications that provide the foundation for
addressing this problem and on which the author relies. Recent studies show
that research on marketing automation is developing along several closely related
directions. One group of works interprets automation as part of the broader shift
towards data-driven marketing decision-making, where analytics, predictive
models, and algorithmic support increasingly influence segmentation, targeting,
personalisation, and resource allocation [3].

A second line of research emphasises that marketing automation is not limited
to operational efficiency, but increasingly affects the logic of managerial
judgement itself. Recent work in this area connects automation with heuristics, Al
support, and changing patterns of marketing decision-making, suggesting that
automated systems do not simply replace marketing choices but restructure how
such choices are formed and justified [4]. At the same time, newer studies in
digital marketing show that Al-enabled automation is becoming central to real-
time personalisation, campaign optimisation, sentiment analysis, and customer
engagement across digital channels [1].

A third direction, especially relevant for the present article, extends this
discussion beyond conventional consumer-facing digital marketing towards
connected and system-mediated environments. Recent systematic research on the
integration of Al and IoT in marketing indicates that automation is increasingly
embedded in broader technological architectures, where marketing actions depend
on interconnected data ecosystems rather than on isolated promotional tools alone
[6]. Taken together, these studies provide an important foundation for addressing
the problem under consideration, since they confirm the growing strategic
significance of marketing automation, its connection with decision-making, and its
dependence on complex digital infrastructures. At the same time, they leave open
the question of how these elements can be explained within a single economic

logic, which makes further conceptual clarification necessary.



Identification of previously unresolved aspects of the overall problem to
which the article is devoted. Despite the growing body of recent research, several
important aspects of the problem remain unresolved. Existing studies most often
examine marketing automation either as a digital toolset or as part of Al-enabled
marketing, rather than interpret it as a unified economic process with its own
internal structure and sequence [3] [4].

In particular, insufficient attention has been paid to the interrelation between
the main stages of automation, including market analysis, the selection of functions
for automation, implementation choices, monitoring, and the assessment of
economic effect [2]. As a result, marketing automation is still more often described
through separate instruments and outcomes than through a coherent logic of
economically grounded decisions.

A further unresolved aspect concerns the impact of increasingly data-intensive,

platform-mediated, and partially machine-driven environments on the logic of
marketing activity itself. This 1s especially relevant in M2C and M2M
configurations, where automation reflects not only operational optimisation, but
also deeper changes in value creation and coordination [6].
Accordingly, this article addresses the lack of an integrated conceptual explanation
of the economic logic of marketing automation processes, with particular attention
to the systematisation of its key elements and their role within a unified analytical
and managerial sequence.

Formulation of the purpose of the article (statement of the problem). The
purpose of this article is to develop a conceptual explanation of the economic logic
of marketing automation processes and to systematise their key elements within a
unified analytical sequence. In accordance with this purpose, the article seeks to
clarify the role of market analysis, the selection of marketing functions for
automation, implementation decisions, monitoring, and the evaluation of economic
effect in the general logic of marketing automation. The problem addressed by the
article lies in the absence of an integrated understanding of how these elements are

interconnected as parts of a coherent economic and managerial process under



contemporary conditions of digital, data-intensive, and increasingly machine-
mediated market interaction.

Statement of the main material of the research with full justification of the
scientific results obtained. The starting point of this study is the recognition that
marketing automation should be analysed not as a separate tool, but as a structured
economic process embedded in a broader system of digital market coordination.
This view becomes especially important under conditions of expanding IoT
infrastructures, large-scale connected-device ecosystems, and the growing role of
algorithmic decision-making in business processes [5]. loT-based environments
increasingly generate value through connected operations, analytics, and inter-
system coordination rather than through isolated technical functions alone. At the
same time, the spread of autonomous software agents and machine-mediated
exchange indicates that market interaction is gradually becoming more data-driven,
programmable, and less dependent on direct human intervention in every
operational step. [7]

From this perspective, the main scientific result of the article is the proposed
interpretation of marketing automation as a logically ordered sequence of
interrelated stages. These stages connect market analysis, the identification of
competitiveness factors, analytical modelling, strategic selection of automated
marketing functions, project design with evaluation of economic -effect,
implementation choices, system parameterisation, and monitoring. Marketing
automation is conceptualised here as a closed economic cycle in which each
subsequent stage depends on the previous one and, in turn, creates the
informational basis for further adjustment.

At the first stage, the process begins with situational analysis. Its task is to
identify the conditions under which automation is economically justified. This
includes the assessment of market environment factors and internal environment
factors. The first group covers the dynamics of demand, intensity of competition,
technological change, regulatory constraints, and the role of data and digital
channels in a given market. The second group includes the firm’s own

technological readiness, data quality, integration capacity, organisational



competences, and financial constraints. In economic terms, this stage reduces
uncertainty and prevents the implementation of automation as a purely imitative or
fashionable decision. The practical meaning of this stage is that automation should
not begin with software procurement, but with the diagnosis of where exactly
coordination costs, response delays, information asymmetries, or scale effects
create a real need for automation.

On this basis, the study distinguishes a second analytical block, centred on
market competitiveness factors. Here the purpose is not merely to describe the
environment, but to determine which factors actually shape competitive position
and therefore should be translated into automated marketing logic. In this paper,
these factors are grouped into internal and external dimensions. Internal
competitiveness factors include, for example, the quality of customer data,
integration of procurement and sales information, consistency of digital
touchpoints, and the ability to generate machine-readable product or service
characteristics. External factors include the pace of market change, competitive
pressure, platform dependence, interoperability requirements, and the presence of
machine-mediated demand. This distinction is important because automation
creates value only when it is tied to specific sources of competitiveness rather than
to an abstract idea of digitalisation. Research on IoT business models also supports
the view that connected business systems increasingly require coordinated value
design across multiple actors rather than isolated firm-level digitisation [7].

The next stage is the core block of marketing automation itself. It includes
analytics, procurement—sales interaction, models, algorithms, effects, and the M2C
and M2M configurations. Its role is to transform raw market and operational
information into structured decision rules. Analytics occupies the central place
because it links market signals with managerial response. The inclusion of
procurement and sales in one analytical contour is deliberate. In many real
markets, especially industrial and connected-product contexts, marketing
effectiveness increasingly depends on the coordination of supply-side and demand-
side data. Automation therefore should not be limited to promotional

communication only. It should also incorporate the informational connection



between what the firm can offer, under what conditions, and how this offer is
recognised, selected, and served in the market.

Within this same block, algorithms are instruments for classification, scoring,
prediction, segmentation, prioritisation, triggering, and adaptive response. Their
output can influence lead selection, pricing recommendations, campaign timing,
customer routing, stock-sensitive messaging, or service prompts. In other words,
algorithms do not determine why automation is needed; they determine how a
previously justified logic is executed.

After the analytical core, the process moves to the strategic block. Here the
enterprise selects the marketing functions to be automated and defines the
framework of the marketing automation strategy. This stage is crucial because not
every marketing function should be automated to the same degree. The choice
depends on economic relevance, repeatability, data availability, implementation
cost, and expected effect. The strategic stage performs a selective role: it

determines the boundaries of automation and prevents the economically inefficient

extension of automated logic to areas where its contribution is marginal.

The main elements of the proposed economic logic of marketing automation

processes can be summarised as follows (Table 1).

Table 1. Structural characteristics of the economic logic of marketing
automation processes.

Stage Core content Managerial Output Economic
purpose meaning
Analytical basis | Situational To determine Initial analytical | Reduces
analysis; market whether basis for uncertainty and
environment automation is automation links
factors; internal economically decisions automation to
environment justified actual market
factors conditions
Competitiveness | Internal and To identify Structured set of | Connects
factors external market which sources of | automation- automation
competitiveness competitiveness | relevant with
factors should be competitiveness | competitive
embedded in drivers advantage
automation logic rather than with
generic
digitalisation




Continuation of table 1.

Stage Core content Managerial Output Economic
purpose meaning
Marketing Analytics; To transform Functional Converts
automation core | procurement—sales | data into architecture of dispersed
interaction; repeatable automated information
models; decision rules marketing action | into scalable
algorithms; and coordinated and timely
effects; M2C and | response market
M2M mechanisms coordination
configurations
Strategy block Selection of To determine Strategic Aligns
marketing what should be configuration of | automation
functions; automated and to | marketing scope with
selection of MA what extent automation business
strategy priorities and
framework resource
constraints
Project block Development of To justify the Project concept | Links
marketing project before with ex ante automation
automation implementation | economic design with
system; evaluation rationale feasibility,
of expected expected
economic effect return, and risk
Implementation | Insource / To choose the Implementation | Shapes cost
principles outsource choice; | organisational architecture structure,
hosting model; and flexibility,
SaaS / IaaS / PaaS | technological dependence,
alternatives model of and control
deployment
Physical Organisational, To ensure Working Makes the
implementation | legal, and operational institutional and | automation
informational functioning of process support | system
mechanisms the system practically
operable and
compliant
System Metrics; indicators | To define Parameter Makes the
parameterisation measurable system for system
operating evaluation and controllable
parameters adjustment and
comparable
over time
Monitoring Marketing To detect change | Feedback Closes the loop
environment and support information for | and enables
monitoring; adaptation correction continuous
metrics tracking improvement

Source: author’s own work

The next stage after the MA strategy development is the project block. It

includes the development of the marketing automation system and the evaluation




of expected economic effect. In the present model, this evaluation is explicitly ex
ante and serves as prior economic justification, not as a final ex post performance
assessment. Before implementation, the company must estimate expected effects in
terms of improved conversion, reduced transaction costs, lower coordination
losses, faster response, better retention, more efficient use of data, or improved
matching between supply and demand. In this sense, the project block translates
strategy into an investable design.

The implementation principles block follows logically from the project block.
Once the system concept is economically justified, the firm must determine how it
will be deployed. The central questions here are whether implementation should be
insourced or outsourced, where the solution will be hosted, and which
infrastructure model is appropriate. Each option implies a different balance
between flexibility, control, speed of deployment, vendor dependence,
cybersecurity exposure, and long-term cost structure.

The next stage is physical implementation, as the creation of organisational,
legal, and informational mechanisms that allow the system to function in practice.
A marketing automation system does not become effective solely because a
platform has been installed. It requires defined responsibilities, data governance
rules, compliance procedures, integration routines, and channels for internal
coordination. This stage is especially significant in connected environments, where
interoperability, security, and data rights become part of the practical viability of
the system. Research on machine economies likewise underlines that autonomous
or semi-autonomous exchange depends not only on technical capability, but also
on the governance conditions that make such exchange trustworthy and
operationally stable [5].

After implementation, the system enters the parameterisation stage. Here the
enterprise defines the metrics and indicators through which the automation system
will be assessed and adjusted. This stage has a methodological importance because
it converts a general automation architecture into a measurable management

system. Metrics may include campaign response rates, lead progression speed,



acquisition cost, retention indicators, churn probability, trigger accuracy, stock-
message consistency, processing latency, or service-level indicators. The key point
is that metrics should reflect the economic logic identified at the beginning of the
process.

Finally, the process is closed by monitoring. This block includes the
observation of both the marketing environment and the system’s own metrics. Its
role is to generate feedback for correction. Monitoring is therefore not an auxiliary
stage but a constitutive element of the entire economic logic. Market conditions,
customer behaviour, data quality, platform rules, and competitive configurations
change continuously. A system that is not monitored gradually loses relevance,
even if its initial design was correct. Consequently, the proposed model should be
interpreted as a cyclical structure rather than a linear one. Monitoring returns the
process to situational analysis and competitiveness assessment, thereby forming a
continuous loop of adaptation.

On this basis, the resulting logic of the process can be visualised as an
integrated scheme of interdependent stages.

The scientific value of the proposed approach lies in the fact that it
systematises marketing automation as an integrated economic process and clarifies
the place of its central elements. In particular, the study substantiates three points.
First, marketing automation begins with analytical diagnosis, not with technology
selection. Second, algorithms are an internal mechanism of the analytical block,
while evaluation of economic effect belongs to the ex-ante project stage. Third, the
logic of automation should be treated as cyclical, because monitoring reopens the
analytical process and makes adaptation possible. This interpretation allows
marketing automation to be studied not simply as a technological phenomenon, but
as a structured form of market coordination under conditions of digital and

increasingly machine-mediated exchange.
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Figure 1. The Economic Logic of Marketing Automation Processes

Source: author’s own work

Conclusions from this research and prospects for further developments in
this area.
The study argues that marketing automation should be interpreted as a coherent
managerial and economic process rather than as a set of isolated technical
solutions. The proposed approach shows that automation acquires practical and
strategic meaning only when it is connected with prior diagnosis of market
conditions, justified selection of functions, an appropriate implementation model,
and a measurable logic of control. In this sense, the article clarifies not only which
elements form the automation process, but also how they are linked within a single
managerial and economic framework. The proposed single conceptual schem
brings together stages that are often considered separately, explains them as parts

of one continuous process and shows that algorithms should be treated as an



operating mechanism within the analytical contour, whereas the assessment of
economic effect in the present model performs the role of prior project
justification. Monitoring, in turn, is interpreted as a source of corrective feedback
rather than as a merely final procedure.

The practical significance of the results lies in the possibility of using the
proposed logic as a guide for managerial choice. It may support firms in
determining where automation is appropriate, how broad its scope should be, how
its architecture should be organised, and on what basis its expected usefulness
should be assessed before deployment. This 1s especially important in
environments where coordination increasingly depends on data exchange, platform
infrastructures, connected systems, and partially autonomous interactions.

At the same time, the article opens the discussion. Further research may develop in
several directions. One is empirical testing of the proposed model in different
sectors in order to reveal how its structure changes across industrial, service, and
consumer contexts. Another is the development of more precise approaches to the
prior economic assessment of automation initiatives. A separate and increasingly
important direction concerns the transformation of exchange processes under the
growing role of Al agents, connected devices, and other non-human participants in

market interaction.
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