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СИСТЕМА KPI ЯК ІНСТРУМЕНТ ТРАНСФОРМАЦІЇ БУХГАЛТЕРСЬКОГО ОБЛІКУ,
МЕНЕДЖМЕНТУ ТА МАРКЕТИНГУ НА ПІДПРИЄМСТВІ

This paper aims to investigate the role of KPI systems as a means of transforming accounting, management,
and marketing enterprises, together with identifying the main directions of their implementation and use to
enhance the efficiency of production, research and development, and commercial activities. The study
systematizes approaches to understanding Key Performance Indicators as a tool for the cross-functional
transformation of an enterprise; substantiates the interrelationship between KPIs in accounting, management,
and marketing as a unified management system; clarifies the role of KPIs in ensuring the strategic alignment of
enterprise activities; and demonstrates that KPIs are not only indicators of performance but also instruments of
managerial change. Within the scope of the study, the key role of the KPI system in the transition from traditional
functional approaches in accounting, management, and marketing toward an integrated, analytically oriented
management system is substantiated. It is established that KPIs serve not only as a means of measuring
performance but also as a tool for supporting managerial decision-making, aligning strategic objectives with
operational activities, and enhancing the effectiveness of marketing activities. The value of the conducted
research lies in the generalization and systematization of the role of Key Performance Indicators as a
transformational tool that simultaneously influences three key functional subsystems of an enterprise: in
accounting — through the transition from the recording of facts to analytics and decision support; in management
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PROBLEM STATEMENT
In light of the active implementation of modern digital

technologies (AI, IoT, cloud computing) in production and
business processes, independent business entities with
legal entity status face the need for continuous impro-
vement of management and decision-making systems. In
particular, according to studies by McKinsey & Company
(a series of studies on organizational agility and digital
transformation), Deloitte (Global Human Capital Trends
report), and PwC (Finance Transformation), traditional
approaches to accounting, management, and marketing
activities don't allow for the desired efficiency, flexibility,
or adaptability to changes in the external environment.
Boston Consulting Group has shown that only a small
percentage of companies successfully transform when they
rely on outdated management and operational approaches.

— through the introduction of results-oriented management; and in marketing — through the development of
data-driven approaches and the enhancement of marketing strategy effectiveness. The practical significance
lies in the possibility of applying the results to build effective systems for evaluating enterprise performance,
improving the quality of managerial decision-making, and optimizing resource utilization. Concurrently, the study
has certain limitations, as it primarily focuses on theoretical generalization without in-depth empirical analysis
of specific enterprises. Future investigations should focus on empirical studies of KPI system effectiveness
across various industries, as well as their integration with digital data analytics technologies and artificial
intelligence.

Метою статті є дослідження ролі Key Performance Indicators як інструментів трансформації бухгалтерсь-
кого обліку, менеджменту та маркетингу на підприємстві, а також визначення основних напрямів їх впро-
вадження та використання для підвищення ефективності виробничої, науково-дослідницької та комерц-
ійної діяльностей. У дослідженні: систематизовано підходи до розуміння Key Performance Indicators (як
інструменту міжфункціональної трансформації підприємства); обгрунтовано взаємозв'язок між Key
Performance Indicators в бухгалтерському обліку, менеджменті та маркетингу (з точки зору єдиної управ-
лінської системи); уточнено роль Key Performance Indicators у забезпеченні стратегічної узгодженості
діяльності підприємства; показано, що Key Performance Indicators є не лише індикаторами ефективності,
а й інструментами управлінських змін. У межах дослідження обгрунтовано ключову роль системи Key
Performance Indicators у переході від традиційних підходів бухгалтерського обліку, менеджменту та мар-
кетингу до інтегрованої, аналітично орієнтованої системи управління підприємством. Встановлено, що
KPI виступають не лише засобом вимірювання ефективності, а й інструментом підтримки управлінських
рішень, досягнення стратегічних та операційних цілей діяльності підприємства, підвищення результа-
тивності маркетингових процесів. Цінність проведеного дослідження полягає в узагальненні та система-
тизації ролі Key Performance Indicators як трансформаційного інструменту, що впливає одночасно на три
ключові функціональні підсистеми підприємства: у бухгалтерському обліку — через перехід від фіксації
фактів до аналітики та підтримки управлінських рішень; у менеджменті — через запровадження резуль-
тат-орієнтованого управління; у маркетингу — через розвиток data-driven підходів та підвищення ефек-
тивності маркетингових стратегій. Практична значущість полягає у можливості використання результатів
для побудови ефективних систем оцінювання діяльності підприємства, підвищення якості управлінських
рішень та оптимізації ресурсів. Практичне значення дослідження полягає у можливості застосування його
результатів для побудови ефективних систем оцінювання діяльності підприємств, підвищення якості прий-
няття управлінських рішень та оптимізації використання ресурсів.

Key words: tools of managerial change; efficiency improvement; strategic alignment of activities; demand;
marketing strategies; recording of facts; accounting; results-oriented management; performance evaluation systems.

Ключові слова: інструменти управлінських змін; підвищення ефективності; стратегічна узгодженість
діяльності; попит; маркетингові стратегії; фіксація фактів; облік; результат-орієнтоване управління; си-
стеми оцінки діяльності.

Amid the quality of tools that enable objective
adjustments, performance evaluation, and support the
development of a company's production, research, and
commercial activities becomes especially important.

One relevant tool is the system of Key Performance
Indicators (KPI), which enables the quantitative measu-
rement of goal achievement and enhances the transparency
of management processes. The use of KPIs facilitates the
integration of various functional areas of an enterprise,
including accounting, management, and marketing, through
a unified information base for making well-grounded
managerial decisions.

Hence, the relevance of this study arises from the need
to transform traditional approaches to accounting and
management in the context of the digital economy, where
data, analytics, and performance play a key role. The
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implementation of a KPI system enables the assessment
of financial results, plus consideration of non-financial
indicators that characterize the efficiency of business
processes, customer satisfaction levels, and the
competitiveness of the enterprise.

ACTUAL SCIENTIFIC RESEARCHES
AND ISSUES ANALYSIS

Transformation-related challenges of accounting,
management, and marketing at enterprises in the context
of the digital economy have been examined by such scholars
as Hnatyshyn L. B., Dranus L. S., Prokopyshyn O. S., Trushki-
na N. V. [1], Mashika H., Zelic V., Kiziun A., Maslyhan R.
[4], Koshets O., Melnychuk V. [3], Zasadnyi B. A., and
Bashkin I. E. [2]. In particular, these researchers address a
wide range of theoretical and applied aspects of the
transformation of accounting, management, and marketing
in the digital economy. Their work examines major fields
such as the implementation of digital technologies in
accounting and enterprise management systems;
automation of accounting processes and the use of cloud
services; integration of big data (Big Data), artificial
intelligence, and blockchain technologies into managerial
decision-making; and the development of digital marketing
along with the personalization of customer interaction.

Popivniak Yu. M., Radelitskyi Yu.O. [5], Koshets O.,
and Melnychuk V. [3] also contribute to this field. Con-
siderable attention is given to the challenges of adapting
traditional accounting and analytical systems to the
conditions of digitalization, transforming management
approaches based on real-time data, as well as developing
new business models and competitive strategies.

In parallel, the role of KPI systems as a tool for trans-
forming accounting, management, and marketing at the

enterprise level has not yet been sufficiently as shown in
the scientific literature [7—8]. This gives rise to several
theoretical and applied problems. In particular, there is
methodological uncertainty regarding the integration of
KPIs into a unified accounting and analytical system of the
enterprise, which complicates the alignment of financial
and non-financial indicators in the context of digitalization.

Moreover, the fragmentation of managerial decision-
making is observed, as the absence of systematically
structured KPIs does not allow for ensuring a clear link
between the enterprise's strategic objectives and its
operational activities within the digital environment.

RESEARCH AIM
This paper aims to investigate the role of KPI systems

as a means of transforming accounting, management, and
marketing enterprises, together with identifying the main
directions of their implementation and use to enhance the
efficiency of production, research and development, and
commercial activities.

MAIN FINDINGS OF THE RESEARCH
In the course of the study, the authors highlight that

KPI systems are not just a tool for measuring performance
outcomes but also a powerful driver of business process
transformation-particularly in accounting, management,
and marketing. The identified conclusions are evident
based on the analysis of contemporary economic realities
and the operational practices of leading Ukrainian
enterprises, including D. Trading, ATB-Market, Silpo,
Energoatom, Naftogaz of Ukraine, EPAM Ukraine, Grid
Dynamics, and Ukrzaliznytsia. These data reveal that the
following shifts are currently taking place: (i) a transition
from accounting to analytics in accounting systems; (ii) a

growing result orientation in management,
driven by KPI-based approaches to
decision-making; (iii) the replacement of
intuition with data-driven insights in
marketing, as KPI systems fundamentally
transform decision-making processes in
this field.

Economic digitalization significantly
transforms accounting processes. In
particular, data volumes are growing expo-
nentially, while the speed of their pro-
cessing has become critical for maintaining
competitiveness. Traditional accounting
systems, primarily focused on the retros-
pective recording of business transac-
tions, do not provide the level of res-
ponsiveness and analytical depth re-
quired for real-time strategic decision-
making.

Hence, the studied enterprises are
moving away from legacy accounting
systems in favor of ERP systems (SAP,
Oracle, Dynamics), cloud platforms and
real-time bookkeeping solutions, BI and
analytical systems, custom digital solu-
tions, as well as integrated management
accounting and KPI-based systems. This
is reflected in Tab. 1.

Enterprise under 
study 

Type of accounting 
system 

Main tools Nature of the approach 

D.Trading 
(DTEK) 

ERP + custom 
solutions 

SAP ERP, internal 
modules 

Integrated accounting 
system with elements of 
real-time monitoring and 
industry-specific adaptation 

Naftogaz of 
Ukraine 

ERP + budgeting 
systems 

SAP ERP, SAP 
BPC 

Centralized accounting, 
financial consolidation, and 
strategic planning 

Energoatom ERP + industry-
specific systems 

ERP (SAP/Oracle), 
state systems 

Combination of corporate 
accounting with government 
regulation requirements 

Ukrzaliznytsia Hybrid ERP system SAP, proprietary 
systems, legacy 
solutions 

Integration of modern ERP 
with legacy systems, gradual 
digital transformation 

ATB-Market ERP + retail 
systems 

ERP, POS, BI Automated accounting in 
retail trade, focus on 
operational analytics 

Silpo-Food ERP + proprietary 
digital solutions 

ERP, BI, Big Data Customer-oriented analytics 
and data integration 

EPAM Ukraine Enterprise ERP + 
cloud systems 

SAP/Oracle, 
proprietary systems 

Project-oriented accounting, 
integration of finance and 
HR processes 

Grid Dynamics Cloud ERP Oracle/NetSuite, 
cloud platforms 

Flexible cloud-based 
solutions, real-time 
accounting and reporting 

 

Table 1. Current accounting systems of leading Ukrainian

enterprises

Source: created by the author based on data from leading Ukrainian enterprises,
including D.Trading (DTEK), ATB-Market, Silpo, Energoatom, Naftogaz of Ukraine,
EPAM Ukraine, Grid Dynamics, and Ukrzaliznytsia.
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This enables a shift: (i) from retrospective accounting
to proactive management; (ii) from isolated reporting to
the integration of financial and non-financial indicators;
(iii) from delayed decision-making to real-time decision
support.

In managerial practice, an increasing complexity of
managerial processes is observed. Enterprises operate
in a dynamic environment where flexibility, adaptability,
and result orientation are of critical importance.
Accordingly, the identified enterprises are moving away
from traditional hierarchical management systems
(relying on strict regulation and long decision-making
chains) toward more flexible, decentralized, and results-
oriented models (Tab 2).

In particular, leading enterprises are increasingly
adopting Agile approaches. Process-oriented management
and project management are also gaining wider application.

In marketing, the role of customer orientation is
growing. Contemporary customers are more informed and
demanding, as markets have grown more divided.
Consequently, leading companies have shifted away from
traditional marketing approaches (focused on mass
communication and limited analytics) in favor of integrated

digital marketing ecosystems driven by data, perso-
nalization, and continuous customer interaction, as is
evident from Tab 3.

More specifically, leading enterprises are shifting
toward: (i) data-driven marketing management; (іі)
adopting omnichannel interaction strategies; (ііі)
developing personalized communications; (іv) integrating
marketing with digital platforms and CRM systems, among
other initiatives [6; 2].

It's evident from the analysis of the presented
experience that the KPI system, under current conditions,
serves not only as a tool for performance evaluation but
also as a system-forming element in the transformation of
accounting, management, and marketing within an
enterprise. Indeed, KPIs should be viewed as tools for the
quantitative measurement of performance, ensuring the
alignment of accounting, management, and marketing
processes with the strategic objectives of the enterprise
[7—8].

The main features of KPIs include: outcome orien-
tation; measurability in quantitative terms; alignment with
the enterprise's strategy; and their use in managerial
decision-making.

Enterprise under 
study 

Type of management 
model 

Specific management approaches Nature of the  model 

D.Trading 
(DTEK) 

Decentralized corporate 
(holding) model 

ESG management, risk management, 
digital management 

Separation of strategic and operational 
management, autonomy of business units 

Naftogaz of 
Ukraine 

Corporate governance 
(OECD model) + matrix 
structure 

Performance management, corporate 
governance, KPI-based management 

Supervisory board and executive board 
structure, implementation of KPIs and matrix 
organization 

Energoatom State corporate model Regulated management + elements of 
performance indicators 

Centralized management with a gradual 
transition to KPI-based approaches 

Ukrzaliznytsia Hybrid (state + corporate) 
model 

Process management, digital 
transformation 

Combination of hierarchical structure with 
elements of decentralization 

ATB-Market Process-oriented (BPM) 
model 

Operational management, logistics 
management 

High standardization combined with fast 
decision-making processes 

Silpo-Food 
(Fozzy Group) 

Agile + customer-
oriented model 

Customer-driven management, data-
driven management 

Focus on Big Data analytics and customer 
behavior 

EPAM Ukraine Agile / Scrum / matrix 
model 

OKR, Agile, project management Decentralized teams and fast iterative 
processes 

Grid Dynamics Agile + cloud-based 
management model 

Data-driven management, OKR, 
distributed management 

Global teams with data-based decision-making 

 

Table 2. Current management systems of leading Ukrainian enterprises

Source: created by the author based on data from leading Ukrainian enterprises, including D.Trading (DTEK), ATB-Market, Silpo,
Energoatom, Naftogaz of Ukraine, EPAM Ukraine, Grid Dynamics, and Ukrzaliznytsia.

Enterprise 
under study 

Type of marketing model Specific marketing approaches Nature of the  model 

D.Trading 
(DTEK) 

B2B data-driven 
marketing 

Account-based marketing, customer 
analytics, digital interaction platforms 

Focus on key corporate clients, personalized 
solutions, and long-term relationships 

Naftogaz of 
Ukraine 

Public-sector + customer-
oriented marketing 

Digital services for consumers, CRM 
systems, information campaigns 

Increased transparency, development of customer 
services, combination of regulatory and market functions 

Energoatom Institutional marketing PR, ESG communications, information 
policy 

Trust development in a state-owned enterprise, 
emphasis on safety and social responsibility 

Ukrzaliznytsia Service-oriented 
marketing 

Mobile applications, online services, 
dynamic pricing 

Strengthening customer experience, digitalization of 
services, development of the passenger segment 

ATB-Market Retail data-driven 
marketing 

Loyalty programs, POS analytics, price 
optimization 

Mass-market focus with in-depth consumer behavior 
analytics and assortment optimization 

Silpo-Food Omnichannel marketing Big Data, personalization, digital 
communications 

Focus on customer experience, integration of online 
and offline channels, emotional branding 

EPAM 
Ukraine 

B2B digital marketing Content marketing, digital branding, HR 
marketing 

Promotion of expertise and attraction of clients and 
talent in the global market 

Grid 
Dynamics 

Global data-driven 
marketing 

Market analytics, performance 
marketing, thought leadership 

Orientation toward international markets, use of 
analytics for demand generation 

 

Table 3. Current marketing systems of leading Ukrainian enterprises

Source: created by the author based on data from leading Ukrainian enterprises, including D.Trading (DTEK), ATB-Market, Silpo,
Energoatom, Naftogaz of Ukraine, EPAM Ukraine, Grid Dynamics, and Ukrzaliznytsia.
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One should note that classical accounting is aimed at
recording facts (costs, revenues, reporting), whereas KPIs
transform this function because they: (i) orient accounting
toward performance analysis (profitability, liquidity, ROI);
(ii) enable the assessment of "what happened", as well as
"why it happened" and "what should be done next"; (iii)
integrate financial and non-financial indicators. This is
evident from Tab. 4.

As a result of these changes, accounting becomes a
tool for supporting managerial decision-making rather than
merely a reporting function.

KPI systems change the management approach: (i)
from process control to results-based management; (ii)
through a clear definition of objectives at each level

(strategic, tactical, and operational); (iii) by enhancing
transparency and accountability [1; 4]. This is clearly
illustrated in Tab. 5.

Due to this transformation, management gains flexi-
bility and increasingly oriented toward achieving specific
measurable outcomes.

In marketing, KPIs transform the decision-making
approach because: (i) they enable the evaluation of channel
effectiveness (CAC, LTV, conversion rate); (ii) they allow
rapid testing and optimization of campaigns; and (iii) they
facilitate the shift toward data-driven marketing [1—2]. This
is evidently demonstrated by the data presented in Tab. 6.

Due to this transformation, costs are reduced and the
effectiveness of marketing activities is increased.

Table 4. KPI as a tool for the transformation of accounting*

Note:
Indicators (operational, financial, analytical, and control) that assess not only its accuracy but also its usefulness for business

management.
Source: сreated by the author based on [2—3; 5].

KPI Group General purpose Indicators by KPI Group Transformational capacity of KPIs 
Operational 
accounting KPIs 

Reflect the efficiency 
of accounting 
operations 

timeliness of period closing (month/quarter); number of 
reporting errors; speed of primary document processing; 
level of automation of accounting processes 

Facilitate automation of accounting processes, 
transition to real-time accounting, increased 
operational efficiency, and decreased labor input. 

Financial KPIs 
(based on 
accounting data) 

Reflect the financial 
condition of the 
enterprise 

profitability (profit/costs); liquidity; turnover of 
accounts receivable and payable; cost structure 

Ensure integration of accounting with financial 
management, strengthen results orientation, and 
improve the substantiation of strategic decisions 

Analytical KPIs 
of the accounting 
system 

Reflect the quality of 
information for 
management 

accuracy of cost and revenue forecasting; speed of 
managerial reporting; level of detail in accounting data; 
consistency between financial and management accounting 

Develop the analytical function of accounting, 
enable a data-driven management approach, and 
improve planning and forecasting quality 

Control KPIs Related to risks and 
compliance 

number of tax/audit remarks; compliance with standards 
(IFRS, national accounting standards); level of internal 
control 

Increase transparency and risk manageability, 
support regulatory compliance, and strengthen 
internal control and compliance systems 

 

Table 5. KPI as a tool of management transformation*

Note:
* These are measurable indicators that reflect the level of achievement of strategic, operational, or process objectives and serve as

a basis for managerial decision-making.
Source: сreated by the author based on [1; 4].

KPI Group General purpose Indicators by KPI Group Transformational capacity of KPI 
Strategic 
management 
KPIs 

Reflect the level of 
achievement of long-term 
objectives 

Degree of achievement of strategic goals; 
market share; business growth rates; level 
of competitiveness 

Ensure alignment of operational activities with 
strategy and form a long-term management orientation 

Operational 
management 
KPIs 

Characterize the efficiency 
of day-to-day activities 

Labor productivity; resource utilization 
efficiency; plan fulfillment; business 
process duration 

Contribute to business process optimization, improved 
efficiency, and greater flexibility of operational 
management 

Process KPIs  Reflect the effectiveness of 
business process management 

Process execution time; process cost level; 
quality of operations; number of deviations 

Support the implementation of a process-based approach, 
standardization, and continuous process improvement 

 

Table 6. KPIas a tool of marketing transformation*

Note:
* These are measurable indicators that reflect the effectiveness of an enterprise's marketing activities, the level of achievement of

marketing objectives (customer acquisition, retention, and monetization), and serve as a basis for optimizing marketing strategies and
managerial decision-making.

Source: сreated by the author based on [1—2; 6].

KPI Group General purpose Indicators by KPI Group Transformational capacity of KPIs 
Customer 
Acquisition KPIs 

Assess the effectiveness of 
acquiring new customers 

Customer acquisition cost; new customer inflow; 
website/app traffic; click-through rate. 

Enable a shift toward data-driven marketing 
and optimization of customer acquisition costs 

Conversion KPIs Reflect the efficiency of 
converting leads into customers 

Lead-to-sale conversion rate; order 
completion rate; sales funnel efficiency 

Improve marketing funnel performance 
and targeting precision 

Customer 
Retention KPIs 

Characterize customer loyalty 
and repeat engagement 

Customer retention rate; churn rate; repeat 
purchase frequency 

Support the formation of long-term 
customer value  

Marketing 
Profitability KPIs 

Reflect the financial effectiveness 
of marketing expenditures 

Return on marketing investment; lifetime 
value; average order value 

Integrate marketing activities with 
enterprise financial performance 

Digital Marketing 
KPIs 

Evaluate the effectiveness of 
digital channels 

Audience reach; engagement rate; 
impressions; behavioral metrics 

Enable the development of omnichannel 
and digital marketing strategies 

Brand KPIs Characterize brand positioning 
and awareness 

Brand awareness; share of mentions; Net 
Promoter Score 

Contribute to building long-term 
competitive advantage through brand equity 
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In effect, KPIs act as a tool for transforming accoun-
ting, management, and marketing within enterprises, as
they reshape the logic of governance: from recording the
past to focusing on the future; from intuition-based
decisions to data-driven decision-making; and from
fragmented functions to an integrated system of goal
achievement.

CONCLUSIONS
Within the present study, the central role of the Key

Performance Indicators system in the transition from
traditional functional approaches in accounting,
management, and marketing at enterprises toward an
integrated, analytically oriented management system has
been substantiated. It has been found that KPIs serve not
only as a means of performance measurement but also
as an instrument for supporting managerial decision-
making, aligning strategic objectives with operational
activities, and enhancing the effectiveness of marketing
activities.

The relevance of the study lies in the generalization
and systematization of the role of KPIs as a transfor-
mational tool that simultaneously affects three key
functional subsystems of the enterprise:

— In accounting, using the shift is from mere recording
of transactions to analytics and decision-support
functions.

— In management, via the introduction of results-
oriented management.

— In marketing, the development of data-driven
approaches and improved marketing strategy effec-
tiveness.

The practical significance of the study lies in the
potential application of its results to develop effective
systems for evaluating enterprise performance, enhancing
the quality of managerial decision-making, and optimizing
resource utilization.

Concurrently, the study has certain limitations, as it
primarily focuses on theoretical generalization without in-
depth empirical analysis of specific enterprises. Future
investigations should focus on empirical studies of KPI
system effectiveness across various industries, as well as
their integration with digital data analytics technologies
and artificial intelligence.
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