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DEDICATING PROJECT MANAGEMENT TOOLS TO DIGITAL

MARKETING EFFECTIVENESS

Abstract. Marketing campaigns are an important marketing process that supports the communication
of brands and products to the general public. Because of the proliferation of products and brands,
even larger number of market segments, fierceness of competition, and overall acceleration of change,
marketing campaigns have become complex and their planning and administrative decisions must be
made under increasing time pressure. Indeed, timing and sequencing activities within a campaign is
one of the critical decision variables. In this paper, we argue that by using a process definition language
to describe marketing campaigns, we can facilitate the management of many competing campaigns
through automation. The article the essence and structure of marketing management of the enterprise is
highlighted. The role of marketing is formulated for company management and its impact on the effective
functioning of the enterprise. The article discusses various studies considering digital tools for the project
supplier marketing process. Based on the results of this research, we present a list of some digital tools
that can be used in project marketing. This research contributes to new knowledge about digital project
marketing about digital tools and their use in the project marketing process.

The paper aims to present an open source web-based application tool to support business users in
modeling business processes using Business Process Modeling Notation (BPMN), an OMG standard for
process modeling. Moreover, the tool allows you to execute a business process diagram in a Business
Process Execution Language (XML Process Description Language) that can be understood by a
workflow engine. In this paper, we describe its architecture, functionality, and capabilities.

The typical multi-agent system used for campaign management can be easily extended to manage
workflows of other concurrent processes. Another future direction in this regard is the development
of an integrated scheduling algorithm that can create a robust process model. We can limit the input
requirements to just a list of activities and their priority requirements, eliminating the need for a formal
representation of the processes.

Keywords: Marketing Campaign, Management, Process, XPDL, Project Implementation, Online
Interaction.

JEL Classification: L15; GH5; JK8; GH8.

In cites: Mshvidobadze, T., & Sosanidze, M. (2024). Dedicating project management tools to
digital marketing effectiveness. Social Economics, 68, 126-133. doi: https://doi.org/10.26565/2524-
2547-2024-68-11

Introduction. Internet marketing or web
marketing is a revolutionary process for all
kinds of business transactions.

Internet databases have  provided
advanced business operations and models for
the international financial system. Internet

marketing adapts to the rapid development of
online business. Online advertising has made
great strides in online marketing. Companies
should carefully choose an appropriate and
effective Internet marketing strategy.

The main advantage of all Internet
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marketing strategies is that companies can
overcome barriers or distance limitations and
the management team can not only promote
their products and services worldwide, but
also sell them and make huge profits.

Internet marketing usually involves using
it and related digital technologies along with
conventional communications to achieve
marketing goals. Internet marketing has many
synonyms that are used in business, although
they have a broader scope because they also
include electronic customer relationship
management systems (e-CRM systems)
(Choudhury, 2014).

The concept of internet marketing has
shaped and given more opportunities to
organizations to increase the number of
customers on a global level.

The tools of successful internet marketing
are blogs, keywords, new updates and domain
name. The thing about internet marketing is
that it grows at a rapid pace and is always
changing with the times. Hence, companies
adopting online marketing strategies are
advised to always update themselves with
new and emerging technologies and also use
the latest technology or software to get more
benefits from online marketing.

The most common Internet marketing
activities include developing a website for a
company, online advertising, sending emails,
and engaging in search engine marketing so
that the company’s name appears on the top
list when a customer searches online for a
specific product or service.

In addition, online marketing may
include other activities such as marketing
through online games, mobile phones or live
streaming. Online marketing differs from
traditional marketing because it offers new
ways to interact with customers and other
stakeholders.

The benefits of adopting internet
marketing strategies vary depending on
the size of the company. This is a new
environment for advertising and PR (Public
Relations), as well as a new channel for
product distribution. Internet marketing also
provides new opportunities to develop new
international markets without continuing to
operate representative offices or sales offices
and agents.

In other scientific domains, such as
business research, digital marketing has
attracted attention in business-to-business
(B2B) and business-to-consumer (B2C)
settings (Rustholkarhu et al., 2022).

The aim of the study is to show outsourcing
projects that demonstrate the effectiveness

of using digital project management tools
(Marnewick & Marnewick, 2021).

It can be assumed that firms that
implement projects also use these tools in
their project marketing efforts.

The following tasks were performed in the
preparation of this article:

1. The data obtained by various
researchers, based on studies conducted
in various companies, in terms of the
effectiveness of the use of project management
were studied.

2. Based on the research, the potential
benefits and suitability of these tools in the
project marketing process are highlighted.

The object of the study is digitalization in
project management. The subject of the study
is the Marketing campaigns. In addition,
the study contributes to project marketing
research (Cova et al., 2022) and digitalization
in project management.

Literature Review. Digitization and
digital tools are seen as a force for change
in B2B marketing. Rapid advances in digital
technologies have opened up many research
opportunities, especially regarding digital
marketing tools, which we define as websites
or applications used in marketing.

S. Fracastoro et al. studied digital
marketing through social media such as
Facebook, LinkedIn and Twitter and compared
it to marketing done with tools designed for
online communication such as online chat
and email, including Skype and WhatsApp
(Fraccastoro et al., 2021).

The authors, Wang et al., put forward the
argument that the inclusion of social media
in the firm’s marketing process is beneficial
(Wang et al, 2016).

With regard to projects, social media
use has been considered in the context of
stakeholder engagement in projects where its
importance has been identified or measured.

Previous  studies have  discussed
the category of digital tools for customer
relationship management (CRM), which
include functions to acquire customers,
understand them and their needs (Teo et al.,
2006).

Sales force automation (SFA), a process
that uses digital tools to automate sales
processes, can also be considered part of CRM
systems.

Search engine optimization (SEO) and
search engine marketing (SEM) are categories
of tools previously identified in the literature.
A study by H. Taiminen and H. Karjaluoto
showed that the use of SEO and SEM tools
improves the visibility of suppliers and their
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offers in search engines. SEO tools are designed
to optimize the content of a supplier’s web page
with the aim of improving its ranking in search
engine results (Taiminen & Karjaluoto, 2024).

SEM tools enable paid advertising on
search engines such as Google, ensuring that
paid advertising is prominently displayed
when a search is performed. Without the
implementation of SEO and SEM tools, a
supplier’s web page is likely to have a low
position in search results, which may limit
user traffic to the page and thus hamper the
supplier’s marketing of the project.

Search engine optimization is used to
increase the quality of traffic to the site from
search engines. Every time a website visitor
searches for a specific keyword and finds a
match, they see several sites appear on the
first page of search engine results.

The purpose of SEO is to provide users
with a relevant link to a website. They want
their clients’ sites to rank higher in search
results. In this way, they give their clients, or
companies, a better chance of being noticed by
consumers. SEO can address different search
queries such as image search, local search or
vertical search engines.

Typically, SEO is required to understand
how search engines actually rank pages. This
can be done by mining information in search
engine algorithms, by freely disseminating

- «<Participantsz

information about search engines through the
patent system.

A study by J. Jarvinen and H. Karjaluoto
focused on web analytics tools used to measure
digital marketing effectiveness. The specific
analytics tools they explored were Google
Analytics, E-Space, and Salesforce. The study
highlighted the importance of these types of
tools for firms selling complex solutions such
as projects. Web analytics tools should be
considered relevant for project vendors to use
in their project marketing process. (Jarvinen &
Karjaluoto, 2015);

Building Information Modeling (BIM) has
received much attention, specifically in the
project management literature (Papadonikolaki
et al., 2019).

BIM can be thought of as software
applications, tools and activities to generate,
manage and share information with
stakeholders.

Although BIM is used throughout the
project life cycle (Eastman et al., 2011), it is
also useful for project suppliers at the front
end, such as preparing bids. In addition, 3D
visualization and virtual reality BIM tools can
help suppliers demonstrate project solutions
and create marketing materials.

In addition to BIM, geographic information
systems (GIS) have been discussedin the project
management literature. GIS are automated

- «Participant Id="Participantl" Name="MarCom">

<ParticipantType Type="HUMAN" /=
</Participant:>

- <Participant Id="Participant2" Name="Printer">

<ParticipantType Type="RESOURCE" />
</Participant>
</Participants>
- <Activities>
- <Activity Id="Identify_Target":
<Performer>Participantl </Performer>
- <TransitionRestrictions>
- <TransitionRestriction>
- <Split Type="AND">
- <TransitionRefs>
<TransitionRef Id="Transition_2"

«/TransitionRefs=
</Split=>
</TransitionRestriction>
</TransitionRestrictions >
- =ExtendedAttributes:>

/=
=TransitionRef Id="Transition_1" />

<TransitionRef Id="Transition_3"

f =

<ExtendedAttribute Name="duration" Value="5" />

</ExtendedAttributes>
<fActivity >

</Activities>
- <Transitions>

<Transition From="Identify_Target"' Id="Transition_1" To="Communicate_Director" /=

<Transition From="Identify_Target" Id="Transition_2" To="Communicate_Manager"

/>

<Transition From="Identify_Target" Id="Transition_3" To="Publish_TgtDoc" />
<Transition From="Communicate__Manager" Id="Transition_4" To="Establish_Budget" />

Fig. 1. Code snippets from an example XPDL
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systems that capture, store, retrieve, analyze
and display spatial data (Clarke, 1995). Google
Maps is an example of a GIS tool (Brown &
Kytta, 2014) that is publicly available. Little
knowledge is needed to access it.

Research Metodology. Based on the
multifaceted research objectives, this study
aimed to identify and categorize the digital
tools available for project marketing. It focuses
on how the project supplier currently uses
digital tools in the project marketing process.

We consider each campaign a different
process. Each process instance represents a
single individual run of the campaign that can
be independently controlled and audited as it
progresses to completion. During execution,
each instance reflects the internal state of the
campaign, representing its progress and its
status with respect to its constituent atomic
activities.

Automating Marketing Campaign
Management. We consider the XPDL
language, which is a popular workflow

definition language adopted by many vendor
organizations, and it works fully with the
Business Process Modeling Notation (BPMN)
of the Business Process Management Initiative
(BPMI) (OMG, 2009). To facilitate the end users
of the system, the campaign process can be
defined by an existing process template.

This way, the campaign process definition
is finally an XML document. This is a significant
advantage because XML documents can be
easily parsed so that a computer automatically
understands the structure of the process. An
illustrative example of an XPDL document is
presented in Figure 1. According to the XPDL
standard and in the context of marketing
campaign management, the main elements of
defining a campaign process are:

The atomic activities, which can be
seen as the individual steps of the process.
The activities are responsible for the actual
execution of the campaign and they can be
either the smallest units of work which need
to be scheduled. In the XPDL documents each
activity is declared within an <Activity> tag,
while its duration is declared by exploiting
the ExtendedAttributes> feature of the XPDL
and inserting the numerical value at the
corresponded attribute.

The transitions among the activities. The
transitions define the flow of the process.
Virtually any flow is possible as a campaign
process can be arbitrarily complex. However,
the basic flow structures are the sequence,
the parallel execution and the conditional
branching.

The performers of the activities, namely the
necessary resources (humans or tools) needed
to execute the campaign. By definition, in the
XPDL document, each activity declares its
performer using the <Performer> tag. According
to the XPDL specification, the performers’
types are: RESOURCE_SET, RESOURCE,
ORGANIZATIONAL_UNIT, ROLE, HUMAN, and
SYSTEM. In our study, a performer could be
anything among the above types. Separation of
atomic activities is done sparingly to maintain
time constraints and minimize overall campaign
completion time.

According to DELIAS et al., the fair
scheduling algorithm described above solves both
of the above issues because it allocates activities
to available resources (Delias et al., 2020).

Theoretical background. Project
marketing is a special type of B2B marketing
that refers to project-related activities that a
firm delivers to its customers (Tikkanen et al.,
2007).

Independent of any Specific to a

project certain project
|

r I
Project marketing
Markgt Pregang for | | Maknga | | Meqooala 4
siratagy . : |rnp|l- ratons
bidd bid fract
development sy > g, . mentation

i Continuous project markefing i

S NS EEEEE I EEEEE

ISR NSNS EEEEEEEE

SEEEEEEEEEEEsEEEeEmEEd

Fig. 2. Project marketing process
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Carrying out traditional market research,
identifying opportunities and anticipating
customer needs are challenging aspects of
project marketing.

Projects are often complex, transactions
are large, many stakeholders are involved,
and customer relationships between different
projects are often discontinuous. Successful
project implementation requires collaboration
between stakeholders and effective
management of these relationships within the
project network (Aaltonen & Kujala, 2016).

Project marketing is presented as a
process to show what happens at different
stages before project implementation.

In this study, we will discuss the project
marketing process as shown in Figure 2 below.

Traditionally, long  before  project
implementation, the marketing process
includes the following stages: project marketing
strategy development, market screening,
tender preparation, proposal making, and
contract negotiation. These stages can take
several months to several years. Many internal
functions (e.g. management, technology,
logistics and project management) are involved
in this process (Turkulainen et al., 2019).

Main results. Based on the literature
review, we developed an understanding of the
current stage of project marketing research
and the types of digital tools used in it.

The research used several websites and
blogs of sales and marketing experts (i.e.

digital influencers) to find digital sales and
marketing tools. This search revealed several
digital tools used in marketing.

In parallel with the analysis of digital
tools obtained by S. Toukola and T. Ahola,
from empirical research, we identified digital
tools that can be used in project marketing,
such as: Market research, Prospecting, Online
interaction, Web analytics, Social media, CRM,
SEO & SEM, BIM & GIS.

To support the findings of this study
and to obtain a more comprehensive view,
the authors conducted another new study in
an electromechanical systems and services
contract manufacturing company, where they
used semi-structured interviews to collect
data (Toukola & Ahola, 2022).

This company is a medium-sized family
business, founded more than 40 years
ago, with approximately 500 employees.
Its headquarters and production units are
located in two Northern European countries.
It serves its global customers in a variety of
industries, including marine and offshore, rail,
energy solutions and industrial machinery. In
addition to the various industrial equipment
manufactured in its premises, it offers other
services to its clients, such as engineering and
project management, supply management,
installations, classification and product
support.

The conclusions of the empirical study,
which can be used in the marketing process

2

Project marketing process

)

i 1 1 1
| Project marketing ‘ P ) na i . . ! e ;
> strategy development | Market screening Preparing for bidding | Making a bid | Negotiating a contract
| i i
+ Proper digital marketing |+ Relies heavily on individual |+ Understanding customers’ i « Solutions highly customised E * Negotiation of the final
Key aspects " strategy under development | sales manager’s personal needs | based on customers’ | details
Mechtro's project |« Various customer groups i contacts and activities + Viability analysis i requirements i + Involvement of future
marketing + References are important |* Some digital tools utilised in important !« Involvement of several ! project manager (if
1+ Few resources for marketing i screening the market * Storing customer i functions inside the E applicable)
i 1+ Customer visits important information i organisation 1« Transferring relevant
: i+ Collection of all the relevant information to project
| ! information for thebid | management and production
Sifakls Market research i Online interaction | |
digital tools 1 | i
[ Prospecting J ! |
- . | |
( Web analytics } | [ Online communication ] i
i T |
| i [ Meeting schedulers ]
| | |
: : : :
SEO & SEM BIM & GIS i
- i
[ CRM ]

Fig. 3. Project marketing process using digital tools
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of the project, are as follows: Market research,
Prospecting, Online interaction, Web analytics,
Social media, CRM, SEO & SEM, BIM & GIS.

At the first stage, as a result of qualitative
data analysis, the overall picture of the
marketing and sales activities of the company’s
projects was assessed.

Then, patterns were formulated
(Eisenhardt, 1989) and data were coded into
first-order themes following the stages of the
project marketing process drawn from the
literature: developing a project marketing
strategy, market screening, tender preparation,
bidding and contract negotiation.

In support of this, the current marketing
process documentation and process chart
provided by the company representative were
reviewed along with the relevant interviewees.

As a general marketing strategy
development, the company relies on traditional
marketing approaches. Social media were
mentioned as a marketing tool, but many
sales managers were not familiar with all their
possibilities for marketing.

Regarding the general needs, the surveyed
beneficiaries (Sales managers) stated that
they need more information about potential
tools that can be used to improve their
digital marketing processes, more training
in the use of different tools, more effective
approaches to information processing and the
implementation of a proper CRM system.

Digital Marketing Process and Tools.
Based on the research results, we have
identified suitable digital tools that can be used

CnHCOK BHKODHCTAaHOI AiTepaTypH

1. Choudhury, M. M., & Harrigan, P. (2014). CRM to social CRM:
the integration of new technologies into customer relationship
management. Journal of Strategic Marketing, 22(2), 149-176.
doi: https://doi.org/10.1080/0965254X.2013.876069

2. Rusthollkarhu, S., Toukola, S., Aarikka-Stenroos, L., &
Mahlaméki, T. (2022). Managing B2B customer journeys
in digital era: four management activities with artificial
intelligence-empowered tools. Ind. Market. Manag., 104, 241-
257. doi: https://doi.org/10.1016/j.indmarman.2022.04.014

3. Marmewick, C., & Marnewick A. (2022). Digitalization
of project management: opportunities in research and
practice. Project Leadership Soc., 3, 57-63. doi: https://doi.
org/10.1016/j.plas.2022.100061

4.  Gioia, D., Corley, K., & Hamilton, A. L. (2013). Seeking
qualitative rigor in inductive research: notes on the Gioia
methodology. Organ. Res. Methods, 16 (1), 15-31. doi:
https://doi.org/10.1177/1094428112452151

5. Fraccastoro, S., Gabrielsson, M., & Pullins, E. (2021).
The integrated use of social media, digital, and traditional
communication tools in the B2B sales process of
international SMEs. Int. Bus. Rev., 30 (4), 101776, 67-85.
doi: https://doi.org/10.1016/j.ibusrev.2020.101776

6. Wang, W., Pauleen, D., & Zhang, T. (2016). How social
media applications affect B2B communication and improve

in project marketing, fig. Below 3 shows the
main findings of the study, which consist of the
main aspects of the project marketing process
of the case company and the corresponding
categories of digital tools that can be used at
each stage of the project marketing process.

As a final point, CRM tools are
comprehensive and often contain many
digital marketing functions that can be used
throughout the project marketing process.
CRM is a kind of basic application, it is also a
kind of database storage system.

Conclusion. In this paper, we presented
Automating Marketing Campaign Management
system to automate the marketing campaigns
management. We recast campaigns in terms of
business processes, by describing them using a
formal process definition language. This way, the
campaign process structure can be interpreted
by a computer and lead to effective scheduling
and monitoring. The workflow support that
the proposed system provides, advances the
project management methodologies, often used
to carry out the same work.

The study contributes to new knowledge
by offering a holistic view of available digital
tools suitable for project marketing.

We also discussed the marketing process
of digital projects, identifying opportunities for
using digital tools at each stage.

Identifying and categorizing digital
tools and relating them to the traditional
project marketing process provides a basis
for improving both project marketing and its
research.
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BUKOPUCTAHHA IHCTPYMEHTIB YNPABJIHHA NPOEKTAMMW ANA E®EKTUBHOCTI LU®POBO-
rO MAPKETUHIY

MapkeTuHroBi kamnaHii € BaXNWBUM MapKETUHIOBUM MPOLIECOM, SKUI MIATPUMYE KOMYHIKaLito
OpeHaiB | NpoaYKTIB ANs LUMPOKOI rpOMaAChKoCTi. Yepea NoLMpeHHs NpoaykTiB i bpeHais, wwe GinbLy
KINbKICTb CErMeHTIB PUHKY, XOPCTKY KOHKYPEHUil0 Ta 3aranbHe MPUCKOPEHHS 3MiH MapKEeTUHIoBI
KaMnaHii cTanu cknagHilwmmm, a ix nnaHyBaHHs! Ta agMiHICTPaTMBHI pilleHHs MOBMHHI MpUAMaTMCs B
YMOBax 3pOCTat4oro 4acoBoro Tucky. [iiicHo, BuGip Yacy i NOcrigoBHOCTI Ail B pamKax kammaii €
OfHIEI0 3 HAWMBAXIMBILLMX 3MIHHUX NPU NPUAHATTI PilleHb. Y Ui CTaTTi M1 CTBEPAXYEMO, LLO, BUKOPU-
CTOBYIOYM MOBY BW3HA4YEHHS MPOLIECIB ANS ONUCY MApKETUHIOBUX KaMnaHii, M1 MOXEMO NonermTi
ynpaeniHHa 6araTbmMa KOHKYpYHUMMU KamnaHisiMi 3a JONOMOrolo aBTomatum3alii. Y cTatTi BUCBITIEHO
CYTHICTb i CTPYKTYpY MapKETWHIOBOro ynpaeniHHs nignpremctsoM. CchopMynboBaHO pornb MapKeTWH-
ry B YNpaBfiHHi KOMMAHIE0 Ta NOr0 BNAMB Ha edeKTMBHE (PYHKLIOHYBaHHSA MignpuemcTsa. Y cTaTTi
pO3rNA4aTbCA PidHi AOCMIMKEHHS, WO po3rMsaaaoTb LMGPOBI iIHCTPYMEHTV NS MPOLEecy MapKeTUHIY
nocTavanbH1Ka NpoekTy. Ha OCHOBI pe3ynbraTiB LUMX AOCMIMKEHb MU MPEACTABMNSEMO NEPENiK AesKNX
UMPPOBMX IHCTPYMEHTIB, SIKi MOXYTb OYTV BUKOPUCTaHI B NPOEKTHOMY MapkeTuHry. Lie gocnimxeHHs
CrpUsie OTPUMaHHIO HOBMX 3HaHb NPO LMGPOBUIA MaPKETUHT NPOEKTIB, NPO UMAPOBI IHCTPYMEHTY Ta iX
BUKOPUCTaHHS B NPOLIECi MApPKETUHTY NPOEKTIB.

MeToto cTaTTi € NpeacTaBneHHst BEG-IHCTPYMEHTY 3 BIOKPUTUM BMXIHUM KOZOM ANst NiATPUMKM
GisHec-kopuCTyBaYiB y MOAENtoBaHHi Bi3HEC-NPOLIECIB 3 BUKOPUCTaHHAM HOTaLii MOAentoBaHHs bisHec-
npouecis (BPMN), ctaHgapty OMG ans mogentoBaHHsa npoueciB. Kpim Toro, iHCTPYMEHT [03BOMse
BWKOHATW Jiarpamy 6isHec-npouecy Ha MOBi BUKoHaHHs GisHec-npouecie (XML Process Description
Language), sika Mmoxxe GyTu 3po3yMifnoto Anst MexaHiamy po6oyoro npouecy. Y Wi cTaTTi My onucyemo
ioro apxiTekTypy, YHKLIOHaNbHICTb Ta MOXIUBOCTI.

TvnoBa MynbTMareHTHa CUCTEMa, LU0 BWKOPUCTOBYETLCS AN YNPaBMiHHA KaMMaHisMu, MOXe
OyTW nerko poswmpeHa Ans ynpaeiHHS pobo4MMM NOTOKaMU iHLWUX napanenbHUX Npouecis. [HWmMm
ManbyTHIM HaNPSMKOM Y LibOMY BiAHOLLIEHHI € po3pobka iHTEerpoBaHOro anropuTMy nnaHyBaHHS, KU
MOXe CTBOPUTMW HagiliHy Mogenb npouecy. Mu MoxemMo 06MexuTy BXigHI BUMOrV nuLue nepenikoM pobit
Ta iIXHIMW NPIOPUTETHUMI BUMOTramm, yCyHyBLUM NoTpeby y hopMarnbHOMY NpeacTaBeHHi NpoLecis.

KntoyoBi cnoBa: mapkemuHzoea KamraHis, ynpasniHHs, ripouec, XPDL, peanisauisa npoekmy,
OHraliH-83aemMo0isi.
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