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Abstract— The subject of the research is examining the 
readiness for introducing CRM and crowdsourcing services 
in secondary healthcare institutions. The research was con-
ducted in the healthcare institution of secondary type among 
healthcare workers through an online and offline survey. The 
obtained results show that healthcare workers are ready and 
willing to implement innovative CRM services and crowd-
sourcing models like crowd wisdom, crowdfunding, crowd 
voting and crowdsensing in healthcare institution. The results 
present the basis for strategic marketing planning and the in-
troduction of innovative services in the healthcare institution 
of secondary type.
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I.	INTRODUCTION

This paper is explained briefly why marketing plan-
ning has an important role in today’s business of secondary 
healthcare institutions, as patients' satisfaction must be the 
main objective which requires a thorough knowledge of 
their needs and expectations. 

To understand the impact of marketing strategies on the 
quality of healthcare services, it is important to understand 
today’s medical consumers who prefer to look for medi-
cal information online. With digital marketing, almost all 
online activities can be tracked and measured. With mar-
keting performance information, healthcare professionals, 
and healthcare organizations can make a strategic market-
ing planning how to improve their services. However, to 
successful manage all of these functionalities and informa-
tion there is a need to implement a CRM model that aids 
in fulfilling all this activates at the right time, by the right 
people with as few mistakes as possible [1].

Customer relationship management (hereinafter: CRM) 
is an innovative technology that seeks to improve customer 
satisfaction, loyalty, and profitability by acquiring, devel-

oping, and maintaining effective customer relationships 
and interactions [2]. CRM is very important to be used in 
healthcare because it improves the service in many ways 
that finally manifests in saving lives. Some of the servic-
es that CRM provides are online consultations, online ap-
pointments, clear use of healthcare institutions resources, 
data management, digital patient history and many more.

Crowdsourcing services can be used to encourage in-
teraction and improve communication among key stake-
holders. It includes crowd wisdom, crowdfunding, crowd 
voting and crowd sensing. These systems can improve effi-
ciency and make business easier in many ways for second-
ary healthcare institutions. For example, these systems can 
be used in getting needed healthcare resources, collecting 
money for curing people, consulting with other healthcare 
workers as well as creating a platform for sharing patient 
opinions. Crowd wisdom aggregates collective intelligence 
and collaboration among medical experts to collaborative-
ly solve medical cases [3]. Crowdfunding is the practice of 
funding a project or enterprise by collecting small amounts 
of money from numerous people, typically via online plat-
forms. In the last decade, using the crowdfunding model 
for covering medical expenses has gained popularity [4]. 
Crowd voting allows stakeholders to express their opinion 
and desire through an online platform. This helps medical 
institutions to gain insight into the opinion of many people 
in an easy and efficient way. It presents democratization in 
decision-making by including all stakeholders [5].

This research examines the healthcare workеrs’ readi-
ness for introducing both CRM and crowdsourcing servic-
es in secondary healthcare institutions. The results should 
provide insight into new innovative services that could 
improve the e-business of healthcare institutions, com-
munication among stakeholders, and strategic marketing 
planning.
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II.	 STRATEGIC MARKETING PLANNING IN 
HEALTHCARE

A.Strategic Marketing Planing

Planning is a coordinating activity that prioritizes giv-
ing focus to the organization’s activities. Strategic and cal-
culated decisions are made at corporate and functional lev-
els. While the form and presenting style of marketing plans 
can be different, a common purpose is shared – to identify, 
select and implement the right marketing activities. Stra-
tegic marketing planning helps healthcare institutions to 
determine the future direction of business improvement. 
Defining time periods, cost, profit, products, and custom-
er-related goals give a proper framework for the organi-
zational directions. A marketing mix consists of: product 
strategy, prices, distribution, promotion, advertising, sales, 
controlling & monitoring, and ethical considerations [6].

Each of these segments is crucial in providing health-
care in an effective and economical reasoned way. New 
technologies can improve data collecting, data analysis, 
enable multichannel communication, CRM and applica-
tion of digital marketing strategies. By improving these 
processes, the whole business effects can be tracked in 
real-time and can significantly affect strategic marketing 
planning. It is important to analyze, determine and select 
which new technological features and models could and 
should be implemented to benefit the operation of the 
healthcare system.

B. Aplications in Healthcare

Before defining any action plans in any segment, it is 
important to define a clear goal for the strategic marketing 
plan. Healthcare institutions can have many different goals 
for example:

■■ A marketing goal would be - to improve access to coun-
seling services to all members of the local community.

■■ A business goal would be - to increase the number of 
new clients by 10%.

■■ An operational goal would be – to add seven internal 
surgeons to the medical staff of the center by August.

■■ A customer-oriented goal would be – to improve pa-
tient-doctor communication channels. 

Selected goals and objectives must be reflective of and 
consistent with strategic planning. Taking into account 
current capabilities and newly acquired capabilities health-
care institutions can define and prioritize goals in defined 
timeframes. By elaborating and determining each part of 
the previously described marketing mix healthcare institu-
tions can focus on any goal and bring it to fruition.

C. Advertising and promotion

In public healthcare systems, the decision-making pro-
cess is very centralized. This is very hard for secondary 
healthcare institutions to make decisions when it comes to 
product strategy, prices, distribution, sales, controlling & 
monitoring and ethical considerations. On the other hand, 
advertising and promotion are areas where they have the 
most autonomy.

Advertising is primarily done using the second-
ary healthcare institutions' website. The visual design is 
traditional, and the focus of the user interface design is 
functionality. The content mainly focuses on providing 
information about the secondary healthcare institution 
concerning services, work hours, employees, location, and 
other practical information like news, projects, donations 
and job offerings. However, there is an opportunity to ex-
pand this in numerous ways. By expanding the communi-
cation with clients to social media platforms and making 
it interchangeable to use these channels, patient’s user ex-
perience could be improved. Furthermore, improving this 
communication creates an opportunity to better include the 
patients in many activities the healthcare institutions car-
ry out. For example, fundraising, planning new initiatives, 
sharing experiences, etc. Successfully combining social 
media, a marketing idea and the healthcare institutions 
website has been proved very successful before [7]. 

III.	 CRM IN HEALTHCARE

A. Customer relationship management 

From a healthcare point of view, CRM can be defined 
as an approach to learning about patients in order to com-
municate appropriately, and to build good relationships in 
order to deliver timely information, with the patients' re-
sults tracked to make necessary adjustments [2].

Customer relationship management is especially im-
portant in healthcare because patients, their health and sat-
isfaction are an indicator of the success of the operations 
of the health institutions. Demand for health services has 
increased due to the extension of life expectancy, but also 
the level of education of the population. In addition to de-
mand, expectations are also growing, related to the out-
come of the service, quality of service and attitude towards 
the patient. Next to modern equipment and the expertise of 
employees, the patient also expects appropriate treatment: 
kindness, respect, a sense of security and trust. These 
trends are global, and as such have caused healthcare facil-
ities around the world to seek assistance in implementing 
CRM methodologies and technologies.

Application of CRM technologies in a public health-
care system is different than in a private one due to deci-
sion making autonomy [8]:
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■■ Collection of detailed patient data. Aggregating infor-
mation such as the history of treatment, results of vari-
ous tests, laboratory analyzes, recordings, smart device 
health measurements, and a family history of illness 
would allow health care providers to offer better, more 
specialized and timely care.

■■ Educating patients and raising awareness of the impor-
tance of screening. One of the ways to improve health, 
not only in a specific institution but in the whole of 
Serbia, is a transfer from curative to preventive. Dis-
ease prevention or at least early detection of the disease 
would significantly reduce, above all, the death rate 
from curable diseases, but also the cost of treatment the 
health care system of Serbia, which is in itself over-in-
debted. To achieve this, the first step is raising the health 
education and literacy of the population, and then edu-
cating people about the importance of regular preventive 
examinations.

■■ Improving efficiency. Excessive reliance on human la-
bor can lead to missed activities, data entry errors, du-
plicate entries, incorrect entries and archiving errors. 
With the introduction of the CRM system, the process 
of entering and monitoring business simplifies, and the 
number of errors is minimized. It is possible to increase 
efficiency and influence patients as well, by sending re-
minders for upcoming examinations and requests from 
the patient to confirm or cancel the arrival within a spec-
ified period.

CRM can contain multiple functionalities focusing 
on communication between different stakeholders. It also 
opens an opportunity of integrating various crowdsourcing 
models in the operational structure of healthcare institu-
tions.

B. Crowdsoursing services in healthcare

Crowdsourcing is a way of obtaining information or in-
put into a task or project by gathering the power of a large 
number of people, normally via the internet [9].

Models of crowdsourcing that can be implemented 
in healthcare services are crowd wisdom, crowdsensing, 
crowdfunding and crowd voting.

Crowd wisdom aggregates collective intelligence and 
collaboration among medical experts to collaboratively 
solve medical cases. For example, CrowdMed platform 
uses the crowd wisdom model for collaboration among an 
interdisciplinary team of medical experts with an aim to 
provide knowledge and skills for saving lives [3].

Crowdfunding is the practice of funding a project or 
enterprise by collecting small amounts of money from nu-
merous people, typically via online platforms. In universal 
healthcare systems, medical crowdfunding is a viable op-
tion to finance alternative, complementary, experimental 
and scientifically poorly supported therapies not financed 
by the health insurance fund. Further analysis of the most 
common diseases and disorders listed in crowdfunding 
campaigns might provide guidance for national health 

insurance funds in extending their list of funded medical 
interventions [4].

Crowd voting allows stakeholders to express their 
opinion and desire through an online platform, too. This 
helps medical institutions to gain insight into the opinion 
of many people in an easy and efficient way. Delegating 
the right to participate in the solution of minor local prob-
lems, authorities make strategic decisions on their own, 
without relying on the resources of a “smart crowd” [5]. 

C. Digital marketing strategies in healthcare

The application of digital marketing strategies im-
proves communication between healthcare institutions and 
stakeholders. Digital marketing strategy involves the ap-
plication of various techniques such as e-mail marketing, 
viral marketing, social media marketing, affiliate market-
ing, loyalty programs and others. Through social media, 
patients can be provided with information on disease pre-
vention, doctors' advice can be provided, doctors can ex-
change opinions and experiences from practice an in this 
way improve healthcare [10].

IV.	 READINESS OF INTRODUCTION CRM AND 
CROWDSOIURSING SERVICES IN SECOND-

SARY HEALTHCARE INSTITUTION 

A. Research context

This research examines the willingness of healthcare 
professionals to use CRM systems as an innovative ap-
proach to managing relationships with patients, and read-
iness for adopting innovative crowdsourcing models for 
doing business in secondary healthcare institutions. For 
crowd wisdom, we tested if health workers are ready to 
use collective opinion as one of the ways for finding the 
answers to the health problems of their patients.

In the context of crowdfunding, we tested if the hospi-
tals are ready to collect funds for the necessary equipment 
such as various appliances, beds and other needed resourc-
es by donation of all stakeholders interested in participa-
tion. Crowd voting, a democratic way of making important 
decisions, is one of the possibilities that would help the 
employees to express their needs.

B. Sample

The research was conducted through surveying health-
care workers of a secondary healthcare institution. The 
respondents were people in different positions (doctors, 
nurses…) and of all age groups. By using both online and 
offline questionnaires we collected a sample of 80 respond-
ents.C. Instruments

Questionnaire used in this research consists of twenty 
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questions that are divided into three main parts. 

The first one is a description of CRM and crowdsourc-
ing services in a secondary healthcare institution. Here, 
respondents can be introduced with keywords. Therefore, 
the whole concept of how a new website should look, with 
all its functionalities, is described.

In the second part of this questionnaire, we wanted to 
collect demographic data of our respondents. This part 
consists of five questions and gives us answers on what 
their occupation or age group is.

The final part consists of fifteen questions that examine 
how much health workers are willing to work in a new en-
vironment that would use the implemented CRM system. 
The questions cover all the functionalities that the new site 
should have. Including all crowdsourcing systems. Possi-
ble answers in this part are formed using the Likert scale. 

V.	 ANALYSIS OF THE RESULTS

A. Results sample

In the conducted research, 80 health workers were ex-
amined, 72.5% of whom were women and 27.5% men. 
The respondents are of different age groups from 21 to 
over 50 years old. Most respondents were between 41 
and 50 years, making up 35% of the total number. Second 
largest group are people over 50 years, making up 33.5%. 
Seventeen respondents are people from 31 to 40 years, and 
the youngest eight respondents have between 21 and 30 
years. The level of education of the respondents varies and 
includes doctors, nurses, and technicians.

B. Research question
Table 1. Analysis of all survey question

Questions Mean SD Validation of 
hypothesis

Do you agree that the introduction of CRM services would improve the com-
munication and organization of the hospital's business activities? 4.575 0.75 Yes

Do you think that an integrated platform with all the important information 
about the patient (health picture, age ...) would ease your work? 4.7 0.48 Yes

Are you ready to take the time to answer the patient's questions on the website 
and write useful tips related to a topic in the field of medicine? 4.2875 0.96 Yes

Do you think that online consultations could be a more efficient form of com-
munication in certain cases 4.3875 0.81 Yes

Are you ready to provide new ideas for solving problems in the health institu-
tion, solving complex medical cases or launching initiatives for the introduc-
tion of new healthcare services?

4.4 0.85 Yes

Would you use the "Collaborate" functionality to consult with colleagues? 4.7125 0.5 Yes

Would you use the “Survey” option to contribute in the form of voting in sup-
port of he initiatives within your healthcare institution? 4.525 0.87 Yes

Do you think that a newsletter would be a useful way to inform the patient 
about current topics? 4.63 0.69 Yes

Would you like to get the opinion of patients about your work? 4.525 1 Yes

Do you think that the scheduling of examinations, could speed up and ease the 
existing way of working? 4.7875 0.49 Yes

Do you think that crowdfunding would improve the financing of treatment 
of special cases or projects aimed at improving the business of the health 
institution?

4.3625 0.87 Yes

Do you think that crowdsensing and the information you get through this ser-
vice would improve your decision-making when treating patients? 4.2 1.08 Yes

Do you think that crowdwisdom and this type of collegial communication 
would improve the success in solving health cases at the departmental level? 4.4375 0.89 Yes

Do you think that crowdvoating would improve the decision-making process 
related to improving the business of a health institution? 4.475 0.67 Yes

Do you think that connecting the website with social networks would improve 
communication between healthcare professionals and patients? 4 1.25 Yes

Do you have satisfactory access to electronic devices and the Internet in your 
workplace in order to use the described functionalities? 4.33 1 Yes
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The first part of the survey is demographic one, ques-
tioning sex, age group, educational level and the profes-
sional position. Research questions are designed in the 
way to analyze the level of readiness of healthcare work-
ers to introduce CRM as well as crowdsourcing systems. 
Questions encompass all crowdsourcing systems – crowd 
wisdom, crowd voting, crowdfunding and crowdsensing. 

Our main hypothesis is that the majority of respondents 
are ready for the implementation of all CRM and crowd-
sourcing functionalities.

C. Analysis of results

The mean value for all questions is equal to or above 
4 meaning that respondents agree or strongly agree with 
the given statement for introducing CRM or crowdsourc-
ing services. Implicating those respondents agree with im-
plementing this functionalities and models to improve the 
promotion and marketing segment of strategic marketing 
planning.

The standard deviation is mainly below one, meaning 
that the majority of respondents agreed and answered the 
same. Also, deviation from the expected value is small.

VI.	 CONCLUSION

Through its specificity, healthcare marketing is an 
interdisciplinary field because it uses certain concepts, 
methods, and techniques specific both to classical and so-
cial marketing. The effectiveness of its application can be 
found in the image of a healthy population, greater satis-
faction of patients, better communication, a clearer picture 
of needs that need to be fulfilled, etc. The application of 
marketing in the field of healthcare was imposed by the 
problems in the health of the society and outdated and not 
so efficient healthcare systems.

This research is focused on strategic marketing plan-
ning in secondary healthcare systems. By surveying 
healthcare workers, it was tested the readiness for intro-
ducing both CRM and crowdsourcing services. The survey 
was conducted on a group that has different demographic 
characteristics; therefore, the outcome is relevant. 

Crowdsourcing systems are inseparable part of CRM 
and include different models. Crowdsourcing has many 
benefits for both patients and healthcare workers. It is rap-
id, low cost, and can collect a huge amount of informa-
tion from a large number of people. In particular, there is 
potential for crowdsourcing to capitalize on the input of 
interested and fit individuals who have the best ideas and 
bring a diverse set of skills and backgrounds to bear on 
the current task [11]. In this paper, it was described how 
crowd wisdom, crowdsensing, crowdfunding and crowd 
voting can be used to improve current healthcare system. 

The result of the conducted survey shows that health-
care workers are willing to start using these services in their 

daily work. They consider that these systems are needed in 
order to increase efficiency and make work easier. These 
results and the conducted statistical analysis serve to de-
termine further steps for strategic marketing planning in a 
secondary healthcare institution.

ACKNOWLEDGMENT

This research was funded by the Ministry of Education, 
Science, and Technological Development of the Republic 
of Serbia, grant number 11143.

REFERENCES

[1]	 Purcarea V. L. (2019). The impact of marketing strategies 
in healthcare systems. Journal of medicine and life, 12(2), 
93–96. https://doi.org/10.25122/jml-2019-1003

[2]	 Shin-Yuan Hung, Wei-Hsi Hung, Chia-An Tsai, Shu-Chen 
Jiang, Critical factors of hospital adoption on CRM system: 
Organizational and information system perspectives,Deci-
sion Support Systems,Volume 48, Issue 4, 2010, Pages 592-
603,

[3]	 Krafft, R. (2014). The power of crowd wisdom in solv-
ing difficult medical cases. Knight Foundation https://
knightfoundation.org/articles/power-crowd-wisdom-solv-
ing- HYPERLINK "https://knightfoundation.org/articles/
power-crowd-wisdom-solving-difficult-medical-cases/"dif-
ficult-medical-cases/, last access [10.4.2022].

[4]	 Lublóy, Á. (2020). Medical crowdfunding in a healthcare 
system with universal coverage: an exploratory study. BMC 
Public Health, 20(1), 1-20.

[5]	 Arkhipova, E. B., & Starshinova, A. V. (2021). Crowd vot-
ing via online platforms as a way of citizens’ public partici-
pation in the development of municipalities (The active cit-
izen case, Moscow). Вестник Томского государственного 
университета, (470), 103-107.

[6]	 Amaria, B. A. (2015). Marketing planning in healthcare 
industry. Marketing, 1009, 30.Drummond, G., Ensor, J., & 
Ashford, R. (2007). Strategic marketing: planning and con-
trol. Routledge.

[7]	 Elrod, J.K., Fortenberry, J.L. Advertising in health and med-
icine: using mass media to communicate with patients. BMC 
Health Serv Res 20, 818 (2020). https://doi.org/10.1186/
s12913-020-05599-3

[8]	 Prof. dr. Stevan Vasiljev, & Ilić Milovac, N. (2010). Uprav-
ljanje odnosima sa potrošačima iz perspektive marketinga i 
informatičkih tehnologija. Časopis za društvene i prirodne 
nauke.

[9]	 Schenk, Eric; Guittard, Claude (1 January 2009). "Crowd-
sourcing What can be Outsourced to the Crowd and Why". 
Center for Direct Scientific Communication. Retrieved 1 
October 2018 – via HAL.

[10]	 Baashar, Y., Alhussian, H., Patel, A., Alkawsi, G., Alzahrani, 
A. I., Alfarraj, O., & Hayder, G. (2020). Customer relation-
ship management systems (CRMS) in the healthcare envi-
ronment: A systematic literature review. Computer stand-
ards & interfaces, 71, 103442. https://doi.org/10.1016/j.
csi.2020.103442

[11]	 Wazny K. (2018). Applications of crowdsourcing in health: 
an overview. Journal of global health, 8(1), 010502. https://
doi.org/10.7189/jogh.08.010502


