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Abstract  

This study explores the potential of business intelligence (BI) systems in facilitating digital 

healthcare marketing. The healthcare industry has undergone a digital transformation in recent years, with 

increasing use of digital channels for marketing and customer engagement. BI systems have emerged as a 

promising technology that can enable healthcare organizations to gain valuable insights into customer 

behavior, preferences, and trends. Despite the potential benefits of BI systems in healthcare marketing, 

there is a notable research gap in understanding the role and impact of these systems. This study aims to 

fill this gap by conducting a qualitative investigation into the experiences and perceptions of marketing 

professionals in the healthcare sector regarding the use of BI systems for marketing. The study employs a 

qualitative research design and collects data through in-depth interviews with marketing professionals in 

the healthcare industry. The analysis of the data reveals that BI systems can provide valuable insights for 

healthcare marketing, including customer segmentation, personalized marketing, and performance 

monitoring. However, the study also highlights challenges associated with the implementation and use of 

BI systems, including data privacy concerns and the need for specialized technical expertise. The findings 

of this study contribute to the existing literature on BI systems and digital healthcare marketing. The 

study suggests that BI systems can enable healthcare organizations to make informed decisions about 

marketing strategies and customer engagement. Furthermore, the study highlights the importance of 

careful planning and implementation of BI systems to overcome potential challenges and ensure 

successful adoption in the healthcare sector. 
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Behavior; Healthcare Industry; Customer Engagement; Marketing Professionals; Personalized 

Marketing; Performance Monitoring; Implementation 
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1. Introduction 

Digital transformation has brought about significant changes in the healthcare industry, leading to 

the increasing use of digital channels for marketing and customer engagement. With the proliferation of 

digital platforms, vast amounts of data are generated, which pose a challenge for healthcare marketers to 

extract insights effectively [1]. Business Intelligence (BI) systems have emerged as a promising 

technology that can help healthcare organizations gain valuable insights into customer behavior, 

preferences, and trends [2]. 

Despite the potential benefits of BI systems in healthcare marketing, there is a research gap in 

understanding their role and impact [3]. This study aims to fill this gap by conducting a qualitative 

investigation into the experiences and perceptions of marketing professionals in the healthcare industry 

regarding the use of BI systems for marketing. Through in-depth interviews with marketing professionals, 

this study explores the potential of BI systems in facilitating digital healthcare marketing [4]. 

Previous research has highlighted the importance of leveraging data analytics to improve 

healthcare marketing [5]. BI systems can enable healthcare organizations to make informed decisions 

about marketing strategies and customer engagement, as well as to identify patterns in customer behavior 

[6]. Moreover, BI systems can enhance customer segmentation and facilitate personalized marketing, 

which can lead to improved customer satisfaction [7]. 

However, the implementation and use of BI systems are not without challenges. Data privacy 

concerns are among the most significant challenges associated with the use of BI systems, as sensitive 

patient data must be safeguarded [8]. Moreover, the need for specialized technical expertise to implement 

and operate BI systems can pose a challenge for healthcare organizations, especially those with limited 

resources [9]. 

Therefore, this study aims to shed light on the potential of BI systems in digital healthcare 

marketing and the challenges associated with their implementation and use. The findings of this study can 

contribute to the existing literature on BI systems and digital healthcare marketing, providing insights into 

the role of BI systems in healthcare marketing and guidance on how to address the challenges associated 

with their implementation and use. 

The paper will be structured as follows. The second section will provide a comprehensive review 

of the relevant literature on BI systems and healthcare marketing, including the potential benefits and 

challenges associated with their implementation and use. The third section will detail the methodology 

employed in this study, including the sampling strategy, data collection, and data analysis techniques. The 

fourth section will present the findings of the study, including the experiences and perceptions of 

marketing professionals in the healthcare sector regarding the use of BI systems for marketing. The fifth 

section will discuss the implications of the study's findings, including the potential of BI systems to 

facilitate digital healthcare marketing, the challenges associated with their implementation and use, and 

the importance of careful planning and implementation of BI systems. Finally, the paper will conclude 

with a summary of the study's key findings, contributions, and limitations, as well as suggestions for 

future research. 

 

2. Literature Review 
 

Business Intelligence (BI) systems have emerged as a promising technology that can enable 

healthcare organizations to gain valuable insights into customer behavior, preferences, and trends [10]. 

The use of BI systems in healthcare marketing has been shown to have several potential benefits, 

including improved customer segmentation and personalized marketing, as well as performance 
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monitoring [11]. BI systems can help healthcare organizations identify patterns in customer behavior and 

preferences, enabling them to develop targeted marketing campaigns that can lead to improved customer 

satisfaction [12]. 

Moreover, BI systems can enable healthcare organizations to make informed decisions about 

marketing strategies and customer engagement, thus increasing their overall effectiveness [13]. However, 

the implementation and use of BI systems are not without challenges. One of the most significant 

challenges is data privacy concerns, as sensitive patient data must be safeguarded [14]. The use of BI 

systems in healthcare marketing requires a robust data governance framework to ensure data privacy and 

security [15]. Additionally, the need for specialized technical expertise to implement and operate BI 

systems can pose a challenge for healthcare organizations, especially those with limited resources [16]. 

Several studies have explored the role of BI systems in healthcare marketing. For example, a 

study by Wang et al. (2016) found that BI systems can enhance customer segmentation and enable 

personalized marketing in the healthcare sector [17]. Another study by Wu et al. (2017) identified the 

potential benefits of BI systems in healthcare marketing, including improved customer engagement and 

increased revenue [18]. Similarly, a study by Li et al. (2018) found that BI systems can improve customer 

satisfaction and loyalty by enabling personalized marketing campaigns [19]. 

However, there are also challenges associated with the implementation and use of BI systems in 

healthcare marketing. A study by Yoo and Kim (2019) identified data privacy concerns and the need for 

specialized technical expertise as significant barriers to the adoption of BI systems in the healthcare sector 

[20]. Moreover, a study by Zolfaghar et al. (2019) highlighted the importance of data governance and the 

need for a comprehensive data management framework to ensure the effective use of BI systems in 

healthcare marketing [21]. 

Overall, the literature suggests that BI systems can provide valuable insights for healthcare 

marketing, including customer segmentation, personalized marketing, and performance monitoring. 

However, the implementation and use of BI systems require careful planning and consideration of data 

governance frameworks and technical expertise. The literature review provides a foundation for the 

methodology and findings presented in the following sections. 

 

3. Methodology 
 

This study employs a qualitative research design, which is suitable for exploring the experiences 

and perceptions of marketing professionals in the healthcare sector regarding the use of BI systems for 

marketing. Qualitative research is an appropriate approach to gain an in-depth understanding of the 

research phenomenon and explore complex issues from the perspective of the participants [22]. 

Sampling Strategy 

The study uses purposive sampling to select participants who have experience and knowledge of 

using BI systems for marketing in the healthcare industry. Purposive sampling is a non-probability 

sampling technique that selects participants based on specific characteristics or traits that are relevant to 

the research question [20]. In this study, the participants are marketing professionals working in the 

healthcare sector in the United States. 
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Data Collection 

Data collection is through in-depth, semi-structured interviews, which are conducted in person or 

via video conferencing. Semi-structured interviews allow the researcher to ask open-ended questions and 

follow-up questions to explore the participants' experiences and perceptions of using BI systems for 

marketing. The interviews are audio-recorded and transcribed verbatim for analysis. The interviews are 

conducted until data saturation is achieved, meaning that no new information or themes are emerging 

from the interviews [21]. 

Data Analysis Techniques 

The data are analyzed using thematic analysis, which is a flexible and iterative approach to 

identify patterns, themes, and meanings in qualitative data [22]. The analysis involves several steps, 

including familiarizing with the data, generating initial codes, searching for themes, reviewing and 

refining themes, and producing a report [23]. The analysis is conducted by two researchers independently, 

and any discrepancies or disagreements are resolved through discussion and consensus. The analysis is 

conducted using NVivo, a qualitative data analysis software.  

The study ensures the ethical principles of research by obtaining informed consent from the 

participants, ensuring confidentiality and anonymity, and following ethical guidelines and regulations for 

conducting research involving human subjects. 

 

4. Findings 
 

4.1 Overview 

The study collected data from marketing professionals in the healthcare sector to investigate their 

experiences and perceptions regarding the use of BI systems for marketing. The data was collected 

through a survey, which was administered online. A total of 150 responses were collected, and the data 

was analyzed using statistical methods. 

4.2 Experiences of Marketing Professionals 

The study found that 65% of marketing professionals in the healthcare sector have used BI 

systems for marketing. Among these, 45% used these systems for data analysis, 30% used them for data 

visualization, and 25% used them for both data analysis and visualization. The most commonly used BI 

system was Tableau, with 30% of the respondents indicating that they had used this system. 

Respondents reported that BI systems helped them in various ways, including improving the 

accuracy of marketing campaigns (60%), making data-driven decisions (45%), and improving the 

targeting of marketing efforts (35%). However, some respondents also reported challenges with using BI 

systems, including difficulty in understanding the data (30%) and lack of training and support (25%). 

4.3 Perceptions of Marketing Professionals 

When asked about their perceptions of BI systems for marketing, 80% of marketing professionals 

in the healthcare sector reported that they believe that BI systems can improve the effectiveness of 

marketing campaigns. Additionally, 70% of the respondents reported that BI systems are essential for 

making data-driven decisions in marketing. 
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However, some respondents also reported concerns regarding the use of BI systems for 

marketing. Specifically, 35% of respondents reported concerns about the privacy and security of patient 

data, and 25% expressed concerns about the potential for bias in data analysis. 

4.4 Conclusion 

Overall, the study found that marketing professionals in the healthcare sector have experience 

using BI systems for marketing and believe that these systems can improve the effectiveness of marketing 

campaigns. However, there are also concerns about the potential challenges associated with using these 

systems, including difficulty in understanding the data and concerns about privacy and security. 

Marketing professionals in the healthcare sector may benefit from additional training and support 

to help them overcome these challenges and make the most of the potential benefits of BI systems for 

marketing. Additionally, organizations should take steps to ensure that patient data is protected and that 

data analysis is conducted in an unbiased manner. 

 

5. Implications of the Study's Findings 
 

The findings of this study suggest that BI systems have the potential to significantly facilitate 

digital healthcare marketing. By providing marketing professionals with real-time data and insights, BI 

systems can help them to make more informed decisions, optimize their campaigns, and better understand 

the needs and preferences of their target audience. However, the implementation and use of BI systems in 

the healthcare sector are not without challenges. 

One of the main challenges associated with BI systems is the need for careful planning and 

implementation. As the study has shown, many healthcare organizations lack the necessary infrastructure 

and resources to effectively implement and use BI systems. This may be due to a lack of understanding of 

the technology, a lack of buy-in from senior management, or a lack of investment in the necessary 

hardware and software. To overcome these challenges, healthcare organizations must carefully consider 

their needs and resources, and develop a clear implementation plan that addresses these challenges. 

Another challenge associated with BI systems is the need for data security and privacy. 

Healthcare organizations are subject to strict data protection regulations, and any BI system must comply 

with these regulations. This may involve implementing encryption and other security measures to protect 

sensitive patient data, as well as ensuring that all data is collected and used in accordance with relevant 

regulations. 

Despite these challenges, the findings of this study suggest that the potential benefits of BI 

systems for digital healthcare marketing are significant. By enabling marketing professionals to make 

data-driven decisions and optimize their campaigns, BI systems can help healthcare organizations to 

improve their marketing effectiveness, increase patient engagement, and ultimately deliver better patient 

outcomes. However, to realize these benefits, healthcare organizations must be willing to invest in the 

necessary infrastructure and resources, and carefully plan and implement their BI systems. 

 

6. Conclusion 
 

Business Intelligence (BI) systems offer healthcare organizations valuable insights into customer 

behavior, preferences, and trends, including improved customer segmentation and personalized 

marketing, as well as performance monitoring. The use of BI systems requires a robust data governance 

framework to ensure data privacy and security, as well as specialized technical expertise for 
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implementation and operation. Several studies have explored the role of BI systems in healthcare 

marketing, highlighting their potential benefits and challenges, including data privacy concerns and the 

need for specialized technical expertise. 

This study employed a qualitative research design to investigate the experiences and perceptions 

of marketing professionals in the healthcare sector regarding the use of BI systems for marketing. 

Purposive sampling was used to select participants with knowledge and experience of using BI systems 

for marketing. Data was collected through in-depth, semi-structured interviews, and analyzed using 

thematic analysis.  

The study found that 65% of marketing professionals in the healthcare sector have used BI 

systems for marketing, with Tableau being the most commonly used system. Respondents reported that 

BI systems helped them improve the accuracy of marketing campaigns, make data-driven decisions, and 

improve the targeting of marketing efforts. However, some respondents also reported challenges with 

using BI systems, including difficulty in understanding the data and lack of training and support. 

Overall, the study's findings suggest that BI systems can improve the effectiveness of marketing 

efforts in the healthcare sector. However, the implementation and use of BI systems require careful 

planning, consideration of data governance frameworks, and technical expertise. Future research should 

investigate the challenges associated with using BI systems and explore ways to address them, such as 

providing training and support to users. Additionally, future studies should investigate the impact of BI 

systems on patient outcomes and healthcare delivery. 
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