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Abstract 
The recent change of healthcare industry environment has caused traditional 

marketing not well fitting the contemporary requirement and rather than, must develop 
customer-oriented customer relationship management (CRM).  However, there is quite 
difficulty to effectively implement CRM due to the complexity of this process.  The main 
consideration of this problem is how to effectively decide the direction of customer 
requirements.  If the decision can be initiated from the level of CRM strategy, it will be 
more stable and not frequent to make change.  Consequently, it will guarantee the future 
success of implementing CRM.  Therefore, this research proposed such a framework to 
effectively solve this problem.  The CRM strategies can be identified as customer 
acquisition, customer retention, and strategic customer service and medical customer 
requirements as marketing mix characteristics, hospital characteristics, and consumer 
characteristics.  The results from empirical study indicated that the implementation 
degree of CRM in healthcare industry is quite advanced as compared with general industry 
and further, the adoption of different CRMs will be deviated from each other for customer 
requirements.  

Key word: Customer relationship management Customer relationship management 
strategy Medical consumer requirements 
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