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INTRODUCTION
Abstract: Crowdsourcing has been studied for more than 10 years, but no alternative

business models for its application have been developed up to date. The development 
of the technological stages of the Web leads to empowering the crowds with the 
opportunities for participation, influence, and change. The Web is the place where 
the interests of audiences (in the terminology of crowdsourcing – crowds) and 
organizations meet. This article presents the idea of a matrix, by means of which 
could be assessed the need and the ability of organizations to use crowdsourcing 
when performing tasks.
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INTRODUCTION
The crowdsourcing is a business model that provides the opportunity to an

organization and a crowd to benefit through interaction in the universe of the Internet. 
The first stage of such a model should answer the question: Is the crowdsourcing 
applicable to the implementation of a business idea? The answer is gain by means 
of the result of theoretical research and in-depth interviews with corporate and NGO 
executives in Bulgaria. The crowdsourcing approach provides the consumer with the 
opportunity to participate in the creation of goods and services. Crowdsourcing is 
among the creations of modern technological progress, but it is not a process based 
on clear technological rules. Its functioning is influenced by the deep cultural, socio-
psychological, economic and educational changes that put modern societies and companies
in a new environment. The enormously increased volumes of public information, the 
democratization of the systems managing this information, the immediacy of the 
bidirectional feedback, the cancellation of temporal and geographical differences in 
the exchange of information, and the communicators' equality turn crowdsourcing 
into a challenge that is difficult to interpret objectively. The dynamics of the external 
environment, the problem of determining the maturity level and the company's nature
make the crowd to provide countless combinations. It leads to the impossibility to apply
the universal valid formula when deciding on implementing crowdsourcing as a 
management instrument.
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MATERIALS AND METHODS
Peculiarities of crowdsourcing mechanism has been discovered by authors based 

on the scientific researches of Barners-Lee (1998), von Hippel (2005), Bloomberg 
Boutin (2006), Howe, (2006), Harizanova & Mironova (2008), Hargadon (2009), 
Dombowski (2013), Gebert, (2014) et al. Using concepts of abovementioned authors,
we have proposed own approach to by means of which could be assessed the need 
and the ability of organizations to use crowdsourcing when performing tasks.

Methods of analysis and synthesis, comparativeness and justification have been 
used in our research.

TECHNOLOGICAL AND DEMOCRATIZED COMMUNICATIONS
IN ORGANIZATIONAL AND HUMAN NETWORKS

The�Internet�is�the�factor�that,�in�an�evolutionary�way�accelerated�by�technology,�
makes�possible�one�of�the�objectives�of�many�revolutions.�Hence,�the�crowd9�is�getting�
its�importance.�The�subjects�of�power�consist�of�administrative,�economic,�political,�
and�organizational�aspects�in�terms�of�equal�possibilities,�opportunities�and�rights�in�
a�specific�the�World�Wide�Web�environment.�It�is�no�longer�important�if�organization�
or� its� customers� of� a� network� around� a� particular� interest,� we� all� need� the� equal�
technologically�access�to�the�communication,�but�the�technologically�equal�risks�of�
participation.�The�Web�is�the�place�where�the�interests�of�audiences�(in�terminology�
of�crowds)�and�organizations�meet.

Information as the center of Web 1.0 logically gave way to the new center – the 
user. In Web 2.0, the main subject is the user while information becomes the object 
of their activity. Users and/or audiences of organizations are no longer just an audience
with conservative forms of feedback and very limited chances of influencing processes
in the organizations. They become a factor in the creation of a content. The Three 
C's for Web 2.0 are Contributing, Collaborating, and Creating10, the symbols are the 
new media and social networks.

Societies today are in a transitional period. The dynamics of development in 
technologies open the door to a new reality called "virtual". The semantic reality or 
Web 3.0 is a new stage of evolution in technology and information management 
systems. It also brings qualitative changes in society and organization management 
systems and in particular, in the communications between organizations and their 
audiences. The inventor of the Web Tim Berners-Lee formulated the vision of the 
Semantic Web in 199811. The influence of the Social Web 2.0 and the Semantic Web 
3.0 on business communications enables data exchange. The contact between 
organizations and external audiences ceases to be temporally, hierarchically and 
technologically limited. The development of the communications is characterized by 
continuous, instantaneous and equal interaction.

9 The term "crowd" is a literal translation of the English word and is used in the meaning of "masses"
10 Hargadon, S. (2009). Educational Networking. The important role Web 2.0 will play in education, 
Available at: https://www.scribd.com/doc/24161189/Educational-Networking-The-Important-Role-Web-2-0-
Will-Play-in-Education
11 Berners-Lee,�T.�(1998).�Semantic�Web�Roadmap,�Available�at:�https://www.w3.org/DesignIssues/Semantic.�
html
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NATURE AND APPLICABILITY OF CROWDSOURCING
As a social phenomenon, crowdsourcing expertise is mostly applicable in the 

area of education and corporate business. Today, the expertise has long been beyond 
this limitation, and it is accessible by broad circles of people and even to amateurs 
not related to a certain organization. The democratization of access to information 
and the change in the traditional ways of acquiring knowledge and skills, the circles 
of people in question should have the time and ability to work flexibly or invest their 
free time in working on tasks, out of which they could gain additional benefit.

Crowdsourcing is a motivating method, by which the organizations need to gather
the proper input from communities of people. The communities can be opened or 
closed, homogeneous or dispersed. They participate on equal terms in an open process
of accumulating of ideas, solutions, and they may support some companies in their 
business. The organizations benefit from the contribution by engaging their internal 
resources or through outsourcing. However, they choose the pros of the collective 
intelligence of the connected or dispersed amateurs around the world, drawing on 
the ability of digital technologies and social networks. Consequently, they build 
communities of geographically dispersed people who can work from anywhere at 
the same period at a low cost. The circle of pros for the companies includes budgetary,
technological, creative, and reputational. The crowds receive motivation, emotional 
satisfaction, and possible financial benefits.

Eric von Hippel (2005) defines crowdsourcing as "user-centered innovation"12, 
in which manufacturers rely on customers to define both their needs and the products 
or enhancements to meet these needs. The view scientific point of Paul Bloomberg 
Boutin (2006)13 defines the crowdsourcing as an inclusion of ad-hoc communities in 
development open-source software, and the results management and ownership by 
the crowdsource company and the business in selling of the important results. Paul 
Dumbovski (2013) clearly sets out that the crowdsourcing as a division of labor by 
a distributed, multi-dimensional workforce (sometimes paid, sometimes volunteer)14.
We can see the coherence between many viewpoints expressed up to now. The same 
author sets out the motivation as a serious factor for accomplishment of the needed 
results by the companies. He defines that the motivation can be financial, reputation 
building, or part of being a good citizen of a particular community. Lastly, the author 
Jeff Howe (2006)15 sums up the viewpoints. He defines that crowdsourcing as "a 
function once performed by employees and outsourcing it to an undefined (and generally
large) network of people in the form of an open call"; it looks innovative type of 
democratized communication in our contemporary business world. He adds finally, 
"the crucial prerequisite is the use of the open call format and the large network of 

12 von Hippel, E. (2005). Democratizing Innovation, The MIT Press, Cambridge, London, England
13 Bloomberg Boutin, P. (2006). Bloomberg Businessweek "Crowdsourcing: Consumers as Creators", 
Available at: http://www.businessweek.com/innovate/content/jul2006/id20060713_755844.htm.
14 Dombowski, P. (2013). Innovation and management "Crowdsourcing Risk and Reward – How to 
evaluate Options for Success", Available at: http://www.innovationmanagement.se/2013/06/05/crowdsourcing-
risk-and-reward-how-to-evaluate-options-for-success
15 Howe, J. (2006). Crowdsourcing: A definition, Available at: https://crowdsourcing.typepad.com/cs/
2006/06/crowdsourcing_a.html
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potential laborers". Actually, the information management, as well as the clear and 
meaningful allocation of this information is at utmost importance, because the results 
of the companies should be at a best quality. The crowdsourcing business model has 
proved to be sustainable in the reality of global business leaders such as Starbucks, 
Nokia, Dell, IBM, Netflix, Coca-Cola and many other companies.

Crowdsourcing�exposes�at�risk�simultaneously�the�organization�and�the�crowd.�
In�accordance�to�the�authors'�viewpoint,�it�is�necessary�to�manage�better�the�process�
crowdsourcing�and�creating�models�for�decision�making�about�crowdsourcing.�There�
is�a�need�for�a�toolkit�for�risk�prevention�in�using�the�crowdsourcing�business�approach.

CROWDSOURCING�RISKS�TO�ORGANIZATIONS
The�risks�may�be�derived�from�the�characteristics�of�the�crowds�that�researchers16�

define�as�cognitive;�it�is�about�the�ability�to�make�choices�in�a�complex�situation.�Also�
in�a�process�of�finding�new�solutions,�risks�could�be�heuristic.�In�creating�the�sense�
of�community,�the�risks�are� integrative,�and�finally�in�breaking�unanimity�they�are�
destructive.�According�to�Howe�(2006),�however,�the�crowd�is�dispersed�and�works�
remotely,�has�a� short�attention�span�and� limited� time,�which�means� that� the� tasks�
must�be�fragmented�into�"micro-chunks"�that�require�a�short�time�to�complete17.�Hence,�
the�management�of�received�from�the�crowd�information�depends�on�the�quality�and�
time.�The�companies�have�to�establish�clear�way�in�the�process�of�problem�solving�
without�any�serious�risks.�Howe�(2006)�additionally�mentions�that�smart�companies�
install�filters�to�separate�the�wheat�from�the�chaff.

Thereafter,�extensive�research�papers�appear�on�the�risks�of�crowdsourcing�that�
classify�them�and�offer�measures�for�managing�them18.�Michael�Gebert�claims�that�
the�crowdsourcing�use�is�risky.�He�unveils�there�is�no�innovation,�if�the�business�keeps�
doing�the�same�thing�in�the�future.�There�are�two�groups�of�risks�regarding�Gebert�
(2014)�scientific�vision.�Turbulence�risk�is�unforeseen;�it�imposes�a�very�complicated�
circumstances�external�to�the�organization�with�hard�control19.�Moreover,�the�risk�of�
leaking�confidential�information�about�the�company�to�the�crowd,�also�there�is�a�risk�
of�none�adequate�legal�framework�that�regulates�the�relations�between�organizations�
and�volunteers.�Dombowski�(2014)�offers�synthesis�of�possible�risks�of�crowdsourcing�
campaigns�in�the�public�and�the�non-governmental�sector20.�He�defines�the�following�
risks�in�the�corporate�sector:�(a)�reduced�internal�capacity�for�innovation;�(b)�lack�of�
resources�for�proper�management�of�campaign;�(c)�gamification�by�special�interest�
groups�or�individuals,�and�the�serious�risk�is�in�trying�to�rig�the�voting;�(d)�controversy�
over�IP�ownership�after�idea�is�submitted;�(e)�confusion�by�the�crowd�caused�by�lack�
of�clarity�in�campaign;�(f)�low�participation�due�to�an�awareness�lack�of�the�engagement�
initiative;�(g)�originality�of�ideas,�and�finally�the�crowd�stops�participating�due�to�the�
perception�the�organization�is�non-responsive�to�their�input.

16 Harizanova, M. & Mironova, N. (2008). Communications in Management, Avangarde Prima, Sofia, p. 159
17 Howe, J. (2006). 5 Tools of the New Labor Pool, Available at: https://www.wired.com/2006/06/labor
18 Gebert, M. (2014). Crowdsourcing and Risk-Management a survey-based approach, GRIN Publishing
19 Ibid, p. 247
20 Dombowski, P. (2013). Innovation and management "Crowdsourcing Risk and Reward – How to 
evaluate Options for Success", Available at: http://www.innovationmanagement.se/2013/06/05/crowdsourcing-
risk-and-reward-how-to-evaluate-options-for-success
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CHECKLIST "MOTIVE FOR DECISION – TACKLING OF RISKS"
Deciding on the use of crowdsourcing when performing certain corporate tasks 

is a process that can be relatively substantiated by matching external and internal 
organization factors in two directions: (1) motives for using crowdsourcing and (2) 
preliminary assessment of the risks of such a move. 

The checklist proposed by the authors excludes assessment of turbulence risks 
due to force majeure or risk factors in the external environment, not subject to the 
control of the organization. It includes only items that can be assessed in advance with
the information already available at the stage of formulating the crowdsourcing topic. 
The checklist can be applied at the level of a specific task for crowdsourcing.

In its first part, the checklist reviews and assesses the motives for decision taking 
to use crowdsourcing and divides them into internal to the organization and those 
specific to the external environment.

In the second part, there is a summary of the risks under external and internal 
advance assessment.

The proposed matrix for assessing the option of crowdsourcing usage in business 
tasks proofed by implementation of on in-depth interviews with 15 executives with 
experience and results from their participation in crowdsourcing campaigns. The 
results from the scientific research are based on the interviews' analysis. By means 
of the interviews relevant factors for the assessment of the motives and possibilities 
were formulated (Table 1).

Table 1
The crowdsourcing matrix

MOTIVES

INTERNAL ENVIRONMENT EXTERNAL ENVIRONMENT

� Exhausted or not available internal resources for 
performing a specific task.
� Inability to implement outsourcing to external 
partners due to budget limitations, doubts about 
the quality of their work or their creativity.
� Need to achieve higher benefit in a specific task 
through capitalizing not only on a decision, but 
also on reputational and communication pros.

� Availability of an appropriate crowd –maturity,
expertise, and readiness.
� Availability of effective channels of access 
and communication with the crowd.
� Availability (or not) of an intermediary – a 
crowdsourcing platform to play the role of a 
filter between the organization and the crowd.

RISKS

ORGANIZATION EXTERNAL ENVIRONMENT

� Readiness of the organization as a corporate 
culture to adopt crowdsourcing contribution.
� Capacity of the organization to formulate a task 
with a clear focus.
� Capacity of the organization to adopt and manage
the contribution of the crowd and give feedback.
� Capacity of the organization to come up with 
adequate criteria and a system for assessing 
submitted solutions/ideas.

� Possible challenges to the company's reputation.
� Slowing the process of performing the task 
through crowdsourcing.
� Ending up with a bad product and controversial
intellectual property of the contribution.
� Unauthorized external interventions in the 
system for submission and evaluation of ideas/ 
suggestions.

Source:�developed�by�authors

The�validity�and�applicability�of�the�matrix�ware�assessed�through�the�questionnaire�
given�to�50�managers�and�experts�in�business�communications�(Figures�1-2).
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Figure�1:�Validity Figure�2:�Applicability
Source:�summarized�by�authors

CONCLUSION
Proposed�matrix�for�crowdsourcing�evaluation�the�applicability�to�the�business�

implementation�is�a�tool�for�management�decision�making�for�the�enterprise's�business�
model.�The�model�encompasses�much�possibility�of�risk�tackling�and�providing�quality�
over�the�crowdsourcing�problem�solving�process.�Further�development�and�applicability�
of�the�matrix�encompasses�development�a�quantitative�assessment�toolkit�in�the�next�
stages�of�the�crowdsourcing�business�model.
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