The following Abstract pivots around the Augmenting Digital Consumer Experience through ROI measurement strategies



Introduction:
Ever since the inception of Digital Era, numerous efforts and thoughts go behind the planning, designing & executing the various endeavors – Be it creating a website or launching a Marketing campaign or hosting a banner. To realize the impact of these efforts, we measure “ROI” – Return on Investment. Though, ROI measurement `relates to usually realizing the dollar impact on the end Conversion KPIs such as a Sale, Lead,  Registrations, Bookings etc. basis the various genres of industries the impact is measured for – similar is the case for the Healthcare industry.
There have been various challenges & drivers in the past such as selection of right metrics, highly convoluted customer journey across multiple touch points , lack of adequate technology etc. which are directly and indirectly leading to evolution of the future & present of ROI measurement to experience & engagement led measurement approach. 
There are numerous other factors which may impact the ROI measurement and attribute both towards the on the site as well as off the site digital investments.
Over the years, measurement techniques have been able to overcome these challenges to quite some extent and provide valuable insights to companies via incorporating and leveraging the Digital Channel Analytics at their disposal. Like other Industries, Healthcare/Pharmaceutical companies are no different in adopting these new methodologies.
ROI can be classified into two broad categories basis the end conversion metrics/goals i.e. Hard ROI & Soft ROI.
Hard ROI simply defined the financial impact driven by Revenue, Sales etc. against the actual cost of the effort.
However, these days’ marketers & healthcare/insurance website owners are also dwelling into what is called as Soft ROI to measure the impact of the efforts which cannot be attributed towards Revenue, Sales. For example, Digital NPS, Claim Submissions, Member tools Interaction & Drug Refills etc.
 Indeed, in the 2009 Health Leaders Media Industry Survey, only 7% of marketing leaders said they place an emphasis on financial ROI only. The vast majority of marketers—just more than 85%—say they use a mix of soft and hard measurement.
There have been many digital ROI measurement techniques which have been utilized these days for actionable & effective decisioning process which enables the businesses to grow by studying various customer/user behavior actions across health portals,  health insurance etc. We suggest and use “Customer experience led full & integrated funnel measurement framework” to measure ROI’s in Digital Ecosystem. Following facets entails the key components of the above said framework
1.  Digital Engagement & Experience Measurement: 
Like any other customer centric digital entity, healthcare motivated digital platforms also focus heavily on measuring the customer experience on their digital assets and how well or strongly the consumer is engaged with them digitally after stepping in either directly or via any digital media. While customer experience is largely measured through digital NPS, CSAT, Account Usage and task completion rate, Engagement is largely measured through following metrics:
Pages visited/ Time Spent on the site: Indicating the content consumed vs average time spent by a visitor on the site indicative of what assets are being engaged with on health portals.
Recency: How recently the customer is coming to our website e.g. Visit/Visitor recency
Frequency: How frequently the customer is coming to our website e.g. visit number/ visit frequency
Click to Call: How many times the Click to call option is clicked which might be an assessment of an interested customer in various features.
Contact Us: Prospects which can be future customers.
Provider Search: A unique feature specific to the health portals where customers engage to find providers’ basis various filtering options.
2. Direct Impact Measurement:
Another way to measure ROI which clearly makes the business realize the success of a website is via measuring the number of conversions which is the end goal of the website. In case of healthcare, these are measured as:
Successful Registrations: Number of users registered with the website.
Successful Enrollments: Number of users enrolled with the main website through a common identification parameter.
3. Assisted Impact Measurement: 
As most of the conversions & digital goals are achieved using more than one digital touch points, it is very much required to correctly attribute share of touch to all the used channels. For example one of the conversion paths can be: TV ad> Search>Display Ad> Email>Entry Page>Conversion wherein appropriate attribution should be given to Search and Display channel to make sure precise ROI measurement is happening
4. Data integration across Offline & Online platforms: 
These days impact of a conversion can be due to the interaction of both Offline as well as Online Channels. For example, a User Calls Customer care is identified via a unique ID while enquiring about a policy. The same customer when registers on the health insurance portal is identified with the same id. A Unique logic to integrate both these behaviors can unlock golden insights about the various patterns and behaviors to give a 360 degree customer view.
Our POV:
With the focus on applying the above mentioned Framework in the current scenario, we would like to take a step ahead and showcase how all these strategies/methods can be used to reveal various trends in one of the health portals which involve focusing on Behavioral/Mental health wherein users register to the site and check their claims and their status and how well they engage with the site and reveal insights while measuring the ROI.
Data Sources: 
· Clickstream digital marketing data from Adobe Analytics
· Offline NPS data
· Calls Data
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