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Introduction

Care Management refers to a comprehensive mix of services and activities that helps patients
with chronic illness to manage their health better. The main goal of care management is to
improve the patients’ health. To achieve this goal care management model is aimed towards
improving care coordination, reducing the number of hospital visits and boosting patient
engagement in care plans. It also aims towards helping healthcare providers to reach better health
outcomes and enhanced patient satisfaction.

A comprehensive Care management system requires excellent teamwork of Physicians, Nurses,
caregivers aa well as the patient to manage the complex healthcare needs of the patient. It is
about creating an ecosystem where all members support and communicate with each other and
patient is fully engaged into this ecosystem and is able to take ownership of his own care.
Generally a Care management program includes following components:

e A comprehensive and well-tailored care plan for the patient

e A dedicated care team for the patient

e Care management and medication management tools

e Educational content for patients and their family

e Seamless communication between patients and health care providers
e A care coordination framework for carrying out the care activities

A well designed and executed care management program can lead to following:

e Better clinical outcomes

e Cost efficiency in acute care management
e Less burden on health care system

e Less physician burnout problem

e Lesser readmissions

e Enhanced patient satisfaction

Care management consist of a no of activities that improves the patients recovery and overall
health and reduces the intervention of clinical services thus reducing burden on already
overburdened health system and empowers the patients and their caregivers to better manage
their health and results in overall better clinical and health outcomes.

A care management program must focus on being Comprehensive, inclusive and analytical in
nature. By comprehensiveness it means that the system should be well connected and integrated
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among all its components. For patient care integration of electronic medical records and
collection of data from all sources to manage patient risk, patient care and care coordination
among the team members. By Inclusiveness it means that it should not be limited to a single
source but takes into account all sources of information. It improves coordination among the
entire care team of physicians, nurses, patients, social workers, caregivers etc. when data is being
shared and handled by different stakeholders the only key is “ Data Interoperability”. Data
should be also connected to population database management systems so that there is an
amalgamation of all information sources that provides the best required information for care
management.

A care management system must have analytical core. It is only possible when its embedded in
its DNA. The system must be build such that its able to generate data trends and patterns that
will drive better decision making and enhance the entire care management approach and
program. Incorporating analytics , machine learning and data drive quality improvement
initiatives into the core of the system will result in better coordination, management and
evidence based and research supported interventions that would lead to better outcomes.

There five major pillars on which a care management program would stand:

Data i ;
Mesration ) Examples: Clinical, Claims,

(EDW) Socioeconomic Data-feeds

Examples: Meaningful e
Outcome, Balance, and ——— AR

Measurement
Process Measures

Patient Examples: Stratification,
SIS = Risk, and Patient Load
& Intake Balancing Algorithms

Examplos: Medlcal and Patient By Examples: Car: Plans,
itness Device Data, — Engagement oy =P Assessments, PROMs,

Matching Patient Algorithms Community Resources

Fig - Pillars of Care Management program (source: www.healthcatalyst.com)

Patient Stratification- Most of the data available on Population heath management databases
gives a very static information about patient’s health and very less actionable points of
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information. Patient stratification is an approach of classifying patients based on certain
predictors that will help is better planning and implementation of care plans.

Care coordination- It is very important that there is communication and cooperation among all
members of care team including the patient. Care coordination initiatives are focused towards
creating a one stop platform of communication between various members of care team and
proper coordination between them. The care plan must be executed as per patients requirements
and continuous status updates of patients condition to entire team would ensure proper care.

Patient Engagement- Many patients face frustration regarding not knowing details of their
treatment plan. Care management highly focusses on patient empowerment and engagement in
the care plan. Specially designed messaging and one to one chat support engages the patient. All
information regarding care plan changes and upgrades are communicated to the patient and
caregiver. In this way patients and their families are engaged in care planning and execution.
Performance measurement- Evaluation of effectiveness of such care programs is a major
challenge faced by organizations’ but performance measurement based on well designed and
significant metrics is a must for any care management program. Proper monitoring and
evaluation of a program at every stage results in better planning and continuous check on
effectiveness of the program and help in redesigning the care plan if required according to
patients progress and clinical outcome.

Data Integration- As Care Management program has Analytical DNA so data integration and
seamless interoperability is major requirement of such system. A well-built data management
system following all compliances and regulations is need of moment for care management.

Care Management is fairly a new concept in Indian Healthcare market. Not a lot of
organizations’ are working on it. In traditional healthcare delivery system patients entire
treatment is carried out in hospitals but research has shown that more than 80% of healthcare
happens outside hospital walls. Hospitals are resource constrained and managing the patient after
discharge becomes difficult for healthcare providers resulting in suboptimal patient recovery,
post-surgical complications, increased readmissions and overall poor health outcomes.

DayToDay Health is an acute care management company providing end to end acute care
management to the patients outside the hospital by guiding patients from the pre-operative
preparation to faster recovery post-operatively and continuation of care. It is based on a highly
tech integrated online platform and mobile application through which care of patients is
managed. The package given to each patient ensures patient centricity as it can be customized
depending upon patient and caregivers' needs.

DayToDay Health care management product provides holistic care to the patient which involves:
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e Pre-procedure care - patients are guided through all the tests, tasks, information, and mental
preparation required for the procedure.

e Post-procedure care - patients are guided on a daily and step-by-step basis with care coaches

checking in to answer questions and looking out for any concerned symptoms.

Remote Care

Nursing services

Nutritional services

Physiotherapy services

Psychological support

Consumer behavior is the study of consumers and the behavior they display while buying,
consuming or disposing any particular product or service which satisfies their needs. It discovers
the habits, needs, and preferences of the consumers and helps the organization to plan and
develop the products according to these specifications. It also helps the organization to predict
the future trends, understand the expectations of the consumers, and what drives consumers to
buy a product or service. It helps an organization to assess the success of current products or
services and predict the same for upcoming products or services.

Understanding consumer behavior is very important for DayToDay Health as it would help in
determining the needs, wants, and the expectations of the patients and providing the services
based on these parameters. It would be beneficial for DayToDay Health to understand the
consumers’ behavior and their response towards the product as it will help in finer and relevant
modifications of the product which would lead to better consumer experience and satisfaction.
These modifications will also lead to better retention of existing consumers along with attracting
the new ones.
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Aim
The study is aimed towards understanding the consumer buying behavior towards DayToDay
Health care management product and identifying ways to gain better consumer engagement.

Review of Literature

According to Walter and Paul (1970) “consumer behavior is a process by which an individual
decides what, when, where, how and from whom to buy. Consequently it is the attitude or
expression of the consumer while purchasing products. It is the result of such purchases which
gives immense satisfaction to the consumer according to requirements.”

According to Du-Plessis et al (1991) and Engel et al (1991) “consumer buying behavior are those
actions and pattern of the customers in the decision making process which directly involved the
acquisition and consuming of goods and services on account of satisfying their demands.”

The factors affecting consumers buying behavior can be divided into internal and external
factors. The demographic, socioeconomic and lifestyle have been the important external
variables and draw more attention by the researchers (Engel et al 1972). The most important
determinants of consumer behavior among internal factors are considered to be belief, attitude,
intention and mental set up of the purchaser emerged as (Fishbein and Ajzen, 1975; Bettman,
1979).

A study by Grossman (1972) states that “older individuals tend to possess a lower value of health
capital than younger individuals and, consequently, are more devoted to improving their health
by using health-promoting goods and services”

Studies show consumer behavior is very important to the organizations because it enables them
to understand and predict buying behavior of consumers and it is concerned not only with what
consumers buy, but also with why, when, where and how they buy it. It is also concerned with
how often they buy it, and also how they consume or dispose it. Customers are attracted and
retained through marketing strategies. The quality of these marketing strategies depends on
knowing, serving, and influencing consumers.
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Research Question
What is the consumer buying behavior towards DayToDay Health Care management product?

Objectives

Broad Objective
To study the consumer buying behavior towards DayToDay Health Care management product.

Specific Objectives

- To identify the scope of improvement for service delivery, admin portal and app to sell better to
consumers.

- To understand the consumer buying process for DayToDay Health Care management product.

- To suggest a few recommendations for better consumer engagement during the buying process.

Rationale

The knowledge about consumer buying behavior is very important for an organization. Every
organization is working towards understanding the consumer needs and fulfilling those needs
better than its competitors. This study is aimed towards building better knowledge about the
consumer buying process and factors affecting the buying behavior of the consumer. This study
will generate useful insights for better understanding of consumer needs and will help the
organization to sell the product better to the consumers.

Limitations of the Study

The study was conducted to understand the consumer buying behavior from limited data
available in the organization, hence extrapolation of results is not possible because there is wide
variation in consumer behavior and preferences and the factors like demographic, socioeconomic
and psychographic across different regions. The study is limited to patient data from Bengaluru
hospitals only, it is suggested to carry out the study on a larger scale to get better results across
different regions of the country.

The study was completely focused on consumers perspective and only existing data was used for
research purposes. Attempts have been made to minimize errors at every step of the study - from
defining the aim of the study, deciding on objectives, to carefully analyzing the data useful for
the study. The NPS study data is not very reliable due to potential bias in method of data
collection and representation of the results so it is suggested that a larger scale NPS study should
be carried out for more reliable results.
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Methodology

The study was carried out at DayToDay Health office in Bengaluru. The study is descriptive by
design. It was carried out in two parts: Empirical and Theoretical. The Empirical study was
conducted from 20th Feb, 2020 - 20th Mar, 2020 and the theoretical study was conducted from
21st Mar, 2020 -20th Apr, 2020. Total study consisted of 8 weeks.

Empirical Study:

The Empirical study was conducted based on the existing data in the organization. The data
analyzed for the purpose was Customer feedback data, NPS data, patient dashboard data and
Home visits data. The data available was analyzed to understand different behavioral aspects of
patients like reaction of patients to the product, reasons for buying or not buying the product,
likes and dislikes about the product, needs and expectations of patients from the product and
their overall emotional response towards the product and services being offered. Service call
recordings were also analyzed for qualitative data. Existing consumer research projects data was
also used for the research.

The Empirical study was focused towards understanding and quantifying the current consumer
behavior towards the care management product and identifying the aspects of the product which
can be worked upon to better fulfill the needs and expectations of consumers to drive increased
consumer satisfaction and loyalty.

For the Empirical study, Data analysis was done using different appropriate tools. Following
approaches were used:

e Customer feedback data was studied to understand how much patients are interested
in DayToDay care management product and the major reasons for refusal to service
were analyzed using a Pareto chart.

e Patient dashboard was studied for comments regarding service to understand the
needs and expectations of patients and the effect of multiple visits on patients’
conversion was also analyzed.

e Net promoter score was studied for rating of application and services. Customer
comments regarding the services were also studied to find out their expectations and
constructive suggestions were noted.

e Sentiment analysis was carried out using R studio tool on the customer feedback and
net promoter score patient comments to understand patients’ sentiment regarding the
service.
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Theoretical study:

The Theoretical study starts with studying consumer buying behavior and the factors influencing
consumer buying behavior through secondary research. For getting a better understanding of
consumer buying behavior, the consumer buying process was studied in detail and secondary
research was done to find out existing industry best practices for studying and influencing
consumer behavior

The Theoretical study was focused towards understanding the consumer buying process for
DayToDay Health care management product in detail and finding out strategies to increase the
consumer engagement through extensive research of consumer behavior practices of Health care
and other industries which are suitable for implementation for DayToDay Health consumers.

For Theoretical study, following approach was used:

e The entire consumer buying process for DayToDay care management product was
mapped.
Each step was studied in detail.
Interventions were suggested for each step for increasing patient engagement during
the buying process.

e A framework for continuing and maintaining consumer research was also suggested.

The study was conducted with all due permissions and ethical clearance from respective
authorities.

The results of the study focus towards the major behavioral aspects of consumers and

quantification of current consumer response towards the care management product and services.
It also describes the strategies and implementable actions for increasing consumer engagement.
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Results

Empirical study:

1. Patient’s rating for interest in DayToDay care management product

9.0%

5.0%
® 1 - Least Interested

® 2 - Little Interested
® 3 - Moderately Interested
@ 4 -Very Interested

5 Highly Interested

No Response

w»

Figure No.1

Sample Size - 150

This pie chart shows the rating given by the patients for their interest level in purchasing the
product, 1 being least interested and 5 being highly interested. The proportion of patients
moderately interested, very interested and highly interested in the product is relatively smaller
than those who are little interested and least interested. It shows that patients' interest to purchase

the product is on the lower side and needs action to increase patients’ interest and engagement
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2. Target age group response towards DayToDay care management product

30%

I Refused
20%

M Ongoing
Conversation

Trial

10% B Registered

0%

50-59 60-69 70-79 80-89

Age i
Sample Size - 150

Figure No. 2

(Trial- A5 day trial of the product, Ongoing conversation- In conversation with CM, Registered-

Enrolled and purchased the product)

The clustered columns show the response of the target age group towards the care management
product. As a Care management product deals with patients with surgery requirements like
patients with Cardiac ailments, patients requiring joint replacements etc. , the target population

for the product based on demographic factors is the age group of 50-90 years.

The clustered columns show that response from the target age group towards the care
management product is on the lower side for acceptance and registration for the care
management product. It calls for action regarding increasing the acceptance and registration of

patients from the target age group.
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3. Reasons for refusal by the patients

30
20
10
0
Not Difficult to Family Not Qutstation  Noinsurance  Required  Wrong lead
Interested  understand  memberis affordable patient coverage additional by SLM
package doctor service like
food delivery

B No. of patients @ Cummulative Percentage

Figure No. 3

100.00

75.00

50.00

25.00

0.00

Pareto chart works on Pareto principle which was named after the economist “Vilfredo Pareto”
who formulated this principle. This Pareto chart differentiates reasons for refusal by the patients
on the basis of the principle of “vital few and trivial many”. It shows if only 4 reasons (not
interested, difficult to understand the package, family member is a doctor, and not affordable) are
dealt appropriately, then approximately 80% of the refusals could be converted into sales. It

describes the above mentioned 4 reasons as vital few and others as trivial many.

It works on 80/20 Principle i.e. 80% of the failures are coming from 20% of the causes. If the

20% of the reasons are managed it can lead to 80% improvement of the sales.
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4. Effect of multiple visits on sale

13% Patients
connected twice

15% Patients
registered

6% Patients
connected thrice

40% Patients
registered

Patients
Interacted

1% Patient
connected four

90% Patient
registered

80% Patients
connected once

Lo L L
I I

Sample Size - 107

Figure No. 4

This figure shows that multiple approaches to the patient are not necessarily driving the sales.
Only a few patients are registering for the DayToDay care management product when
approached multiple times. Majority of the patients are refusing the product even after multiple
interactions. It shows that less effort should be made towards making multiple approaches to the
patients instead more effort should be made towards developing the patient's interest in the
product in the first interaction itself.
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5. Average rating for the services provided by the patients

Average Rating

Care Nutrition & Referring to Application Daily Call
Coaches Dietary Services friend and
Timings
Overall 9.24 9.22 9.01 9.29 9.52
CABG 9.62 9.23 9.05 9.11 9.50
Patients
PTCA 9.63 9.21 8.96 9.41 9.53
Patients
Table No.1

The Table shows the ratings out of 10 for the DayToDay application, other services provided to
patients and how likely they would refer a friend for purchasing care management product. It
shows the ratings given by CABG patients, PTCA patients and the overall rating of all patients.
The table shows that ratings are on the higher side with slight variations in rating among the
application and other services. These ratings were taken from net promoter score study data
available. As the data is geographically limited to Bengaluru hospitals only, it is required to carry
out Net promoter score studies on a larger scale for more precise results.
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6. What patients liked?

M Satisfied with overall services

M Ezsy to communicate and clarify
doubts

B Helpful and co-operative staff

M Post surgery care, guidance and
support

M Quick response
Diet Flan
useful information

Invalvement of doctor's team

Reminders

Sample Size - 283

Figure No. 5

This pie chart is based on responses of patients to a guided question in the Net promoter score
study. It shows the major aspects about DayToDay care management product liked by
DayToDay patients. Majority of patients liked the overall services. Another aspect which
patients liked the most was ease of communication and clarification of the doubts. Patients were
also satisfied with the helpful & co-operative nature of the staff.

This gives important insights about the patients’ preferences and likes about the major aspects of

the care management product. It is necessary to conduct such studies to know what consumers
like and it helps in continuous evolution of the care management product.
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7. Suggestions by the patients

Suggestions Percentage of patients

App should be improved 25%
App should be made compatible for less 22%
technology knowledgeable patients

Arrangement of homecare nursing services 15%
Content should be in Multiple languages 12%
Weekly summary of patient’s condition 11%
should be sent to the caregiver

Instructions should directly come from the 11%
doctor

Information regarding medicines and 8%

exercises should be added

Repeated questions should be avoided 6%
Wound care should not be repeated daily 3%
More recipes and daily diet tips should be 1%
added

Sample Size - 283

Table No. 2
The table enlists the constructive comments from DayToDay patients regarding the application

and other services. Comments were carefully analyzed and buckets of similar comments were
formed and presented in tabular format.
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8. Sentiment Analysis

Sentiment Analysis is the interpretation and classification of emotions (positive, negative and
neutral) within text data using text analysis techniques. Sentiment analysis allows businesses to
identify customer sentiment toward products, brands or services in online conversations and
feedback. The overall goal is essentially to turn text into data for analysis via application of NLP
that is a part of computer science and Al which deal with human languages. NLP can solve
problems like automatic summarization, machine translation, named entity recognition, speech
recognition, and topic segmentation. Sentiment is often framed as a binary distinction (positive
vs. negative), but it can also be a more fine-grained, like identifying the specific emotion an
author is expressing (like fear, joy or anger)

Steps of Analysis:

® Create or find a list of words associated with a strongly positive or negative
sentiment

Count the number of positive and negative words in the text

Analyze the mix of positive to negative words. Many positive words and few
negative words indicates positive sentiment, while many negative words and few
positive words indicates negative sentiment

Sentiment calculation:

° The sentiment analysis algorithm used here is based on the NRC Word-Emotion
Association Lexicon of Saif Mohammad and Peter Turney

° The lexicon contains lots of words with associated scores for 8 different emotions
(anticipation, sadness, disgust, joy, fear, anger, surprise, trust) and 2 sentiments
(positive, negative)

] Each individual word in the lexicon will have a “yes” (1) or “no” (0) for the emotions
and sentiments, and we can calculate the total sentiment of a sentence by adding up the
individual sentiments for each word in the sentence

° Not every English word is in the lexicon because many English words are neutral
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140
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100 -

80 -

60 -

Sentiment Score

40 4

20 A

Positive  Anficipation Sadness Trust Disgust loy Negative Fear Anger Surprise

Sentiment

Sample Size - 150

Figure No. 6

The clustered columns graph shows sentiments of consumers towards the product by analyzing
patient comments from customer feedback data. The graph shows a high positive sentiment of
patients towards the product. However there is a need to understand the reasons for high

anticipation and sadness sentiment of patients.
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Sentiment Score

1200

1000 -

800 -
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Surprise Sadness Fear Negative Anger Disgust

Sentiment :
Sample Size - 283

Figure no. 7

The Clustered columns graph shows interpretation and classification of sentiments of
consumers towards the care management product by analyzing patients’ comments from
Net promoter score study data. The graph shows high positive sentiment of patients
around emotions like trust and joy, which shows that patients are happy with services
delivered to them and anticipation emotion is high which shows that patients have high
expectations from the product. There is a need to understand the patients’ expectations in
detail and therefore a larger scale NPS study is suggested for better understanding of
patients’ sentiments and their expectations from the product.

The NPS study data is not very reliable due to potential bias in method of data collection
and representation of the results so it is suggested that a larger scale NPS study should be

carried out for more reliable results.
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Theoretical study:

Patient
diagnosed &
recommended
surgery

Retention &
Loyalty

Patient
receives the
services

[

1. DayToDay Consumer Buying Journey

Patient Patient
scheduled undergoes
for surgery surgery

Patient’s Buying Journey

SLM gives
the lead to
CM

CM checks
the
eligibility of
patient for
the product

Interest &
Consideration

J [ Awareness }

Patient

Patient
buy / do considers
not buy the product

Figure No. 8

CM

approaches
patient and
caregiver &
explains about
the product

This figure shows the journey taken by the patient for buying the DayToDay care management
product. After the patient undergoes a surgery, the SLM from hospital intimates it to the
DayToDay Care manager present in the hospital. The Care manager checks for the eligibility of
the patient and approaches him/her. The patient and his/her caregiver are explained about the
product and services provided which is the awareness about the product phase of the patient's
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journey. The patient then enters the consideration phase in which he/she looks out for the
advantages and disadvantages according to his/her needs. After the contemplation, the patient
decides about buying or not buying the product. If the patient opts for the product, he/she then
registered into the system and receives the services.

If this patient buying journey is studied in terms of classical consumer buying journey, It would
have the following steps:

Make
Evaluate purchase

. options
Compare

alternatives

Information
seeking

= 'Problem
recognition

Figure no. 9

A classical Consumer buying journey starts when the consumer understands his / her
problem and feels that this problem needs to be addressed. Understanding of consumer needs
at this stage is of prime concern.

After the problem has been realized by the consumer, he/she starts to seek information and
searches for solutions available to solve the problem. Nowadays search starts at major online
platforms like google, yahoo, Bing and a number of other search platforms providing suitable
solutions to consumers.

The competition in the market is fierce. Consumers nowadays ensure that they have done
enough research and comparison among all the alternatives available as a solution to their
problem.

Consumers evaluate all the options available and proceed to the final buying decision.

By this time consumers have done their research, evaluated all the alternatives available and
decided for the purchase. Research shows that simplification of the purchase process for the
consumer leads to better selling.
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e Post purchase monitoring and evaluation of consumers is also a very important step in the
buying process. It ensures consumer satisfaction and loyalty.

2. Recommendations for better consumer engagement at each step of buying process

After secondary research on best practices in industry for better consumer engagement and
studying the entire process of consumer buying for DayToDay Health Care management
product, specific strategic steps were formulated and quick solutions were suggested for
implementing the strategies. The suggestions have been presented in a stepwise and
chronological manner to be more effective in increasing the consumer engagement throughout
the buying journey.

Problem recognition: Realizing the problem

e Focus on content marketing by creating relevant content to highlight the need and
benefits of Care management. Reinforce content with facts and testimonials.

e Adapt omni channel approach to reach patients through articles, blogs and social media
like LinkedIn to increase awareness about the product.

e Identify and standardize criteria for identifying potential patients and focus on engaging
potential patients for selling the product.

Information seeking: The Search begins

e Approach patients early in the patient journey just after diagnosis and surgery
prescription

e Make information about the product very simple and easy to understand for the patients.
Care managers can use catalogues and app demos for this purpose.

e Information about the company and product should be made available online through
active blogs and up-to-date website.

Compare Alternatives: Competition begins
e Carry out standard competitor market analysis to look out for potential competitors and
their service offerings.

e Making strategic partnerships with hospitals, clinics and physicians to grab potential
patient markets.
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Evaluate Options: The Critical Assessment

Create standard pitch for patients which highlights the unique selling point of the product.
Provide more detailed information to patients about the product through multiple visits
during hospital stay.

e Ask questions to patients to assess patient needs and expectations from the product. This
data can be used for continuous evolution of the product.

Make Purchase: The End Game

e Maintain constant communication with the patient and caregiver throughout hospital stay
through care managers.
Create a standard and simple process of purchase for the patients.
Create customized content for the patient like surgery specific or any patient need
specific to increase patient engagement.

During the post purchase stage, maintain constant contact with patients through CM, calls and
application to ensure consumer satisfaction and loyalty.
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3. Framework for Consumer Research
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Figure no.10

This framework is suggested to maintain the knowledge of the organization about the market and
consumer needs and expectations. It will focus towards external market research to understand
the markets we serve and forces which control the market. It will also include Internal research
about the organization's strengths and weaknesses and cross functional teams for diverse ideas to
sell better to consumers. This research will also focus on the best practices of care management
being followed in the healthcare industry. This framework will contribute towards continuous
evolution of the care management product as well as DayToDay Health as an acute care

management organization.
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Conclusion

The study of consumer behavior is vital for any organization to improve the strategies to provide
the best services to consumers and enhance their satisfaction. Every organization needs to be
well informed about its consumer needs and expectations as well as the consumers reactions
regarding their products and services.

The Empirical study shows that DayToDay Health consumers are little interested when they are
explained about care management product and tend to refuse to buy it. Same reaction is there
from the target age group of consumers. Hence, actions are needed to improve patients’ interest
and engagement at the very first interaction.

The reasons for the refusal to buy the product like patient is not interested, difficult to understand
the package, a family member is a doctor, and not affordable are the major reasons causing
approximately 80% of the refusal. Strategies should be made to deal with each of these reasons
like generating patients’ interest by helping him/her realize the need of it, simple to understand
explanation of the product and accompanying services to make the concept clear in patients
mind. These 20% of reasons which are causing 80% of the refusals, if dealt properly can increase
significant volumes of product purchase.

The aspects of the product appreciated by the patients include satisfaction with overall services,
easy communication, helpful staff, and post-surgery guidance. Measures can be taken for further
improvement of these aspects of the product to increase patient satisfaction. The suggestions
regarding the product and services by patients which includes the improvement of mobile
application, arrangement of homecare nursing services, and multiple language compatibility and
others can be taken into consideration for continuous improvement in the product and services
and contribute towards increasing the product market fit.

The sentiment analysis of patient feedback and NPS data shows a lot of positive sentiment in
consumers mind regarding the product and the organization. But as study was limited to
Bengaluru hospitals patients and the diversity and complexity of consumer behavior necessitates
a larger scale study to understand the consumers’ sentiment in more detailed and precise way.

The study also provides a detailed understanding of the consumer buying process for DayToDay
Health care management product and suggestions to increase the consumer engagement at each
step. Increasing the consumer engagement in the buying process and increasing consumer
involvement by providing him/her specific information and continuous support shall ensure
better selling to consumers as well as facilitate capturing critical information about consumer
reaction, needs and expectations from the product which will contribute towards continuous
evolution of the product.
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The study also suggests a consumer research framework to maintain the knowledge of the
organization about the markets it serves and its consumers. This framework will help in
knowledge discovery and management in the organization for future use.
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