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In today’s competitive and fast-paced printing industry, continuous innovation is key 
to staying relevant. One such innovation is web-to-print integration—an approach that 
streamlines operations, broadens market reach, and boosts customer satisfaction. Despite 
these opportunities, it’s essential to evaluate the return on investment (ROI) to ensure that 
your web-to-print initiative lives up to its potential. 

This white paper explores the importance of measuring ROI in web-to-print projects, 
highlighting best practices and key metrics that can guide you toward success.

Introduction
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ROI reveals the financial gains or losses of a project relative to its costs. 
A simple formula is:

New Revenue: 
This is the additional revenue directly linked to the web-to-print project. For instance, 
more online orders, upsells, or larger basket sizes thanks to improved personalization. 

Operational Savings: 
While they’re not strictly “revenue”, money saved via cost reductions effectively boosts net 
profit. Examples:

• Reduced waste: Fewer reprints or errors drive down material usage.

• Lower labor costs: Automated workflows cut manual processing time.

• Efficiency gains: Faster turnaround frees up resources for more jobs.

Implementation Costs: 
Typical Costs Associated with Implementing a web-to-print solution, including: 

• Software licensing fees: Either purchasing or subscribing to a platform. 

• Integration fees: Connecting your web-to-print system to e-commerce, MIS, or CRM 
solutions. 

• Customization fees: Aligning features or designs with your unique requirements. 

• Training costs: Preparing your teams to use the software effectively. 

ROI for Web-to-Print Integration

(New Revenue + Operational Savings) - Implementation Costs

Implementation Costs
× 100%ROI =
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• Maintenance costs: Covering updates, patches, and ongoing support. 

• Future improvement costs: Adding new capabilities to keep pace with evolving 
demands.

This formula helps you distinguish natural, pre-existing growth (which you’d measure 
by looking at your baseline revenue prior to implementation) from the specific gains 
attributable to your web-to-print solution. 
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A range of internal and external elements can shape your returns.

Internal Factors

• Management support: Adequate leadership buy-in affects resource allocation and 
overall success.

Example: The company’s CEO neither understands the value of web-to-print nor 
provides adequate resources.

• User adoption: Both staff and customers need to embrace the new system.

Example: A company implements a web-to-print solution for its customers but fails 
to effectively communicate the new process and benefits of the system. As a result, 
only a small percentage of customers start using the new system, while the majority 
continue to use manual ordering methods.

• Customization: If the web-to-print system is not customized to meet the specific needs 
of the business.

Example: The web-to-print system doesn’t have the necessary adjustments for the 
company’s specific printing needs, leading to errors and a lack of ROI.

• Integration with existing systems: Poorly integrated solutions often disrupt workflows.

Example: The web-to-print system is not properly integrated with the company’s 
e-commerce platform, leading to errors and a lack of ROI. 

• Technical issues or downtime: Reliability problems can slow production and erode 
profits. 

Example: The web-to-print system experiences frequent downtime due to server 
issues, leading to a lack of efficiency and a decrease in ROI.

Factors Affecting ROI
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External Factors

• Market competition: Rival printers offering similar services can impact your adoption 
rates.

Example: A printing company has recently implemented a web-to-print solution, but 
a competitor also launches a similar service shortly after. As a result, the printing 
company struggles to attract customers.

• Economic conditions: Lower demand in a downturn can reduce overall returns.

Example: A printing company has invested in a web-to-print integration, but an 
economic recession hits shortly after. As a result, there is a significant decrease in 
demand for printing services.

• Technological advancements: Rapid changes in technology can make a new web-to-
print integration obsolete quickly.

Example: A printing company implements a web-to-print solution, but shortly after 
a more advanced and innovative technology emerges. As a result, the web-to-print 
integration becomes outdated rendering the initial investment less effective.

• Regulations: New compliance rules can raise costs and trim profit margins.

Example: A printing company invests in a web-to-print integration, but shortly after, 
new regulations are introduced that require enhanced data protection to be added to 
the platform. As a result, the company incurs additional costs, reducing the ROI.

• Customer behavior: If customers are resistant to using a web-to-print solution or prefer 
traditional methods of ordering.

Example: A printing company implements a web-to-print solution, but its customers 
prefer to place orders over the phone or in person. As a result, the adoption rate of the 
web-to-print solution is low.
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Here are some best practices for tracking metrics and ROI for a web-to-print project.

Set clear goals 
Before you start tracking metrics, it’s important to define your goals for the web-to-print 
integration. These goals should be specific, measurable, achievable, relevant, and time-
bound (SMART).

• Good: To increase the average order value by 20% in the next quarter.

• Bad: A vague goal to “improve sales”.

Choose relevant metrics 
Once you have defined your goals, you need to choose the right metrics to track. 
These metrics should be aligned with your goals and should give you insights into the 
performance of your web-to-print integration. In the following section we will provide 
examples of key metrics that can be tracked.

• Good: Tracking conversion rates to measure the effectiveness of product pages.

• Bad: Tracking social media engagement for a metric unrelated to your web-to-print 
project goals.

Establish a baseline 
Establish a starting point to measure progress and set targets, or even calculate 
retrospectively.

• Good: Calculating the average order value before implementing the web-to-print 
integration.

• Bad: Starting to measure a metric without a baseline.

Best Practices for Tracking  
Metrics and ROI 
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Use data analytics tools 
Utilize data analytics tools to track and analyze metrics accurately and efficiently.

• Good: Implementing Google Analytics to monitor website traffic and conversion rates.

• Bad: Relying on manual tracking methods, such as spreadsheets, which can be prone 
to errors.

Regularly review metrics 
Regularly review metrics to identify trends and areas for improvement.

• Good: Reviewing metrics weekly/monthly and making changes to improve customer 
satisfaction.

• Bad: Forgetting to review metrics regularly, leading to missed opportunities to improve 
performance.

Adjust strategies 
Use insights gained from metrics to adjust your strategies and improve performance.

• Good: Identifying a low conversion rate on product pages and making changes to 
improve product descriptions and images.

• Bad: Ignoring metrics and continuing with ineffective strategies.

Communicate results 
Communicate metrics and ROI to stakeholders to demonstrate the value of the web-to-
print project.

• Good: Presenting metrics and ROI to management to justify investments in the web-to-
print integration.

• Bad: Failing to communicate metrics and ROI, leading to a lack of support and 
investment in the project.



Measuring ROI of web-to-print project | 10

Tracking metrics and ROI can be a complex process, and there are several common pitfalls 
that businesses should be aware of to ensure they get accurate data and insights. Some 
common pitfalls include:

Focusing on too many metrics 
Tracking too many metrics can be overwhelming and make it difficult to see the big 
picture. It’s important to focus on the metrics that relevant to your business goals.

• Bad practice: Trying to measure everything can lead to confusion.

• Good practice: Focus on a handful of core KPIs that align with strategic objectives.

Chasing vanity metrics 
It can be tempting to focus on metrics that make your business look good but don’t 
actually contribute to your bottom line. These vanity metrics can be misleading and 
distract from the metrics that truly matter.

• Bad practice: Basing decisions on metrics like raw site visits, which may not reflect 
revenue.

• Good practice: Track bottom-line measures such as conversion rates or AOV.

Lack of consistency 
To get accurate data, it’s important to consistently track the same metrics over time. If 
you change the metrics you’re tracking or how you’re tracking them, it can be difficult to 
compare data over time and make informed decisions.

• Bad practice: Frequently changing methods or intervals, creating gaps in the data.

• Good practice: Standardize how and when you measure.

Common Pitfalls to Avoid
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Ignoring key stakeholders 
Tracking metrics and ROI should be a collaborative effort that involves all key 
stakeholders. This includes business leaders, marketing teams, and IT staff. Without 
input from these groups, it can be difficult to accurately track metrics and make informed 
decisions based on the data. 

• Bad practice: Leaving out teams like management or IT. 

• Good practice: Involve all departments for broader insights. 

Neglecting external factors 
External factors, such as changes in the market or industry, can impact your metrics and 
ROI. It’s important to take these external factors into account when analyzing your data to 
ensure you’re getting an accurate picture of your business performance. 

• Bad practice: Overlooking market or regulatory changes. 

• Good practice: Monitor shifts and adapt strategies accordingly. 

Not adjusting strategies 
If you’re not seeing the ROI you expected, it may be time to adjust your strategies. 
Neglecting to make changes based on your metrics and ROI can lead to continued poor 
performance and missed opportunities. 

• Bad practice: Failing to pivot when results lag behind goals. 

• Good practice: Continuously refine your approach to bolster ROI. 
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To find the metrics that can be used to evaluate the ROI of the W2P integration, lets first 
remember the possible benefits of the web-to-print technology for printing companies.

To effectively evaluate the ROI, it is essential to consider the following key benefits and 
understand how they can positively influence business outcomes.

Metrics for Evaluating ROI  
of Web-to-Print Integration 

Benefit Metric to evaluate

Improved ordering experience • Net Promoter Score (NPS) 
• Customer satisfaction score (CSAT) 
• Customer Retention Rate 
• Customer Lifetime Value (CLV)
• Conversion rate 
• Referral leads 
• Customer acquisition cost (CAC)

Expanded market reach • Website traffic 
• Number of first-time customers 
• Geographic reach 
• Market share

Reduced operational costs • Cost per order (CPO) 
• Waste Reduction 
• Production Cost Per Order 
• Order accuracy rate 
• Turnaround Time (TAT)

Access to new products or services • Revenue from new products or services 
• New product or service adoption rate 
• Average Order Value (AOV)
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Strengthening the ordering process boosts retention, lifetime value, and referral 
business—key drivers of ROI. 

Net Promoter Score (NPS) 
NPS is a measure of customer loyalty and satisfaction. It asks customers how likely they 
are to recommend your product or service to others. 

Customer Satisfaction (CSAT) 
CSAT is a measure of how satisfied customers are with your product or service.

1. Improved Ordering Experience & Greater Customer 
Satisfaction 

Promoters - Detractors

Total Respondents
× 100NPS =

Number of Satisfied Customers (Score 4-5)

Total Survey Responses
× 100CSAT (%) =

• Data Sources: Surveys, online forms.

• Example: A jump in NPS from 50 to 70 can raise repeat business by 20% and referral 
leads by 15%, culminating in a 25% revenue increase. 

• Data Sources: Online surveys.

• Example: A company implemented a web-to-print solution and saw an increase in their 
CSAT from 80% to 90%. This resulted in a 10% increase in repeat business and a 5% 
increase in referral leads, leading to a 15% increase in overall revenue. 
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Customer Retention Rate  
CRR is a measure of how many customers you retain over a specific period of time.

Conversion Rate 
Percentage of website visitors who take the desired action.

Customer Lifetime Value (CLV)  
CLV is the total worth of a customer over their lifespan of doing business with a company.

Customers at End of Period - New Customers Acquired

Customers at Start of Period
× 100CRR (%) =

Number of Conversions

Total Visitors
× 100Conversion Rate (%) =

CLV (%) = Average Purchase Value × Purchase Frequency × Customer Lifespan

• Data Sources: CRM (e.g., Salesforce).

• Example: A company implemented a web-to-print solution and saw an increase in their 
customer retention rate from 70% to 85%. This resulted in a 15% increase in repeat 
business and a 10% increase in referral leads, leading to a 20% increase in overall 
revenue.

• Data Sources: Google Analytics.

• Example: A company implemented a new personalization process and saw an increase 
in their conversion rate from 2% to 4%. This resulted in a 20% increase in new sales 
generated, leading to a 30% increase in overall revenue. 

• Data Sources: CRM.

• Example: A company implemented a web-to-print solution and saw an increase in their 
CLV from $500 to $700. This resulted in a 10% increase in repeat business and a 5% 
increase in referral leads, leading to a 15% increase in overall revenue.
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Referral leads  
Referral leads are new customers acquired through word-of-mouth from existing 
customers. 

• Data Sources: CRM. 

• Example: A company implemented a web-to-print solution and saw an increase in their 
referral leads from 10 to 30 per month. This resulted in a 20% increase in new leads 
generated, leading to a 10% increase in overall revenue.

Customer Acquisition Cost (CAC) 
CAC is the total cost of acquiring a new customer, including marketing and sales expenses.

Total Sales and Marketing Expenses

Number of New Customers Acquired
CAC =

• Data Sources: CRM.

• Example: Company’s web-to-print integration resulted in a decrease in CAC by 30%. 
The company previously spent $50,000 on marketing and advertising per quarter, 
acquiring an average of 500 new customers. After the integration, the conversion rate 
increased, and the company only spent $35,000 on marketing and advertising per 
quarter and acquired an average of 700 new customers.
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A broader reach can attract international buyers, increase sales in new regions, and 
diversify your customer base. 

2. Expanded Market Reach

Website Traffic  
Website traffic refers to the number of visitors to a company’s website. An increase in 
website traffic indicates that the company’s web-to-print integration is reaching a larger 
audience and generating more interest in their products and services. 

• Data Sources: Google Analytics, etc. 

• Example: A printing company implemented a web-to-print integration and saw a 30% 
increase in website traffic over the course of 6 months. This increase in website traffic 
led to a 20% increase in online orders and a 15% increase in revenue.

First-time customers  
Number of unique customers who make their first purchase from a company after the 
web-to-print integration was implemented. An increase in the number of first-time 
customers indicates that the company’s web-to-print integration is attracting new 
customers to their products and services.

• Data Sources: CRM.

• Example: A company implemented a web-to-print integration and saw a 25% increase 
of first-time customers over the course of 6 months. This increase in first-time 
customers led to a 10% increase in overall revenue.
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Geographic Reach 
Geographic reach refers to the number of different regions or countries where a company 
attracts the customers. An increase in geographic reach indicates that the company’s 
web-to-print integration is attracting customers from new regions and expanding their 
market reach.

• Data Sources: CRM, Google analytics.

• Example: A company implemented a web-to-print storefront and saw a 50% of new 
users originated from previously untapped regions over the course of 12 months. This 
increase in geographic reach led to a 30% increase in revenue from new regions.

Market share  
Percentage of customers in a specific market who use your company’s services. An 
increase in market penetration indicates that the company is gaining popularity and 
capturing a larger portion of the market.

• Data Sources: CRM, market research reports.

• Example: A company implemented a web-to-print integration and saw a 15% increase in 
market share over the course of 12 months. 
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By automating workflows and reducing waste, printers can often lower production 
expenses.

Cost per Order (CPO) 
Cost per order is the average cost incurred in processing an order. It includes all the direct 
and indirect costs associated with producing and delivering a product or service to the 
customer.

3. Reduced Costs

• Data Sources: CRM and MIS data. 

• Example: A print shop implemented web-to-print integration and saw a significant 
decrease in their CPO. They were able to automate their production process and 
reduce labor costs, resulting in a 25% decrease in CPO.

Total Operational Costs

Total Orders Processed
CPO =

Waste Reduction 
Measures the percentage of waste generated during the production process. By 
streamlining the ordering process and allowing customers to preview their designs before 
printing, web-to-print integration can reduce the likelihood of errors or misprints.

Previous Waste - Current Waste

Previous Waste
× 100Waste Reduction (%) =

• Data Sources: MIS or ERP data.

• Example: A printing company implemented a web-to-print solution, which helped the 
company to reduce its waste by 15% in the first year. The reduced waste resulted in a 
lower production cost per order and increased profit margin. 
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Order Accuracy Rate 
Percentage of orders that are processed without errors.

Turnaround Time (TAT) 
Average time taken to process an order from the time of receipt to the time of delivery.

Accurate Orders

Total Orders Processed
× 100Order Accuracy Rate (%) =

Total Time to Complete All Orders

Total Number of Orders
TAT =

• Data Sources: Order processing data. 

• Example: By integrating a web-to-print software, JKL Printing improved its order 
accuracy rate by 25% within six months. The improved order accuracy rate helped 
the company to reduce the cost of reworking and reprinting orders, resulting in a 
significant cost reduction. 

• Data Sources: MIS data.

• Example: By implementing a web-to-print solution, a printing company reduced its TAT 
by 30%. The reduced TAT helped the company to process more orders and improve 
customer satisfaction, resulting in increased revenue.
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Adopting web-to-print often paves the way for offering innovative products or 
personalization options.

Revenue from New Products or Services  
Revenue generated from the new products or services that are introduced as a result 
of the web-to-print integration. This metric is essential to identify the success of new 
product launches and the overall impact on the company's revenue.

4. Access to New Products and Services

• Data Sources: Sales reports, financial statements, web analytics, marketing data.

• Example: By introducing new customizable product lines, the company was able to 
generate an additional $500,000 in revenue from new products in the first year of web-
to-print integration.

New Product or Service Adoption Rate  
Percentage of customers who have adopted the new products or services as a result 
of the web-to-print integration. A high adoption rate indicates that the new products or 
services are successful in meeting customer needs and preferences.

Customers Using New Products

Total Customers
× 100Adoption Rate (%) =

• Data Sources: Sales reports, customer feedback, market research.

• Example: The adoption rate of the new customizable product line was 25% in the first 
six months of web-to-print integration, indicating that customers were interested in the 
new product offerings.
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Average Order Value (AOV) 
AOV measures the average value of each order. A higher AOV indicates that customers are 
purchasing more products or services per order, which can lead to increased revenue and 
profitability.

• Data Sources: Sales reports, financial statements, web analytics.

• Example: The AOV increased by 20% after introducing new customizable product lines 
through web-to-print integration, leading to an increase in revenue by $100,000 in the 
first six months. 

Total Revenue

Total Number of Orders
AOV =



Measuring ROI of web-to-print project | 22

Web-to-print integration is more than an operational upgrade. It’s a strategic move that 
can deliver a significant, measurable ROI. Whether your focus is elevating customer 
satisfaction, expanding into new territories, reducing expenses, or broadening your 
product range, the metrics outlined above will help you track performance and make 
informed decisions. 

Conclusion
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Next Steps

1. Evaluate Key Metrics: Identify your most important KPIs—like CAC, Market Share, or 
CPO. 

2. Engage with Experts: Reach out to discover how Customer’s Canvas can align with 
your specific workflow. 

3. Leverage Resources: Explore our case studies, documentation, and training materials. 

4. Implement & Optimize: Refine your offerings and marketing tactics as data insights 
evolve. 

By consistently tracking the right metrics, fine-tuning your approach, and leveraging 
powerful tools like Customer’s Canvas, your web-to-print venture can yield meaningful, 
long-term gains. Enjoy the journey—and reap the rewards of a seamless, customer-centric 
printing experience.
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About Customer’s Canvas 

Useful links

Documentation & Guides — Setup and Integration Instructions.

Blog & White Papers — Latest printing trends, updates, and success stories.

Case Studies — How real-world users harness Customer’s Canvas for growth. 

Customer’s Canvas is a flexible, feature-rich web-to-print platform designed for modern 
printing businesses. With over 15 years of expertise in image processing and online design 
workflows, we’ve helped 300+ companies worldwide reduce operational costs, streamline 
production, and delight customers.

• Scalable Technology: Easily manage high-volume orders without sacrificing quality. 

• Robust Personalization: Let customers design, preview, and order in real time. 

• Expert Guidance: Our specialists can tailor the platform to your needs. 

Learn more at customerscanvas.com or email us at sales@aurigma.com.

https://customerscanvas.com/dev/?utm_source=white-paper&utm_medium=literature&utm_campaign=roi
https://customerscanvas.com/blog?utm_source=white-paper&utm_medium=literature&utm_campaign=roi
https://customerscanvas.com/case-studies?utm_source=white-paper&utm_medium=literature&utm_campaign=roi
https://customerscanvas.com/?utm_source=white-paper&utm_medium=literature&utm_campaign=roi
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