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Connecting Revenue Cycle Operations with 
Revenue Analytics – our discussion today!

1. Revenue Cycle is a longitudinal process: how do we analyze and 
optimize?

2. Analytics are everywhere, relevant, and exciting (but not always)

3. Different uses and different ways to explain things

4. Benchmarking

5. Use Case: cost of collect from informational to actionable

6. $64M dollar question: Complex change is difficult because of culture 
and resistance to change. 

7. Psychology behind Analytics

8. Built it and they will cheer!



Revenue Cycle 
is longitudinal 
process with 

26 sub 
functions –

how we 
analyze and 
optimize?

How do measure the leakage within and between?

Purpose: improve EBIDTA and Balance Sheet performance



KPIs – which are most important?

• Administrative Write-offs

• Bad debt write-offs

• Charity write-offs

• Underpayments

• Documentation capture

• Payor mix

• Total Cost of RC

Each is actionable and accretive to EBIDTA



Analytics 
explain 
different 
things

Outcomes/Results: AWOs, BD, Char, Underpayments, 
Documentation Capture, Payor Mix

Leading: FBNS, claims error rate, denials (835)

Lagging: AR Days, Agings, write-offs

Productivity

Quality

Speed: 

HOW DO WE ARRANGE THE KPIs IN A SPECIAL WAY?



Educational video on U-tube (type in revenue cycle)



Analytics are everywhere, relevant, and exciting (but not always)



https://www.google.com/imgres?imgurl=https%3A%2F%2Fs.marketwatch.com%2Fpublic%2Fresources%2Fimages%2FMW-CW277_DJIA_2_MG_20141013150444.jpg&imgrefurl=https%3A%2F%2Fwww.marketwatch.com%2Fstory%2Fwhat-breaking-the-200-day-moving-average-for-stocks-really-means-2014-10-14&docid=z83y2vdjNlj9LM&tbnid=e7e3SONYlXm73M%3A&vet=10ahUKEwjUndXJicTkAhXJ854KHTyJBA8QMwhKKAAwAA..i&w=569&h=398&bih=687&biw=1200&q=stock%20chart%20200%20moving%20day%20ave&ved=0ahUKEwjUndXJicTkAhXJ854KHTyJBA8QMwhKKAAwAA&iact=mrc&uact=8


Analytics are everywhere, relevant, and exciting (but not 
always)



Analytics have 
different uses

What’s happened yesterday? (descriptive)

What’s happening now? (descriptive)

What could happen (predictive)?  

How do we compare to our peers and 
competitors?  

What will happen if we make this change 
(prescriptive)?



Analytics 
Maturity



Benchmarking



Benchmarking



Use Case: cost of collect – moving from 
informational to actionable to beneficial

WHAT ARE THE OTHER 
QUESTIONS WE SHOULD BE 
ASKING?

QUESTION: What does a 
CTC of 3.0% tell you?
1. ANSWER 1: Spent $30,000,000 for 

each $1B cash collected

2. ANSWER 2: an average IP account 
with reimbursement of $8000 costs 
$240

3. ANSWER 3: the activities associated 
with this cost include reg, code, 
claim, follow-up, outsourcing, EMR 
and bolt-on software, etc.



Use Case: cost of collect – moving from 
informational to actionable to beneficial

.5% 2.6% 30%

Birdie Par Bogey

Miss Hits!
= 1 account



Can be mis-
leading and lead 

to poor 
decisions



QUESTION: But why don’t people ask 
about the numerator and 

denominator? are?



Analytics/Metrics are a tool for change, but if used alone will not yield benefit



Audience Participation

Fill in the Blank: “if a 
key performance 

indicator doesn’t tell a 
<____________>, it has 
no power or influence.  



Psychology behind Analytics
(I took a psychology class in college)

LOSS AVERSION JOB SECURITY COMFORT 
ZONE

FLOW



Audience Participation

True or False: “are the 
KPIs constructed and 

tabulated for the 
boss?”  ______.   For 
whom?  __________.



Stadiums keep you in the game!

Built it and they will cheer!


