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Speakers

Casey Williams
Senior VP – Patient Engagement 

& Payments, RevSpring

Gary Dighe, 

PharmD, MS
System VP of Revenue Cycle, 

OhioHealth
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Revenue Cycle Management
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Revenue Cycle Framework 
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Patient Financial Experience

Innovation, Automation/AI, Technology – Operational Excellence 

Performance and Relationship Management – Focus on Clinical Enterprise 

 Workforce of the Future 

Revenue Cycle Strategic Pillars 
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Revenue Cycle Organizational Chart 
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$2.3B+ 
Account 

Receivables 

8+ million 
claims 

annually 
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Enterprise Cash Collections 
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Revenue Cycle Cost-to-Collect 

Industry Benchmark ~2.5%  
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Patient volumes 
& revenues

Yield

Bad debt Labor & 
supply costs

Cost-to-collect

Turnover

Healthcare 
leaders are under 
more pressure 
than ever to do 
more with less— 
and to do it fast.

Loyalty

Deferred care
expectations

Out-of-pocket

Competing business challenges and patient 

concerns have accelerated the need for digital 

transformation among providers. 
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The traditional 
approach is 
no longer 
sustainable.

Technology deployment poses 

roadblocks for healthcare 

leaders trying to meet the 

demands of today’s market 

and healthcare consumers.

Current technology limitations & roadblocks.

Stacked, disparate 
technologies

Vendor 
misalignment

Disjointed patient 
experience

Capital & resource 
intensive

Low/no
scalability

Inefficient labor 
utilization

Slow, tiered 
deployments

Siloed ownership
and metrics

Low/no touchpoint 
personalization
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Self-Service 
Payments
(Online)

Agent-Assisted 
Payments 

(Call Center)

Self-Service 
Payments 
(Phone)

Text to Pay

Payment 
Plans

Price 
Shopping

Patient 
Messaging

Patient 
Registration

Consent & 
Preferences

Statements 
& Reminders

Patient Access 
Workflows

Patient 
Intake

Vendor

1
Vendor

2
Vendor

3
Vendor

4
Vendor

5
Vendor

6
Vendor

7
Vendor
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However, today a common patient journey can be disjointed, 
not personalized with multiple technologies from various vendors.
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Personalized Engagement & Payments Everywhere

One Coordinated Patient Experience

Evaluate Provider

Consider Insurance

Compare Costs

Proactive Outreach

Fill Open Schedules

Gather Data

Estimate Charges Remind, Confirm, 
Prepare

Capture Digital 
Assets

Co-Pay / Pre-Pay

Smart Print & 
Digital Outreach

Billing / Reminder 
Campaigns

Intelligent 
Payment Options

CSR Support

Payment 
Opportunity

Frictionless 
Self-Service

$

$

$

$

$

Shop for 
Service Self-

Schedule

View an 
Estimate

Prepare for 
Appointment

Digital
Intake

Review 
Statement

Make a 
Payment

Digital Intake 
with OCR
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“You've got to think about big things 
while you're doing small things, 

so that all the small things 
go in the right direction.”

- Alvin Toffler, American writer and futurist
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Patient Financial 
Journey as a Vision

• Focus on patient experience to improve the patient 
financial journey.

• Take a multidisciplinary approach to create a 
comprehensive strategy.

• Utilize customer feedback and surveys to identify 
key initiatives.

• Establish clear metrics for success based on the 
initial focus areas to track progress and impact.
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Technology & 
Innovation Opportunities

• Prioritize patient-facing problems rather than 
jumping straight to solutions, ensuring alignment 
with their needs.

• Advocate for marketing the business case(s) that 
align, highlighting measurable outcomes for 
stakeholder buy-in.
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Connecting Revenue Cycle 
to Organizational Strategy

• Emphasize the necessity of aligning Rev Cycle 
vision and mission with the corporate/business 
strategy to enhance overall effectiveness.

• Encourage RCM leaders to actively promote 
the journey and initiatives to senior leadership.
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“People can handle change. 
What they can’t handle is uncertainty.”

- Christine Aucreman, CPA, CHFP, FHFMA
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People Management
HOW TO BRING THE TEAM ALONG DURING NEW TECHNOLOGY ADOPTION.

Clearly communicate the 
objective of the new technology

Involve the end-users early in the 
design and implementation phase

Adopt a practice of continuous iterative 
improvements once a tool is live

1

2

3

18

Copyright ©
OhioHealth 
RevSpring, Inc.



Copyright ©
OhioHealth 
RevSpring, Inc.

19

Guiding Transformational Change 

• Get really clear 
on current state vulnerabilities 
and the problem you’re trying to 
solve. Build a plan to remedy.

• Pull the right leaders 
to the table and proceed in a 
way that’s collaborative, no silos.

• Create forums 
that allow for ongoing iterative 
improvements to drive 
engagement and end user 
adoption.
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Lessons Learned 
When Driving 
Transformational 
Change

Leadership 
Readiness 

Pace of 
Change

Delusional 
Optimism
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Align 
revenue cycle 

& corporate 
business 
strategies

Take a 
multidisciplinary 

approach 
to establish goals 

& get buy-in

Understand your 
patient portfolio 

& touchpoints

Involve the 
end-users early 
in the design & 
implementation 

phase

Utilize 
technology 
to fill in gaps 
in the patient 
experience

What you can do 
to create a connected 
patient experience
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QUESTIONS?
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For inspiration 
follow us on 
LinkedIn

THANK YOU!
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