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ChiefExecutiveOfficerwho LOVES the businesssideof
medicine

35+years in revenuecyclewithMBA fromLouisiana
StateUniversity

Financial freedomisvery important tome and my
family

I enjoy travelingand recently spent3weeks inScotland.

I have developeda strongmentorshipprogramthat
workswith the localcourt systemtoassistwithskilland
vocational rehabneeds forwomenwhoare workingon
improving their life.

Getting to know me…
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Session Focus..

Downstream Revenue

What impacts this

Other Ways to Capture 

patient market share

Multiple Methods to 

calculate – pick one!
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The Human Factor
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Where is our revenue??



Staffing shortages 

&

Salary increases

Increased cost in every single 

area including supplies, 

insurance, taxes, utilities, etc..

Decreased rates 

from the payors
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Where is our revenue going??
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Productivity & Benchmarking

Inbound/ Outbound Referral Opportunities

Accounts Receivable Metrics

What is Downstream Revenue? 

Easier to identify in a Health System / Academic Medical 
Centers

An UC Visit average revenue per visit is $121 - $126 

Thought to have a much smaller value for an independent 
Urgent Care 
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Productivity & Benchmarking

Inbound/ Outbound Referral Opportunities

Accounts Receivable Metrics

Alignment of Provider Compensation & Current 

Reimbursement

Calculating Downstream Revenue: 

Single Site
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Usage of EHR Platform

Longitudinal focus on Wellness and Chronic Care

Return to or hand-off to Specialties

Calculating Downstream Revenue

Part of a Health System
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Downstream Revenue Considerations

Services Offered
Tele-Visit / 

OnLine Clinic

Occ 
Med/Employer 

In Services

Spa Services

Weight 
Management

Travel Medicine

On-Site 
pharmacy

School 
partnerships 
for Tele-Visits
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Individualized Performance Based 

Activities



VisitTypes

BySingularLocations

ReturnVisit 

February 2023

How toAnalyze repeat visits
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Registration Data

Visit Types

By singular locations

Segmentation
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First thing that comes to mind is… 

REFERRALS!!!!

1.Return Visits

2.Reciprocal Referrals

3.WOM Referrals

4.EPS Referrals

5.Add on service referrals

Association

Most obvious example of 

Downstream Revenue?
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Not a 1:1 ratio

COVID - on the downside…. 
hasgivenyoumanyopportunities

• COVID testing for free-standing surgical services
• Many Occ Med opportunities never previously considered
• Expansion of Lab Services

Downstream Revenue Opportunities

Referrals



Tracking referrals
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In Bound Out Bound



Referrals and the Value of a Single Patient

Why is this important….

© 2023 Urgent Care Association



Single Patient Value or PLV

How do you calculate this? 
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Average visit value of the patient: This is the total value of all patient visits over a 
period (for example, one year), divided by the number of visits in that period

Average visit frequency: To gather this figure, divide the number of visits to your 
medical practice in that same time period (one year) by the number of individual 

patients over the same period

Patient value: You’ll calculate the average practice visit frequency multiplied by the 
average visit value

Average patient lifespan: What is the average length of time a patient continues 
seeing you?

PLV = patient value X average patient lifespan



Calculating Referral Value
How to look at a ROI on patient referrals
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CPL

•How much do you spend per 
month in marketing/advertising

$

•Avg reimbursement on new 
patient visit

ROI
•Reimbursement – CPL = ROI



DemographicSegmentation

Age,generation,origin,class,gender, sexuality,etc.

PsychographicSegmentation

Pets,preferences,habits,beliefs,work,tastes,etc

OtherFactors

Language,fears,pains,food,physicalabilities,etc

Marketing

What are key drivers?

Types of Market Segmentation
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Single Patient Value
Why should you consider it this way?
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The lifetime value 
of a patient in an 

Urgent Care 
includes more than 
just the patient on 

the table.....
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Patient Loyalty



What is the lifetime value of a patient?
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1.4 2.7



Chronic Illnesses

Access to Care

Operations (hours/staffing/services)

America is mobile / tech savvy
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Current Contributors to LVOP 

TeleHealth
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Lifetime Average of a Patient with 

organization



Average Payment/ 

Claim 
Average

Expenses/ Visit

Net Income 

per Visit 

Average Visits 

per year

Yearly income 

per patient

Years of Loyalty 

Average loyalty

value of patient

$128.97

$27.19

$101.79

2.4

$244.30

6.4

$1563.52

Calculating the lifetime value of a 

patient? (LOYALTY Value)

Start with your average payment per claim over last 12 months (exclude prior month
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Average Payment/ 

Claim 
Average

Expenses/ Visit

Net Income 

per Visit 

Average Visits 

per year

Yearly income 

per patient

Years of Loyalty 

Average loyalty

value of patient

$148.62

$36.49

$112.13

2.4

$269.11

6.4

$1722.32

Calculating the lifetime value of a 

patient? (LOYALTY Value)

Start with your average payment per claim over last 12 months (exclude prior month
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Patient Loyalty



Top 5mentions for patient loyalty from 
GOOGLE reviews
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Effective Costs

Extended Hours

Convenient Locations

Friendly Staff 

Having walk in options with fast service



Younger Millennials don't want just convenient care

they want HYPER-convenient care!!

Whatare"THEY"Saying?
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One-third of 
millennials state that 

they have not visited a 
primary care provider 
in fiveyearsor more 

due to lack of
convenience.

Hereiswhat "THEY"
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are Saying?



Hereiswhat "THEY"

are Saying?

UrgentCare

PrimaryCare

Over 37%of typical 
primary care/well care 

visits were performed in 
an UrgentCareSetting 

between 2018 and 2021.
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Occ Med, Niche Services and other 

Add-on’s
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America is no longer medically 

homeless – we are MOBILE! 



FREE
DollarGeneral

viaa partnership with babylon currently inmultiple states

$15
Walmart

$15-$20
Amazon

tobe anticipated

$59
CVS

$79
Walgreens
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TeleHealth Market Updates

Cash Pay 

Rates



On Line Clinic’s
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TeleHealth Analytics worth tracking



E/Mlevelbyprovider

Inpersonvisitconversions

Averagechargeperclaim 

Denials

AverageReimbursementperclaim

Commonpayorgrouping

ICD-10/CPT

codecombination
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• Downstream Revenue 

•Referrals

•Add On Services

•Relationships

• Examples of How to Calculate 

• Value of Patient Loyalty



Stacy.Calvaruso@medpracticesuccess.com

903-213-2799
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mailto:Stacy.Calvaruso@medpracticesuccess.com


Session Evaluation

•Your feedback is valuable, take a moment to complete the survey for this session.

•To claim CME, you must complete a separate survey available after the convention.

40
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