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Data analytics, which involves multiple techniques 
including algorithms to find patterns in data, is a hot 
topic as organizations seek to become more “data 
driven” and “customer focused.” The volume of data 
is doubling every three years according to research 
by McKinsey & Company. Yet all this data does not 
necessarily result in better organizational decisions 
or improved customer relations. “The devil,” as the 
old saying reminds, “is in the details.”

Effective use of data 
analytics is particularly 
lagging in U.S. healthcare. 
McKinsey & Company 
reports that only between 
10 and 20 percent of the 
value of data and analytics 
is being captured in the 
healthcare industry today. 
Lack of analytical talent, 

siloed data and leadership skepticism are the three 
primary barriers to progress.

Before we examine this issue in more detail, a few 
definitions are in order. Specifically, it’s important 
to understand what constitutes a robust data 
analysis capability. Many healthcare organizations 
have data collection and reporting capabilities 
scattered throughout their enterprise, yet few have 
implemented the three key layers of data analysis 
that should form the foundation of a forward-thinking 
data capability. 
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Descriptive Analytics 
What happened? Who entered a web search engine?

These are reports and dashboards that measure things that have happened, such as products sold, patients 
treated, payments made or other key metrics. Most reports in healthcare organizations today are descriptive 

in nature—they show what happened but do not explain why. Descriptive analytics are important and form the 
foundation of any meaningful analytics strategy, but the other parts of the data hierarchy must be in place to reach 

the stage where meaningful results can happen, such as driving successful revenue management.

Predictive Analytics 
What Will Happen?

This area of analytics looks at past trends and behaviors to predict what will happen in the 
future. Many organizations beyond the healthcare sector now are approaching this level in 

their analytics capabilities, with the global market for predictive analytics projected to reach 
approximately $11 billion this year. (Source: Zion Market Research) Healthcare organizations must 

reach this level of data analytics before moving up to the highest point in the hierarchy: prescriptive 
analytics.

Prescriptive Analytics 
What do you want to make happen?  

How do you shape the desired outcome?
Prescriptive analytics represents the most sophisticated data capability. When 

organizations master prescriptive, they are able to shape consumer behavior by 
taking data from the descriptive and predictive stages and applying intelligent 

algorithms to reach organizational goals. Think of prescriptive analytics as the gold 
standard and the true reason your organization should invest in analytics.

Organizations must
incorporate 

all three data 
analytic types

to have a truly effective 
analytics capability. 
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Data Analytics Hierarchy  
There are various types of analytics. A smart data analytics strategy involves careful use  
of each type to drive bottom line results, such as reducing costs and increasing revenue.
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Unfortunately, most analytic dashboards only 
provide descriptive details about what already has 
happened. There is little information about why it 
happened or even who it happened to. For example, 
you may see an uptick in patients choosing payment 
plans over full payments, or more people completing 
payments, or others completing payments more 
quickly using digital payment applications. But to 
understand why these trends are happening requires 
exploratory data analysis that goes beyond what’s 
presented in the dashboard or report. 

Generating predictive and prescriptive analytics isn’t 
easy, which is why it’s a tremendously sought after 
skill set. Highly educated professionals with a solid 
grounding in statistics, economics and psychology 
must be involved in understanding what’s behind 
“what happened” and how to influence “what comes 

next?” Many organizations 
engage outside companies 
to help with this work, which 
provides the expertise they 
need. 

But before hiring a company 
to assist with data analytics, 
make sure you know how 
to evaluate what you’re 
getting. Because of the 

complicated nature of predictive and prescriptive 
analytics, it’s relatively easy for less than honest or 
inexperienced vendors to make claims that really 
don’t hold up under closer examination. 
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If It Sounds 
Too Good To Be True . . .

When evaluating a potential data analytics 
vendor, be wary of any claims that sound too 
good to be true. Correlation is not causation, as 
you may remember from your college statistics 
class. Here’s an example: the absolute best 
target market for newspaper subscription 
sales is comprised of elderly people who are 
deceased. 

How can this be? 

A cursory data analysis would reveal that (a) 
seniors are more likely than any other age 
group to subscribe to a newspaper, and (b) 
frequently can be persuaded to sign up for 
autopay and, (c) in many cases, later forget that 
they ever signed up for the paper. When these 
subscribers die, their subscriptions can continue 
on for a very long time, or at least until an alert 
person with power of attorney ends it! 

Clearly, basing a sales campaign on deceit 
is not a recommended approach for ethical 
organizations. But even honest mistakes can be 
made when data scientists only look at a few 
variables and not the entire picture. 

In the healthcare arena, a data scientist might 
make wildly hard-to-believe claims about 
increasing accounts receivables by pushing 
digital payment options. Before proceeding, 
ask them to explain how their numbers reflect 
the entire revenue ecosystem. Does it take 
into account one-time visitors to your hospital 
or clinic? Has it also included the revenue still 
being collected through traditional print billing 
statements? 

Make sure you get the full picture and that 
all legal considerations have been properly 
taken into account. A classic example of 
shady segmentation methodology in predictive 
analytics: using zip codes to make financial 
decisions. As your compliance officer will attest, 
doing this could land you on the losing side of a 
court case. 

The bottom line?
It pays to ask tough questions before engaging 
any organization to help you with data analytics.
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Data Analytics in Action
Most of us have experienced the various levels of data 
analytics as consumers. When you enter a term into 
a web search engine, you’re typically experiencing 
DESCRIPTIVE analytics. Search results are presented 
based on the experience of thousands or millions 
of other people who previously entered that same 
search term. 

When you apply for a credit card or a bank loan, 
predictive algorithms are sorting through all sorts 
of data points about your personal credit history 
and spending habits, as well as general population 
demographics, to determine how safe it will be 
to offer you a loan or credit card. The amount of 
your loan or credit limit and the interest rate you 
are offered are determined based on this predictive 
intelligence.

Retailers excel at 
prescriptive analytics. If 
you’ve spent time on a 
retail website, placed a 
product in your online 
cart and then logged out 

without completing the purchase, you most likely have 
experienced the power of prescriptive analytics. It 
works thus: ads for the product you were considering 
start popping up as you browse other sites. You might 
even receive a promotional offer or discount code 
from that same retailer by email along with a message 
that begins, “Did you forget something?”
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By combining
descriptive, predictive 

and prescriptive 
analytics, the retailer 

has a very good chance 
of bringing about the 
behavior it desires. 

This is the result of data-savvy retailers applying all 
three layers of analytics to observe your previous 
behavior, predict what you might do next and then 
determine what actions to take to incentivize you to 
complete your purchase (the retailer’s desired action). 
By combining descriptive, predictive and prescriptive 
analytics, the retailer has 
a very good chance of 
bringing about the behavior 
it desires. Convinced this 
could never happen to you? 
Think about what happened 
when you received a 
discount code or were 
exposed to multiple versions 
of the same ad on a variety 
of websites.

The same principles apply to data analytics and 
healthcare revenue management. Data that drives 
strategic results begins with extracting actionable 
insights, which begins with asking the right questions. 
Some examples: “What payment outcomes do we 
want to achieve?” “How, based on previous reports, 
can we leverage data about our patients and current 
economic conditions within the bounds of law?” “How 
can we achieve these outcomes without placing 
patients in undue financial distress?” 

Once you have some baseline answers, it’s time to 
craft your hypothesis and begin the process again 
with new, more narrowly focused questions.

Retailers excel
at prescriptive analytics.
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Improving Outcomes
Just as retail companies apply analytics and 
communications to trigger positive purchasing 
activity from consumers, healthcare organizations 
can apply communications based on analytics to 
achieve positive payment outcomes with their 
patients. It starts with a clear understanding of your 
organizational goals. 

A few years ago, hospitals that used basic descriptive 
reports might have been satisfied if they sent out 
four communications to patients within 120 days 
after discharge—the minimum required by federal 
regulations. This was a solid metric back in the days 
when 95 percent of revenue came from insurers.

Now, however, with nearly half of patients covered 
by high deductible health insurance plans, the goal 
has shifted. If a hospital still is sending statements 
that don’t recognize the patients’ increasing 
burden—old-style statements filled with complex 
medical codes and terminology that consumers 
find indecipherable—your organization’s patient 
payment goals are unlikely to be met. 

With payment systems that incorporate predictive 
modeling to identify each patient’s propensity to pay, 
your organization will know the extent that someone 
is able to pay and can offer each patient targeted 
payment options—payment in full, a payment plan 
or financial assistance—that is more likely to result 
in revenue collection while showing empathy for the 
patient. Likewise, if you know which communication 
vehicle your patients are most apt to respond to, 
you can enhance your communication strategy for 
best results. 

By dynamically changing communication based on 
what your organization 
knows about patients, 
you are likely to see a 
significant lift in payment 
rates—both in the number 
of people paying and in 
the total dollars collected. 
On average, organizations 
that implement RevSpring 
analytics-driven patient 
communication solutions 
have seen revenue 
collections increases 
ranging between three and 
seven percent.

On average, 
organizations that 

implement RevSpring 
analytics-driven patient 

communication  
solutions have seen 
revenue collections 
increases ranging  

between three  
and seven 
percent.
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How to Become Analytics Driven
True data analytics is difficult for many reasons, including a serious shortage of experienced data scientists. Another 
challenge is the massive and constantly growing volume of data to be mined and managed. And yet another 
difficulty: data that is trapped in silos throughout many organizations.

CompTIA released the Trends in Data Management report,  
based on an online survey of 400 IT professionals throughout the United States in December 2019. 

That survey found:

Speeding up data analysis is 
the #1 challenge  

IT professionals say they face.

Only 25% of organizations 
say they are “exactly where 
they want to be” with their 

corporate data management.

Data-related skill gaps are 
the 3rd biggest challenge 

companies cite in building 
data management plants.

Integration of data is the 
2nd highest  

ranked challenge.

Only 44% of companies 
have internal IT employees 
who are dedicated to data 

management or data analysis. 

82% of companies say they 
have a high or moderate 

degree of data silos.
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RevSpring leads the market in financial engagement and payment solutions that inspire patients to participate in and 
pay for their healthcare. The company has built the industry’s most comprehensive and impactful suite of patient 
engagement, OmniChannel communications and payment solutions backed by behavior analysis, propensity-to-pay 
scoring, contextual messaging, and user experience best practices. Using proprietary data analytics to tailor the 
engagement from pre-service to post-service, we improve the financial experience and outcomes for providers and 
their patients. 

Disclaimer: The contents of this resource are not intended to serve as legal or any other advice.

Keep Moving Forward
Some hospital systems may have the internal 
resources necessary for building and maintaining 
their analytics practices. Yet for many hospitals and 
healthcare providers, building an in-house payment 
platform that incorporates all three levels of data 
analytics may not be feasible. For these organizations, 
working with a skilled partner is a reasonable option.

Even when you have a sophisticated data analysis 
system at your fingertips, remember that people in 
your organization still are manning the controls.  
The outcomes you drive from your automated 
payment systems and digital communications only 
are as good as the data on hand and the business 
goals in place to sync with the data. Unfortunately, 
it’s not as easy as pushing a button and watching the 
program run.

A solid data analytics program requires continual 
observation and updating to ensure goals are being 

met. Constant vigilance 
will ensure that you are 
appropriately reacting to 
changes in the economic 
environment, keeping your 
relationships with patients 
strong and more likely to 
yield optional revenue 
collection.

Not sure where to begin?
Partnering with a vendor with a proven multi-level 
analytics program might be the answer. For example, 
the propensity to pay model behind all of RevSpring’s 
digital communications and payment tools uses a 
highly predictive analytics 
model that enables 
organizations to assign 
scores to each patient and 
offer the most appropriate 
communications and 
payment options based on 
each individual’s historical 
and demographic data. 

A recent example: in an early response to the financial 
uncertainty spurred by COVID-19, previous predictive 
models for propensity to pay no longer applied. Our 
analytics team responded with a Financial Distress 
Indicator™ to further incorporate economic impacts of 
the coronavirus pandemic months before data from 
traditional sources, such as credit reports, became 
available. 

No matter if you choose to work with a vendor or 
go it alone, if your analytics do not include both 
predictive and prescriptive components it’s not 
analytics at all. In that scenario, you’re really just 
reporting. Knowing what has happened is useful, but 
only if you can understand why it happened and have 
processes for influencing what happens next.

Partnering 
with a vendor with 

a proven multi-level 
analytics program might 

be the answer.

A solid data 
analytics program
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are being met. 


