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Pricing Transparency
The Consumer’s Perspective 

The Integris Health Response

November, 2009

About Integris Health

13 hospital system based in Oklahoma City
$1.3 Billion in net revenue FY09
Operating margin of 4.15% FY09
Net Days in AR – 39
Bad Debt and Charity – 6.9% FY09 
Days Cash on hand - 280
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Patient Friendly Billing Project
“Consumerism in Healthcare”

To help hospitals and doctors 
prepare for consumerism in health 
care, especially as it impacts the 
revenue cycle

HFMA 2006 Annual National Institute

Consumerism  Defined

Consumerism is based on the idea 
that individuals should have greater 
control over decisions affecting their 
health care. 
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What the Consumer Can See

What the Consumer Can
See for $4.95 – is this Meaningful?
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The Integris Response

Patient-Centric focus on financial 
services.
Increased transparency on price 
and quality.
Defensible policies, procedures and 
pricingpricing.
Communication Strategies.

Patient-Centric Financial Services

Improving Patient Access
Centralized Scheduling Center
Patient Access Center
Patient Self Registration via Kiosks
Web based clinical scheduling from 
the physicians office

Patient Friendly BillingPatient Friendly Billing
New Patient Statements
Online Bill Pay and Pre-registration
Multiple payment options
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24/7 Business Office

Understanding the Bill
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Information provided must be 

Pricing Transparency Objectives

p
meaningful
Primary focus is on patient’s 
obligation – tailored
Ideally, provided pre-service
Combined ith q alit se iceCombined with quality, service 
and HCAHPS indicators

Quality Transparency
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Hospital Consumer Assessment of 
Healthcare Providers and Systems 

(HCAHPS) Transparency

HCAHPS Transparency
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Pricing Transparency
“The Secret Shoppers Strike”

System CEO commissioned “secret 
shoppers” to contact every facility and 
inquire about price of two procedures
Also contacted major competitors in the 
market
Was a disaster—multiple phone transfers to 
black boxes—typical quote “ Don’t know yp q
but it will cost thousands”
No call backs as promised

Pricing Transparency
“No Prices on the Web”

Creates more issues than it solves
Averages at Best
Too many variables
All folks really want to know is “in the end 
what will it cost them”
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Pricing Transparency
“The Consumer Price Line”

Statewide toll-free service for all 13 
h it lhospitals
Supervised by Contracting staff
Database for top 100 OP procedures for all 
hospitals-constantly growing
Patient demographic info collected including 
payer source
Staff calculates allowable based onStaff calculates allowable based on 
contracts if appropriate
Staff verifies available benefits to date with 
payer 

Staff applies self pay discount if appropriate

Pricing Transparency
“The Consumer Price Line” (cont’d)

Verbal and written quote provided within 
24 hours appropriate disclaimers
Link to scheduling offered at time of call
On-going trend analysis to determine how 
many calls became encounters
On-going trend analysis to determineOn-going trend analysis to determine 
accuracy of initial quotes
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Communication Strategies

Customer service training for all financial 
services employees.
Patient Financial Rights and Responsibilities 
Brochure pre service
Billing Policies, Price Line info and charity 
application available on the web.
Staff and physician educationStaff and physician education
Newspaper ads reinforcing our message.

Providing the Information
that the Patient Really Wants
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Educating the Consumer

Controlling the Message
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Educating the Physicians

Educating the Staff
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Becoming Very Public

Becoming Very Public
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First 75 days

914 contacts ( 635 self pay, 279 insured)
38% resulted in encounters
Top requests by service

Mammograms
Ultrasound studies
MRI
CT
Sleep studies

Defensible Policies and Pricing

Self Pay patient discount (45%) equal to 
that enjoyed by managed care patients.
Expanded Charity Care guidelines to  
300% of FPL.
Require all contracted agencies to adhere 
to all Federal collections guidelines.
Annual chargemaster review by outsideAnnual chargemaster review by outside 
independent group.
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Questions ?


