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As one of our founding fathers, Benjamin Franklin once said, “When you’re 
�nished changing, you’re �nished.”  The same could be said for any medical 
practice, no matter how big or small. If you are not changing, improving, 
and looking for ways to stand out, your may �nd your shelf life is much 
shorter than expected. In this newsletter I am going to discuss a few basic 
tips to improve your practice from three related, but independent, aspects: 
(1) E�ciency, (2) Visibility, and (3) Compliance.  

I have discussed making your practice stand out in the past, as well as how 
your patient �ow can impact your revenue cycle process. Here, however, I 
want to focus on one easy step to make your practice more e�cient. First, 
if you do not have a practice manager or a lead person to manage your 
front-end o�ce sta�, you are not getting the most out of your sta�. At 
the opposite end of the spectrum, if you have a practice manager or o�ce 
manager but they are doing the brunt of the work, you are not getting the 
most out of your sta�. To maximize productivity and longevity within your 
clinic sta� you must �nd balance. 

To many of my clients, the easiest way to �nd balance with their front-end 
o�ce sta� is to set clear expectations in the form of clear job descriptions 
for each position. By setting clear job descriptions you can also manage 
expectations for your employees, and thereby empower them to succeed 
within their role. This function also helps practices who have management 
sta� that are currently carrying the yoke for the entire operation of the 
o�ce. In many cases, your practice manager will bene�t as much, if not 
more, from establishing clear job descriptions for each employee.

Additionally, by establishing clear job descriptions you now have a litmus 
test against which to measure your employees. When your practice       
manager sits down with each employee monthly or quarterly, they should 
be evaluating the productivity of each employee against the speci�c job 
description that has been established for the position. This also allows 
both employees and management the ability to measure job performance 
and productivity in a more e�cient manner.

Next, update your website and get on social media! If your website still 
looks like it predates the “.com” bust, it is time for a makeover. According to 



a study released by the Pew Internet & American Life Project, 80 percent of 
internet users, or about 93 million Americans, have searched for a 
health-related topic online. Of this 80 percent, 21 percent (or nearly 20 mil-
lion) of internet users have searched for a doctor or hospital online. The 
data supports the fact that many patients are now going to Google 
�rst when looking for a medical practice or doctor in their area. For this 
reason, it is crucial that your website is showroom ready when patients �nd 
you online. 

There are many companies (including ours) that provide website design 
and development speci�c to the medical industry, and there are also some 
template-based options for healthcare providers that can be found online. 
Regardless of which option you choose, having an up-to-date website is 
imperative in today’s healthcare environment. The look and feel of your 
website should match the overall content and brand you are trying to 
establish with your practice. My advice – make sure your website is an  
accurate re�ection of your practice and the content is up to date.

An even simpler tip is to get on social media, if your practice is not already 
utilizing these platforms. Having an active presence on Facebook,                   
Instagram, Twitter, and even Pinterest can really help you stand out from 
other practices in your area. It also provides an outlet for patients to sing 
your praises from positive experiences, and an avenue for you to share with 
the local community your involvement and work in the area. I know it may 
seem silly, but having a solid social media presence makes your practice 
less “cold” to current and potential patients. All of the platforms I listed 
above are completely free to join and I have found that utilizing targeted 
social media advertising can garner some of the best ROI per dollar for 
medical practices. It also provides you a valuable tool to further patient 
education and allows you to continue to help patients after they leave your 
brick and mortar location.

Finally, if you have never conducted a third-party audit of your revenue cycle 
management process, you should highly consider it. Regardless of whether you 
conduct your revenue cycle process in-house or outsource to a third party, it is 
important to have a third-party audit overall productivity and e�ciency.          
Honestly, if you are not having regular audits conducted of your revenue cycle 



management process you may be losing out on thousands of dollars in lost 
collections each month. 

Additionally, this suggestion is not solely limited to your revenue cycle 
management process. I also encourage clients to have regular             
compliance and HR audits conducted to ensure their practices are  
protected against costly �nes and penalties. Retaining a third party for 
a compliance audit also helps protect your practice from further liability 
associated with being out of compliance. It also gives you the peace of 
mind that you are conducting your business a�airs in a compliant manner 
and do not have any unknown issues that may put your license or practice 
at risk.

In all, to ensure longevity and continued success you need to constantly 
look for ways to improve your practice and overall patient experience. I am 
hopeful this newsletter provided you some easy tips that you can utilize to 
help better your practice.

If you have questions about any of the suggestions discussed in
this newsletter or would like to discuss any of our service o�erings,

please email me directly at elowe@vivinx.com
or reach out to us toll free at:

(844) 614-8410
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