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Introduction

This project is supported by the Health Resources and Services Administration (HRSA) of the U.S. 
Department of Health and Human Services (HHS) as part of an award totaling $509,765, with 0% 

financed with nongovernmental sources. The contents are those of the author(s) and do not necessarily 
represent the official views of, nor an endorsement, by HRSA/HHS, or the U.S. Government. 
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Two Sessions

• The importance of Data in the Decision-Making Process – May 10, 2021

• How to Manipulate and Leverage Hospital Specific Data – May 24, 2021
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Market analyses can drive decisions in many areas

• Where are the population centers?

• Are we located in the right areas?

• What’s happening with various age cohorts and what does that mean for volumes?

• Are some areas of our market growing faster than others (# vs %)?

• How does our practice / facility / system fare in competition?

• From where and to where are our patients traveling?

• What share of the market do we control?

• How many sites / rooms / devices do we need to meet need?
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How to Manipulate and Leverage Hospital Specific Data

Patient 
Origin

Drivetime / 
Location 
Analysis

Market Share Throughput / 
Room Need
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Patient Origin – Rural Health Clinic

• From where do our 
patients originate, 
and does it differ by 
service?

• Acquire:
• Visit count by 

zip
• Service 

grouping

• Table
• Heat map
• Trends
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Patient Origin – Emergency Department 

• From where do our 
patients originate, 
and does it differ by 
service?

• Acquire:
• Visit count by 

zip
• Service 

grouping

• Table
• Heat map
• Trends
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Patient Origin – Inpatient 

• From where do our 
patients originate, 
and does it differ by 
service?

• Acquire:
• Visit count by 

zip
• Service 

grouping

• Table
• Heat map
• Trends
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Drivetime / Location Analysis

• Of all XYZ Company patients of 
South Region facilities (139k 
addresses), more than 77% are 
within 10 miles of an XYZ Site.  
49% are within 5 miles.

• The question becomes whether 
we can consolidate practices and 
not decrease patient access.

• What does it mean for an 
individual patient or group of 
patients and how might we “sell” 
it.

Total Geocoded Addresses 138,808
% Within 5 Miles of XYZ Company Site 48.8%
% Within 10 Miles of XYZ Company Site 77.7%
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Drivetime / Location Analysis

Total 
Time 

(group1)
Braintree Annex Granite Quincy Weymouth 

Libbey
Weymouth 

MRI
Weymouth

Woods

Distinct count of Blinded IDTotal 20,019 20,019 20,007 20,001 20,004 19,985 19,995
% of Total Total 100% 100% 100% 100% 100% 100% 100.0%

< 10 8,894 8,918 8,213 10,104 6,087 4,473 5,121
10-20 7,365 7,345 7,493 5,273 10,028 10,926 10,567
20-30 2,304 2,302 2,514 2,733 2,572 3,249 2,902
30-40 1,010 1,008 1,295 1,334 787 765 851
40 + 446 446 492 557 530 572 554
< 10 44.4% 44.5% 41.1% 50.5% 30.4% 22.4% 25.6%
10-20 36.8% 36.7% 37.5% 26.4% 50.1% 54.7% 52.8%
20-30 11.5% 11.5% 12.6% 13.7% 12.9% 16.3% 14.5%
30-40 5.0% 5.0% 6.5% 6.7% 3.9% 3.8% 4.3%
40 + 2.2% 2.2% 2.5% 2.8% 2.6% 2.9% 2.8%
< 10 44.4% 44.5% 41.1% 50.5% 30.4% 22.4% 25.6%
< 20 81.2% 81.2% 78.5% 76.9% 80.6% 77.1% 78.5%
< 30 92.7% 92.7% 91.1% 90.5% 93.4% 93.3% 93.0%
< 40 97.8% 97.8% 97.5% 97.2% 97.4% 97.1% 97.2%
40 + 2.2% 2.2% 2.5% 2.8% 2.6% 2.9% 2.8%
< 10 8,894 8,918 8,213 10,104 6,087 4,473 5,121
< 20 16,259 16,263 15,706 15,377 16,115 15,399 15,688
< 30 18,563 18,565 18,220 18,110 18,687 18,648 18,590
< 40 19,573 19,573 19,515 19,444 19,474 19,413 19,441
40 + 446 446 492 557 530 572 554

Distinct count of Blinded ID

% of Total

GRANITE PATIENTS

% of Total

Distinct count of Blinded ID

• 41% of Granite patients travel less than 10 minutes, but Quincy would be within 10 min for 50%.
• When evaluating %’s under 30 minutes, the Weymouth sites are best.

• If consolidating from one practice 
to another, which might make the 
most sense?

• Acquire:
• Practice location

• Provider list by location

• Patient address

• Patient provider

• Produce
• Table utilizing mapping / 

drivetime software 
comparing patient address 
vs practice location
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Drivetime / Location Analysis

CURRENT FAMILY MEDICAL GROUP PATIENTS

Camp Street
Harley 

Davidson
Former BoA

471 North 

Main

Centre 

Square

Webster 

Bank
Bikers Edge

Count If Better 2,552 7,605 6,506 6,789 6,457 6,525 6,519

Count of Worse 7,446 2,393 3,492 3,209 3,541 3,473 3,479

% Better 25.5% 76.1% 65.1% 67.9% 64.6% 65.3% 65.2%

% Worse 74.5% 23.9% 34.9% 32.1% 35.4% 34.7% 34.8%

11

• “If a stiff wind came and 
blew down our 
practice…where would  
the best relocation be?

• Requires:
• Existing practice 

address

• Patient street 
address

• Potential practice 
addresses

• Produce:

• Count if 
better/worse

• % if better/worse

1                   2                   3                  4                 5                6                  7

Existing Site A vs Potential sites
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Primary Care Market Share – All 

• What share of the 
market do we 
capture?

• Does is vary by 
service?

• Does it vary by age?

• Acquire:
• Patient panel 

list
• Patient age
• Patient Zip
• Current 

population by 
age by zip

• Produce
• Table
• Heat map
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Primary Care Market Share – 65+

• What share of the 
market do we 
capture?

• Does is vary by 
service?

• Does it vary by age?

• Acquire:
• Patient panel 

list
• Patient age
• Patient Zip
• Current 

population by 
age by zip

• Produce
• Table
• Heat map
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Primary Care Market Share – Under 18

• What share of the 
market do we 
capture?

• Does is vary by 
service?

• Does it vary by age?

• Acquire:
• Patient panel 

list
• Patient age
• Patient Zip
• Current 

population by 
age by zip

• Produce
• Table
• Heat map
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Market Share – Inpatient PSA – High Acuity

• What share of the 
inpatient market do 
we capture?

• Does is vary by 
acuity?

• Does it vary by 
product?

• Does it vary by 
geography

• Acquire from all payer 
source:
• Discharges by 

hospital by 
DRG by date

• Produce
• Table
• Trends
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Market Share – Inpatient PSA – Low Acuity

• What share of the 
inpatient market do 
we capture?

• Does is vary by 
acuity?

• Does it vary by 
product?

• Does it vary by 
geography

• Acquire from all payer 
source:
• Discharges by 

hospital by 
DRG by date

• Produce
• Table
• Trends
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Market Share – Ambulatory Surgery

• What share of the 
ambulatory surgery 
market do we 
capture?

• Does it vary by 
geography

• Acquire from all payer 
source:
• Procedures by 

hospital by 
date

• Produce
• Table
• Trends
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Outpatient Visit Count by Payer by Hospital – PSA

• What share of each 
payer type in the 
outpatient market do 
we capture?

• Does it vary by 
geography

• Acquire from all payer 
source:
• OP by hospital 

by date by 
payer

• Produce
• Chart
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Outpatient Visit Count by Payer by Hospital – SSA

• What share of each 
payer type in the 
outpatient market do 
we capture?

• Does it vary by 
geography

• Acquire from all payer 
source:
• OP by hospital 

by date by 
payer

• Produce
• Chart
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Throughput – Seasonality Check – All Discharges

• When evaluating 
seasonality, and general 
inpatient utilization.

• Acquire:
• Admit date, time
• Discharge date, 

time
• Unit
• DRG
• Insurance
• Discharge 

disposition

• Produce
• Charts
• Tables
• Trends
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Throughput – Seasonality Check – Under 48 hour stay

• When evaluating 
seasonality, and general 
inpatient utilization.

• Acquire:
• Admit date, time
• Discharge date, 

time
• Unit
• DRG
• Insurance
• Discharge 

disposition

• Produce
• Charts
• Tables
• Trends
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Throughput – Capacity Bottlenecks

• The more granular the 
data received, the more 
interesting the analysis 
can become.

• Discharge time?

• Surgical schedule?

• Transfer staff for moving 
patients from ICU to MS?
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Throughput – Procedural Volume by Month

• When evaluating 
procedure room 
utilization by month and 
location.

• Acquire:
• Procedure date, 

time
• Prep, Procedure, 

PACU, Phase 2 in 
and out times

• Surgeon
• Procedure
• Location

• Produce
• Charts
• Tables
• Trends
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Throughput – Procedural Volume by Surgeon

• When evaluating 
procedure room 
utilization by surgeon.

• Produce
• Charts
• Tables
• Trends
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Throughput – Procedural Volume by Site

• When evaluating 
procedure room volumes 
and duration by location.

• Acquire:
• Procedure date, 

time
• Prep, Procedure, 

PACU, Phase 2 in 
and out times

• Surgeon
• Procedure
• Location

• Produce
• Charts
• Tables
• Trends
• Counter arguments
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Throughput – Procedural Duration by Site / Specialty

• When evaluating 
procedure room volumes 
and duration by location 
and specialty.

• Acquire:
• Procedure date, 

time
• Prep, Procedure, 

PACU, Phase 2 in 
and out times

• Surgeon
• Procedure
• Location

• Produce
• Charts
• Tables
• Trends
• Counter arguments
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Wrap Up

• Data can be incredibly powerful and insightful
• Access it
• Manipulate it
• Share it

• Lots of trial and error is always involved, especially when confirming data validity

• Decisions are better when backed with real data
• Reduce emotions
• Increase acceptance
• Improve access
• Maximize efficiency
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