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Patients have a lot on their 
minds when it comes to 
preparing for, undergo-
ing and recovering from 
surgery, so !nancial obli-

gations are typically not at or some-
times anywhere near the top. There-
fore, clearly communicating !nancial 
information related to their procedure 
becomes doubly important for the con-
cerned ASC. 

Patient !nancial responsibility has 
increased signi!cantly over the past 
several years. Once patients begin to 
focus on their surgery-related !nan-
cial obligations, many—particularly 
those who have not undergone sur-
gery in many years—discover that 
what they owe out of pocket for their 
care far exceeds their expectations. 
Poor communication about !nancial 
obligations can add fuel to the !re, 
leading to unhappy and frustrated 
patients and physicians, cancelled 
and skipped cases, negative reviews 
and increased stress for staff. 

With the growing expectation 
for ASCs to collect more from their 
patients, surgery centers need effec-
tive !nancial communications. Col-
lecting payments from patients better 
ensures that procedures can continue 
as planned, keeps procedures prof-
itable and keeps an ASC in compli-
ance with payer rules. ASCs look-
ing to improve their communication 
efforts concerning money matters 
with patients need only look at the 
broader !nancial industry for strate-
gies to employ. 

Banks, credit card companies and 
other service providers need to com-
municate regularly with their cus-
tomers regarding their !nancial obli-
gations. Like ASCs, these businesses 
have relied on phone calls, physi-

cal mail and email for this purpose. 
Unlike many ASCs, these businesses 
now embrace texting. 

Financial text noti!cations have 
become a matter of convenience for 
many American adults. Americans 
sign up for payment text remind-
ers from their credit card company 
because they do not want to miss a 
payment and incur a penalty. Service 
providers like phone companies and 
public utilities also send payment 
reminders via text these days. 

�ƵƐŝŶĞƐƐ��ĂƐĞ�ĨŽƌ�dĞǆƟŶŐ
American adults are increasingly 
relying on texting as a primary com-
munication channel in their daily 
lives. It is often how we stay in touch 
with family, friends and colleagues. 
Thus, it makes sense for a business to 
want to be in this inner circle of com-
munication. In addition, 95 percent 
of text messages sent are read within 
three minutes, according to a March 
2013 Forbes article. According to an 

August 2014 Mobile Marketing Watch 
column, 98 percent of all texts sent 
are opened and only about 1 percent 
of texts are spam. 

Texting is convenient, easy to 
use and ubiquitous and requires no 
behavior change. With regular tex-
ting, there is nothing new to down-
load, install or set up and nothing to 
learn how to use. 

Text noti!cations play into the 
human nature of “FOMO,” or “fear 
of missing out.” There are certain 
communications that many of us do 
not want to miss: noti!cations about 
"ight delays, appointment remind-
ers, fraudulent activity alerts on 
credit cards and more. Despite tex-
ting being a relatively new technol-
ogy and communication channel, age 
is not a barrier to texting in America. 
Nearly all US adults own cell phones, 
with smartphone ownership exceed-
ing 80 percent, according to a June 
2019 Pew Research Center fact sheet. 
Among those ages 50–69, text mes-
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saging is the technology tool most 
used to stay connected, according 
to a February 2018 release from the 
American Association of Retired Per-
sons (AARP).

Texting is far more cost-effective 
than a phone call or a letter. The cost 
of sending a stuffed envelope, factor-
ing in staff time and materials, can 
reach $2. Phone calls occupy pre-
cious, expensive staff time. The cost 
of a text can be measured in pennies.

Finally, a text message is an effec-
tive means of directing consumers to 
perform a task. It can include a link 
to a website or payment portal that 
can be activated by clicking on it.

�ŽƉǇ�ƚŚĞ�&ŝŶĂŶĐŝĂů�/ŶƐƟƚƵƟŽŶ�DŽĚĞů
ASCs interested in achieving a similar 
level of client engagement as !nancial 
institutions !nd using texting need 
only emulate their approach. Con-
sider the following examples:
1. Send a text asking a patient to 

call a number to discuss a !nan-
cial issue. Picture sending this 
text instead of making a phone 
call and leaving a voicemail:  
“ASC: We have veri!ed your 
insurance and you will have a 
copay for your upcoming ap-
pointment at our facility. When 
you have a moment today, please 
call 615.555.1234 so we can dis-
cuss it with you. Thank you.”  
Since most people now screen 
calls from numbers they do not 
recognize, a text from the ASC 
is a simple way to generate an 
inbound call from the patient. 
While patients might ignore 
calls from you if they do not 
recognize your number, you are 
not likely to ignore any inbound 
calls. As we like to say, “If you 
want someone to call you, send 
them a text.”

2. Use texting to let people know 
that a payment is due and provide 
a link to an online payment por-
tal. The text can include a phone 
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 Using texts  
to communicate about 
!nancial matters 
and responsibilities 
can bene!t an ASC 
because many patients 
already receive texts 
about !nancial matters 
from other businesses.”

— Brandon Daniell, 
Dialog Health

number to call, but most Ameri-
cans who receive payment-relat-
ed texts don’t need to speak with 
someone. They just need to know 
how to pay their bill.

3. Send a text to let patients know 
that payment has been received 
and that their account is in order.  
Text to direct patients to a page 
on the center’s website outlining 
acceptable payment methods and 
answering frequently asked ques-
tions about !nancial matters.

By embracing texts as a !nancial 
communication tool with patients, 
ASCs can leverage best practices 
pioneered by other businesses. Bet-
ter !nancial communication with 
patients has tangible bene!ts for 
ASCs, including:
�Q reduced time required to receive 
payments from patients;

�Q increased patient satisfaction from 
an improved communication pro-
cess and greater clarity around the 
patients’ !nancial obligations;

�Q reduced cancellations and no-shows 
due to payment-related issues;

�Q more free staff time from a reduced 
number of outbound calls; and

�Q increased positive reviews tied to 
better communication.
At the end of the day, using texts 

to communicate about !nancial mat-
ters and responsibilities can ben-

e!t an ASC because many patients 
already receive texts about !nancial 
matters from other businesses.

�ĚĚ�dĞǆƚ�DĞƐƐĂŐŝŶŐ�ƚŽ�zŽƵƌ��^�
ASCs can adopt texting in a slow 
and deliberate manner so that the 
channel is truly productive for staff 
and patients alike. When captur-
ing patient information, request that 
patients provide a mobile phone num-
ber—if different from the number 
already provided—and give patients 
a means to opt in and out of receiv-
ing periodic texts. Starting with a 
simple, but timely, !nancial text is 
an ideal way to become comfortable 
leveraging this method of communi-
cation. A text about a potential co-
pay that leads to a phone conversa-
tion with the patient is a great !rst 
message. From there, add additional 
texts to further engage with patients 
throughout their surgical journey.

ASCs can bene!t from using texts 
for many reasons beyond improving 
patient communications about !nan-
cial matters, for example:
�Q reminding patients about their 
scheduled surgery and when they 
should arrive at the ASC,

�Q reducing pre- and post-operative calls, 
�Q directing patients to online educa-
tion about surgical preparation,

�Q reminding patients of transportation 
requirements, and

�Q encouraging patients to complete a 
post-operative survey, which includes 
a link to leave a review online.
Using text messaging for these pur-

poses and more can ultimately enhance 
an ASC’s !nancial performance while 
improving patient engagement and the 
overall patient experience. 
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