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quite encouraging. He tells us, “O&P companies can still be
very competitive if they know what they are doing. If they have
energetic clinicians and a savvy administrative staff to support
them, the company can be very profitable.”

Energetic clinicians and savvy administrative staff sounds
great! You can be assured that assembling such a group does
not come without a price. So how do you cover the salaries,
health insurance, workers compensation, etc., for such an all-
star group? 

According to David Schultz, you
need to count the costs: “Know what it
costs to do business. In this environ-
ment, good cost-accounting skills are a
must.” Another viewpoint was stated
by Byron H. Whitaker, CPO, presi-
dent and CEO, Rehab Designs of
America, Riverside, Missouri, “We are

embracing technology to make us more efficient, while at the
same time providing education and training to our clinical team
members to ensure they meet compliance standards and have
all the tools necessary to properly manage their practices. We
believe if all documentation is complete, this saves us time in
our collection efforts.”

Ron Cheney points out, “A realistic fact is that reimburse-
ment most likely will not increase in the near future. This
means that companies must streamline their operations to be
more profitable and to concentrate on increasing their market
share to increase revenues. We take a close look at our business
and methodology on a frequent, regular basis, reexamining
policies and procedures to determine where profitability might
be improved.”

Cheney shares ideas for a proactive approach to marketing
and increasing revenue: “Increase public awareness of ABC
[American Board for Certification in Orthotics & Prosthetics]
credentialing. Market the idea of long-term cost savings for
certain technologies that insurance carriers are normally
unwilling to pay for. Hold symposiums with insurance compa-
ny case managers and others involved with claims decisions. A
quarterly newsletter has been a very effective marketing tool
for our company. You can reach a broad or targeted audience at
a nominal cost with information you want referral sources or
payers to know.”

Cheney urges customer service: “It’s one way to differentiate
yourself. We must be strong in this area—it’s the trump card to
winning business. It’s not the only card, but it’s the card to get
you in the game.”

Whitaker
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