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It is hard to believe my term as President of the WNY
Chapter is coming to an end. It feels like only yesterday I
was preparing my ﬁrst message as the Chapter’s Presi‐
dent. Recently, on the Region 2 President and President‐
Elect monthly update call, I had the opportunity to share
the successes of our Chapter from this past year. In my
last President’s message, I would like to take a few mo‐
ments to recap some of those achievements and thank a
number of individuals and organiza ons that have made
this a successful Chapter year.
As many of you know, HFMA Chapters are measured on an annual basis through the
Chapter Balanced Scorecard. Of a possible 100 points, the Chapter achieved 80 points
and is once again considered to be in good standing. This is a testament to all of the
hard work and eﬀorts put in by Board members, commi ee chairs, volunteers and
sponsors of the Chapter. This Chapter would not be what it is without you, so thank
you!
One of the new requirements on the Chapter Balanced Scorecard this past year was
Innova on, speciﬁcally related to Educa on. Steve Chizuk, President‐Elect and Educa‐
on Commi ee Chair, along with the assistance of the Educa on and Social Com‐
mi ees, put on a dynamic program targeted at early careerists. The program was both
educa onal and fun and even introduced some new folks to HFMA. Addi onally, I
would like to thank everyone involved in pu ng on our tradi onal educa on events
and webinars this year. We have a handful of staple programs that are well a ended
year over year. A lot of me goes into planning and pu ng on these programs for the
membership!
I would like to thank Bruce Liebel and Vanessa Hinderliter, our Membership Commi ee
co‐chairs, who do an excep onal job welcoming new members to the Chapter and
providing input on how to keep the membership engaged.
I would like to thank Chelsey Kelchlin and her Social Commi ee, who brought some
new ideas to the table and introduced some new networking events to the Chapter. I
look forward to seeing what you come up with for next year!
(con nued next page)
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Our Chapter also embarked on the process of upda ng our Strategic Plan. While not completely ﬁnished as
of the publica on of this Newsle er, signiﬁcant headway has been made towards a ﬁnished product. I
want to thank everyone who has been involved in this process and would speciﬁcally like to men on Bob
Levesque for spearheading this eﬀort.
Our Revenue Cycle and Reimbursement Commi ees once again provided valuable informa on and idea
exchange opportuni es to our members. These Commi ees do not always get the headlines, per se, but I
would be remiss not to acknowledge the value these commi ees bring to our Chapter.
Thank you to Jill Johnson for once again serving as our Newsle er Chair and Webmaster. Par cular thanks
for remaining pa ent and keeping me somewhat mely in submi ng my ar cles for the quarterly News‐
le er.
Finally, there are a number of other behind‐the‐scenes commi ee chairs and volunteers who also deserve
recogni on. Thank you to David Bonk and Stephanie Bo omley for your work on the Cer ﬁca on Com‐
mi ee. Thank you to Larry Nowak for handling all of our Davis Chapter Management submissions and
thank you to Eric Reeners for keeping track of the Founders points.
I would once again like to close the Chapter year with a gathering and celebra on of the Chapter’s achieve‐
ments. As such, please save the date for our Annual Banquet on Thursday, June 8 at 5:30 PM at Russell’s.
More informa on to follow.
In closing, I want to extend one last thank you to all of our volunteers, sponsors and members for your sup‐
port this past year. The people are the founda on for this Chapter and it has been an honor and a pleasure
serving this past year as the Chapter’s President. Thank you!
Ryan E. Caster
President

Save the Date!
Annual Banquet - June 8, 2017, Russell’s, 6675 Transit Road, Buffalo, NY 14221
Golf Tournament - June 19, 2017, Terry Hills Golf Course, 5122 Clinton Street Road,
Batavia, NY 14020
Annual Region 2 Fall Institute - October 18 - 20, 2017, Turning Stone Resort
Details coming soon!
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Justin Reid Promoted to Partner
Robert P. Levesque, FHFMA, CPA

The WNY Chapter of HFMA is pleased to announce that Jus n N. Reid, CPA,
CHFP, a current member of the Board of Directors, was promoted in Decem‐
ber to Partner, Healthcare Tax Exempt Team at Bonadio & Co., LLP. An an‐
nouncement appeared in the February 19, 2017 edi on of The Buﬀalo News in
the Business News sec on. Jus n was promoted from Principal, Health Care
Tax Exempt West Division. He has been with Bonadio since November 2010.
He previously was a Senior Manager with Freed Maxick & Ba aglia, CPAs. In
his posi on, he provides audit and consul ng services to health care and tax‐
exempt clients. Jus n graduated from Saint Bonaventure University in 1995
with a BA in Accoun ng.
Jus n has been a member of HFMA since 2010. Besides being a Board member, Jus n has been ac ve with
the Educa onal Program Commi ee. He has also served on the Webinar Commi ee. Along with David
Bonk, he was responsible for the Long Term Care Ins tute that was held this past November.
Jus n resides in Lancaster with his wife, Lori and two children, Thomas and Leah. During the summer, he
can be found watching his son play travel baseball and his daughter’s dance recitals. Jus n enjoys golf and
home‐brewing. In addi on to his HFMA board membership, he is the Treasurer of Susan G. Komen Upstate
and has chaired the Komen Pink Tie Guy Campaign. Our sincere congratula ons to Jus n on his promo on!
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Stephanie Bottomley, CPA

This year’s Annual Euchre Tournament was held on February 3, 2017. It was an evening full of fun, mingling
and intense compe on. A er the 44 par cipants competed in 6 20 minute max rounds of cards, the win‐
ners were crowned. Congratula ons go to Andy Johnson (ﬁrst place), Jason Tolsma (second place) and Bruce
Liebel (third place).
Our sincere thanks go out to our generous hosts at the South Line Fire Hall for their hospitality again this
year! Thanks to all who par cipated this year – we hope to see you again next year!
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Booming Demand: How Urgent Care Centers are
Impacting Hospital Operations
Conner Girdley & Keith Jones, Lancaster Pollard

The construc on and use of urgent care centers in the health care industry has steadily increased over re‐
cent years. The growing popularity of urgent care centers presents an opportunity for hospitals to extend
networks or expand partnerships in order to reach new clientele. Further, it oﬀers an opportunity to en‐
hance brand recogni on in new and exis ng markets.
According to the Urgent Care Associa on of America (UCAOA), urgent care dates back to the late 1970s and
was created with the inten on of mee ng a community’s immediate health care needs. It was a slow but
steady start for urgent care in the beginning, but the concept of seeing a physician without an appointment
eventually began to gain popularity among pa ents. Over the past 20 years, the urgent care industry has
con nued to expand and earn the trust of those seeking a safe and aﬀordable place to receive medical
a en on.
Today, urgent care centers are physician‐staﬀed and typically oﬀer extended hours (evenings and week‐
ends), providing quality care without the costs and wait mes associated with the average emergency room
(ER) visit. Urgent care centers are best suited for situa ons that require more immediate a en on; o en
mes, this serves to be more prac cal than seeing a primary care provider, who can be challenged with
oﬀering consumers the hours or immediacy an illness or accident can demand.
Why the Increase in Popularity?
There are various drivers behind the recent growth of urgent care. The UCAOA es mates that growth has
been steady the last several years, as between 300 to 600 urgent care centers are added per year, resul ng
in the current popula on of around 7,400 centers. Challenges on the supply side, such as diﬃculty in ﬁnding
a primary care provider and the increase in costs associated with ER visits, are a factor in the increase. A
larger demand by consumers for convenience, both in terms of proximity and hours, has also resulted in a
need for more urgent care centers. More recently, lenders and investors have recognized the success of the
urgent care model and have begun to look for opportuni es to par cipate in the ongoing growth.
The business model is based on low‐margin, high‐volume care, as the average visit costs $150 with a total
visit me of under 60 minutes in 84% of cases, compared to an ER visit that averages $1,354 and consumes
four hours of wait me. Costs are much lower in an urgent care se ng, as detailed with some of the more
commonly treated ailments shown in the chart below:
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An easy conclusion to reach would be that an urgent care center would draw lower‐acuity pa ents away
from emergency rooms, resul ng in less overcrowding of the ER and improved eﬃciency. However,
a study presented in April, 2016 by Grant Martsolf, et al, found that retail clinics opened near emergency
departments are not associated with a material reduc on in low‐acuity emergency department visits. This
data supports the no on that urgent care centers prompt pa ents to seek care for condi ons that might
have been treated at home or at a primary care oﬃce. Thus, urgent care centers may not be an avenue for
reducing ER overcrowding, but may provide an opportunity for accre ve revenue through partnership or ex‐
pansion. This widening of a hospital network may increase referrals and reten on of pa ents who will seek
care through urgent care centers and might ﬁnd themselves referred to physicians or tes ng facili es within
the network. If a hospital invests in quality care and branding, the uniformity of care provided in an urgent
care se ng will enhance a pa ent’s overall experience and may engender conﬁdence in the en re health
care system, promp ng pa ents to u lize other services of the hospital.
How Hospitals are Ge ng Involved
For hospitals interested in expanding their network to include urgent care centers there are several op ons.
Some hospitals have pursued partnerships with an exis ng provider of urgent care services. This allows the
hospital to step into a rela onship with an exis ng provider that has experience in managing the low‐margin
environment that demands a unique staﬃng approach. This partnership has beneﬁts for both the urgent
care provider and the hospital because the provider receives beneﬁts from the local hospital’s brand recog‐
ni on and gains access to physicians employed by the hospital. In return, the hospital beneﬁts from a reduc‐
on in ini al investment requirements and receives another referral source. It is es mated that the majority
of urgent care centers in the U.S. con nue to be operated as free‐standing facili es, while 20% are owned
solely by hospitals and another 15% are structured as joint ventures. Hospitals that pursue the partnership
model must be aware of the challenges that come with informa on sharing beyond their exis ng network.
Hospitals that opt to open urgent care centers have the ability to target neighborhoods and demographics
that are either underserved or have a poten ally advantageous payor mix. The hospital’s brand recogni on
can provide immediate legi macy to the start‐up centers and these centers have the ability to share com‐
plete pa ent informa on, ensuring a seamless pa ent experience. Hospitals pursuing this path must ensure
that staﬃng and the scope of care provided do not tarnish the hospital’s brand in the ini al stages of the
learning process. Tradi onal sources of ﬁnancing for nonproﬁt hospitals, such as tax‐exempt bonds, the U.S.
Department of Housing and Urban Development (HUD)/Federal Housing Administra on (FHA) Sec. 242 pro‐
gram, the U.S. Department of Agriculture (USDA) Business & Industry or Community Facili es program, or
bank direct purchase ﬁnancing, are typical op ons for ﬁnancing these assets on a standalone basis, or as
part of a larger strategic plan.
As demand for lower‐cost alterna ves to care that do not sacriﬁce quality con nues to grow, opportuni es
for hospitals to expand into the urgent care center environment will con nue to present themselves. Hospi‐
tals can act on these opportuni es to grow market share and expand brand recogni on, while simultaneous‐
ly mee ng pa ents’ needs and providing quicker, lower‐cost care than that oﬀered in a typical ER se ng.
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2016/2017 Chapter
Leaders

Board of Directors

Ryan Caster
President

Rachel Davis
Class of 2017

Bruce Liebel
Class of 2018

Steve Chizuk
President-Elect

Justin Reid
Class of 2017

Chirico Rozsa
Class of 2018

David Bonk
Secretary

Mike Schoell
Class of 2017

James Stabel
Class of 2018

Seth Hennard
Treasurer

Allison Spara
Class of 2017

Pam Thanki
Class of 2018

Ryan.caster@freedmaxick.com

schizuk@ecmc.edu

DBonk.cpa@gmail.com

shennard@Lumsdencpa.com

Congratulations to
our incoming
leaders!
Steve Chizuk
President

Kristen Davis
Class of 2019

David Bonk
President-Elect

Chelsey Kelchin
Class of 2019

Michael Schoell
Secretary

Cheryl Loverdi
Class of 2019

Seth Hennard
Treasurer

Daria Shanchuk
Class of 2019

schizuk@ecmc.edu

DBonk.cpa@gmail.com

Michael.schoell@freedmaxick.com

shennard@Lumsdencpa.com

For information on committee chairs and co-chairs, please visit our website at
http://hfmawny.org/Directory.aspx

Editorial Policy: Opinions expressed in signed articles are those of the authors and not necessarily those of the WNY
Chapter or of the newsletter committee. The committee believes the contents of Fine Print are interesting and thought
provoking, and the staff has no authority to speak for the Officers or the Board of Directors of the WNY Chapter of
HFMA.
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The Western New York Chapter of HFMA is pleased to recognize, and wishes to
express its sincere appreciation to those who support our educational programs throughout the year - our valued Sponsors!

Platinum Sponsor

Gold Sponsors

Silver Sponsors

Bronze Sponsors
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