
Happy New Year in the 

middle of July!  In June, our 

HFMA organization began 

a new year!  I am honored 

to be serving as chapter 

President for this year, 

2010-2011.  We have many 

accomplishments to cele-

brate and more to look 

forward to achieving.   

HFMA‘s Annual National 

Institute was held in Las 

Vegas, NV in June.  Our 

chapter was proudly represented by John 

Montaine, Chapter President 2009-2010 to 

accept the following awards:   

Mehler Gold Award for achiev-

ing 19.9 educational hours/

member  

Hottum Award for educational 

improvement  

Bronze award for membership 

growth and retention and  

Yerger Special Recognition 

award for implementing fo-

cused òRoad Showó presenta-

tions.   

Many thanks to all the board 

members, program committee 

members, membership commit-

tee members and many other 

chapter members that contrib-

uted to our chapter‘s success in achieving 

these awards.   

Supporting HFMA‘s national chair, Debora 

Kuchka-Craig, our chapter is looking for ways 

to enhance your membership through experi-

encing our annual theme, Step Up.  Through-

out this year, we hope to offer opportunities 

and experiences that help us ―step up‖ for 

the benefit of our patients, employees, pay-

ers, and others who depend on an effective 

and efficient healthcare system.  To that end, 

as HFMA members we have many educa-

tional offerings at the chapter, state and re-

gional levels to help us ‗step up‘ to this chal-

lenge.   

Please review this newsletter for exciting 

educational and social opportunities coming 

up this year. Our board and committees are 

actively working to make our chapter one of 

the best in the nation.  I invite you to ‗step up‘ 

to accelerating your career by becoming 

involved in our chapter committees whether 

your interest lies in certification, member-

ship, programming, or communications.  

Check our chapter website at 

www.stxhfma.org and soon to be 

on Facebook and Linked-In.  Be-

come involved and see how vol-

unteering in a professional or-

ganization benefits you and other 

members! 

On a personal note, I have 

learned many aspects of health-

care finance as being part of this 

chapter‘s committees and lead-

ership.  Patti Bethke, President 

2006-2007, introduced me to the 

certification committee in June 

2006.  In these past four years, I 

have been exposed to many 

management and work ideas in 

all different healthcare settings 

just by being active in this chap-

ter.  Thank you to all the board members, 

chapter leaders and committee members 

who have contributed to my growth. 

If you are interested in chapter participation 

but a little shy, please drop me an email at 

bcox@onr.com or introduce yourself to any 

of our officers or BOD members at any of our 

meetings. Our contact information is listed in 

this newsletter and on our chapter website at 

www.stxhfma.org.  We are glad to serve you 

and you may find how rewarding it is to serve 

your fellow chapter members.  

 

Thank you again for allowing me the privi-

lege to serve as your President, and for your 

tremendous support of the Chapter.  

 

Presidentõs Corner 
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Mark your calendars NOW  so you won't forget to attend STX HFMA's meetings 

during the upcoming year. Our scheduled meetings are: 

Date  Meeting  Location  

August 11, 2010  Summer Roadshow Corpus Christi, TX 

August 12, 2010  Summer Roadshow Harlingen, TX 

August 25, 2010  Summer Roadshow Victoria, TX 

August 26, 2010  Summer Roadshow Uvalde, TX 

August 27, 2010  Central Texas Summer Seminar Austin, TX 

September 30, 2010  Healthcare Reform Fall Symposium San Antonio, TX 

November 14 -16, 2010 HFMA Region 9 Annual Conference New Orleans, LA 

January 28, 2011  Healthcare Landscapes 2011 San Antonio, TX 

Meeting Calendar 
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Chapter Involvement Opportunities: 

The STX Chapter Needs YOU!! 
Attention members. Your Chapter desperately needs committed members to serve on key committees: 

Sponsorship Committee  
recruits sponsors and coordinates sponsorship activities 

Certification Committee  
teaches certification courses and proctors exams 

Program Committee  
develops agendas and recruits speakers for the Chapter's meetings 

Newsletter Committee  
drafts articles for the quarterly "Chili Pepper Express" newsletter 

Membership Committee  
recruits new members and manages social events for the membership 

This is a great way to get involved, learn about the inner workings of the South Texas Chapter, make new 

friends, and position yourself to move up to a senior leadership position. Please contact any of the Chapter's 

Officers or Committee Chairs for more information. PLEASE VOLUNTEER TODAY!!! 



Will: Consumersõ Attitude of 

Entitlement at the Root of 

Problems in Health Care  

Our nation is developing a ―culture of de-

pendency‖ that will put our country into a 

welfare state, Pulitzer Prize-winning political colum-

nist George F. Will told ANI attendees Monday—and 

healthcare providers will be ―ground zero of our 

coming problems with the welfare state,‖ he says. 

Will, who gave Monday‘s keynote address at ANI, 

said that as the nation spends 17 percent of its gross 

national product on health care—a percentage far 

higher than that spent by other countries—today‘s 

government encourages reliance on government 

healthcare programs or benefits. For example, the 

State Children‘s Health Insurance Program was cre-

ated to help the working poor obtain health care for 

their children—but in some states, ―SCHIP has now 

been so liberalized, a family of four making $120,000 

a year will be eligible for it,‖ Will says. In addition, 

healthcare reform will move 18 million more people 

into coverage under Medicaid, he says. 

Meanwhile, as more people receive insurance cover-

age through the healthcare reforms that will be en-

acted, it‘s too early to tell whether an increase in the 

number of insured will be good or bad for providers. 

―The fact is that whenever a government as big as 

ours undertakes a project as large as this, the law of 

unintended consequences takes over,‖ Will says. 

It‘s this culture of dependency on government and the 

feeling of entitlement that must be overcome if we are 

to lower the costs of healthcare in our country and 

achieve true and lasting change, Will says. 

―How many of you, when your doctor orders a test, 

ask how much it will cost?‖ Will asked ANI attendees. 

Fewer than 10 hands rose. It‘s important that consum-

ers become price sensitive in regard to their care, 

Will says, particularly as healthcare becomes more 

expensive—and it surely will, as people live longer, 

as they spend an increasing portion of their dispos-

able income on health care, and as medicine be-

comes more competent, he says. 

―Americans increasingly feel entitled to low, if any, 

copayments and low, if any, deductibles,‖ he says. He 

compared Americans‘ attitudes toward the benefits 

they believe they should receive from health care 

with the benefits they expect to receive from their car 

insurance: ―Who in the world expects auto insurance 

to pay for their oil changes?‖ 

―There is something wrong with this displaced sense 

of personal responsibility,‖ he says. 

HFMAõs 2010 ANI: The Healthcare Finance Conference 

ANI was held in Las Vegas, Nevada on June 20-23.  The update below is used with permission of HFMA National. 
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The South Texas Chapter is committed to helping our mem-

bers achieve the Certified Healthcare Financial Professional 

(CHFP) status. Achieving this designation helps prepare you 

– the healthcare finance professional - for increasingly re-

sponsible positions in the healthcare industry. Additionally, 

the designation of CHFP demonstrates your dedication to 

professional development. 

You can study and prepare for the exams through a variety 

of methods. One way is using the HFMA study guides as part 

of independent or group study.  The South Texas Chapter 

has a complete study guide set available for Chapter mem-

bers to borrow which includes the Core as well as Specialty 

exam study guides of your choice, applicable for exam 

dates through 12/31/2010. The Chapter will loan you any of 

the study guides for a two (2) week period, depending upon 

availability. Please contact LeNora Johnson, Certification 

Chair, at durango500@sbcglobal.net  for details. 

Exam Information  
Every candidate must pass the Core Exam which is general 

in nature and covers a broad array of financial topics perti-

nent to healthcare. These topics include accounting, finance, 

patient financial services, physician practice management 

and managed care. Every candidate must also pass one of 

the following specialty exams. 

Accounting and Finance:  Content consists of accounting and 

finance theory and application as it applies to the healthcare 

industry.  Having a CPA designation is not directly related to 

passing this specialty exam.  A candidate can expect to 

spend about 15 hours of study in preparation. 

Patient Financial Services:  Content consists of claims ad-

ministration, patient access issues, collections processes, 

and other issues pertinent to the entire revenue cycle.   The 

content focuses primarily on issues applicable to hospitals 

and health systems and requires about 12 hours of study in 

preparation for the exam. 

Physician Practice Management:  Content consists of issues 

pertinent to the physician practice, including ICD-9 and CPT

-4 Coding, physician compensation methods, Relative Value 

Units, and credentialing.  This exam requires about 12 hours 

of study for preparation. 

Managed Care:  Content consists of issues pertinent to man-

aged care companies as well as to providers of care partici-

pating in managed care contracts.  A candidate can expect 

to spend approximately 14 hours of study in preparation for 

this exam. 

Preparing for the Certification Exams: Study Guides 
By  Lenora Johnson 
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2010 Exam Dates & Proctor Information 
 

Friday, August 6, 2010 at Noon  

LeNora Johnson - 210.394.1521 

durango500@sbclgobal.net 

 
Baptist Health System—School of Health Professions 

8400 Data Point, San Antonio, TX 78229 

Sample exam questions:  www.hfma.org/certification/

chfp/examcontent/SampleExamQuestions.htm 

Purchase printed Study Guides at:  http://www.hfma.org/

certification/chfp/selfstudy/  

Additional information is available at http://

www.stxhfma.org/pages/certification  

and http://www.hfma.org/certification/chfp/ 

Additional exam dates are planned. 

Check the website for updates! 

 

August Roadshow Series 
Session 1:Are you ready for Payment Reform?  

Cost Control and Management Reporting Requirements  

 

Session 2: Managing Productivity to Ensure Appropriate Staffing  

Corpus Christi: August 11   
Harlingen: August 12  
Victoria: August 25  

Uvalde: August 26  

Each Session runs from 9:30am to 2:00pm  

The cost is $35 for both sessions and includes 

lunch.  

More Information  

mailto:durango500@sbcglobal.net
mailto:durango500@sbclgobal.net
http://www.hfma.org/certification/chfp/examcontent/SampleExamQuestions.htm
http://www.hfma.org/certification/chfp/examcontent/SampleExamQuestions.htm
http://www.hfma.org/certification/chfp/selfstudy/
http://www.hfma.org/certification/chfp/selfstudy/
http://www.stxhfma.org/pages/certification
http://www.stxhfma.org/pages/certification
http://www.hfma.org/certification/chfp/
http://www.stxhfma.org/calendars


The South Texas Chapter HFMA welcomes the following new members since 2/1/10 

Michael H Martin 
The Karis Group 

 

Molly Rodenberg 
Methodist Healthcare Ministries of South 

Texas, Inc 

 

Marcela R Ocanas 

 

Kerry Radcliffe 
Comanche County Medical Center 

 

Verona L Scott 

 

Alex Pagsanjan 

 

Martijn van Oort 

 

Ryan H Wilson-Flores 
Workforce Insight 

 

Gloria Leos Robledo 
Shannon Medical Center 

 

Mary Rowe 
The Kreager Law Firm, PC 

 

Michelle R Rigterink 

 

Celeste Ensign 
Cardon Healthcare Network, Inc 

 

Debbie Jefferson 
Blackhawk Healthcare, LLC 

 

Damian Huerta 

Letitia M Reyna 
MedAssist 

 

Christopher A Snyder 
H&R Accounts Inc 

 

Christopher L Pate 
St Philip‘s College 

 

Cristina Arredondo 
CHRISTUS Santa Rosa Health Care 

 

Kuntal F Sindha 
Seton Medical Center 

 

Paula Jones 
Avantas 

 

Terri Patlan-Contreras 
Maverick County Hospital District 

 

John Stephens 
Central Health 

 

Joseph Deleon 
Methodist Healthcare System 

 

Kristy N Guerra 
Ernst & Young LLP 

 

Sean Harrison 
Seton Family of Hospitals 

 

Patricia Hynes 
Ortho McNeil 

 

 

Nathan Johnson Jr 
Seton Family of Hospitals 

 

Anne L Kennedy 
St David‘s Medical Center 

 

Max S Lieberenz 
Valley Baptist Health System 

 

Nestor D Bonilla 
Maverick County Hospital District 

 

Victor M Gonzalez 

 

Alison Boeshe 
Kinetic Concepts Inc 

 

John A Spano 
Ear Medical Group 

 

Lorri Mata 
Wilford Hall 

 

Luis R Romero 
Broadlane 

 

Jen I Oury 
Valley Baptist Health System 

 

Marcena Sorrels 
Arise Healthcare 

 

Julie A Baker 
Provista 

 

Abram Gordon 
Network Sciences 
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Berry Bergman 
Val Verde Regional Medical Center 

 

Gary G Peacock 

 

Paul Courtney 
Valley Baptist Health System 

Marilyn J Weiler 
CHRISTUS Health 

 

Tapan Shah 
Availity LLC 

 

 

Sonali Amodwala 
Seton Healthcare Network 

 

Scott A Merryman 
CHRISTUS Spohn Health System 

 

Ernest G Nash III 

I wasn‘t born in (South) Texas, but I got here as fast as I could! 



Did you know that the average person spends ap-

proximately 3.61 minutes  reviewing their patient 
statement? Or that those medical statements are 

opened 96.3% of the time? If you are like most health-

care professionals you probably had no idea. The pa-

tient statement has long been viewed as simply a tool 

to enact payment; just a piece of paper dispatched by 

the billing department with little fanfare. Well it is 

time for a paradigm shift within the healthcare com-

munity. With 97% of hospitals surveyed experiencing 

an increase in self-pay accounts receivables, the pa-

tient statement has become essential to the ability of 

healthcare facilities to maximize their revenue stream.  

The patient statement can no longer be seen as, ―just 

a patient statement.‖ 

 
How do I get started?  

In order to transform, or dare I say 

monetize your patient statements, we 

must look to a process entitled trans-

promotional services. Trans-promotional 

or Transpromo services is defined as:  

A compound expression formed 

from the words "transaction" and 

"promotional". By adding relevant messages, 

companies can piggyback promotion or even 

advertising onto existing transaction -related 

documents, such as statements, invoices, or 

bills. Trans-promotional documents combine 

CRM (Customer relationship management) and 

data mining technology with Variable data 

printing and location intelligence.    

By adding advertisements or marketing information to 

your patient statement it becomes a vehicle for 

change, promotion and awareness within your hospi-

tal and any service you wish to promote to your cus-

tomers can be conveyed without the usual intrusive 

and annoying call center tactics.   

Will Trans -Promotional Services work for me?  

In the recent CMO Councilõs research, òRoutes to 

Revenueó, the council states,  

 

TransPromo, a transactional printed document 

combined with promotional marketing mes-

sages, has only been heard of by one in four 

marketers. And only one in four marketers is 

actually leveraging customer insight and print 

technology to deliver individualized messages 

to their customers who are already receiving 

these documents including monthly statements, 

bills or invoices...  Nearly half of the respondents 
admit they are overlooking an opportunity to 

monetize their promotional programs by work-

ing with internal resources or partners and 12% 

lack the understanding of how to take advan-

tage of this revenue generating opportunityéIn 

a crowded messaging marketplace, marketers 

consider TransPromo campaigns as having the 

ability to cut through the clutter to engage with 

customers and deliver highly relevant, contex-

tual, relevant messaging.   

 

Over half of the marketers surveyed by The CMO 

Council said that they òfeel direct promo-

tional campaigns like TransPromo are an 

extremely effective means of engaging 

their current customer base . It is also seen 

as a cost effective and engaging format.‖ 

Acknowledged as well by industry ex-

perts is the fact that ―the transactional 

statement channel holds more customer 

attention than any other single medium , so 

if you display your marketing messages through this 

channel, you greatly increase the chances of your pro-

motional message being seen.ó So as you can see, 

Trans-Promotional Services offers alternative avenues 

for successful marketing as well as being cheaper and 

more eco-friendly. 

 

Why will Trans -Promotional Services be any differ-

ent from my current marketing efforts?  

There are several reasons why Trans-Promotional Ser-

vices have been more effective than traditional mar-

keting efforts.   

Returns  - Statement-based marketing is effective 
because it targets current customers. A five 

percent increase in current customer business 

can translate into as much as a 50 percent in-

crease in bottom-line profits.  

Open ability  - More than 95 percent of transac-
tion documents are opened and read each 

month – far more than any other type of direct 

response effort. 

Involvement - Bills and statements receive more 
attention than any other form of communica-

tion including television advertisements. Stud-

ies show that the average customers invest 
(Continued on page 7) 
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Is your Patient Statement Just a Patient Statement?  
An Introduction to Trans -Promotional Services  

By Vernon Wallace  

The patient 

statement can no 

longer be seen as, 

òjust a patient 

statement.ó 



between one and three minutes for statement 

review.  

Trusted Media - While e-security and telephone 
fraud continue to make headlines, nearly eve-

ryone trusts the postal service to send and 

deliver mail. 

Functionality  -The paper-based nature of trans-
action mail helps consumers pay bills, submit 

expense reports, prepare taxes and file docu-

ments.  

Customized offers - Statement-based marketing 
is effective because it enables customized 

offers to be automatically generated by the 

transactional data within the document itself.  

Through trans-promotional services, healthcare facili-

ties also have the ability to support and promote 

causes that your community feels are important. Ex-

amples of such causes are: 

Green initiatives  

Health / Education Information 

Hospital News 

Maps and Directions 

Job Postings 

Health News  

Provider Directory 

Patient Satisfaction Information 

Volunteer Opportunities 

Donations 

Services Index 

Updates for Specific Information on Disease 

 

Conclusion:  

Simply stated, every business is perfectly aligned for 

the outcome it receives. Have you asked yourself how 

your business is aligned? 

 

What revenue opportunities are you missing?  
 

What wellness opportunities are you missing?  
 

What social and environmental opportunities are 

you missing?  
 

What new and existing patient opportunities are you 

missing?  
With Trans-promotional services you have the ability 

to address each and every one of these issues, while 

also modernizing your patient statements, gaining 

better access to your patients, accelerating your reve-

nue cycle and increasing patient responses. Just think 

- a document that was once considered a cost to your 

business can now become a revenue producing tool 

that delivers tangible and effective results. 

 

For questions concerning this article please feel free to 

contact: 

Vernon Wallace  

APEX 

vwallace@apexprint.com  

(Continued from page 6) 

Trans-Promotional Services 
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Board Member Spotlight ñ

Wes Fountain  

Wes Fountain was elected to the STC 

Board of Directors for a three year term.  

Wes has served as the Chief Financial Offi-

cer at St. David‘s South Austin Medical Center for four 

years and served previously as the Chief Financial 

Officer at Gulf Coast Medical Center in Panama City, 

Florida for eight years. 

 

Wes has been a member of HFMA for many years.  

He says that ―HFMA membership has benefited me 

by keeping me current on industry developments 

through its publications and educational offerings.  It 

has also offered many great networking opportunities 

that have benefited me in my role as a CFO and 

benefited my career development.‖  Wes achieved 

his CHFP certification in 2008. 

 

Wes felt drawn to serve the chapter by a desire to 

enhance his leadership skills and make valuable con-

nections within the healthcare industry and develop 

friendships in the process. 

 

Wes lives in Southwest Austin with his wife, Melinda, 

and children, David and Sarah.  Wes enjoys many 

outdoor activities, especially hunting, in his spare 

time. 

 



A Candidateõs Guide to a 

Killer Interview  
By Scott Sette, CPC 

 

I remember my first professional interview.  I 

was a Senior in college and I was interviewing 

with one of the Big 6 public accounting firms for 

an Audit position.  The interviewer asked some 

basic questions and, fortunately, spent most of 

the time talking about the position and describ-

ing the company culture.  When he asked me if I 

had any questions, my response was, ―So, what 

kind of benefits do you have?‖  Embarrassing.  

The point is this:  I didn‘t know what to ask.  I 

hadn‘t done any research on the art of interview-

ing, so I was completely unprepared.  Since I was 

a naïve 22 year-old college kid on his first inter-

view, I am certain that I was 

given substantial leeway.  Other-

wise, I would have been 

promptly removed from that in-

terview process.   

 

Today‘s job market is very com-

petitive for candidates.  With 

near double-digit unemploy-

ment, there is an abundance of 

qualified people interviewing for 

each available position.  There-

fore, it is more important than 

ever to be at the top of your interviewing game 

so you can differentiate yourself from the other 

applicants.  Having spent the last 14 years in the 

search industry, I am much more knowledgeable 

about the interview process now.  So, here is a 

crash course guide to successfully nail the inter-

view. 

 

Do Your Homework  

There is no excuse for going into an interview 

without any knowledge of the company or the 

person with whom you are interviewing.  With 

all the internet tools at our disposal, you should, 

at a minimum, know some basic information 

about what the company does, who their major 

competitors are, and any current news about 

them.  You can get a lot of this information from 

the company‘s own website.  Further, you 

should do some investigation about the inter-

viewer.  Again, the company‘s website should 

have some information (especially if that person 

is an executive).  If not, then search their name 

on Google, LinkedIn, or Facebook.  You might 

be surprised to find out that you have some com-

mon ground with the interviewer and that always 

helps build rapport. 

 

Answering the òTell Me About Yourselfó 

Question  

This is typically the first question you will be 

asked in a professional interview.  It is important 

to know how you will respond to this question 

because it will set the tone for the rest of the in-

terview.  I could write an entire article about just 

this topic, but let me give you the basics.  When 

asked this question, they want to 

know about who you are profes-

sionally.  This is not an invitation 

to recount your entire childhood.  

Instead, construct a concise sum-

mary of your professional life, 

highlighted by several quantita-

tive accomplishments to show that 

you are a results-oriented 

achiever.  Here is an example: 

 

I am a Revenue Cycle leader with 

25 years of experience in healthcare.  During my 

career, I have directly overseen all aspects of the 

Revenue Cycle, including Patient Access, Patient 

Accounting, and Medical Records.  I have led 

many initiatives that have improved the financial 

position of my hospital.  In my current position, I 

reduced the Days Outstanding by 20 days, in-

creased POS collections by 200%, decreased de-

nials by 30% , and improved Registration accu-

racy to over 96%.  Since your hospital is experi-

encing many of these same issues, I am excited to 

hear more this opportunity and potentially bring 

these successful results to your organization.     

 

The Two Salary Questions  

Salary will be brought up during the interview, 

(Continued on page 9) 
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Today‘s job market is 

very competitive...it is 

more important than 

ever to be at the top of 

your interviewing 

game... 



at some point, especially if you are meeting with 

someone from HR.  There are 2 ways that salary can 

come up.  The first way is by asking you, ―What is 

your current compensation?‖  If you are asked this 

question, then you should answer it accurately and 

truthfully.  Tell them your exact base salary and in-

centive compensation, if applicable.  Some people 

feel that you should not be exact because it will 

hurt your ability to negotiate the best offer later in 

the process.  My experience has been different.  In 

feedback from our clients, we have learned that 

candidates who answer this question with ranges or 

generalities come across as shifty, like they are try-

ing to ―pull one over‖ on the client.  That is not a 

good impression to leave.   

 

The second salary question that you could be 

asked is, ―If you come to work here, what compen-

sation are you looking for?‖  This is a very different 

question than the first one.  As a result, we want to 

answer it differently.  In this case, you should not 

answer with a specific number.  Instead, we want to 

leave this open.  Your answer should be something 

like this: ―Since this is my first interview, I really 

want to find out more about the opportunity today.  

However, if we get to the offer stage, then Iõm certain 

that we can work out a compensation package that is 

mutually agreeable.‖  There are several reasons for 

being vague here, but this is the most important 

one: it is too early in the process for you to accu-

rately answer this question.  The reason you go on 

the interview is to find out more information about 

the company, the position, and the people with 

whom you will be working.  How can you know 

what kind of compensation you are looking for be-

fore you know what the job entails? 

 

Major Accomplishments  

Another question you are sure to be asked is about 

your biggest accomplishment.  This is another area 

for you to differentiate yourself from the other ap-

plicants.  The best way to do this is by citing some 

quantitative  accomplishments.  Specifically, tell 

them how you made your company money, saved 

your company money, or improved a process that 

had a measurable result.  Be prepared to describe 

the accomplishment in great detail.  If your accom-

plishment solved a problem, then walk them 

through it, step by step.  Tell them how you identi-

fied the original problem, what you did to solve 

that problem, and what the end result was.  By de-

scribing the process in detail and concluding with 

a quantitative result, you build major credibility 

with the interviewer.  

 

Questions to Ask  

You should always write down a bunch of questions 

that you want to ask the interviewer.  Sometimes, 

candidates are unsure of what questions they 

should ask and what they should avoid.  Here is the 

general rule: you can ask anything you want, but 

avoid asking salary or benefits questions, espe-

cially on a first interview.  The questions you ask 

can be as big-picture or as detailed as you want 

them to be.  Some question topics could include: 

 

Company information  

Competitive landscape 

Profitability 

Strategic direction 

 

Position -specific information  

Keys to success 

Major upcoming projects 

Promotion opportunities 

 

Information about interviewer  

Career background 

What brought you to this company? 

What are your top priorities in hiring for this 

position? 

 

Make sure to write down the questions you want to 

ask and bring that list into the interview with you.  It 

(Continued from page 8) 

(Continued on page 10) 

Interview Guide 
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is perfectly acceptable to refer to your list of ques-

tions during the interview, so you don‘t forget any-

thing.  Additionally, it is also acceptable to take 

notes throughout the interview.  Just as it is difficult 

to remember everything you want to ask, it is more 

difficult to remember all the answers. 

 

Ending the Interview  

This is one of the most important parts of the inter-

view because many people don‘t do it very well.  

Therefore, it is another way to differentiate yourself 

from the other applicants.  As the interview is com-

ing to an end, the last thing the interviewer should 

hear from you is that you want this job.  Simply im-

parting your interest to the interviewer will leave a 

positive and lasting impression about your candi-

dacy.  An example of what you could say to end the 

interview is: 

 

John, thank you for your time today.  I got a lot of 

great information about the company and the posi-

tion.  Based upon what Iõve heard, I am very inter-

ested in this opportunity.  What is the next step? 

 

Thank -You Notes  

After each step in the interview process, you al-

ways want to send a thank-you note to each person 

with whom you met.  There are a lot of schools of 

thought about thank-you notes, so here is mine.  A 

hand-written thank-you note will always trump an 

email.  By sending a hand-written note, it shows 

that this job is important to you.  Also, think about 

how you feel when you receive a hand-written 

note.  Would that be more impactful than receiving 

an email?  You bet it would.  Your thank-you note 

should be a concise message, similar to the ending 

of your interview.  You should thank them for their 

time and, again, impart your interest in the oppor-

tunity.  Here is an example: 

 

John, 

Thank you for taking time on Wednesday to meet 

with me.  I appreciated your openness in discussing 

your Revenue Cycle issues and the strategic direc-

tion of your hospital.  I am very excited about the op-

portunity to potentially join your team.  I will look 

forward to meeting you again soon.   

 

Sincerely,  

Bob Smith 

 

Interviewing is an art that requires practice and 

repetition to become proficient.  The more you 

practice and prepare, the better your results will 

be.  Take ample time to prepare before your inter-

view.  Write out some of the responses to the ques-

tions you will be asked and practice those re-

sponses so you can deliver them comfortably and 

confidently during your interview.  Get a friend or 

family member to role play with you.  If you follow 

these basic guidelines, then you will be prepared 

for having a successful interview and landing the 

job of your dreams.     

 

 

Scott Sette, CPC is a Consultant with Witt/Kieffer, the 

preeminent executive search firm that identifies out-

standing leadership solutions for organizations com-

mitted to improving the quality of life.  Scott can be 

reached at 713-266-6779 or ssette@wittkieffer.com .   

(Continued from page 9) 

July 31, 2010 Page 10 

Interview Guide 

In the near future, join the South Texas HFMA 

 Chapter on and !    

Watch your e-mail for details...   

mailto:ssette@wittkieffer.com


HFMA Chair Urges Finance 

Professionals to Step Up in Era 

of Reform  

As the healthcare industry prepares for 

payment reform, the spotlight has been 

thrust on healthcare finance professionals, who are 

being counted on to help fix the nation‘s payment sys-

tem. 

Now more than ever, it‘s time for healthcare finance 

professionals to step up—to focus on initiatives that 

will move our nation forward toward the healthcare 

system of the future, rather than concentrating solely 

on achieving financial targets. That may 

mean devoting time on an initiative that 

will significantly reduce the rate of read-

missions, an initiative that may require a 

financial investment at a time when funds 

are limited. 

―We must always remember that we are 

not just finance professionals. We are 

healthcare finance professionals. And 

what we do matters,‖ HFMA Chair Debi 

Kuchka-Craig, FHFMA, told ANI atten-

dees on Monday. 

As the new Chair for HFMA, Kuchka-

Craig‘s theme is ―Step Up.‖ The theme 

reflects the need for healthcare finance 

professionals to draw upon their strengths to better 

serve their organizations and their communities dur-

ing a time of significant change in the healthcare in-

dustry. 

Healthcare finance professionals must focus on doing 

what is right in health care—though the right actions 

to take are not always clear. ―Sometimes, it‘s not easy 

to know what to do,‖ Kuchka-Craig acknowledged. 

―I realize how difficult it is to step up when your 

world, personally or professionally, is changing,‖ she 

told ANI attendees. ―As healthcare finance profession-

als, we have more work than there are people to do 

it—and more work than there are hours in a day. 

We‘re being encouraged to make process improve-

ments when sometimes it takes every ounce of energy 

just to keep your head above water.‖ 

During times like these, when the pressures of the 

industry seem too great to handle, it‘s important to 

remember the potential that healthcare finance pro-

fessionals have to make a difference in people‘s 

lives—to see the opportunities that are available 

amidst the challenges in the industry. 

―This is our time,‖ Kuchka-Craig said. In a nod to one 

of her favorite songs, ―Get On Your Feet‖ by Gloria 

Estefan, Kuchka-Craig challenged ANI attendees, 

―Let‘s get on our feet. Let‘s step up and make it hap-

pen.‖ 

Earlier in Monday‘s general session, for-

mer HFMA Chair Cathy Jacobson, 

FHFMA, CPA, thanked HFMA members, 

staff, and her colleagues and family for 

their support during her term as HFMA 

Chair, and encouraged finance profes-

sionals to continue their work in meeting 

the challenges of the industry. 

―At HFMA, we have redoubled our ef-

forts to provide support to all of our 

members to help them succeed in this 

new era of health care, and we‘re confi-

dent you‘ll see the results of those efforts 

in the educational programming at this 

conference, as you have in our other educational of-

ferings, publications, and online resources,‖ she said. 

The importance of her theme as Chair, ―Making It 

Count,‖ became increasingly clear over the past year 

as events that will shape the healthcare industry for 

years to come have unfolded, she says. 

―In these changing times, we all have a responsibility 

to make our professional efforts count: for our organi-

zations, our profession, and our Association,‖ she 

said. ―We come together at ANI to share practical 

ways to meet these once-in-a-lifetime challenges … 

and renew our commitment to each other and to the 

mission of providing high-quality health care.‖ 
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HFMAõs 2010 ANI: The Healthcare Finance Conference 

ANI was held in Las Vegas, Nevada on June 20-23.  The update below is used with permission of HFMA National. 

We must always 

remember that we are 

not just finance 

professionals. We are 

healthcare finance 

professionals. And what 

we do matters... 



Editor‘s Alley 

It is our goal to ensure that The 

C h i l i  P e p p e r  E x p r e s s 

Newsletter continues to meet 

t h e  n e e d s  o f  c h a p t e r 

membership by providing 

timely and relevant information 

to enhance your membership 

experience with the South Texas 

chapter of HFMA. To that goal, 

we will be conducting a survey 

of the chapter members to 

determine if format or content 

changes would better meet your 

needs.  Please participate in this 

survey which will be distributed 

in the fall.  In the meantime, if 

you have any comments or 

suggestions relating to any 

aspect of the newsletter (i.e. 

frequency, content, method of 

delivery, etc.) please let us 

know. Thanks. 

Christopher Janik 

christopher.janik@christushealth.org 

Newsletter Chair 

Robert Husted 

RHusted@seton.org 

Newsletter Committee 
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cleared almost 5 years after they were written! I 

called the bank. 

I was told by a bank representative that there is 

no such thing as a ―stale dated‖ check. If the 

bank cashes a check, regardless of when it was 

written, then there is nothing that can be done. I 

called the state board of banking. 

Mr. David Guillen, Consumer Assistance Special-

ist at the Texas Department of Banking was very 

helpful when he replied to me. He advised me 

that the bank was right. The ―Texas Business & 

Commerce Code § 4.404 – Bank not obligated to 

pay check more than six months old.‖ Note that 

the code says the bank is not ―obligated‖ to pay, 

it does not say that they shall not, or may not; 

only that they do not have to honor a check that is 

more than 180 days old. But if they do cash the 

checks, it is between the maker (our client) and 

the bank on how it is handled. Mr. Guillen also let 

me know that since the bank in question was not 

chartered in Texas, his office had no authority in 

this matter. We would have to deal with the State 

of Alabama Banking Department and he gave me 

the person‘s name, address, email, and tele-

phone number to call if needed. 

I then contacted the Texas Comptroller‘s office. 

Mr. Bill Sheldon both emailed and called me. I 

explained the above. He said that if the checks 

had not been paid out by the Comptroller‘s office 

(Continued on page 13) 

What is the balance of your un-cashed (outstanding) refund checks: 

$1,000; $5,000; more?  When you turn these checks to the State 

Comptroller are you no longer responsible for them? Read on and 

find out for sure. 

For one of our clients the outstanding balance of refund checks not 

yet turned over to the state is more than $10,000. Every year this 

client forwards its stale dated checks to the Texas Comptroller in 

accordance with the Texas Property Code, Title 6. This act requires 

―Unclaimed Property‖ to be paid over to the State of Texas by send-

ing it to the Texas State Comptroller annually. But did you know that 

unless you have a special agreement with your bank you are still 

liable should these checks be cashed by the payee – even years 

later? 

In October 2009 this client sent a check to the Texas State Comptrol-

ler for $5,418.13. This payment represented about 200 un-cashed 

checks ranging in value from a few dollars to one that was over 

$300. The dates on these checks ranged from July 1, 2006 through 

June 30, 2006. In the ten years I have worked with this company they 

have sent over $50,000 to the State of Texas as Unclaimed Property. 

On each occasion the client cleared the checks that made up the 

payment to the state from the refund check register. This was done 

under the assumption that (1) more than two years old and stale 

dated and (2) they were now in the hands of the Texas State Comp-

troller who publishes the list each year in the newspaper. 

Once the funds for the Unclaimed Property checks were sent to the 

State Comptroller the checks were cleared from the check register. 

Four months later in February 2010, two of the checks cleared the 

bank. These two checks were both dated in August 2005. They 

Unclaimed Property – a ―Catch 22‖ law 
by Forrest Smith, MBA, FHFMA 

mailto:christopher.janik@christushealth.org
mailto:RHusted@seton.org
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then there were procedures whereby the client 

could get the funds returned from the State. How-

ever, if the funds had been paid out, there was 

nothing that could be done. The client would have 

to pursue legal action against the person who 

cashed both checks. Catch 22. 

Back working with the bank, I was told the client 

could put stop payments on each check at $25 per 

check which had to be renewed every 90 days. 

The bank representative said that they would try 

and not process any check over 180 days old with-

out first contacting us but this was not a guarantee; 

if a check cleared, it would be the clients problem 

unless there was a stop payment in place. The 

bank also said that there was no other service 

available to resolve the problem. Then they of-

fered a service for all future checks called 

―Positive Pay‖. For a one-time fee per check they 

would guarantee that no check over 180 days old 

would be allowed to clear without first calling the 

client. 

Summary:  

 1. You need to know your bank‘s policy on stale 

dated checks. Ask who is liable if the bank clears 

a check you have already sent to the State Comp-

troller. 

2. Ask if your bank has a service like ―Positive 

Pay‖. I found a bank that will perform this function 

of one cent per check. Because of the high volume 

of refund checks for patients, this is a good deal. 

3. If they do offer positive pay and you have not 

been using it, ask if you can get this service for 

your current outstanding checks by providing a 

list of them to the bank. This will prevent this catch 

22 as you turn them to the State. 

4. Find out where your bank is chartered. This is 

where you have to go if you ever have a com-

plaint. If your bank is a ―State Bank‖ then it is char-

tered in Texas. National banks are chartered in 

one of the 50 states even though some are owned 

and controlled by foreign corporations. 

About the author: Forrest Smith is the Director of 

Finance for PracticeMax, Inc. He has a BS in Ac-

counting from Arkansas Tech U and a MBA with con-

centration in Accounting & Finance from Trinity U in 

San Antonio, TX. Smith has been in healthcare since 

1975. He is a Fellow in HFMA. 

(Continued from page 12) 

Unclaimed Property 

Capping off a very successful year as Chapter President, John Montaine (center) poses with Debi Ku-

chka-Craig, incoming HFMA Chair (left) and Cathy Jacobson, outgoing HFMA Chair (right) at the 

Chapter Presidents‘ Dinner and 

Awards Banquet during ANI in Las 

Vegas.  On behalf of the South Texas 

Chapter, John accepted the Hottum 

Award for Education Performance Im-

provement, the Gold Award of Excel-

lence in Education, the Bronze award 

for Excellence in Membership 

Growth and Retention, and the Yer-

ger Award for Road Show Implemen-

tation.  These awards demonstrate the 

commitment and dedication shown 

by the individuals who have volun-

teered to serve the chapter member-

ship.  Congratulations to John and all 

of the chapter leadership on a suc-

cessful year! 

Chapter Recognition 



South Texas Chapter-Key Contacts 
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President  

Brenda Cox, FHFMA 

Practice Manager for Pathology Groups 

Pathology Resource Consultants 

Phone: (512) 496-9989 

bcox@onr.com 

 

President -Elect  

David K. Glazener, CPA 

Accounting Manager 

Central Texas Medical Center 

Phone: (512) 753-3677 

David.glazener@ahss.org 

Director  Director  Program Chair  

Lorenzo Olivarez, Jr., CHFP Jimmy Mendez David K. Glazener, CPA 

South Texas Health System CHRISTUS Health Central Texas Medical Center 

Phone (956) 388-2126 Phone: (210) 321-8008 Phone: (512) 753-3677 

loreno.olivarezjr@uhsrgv.com jimmy.mendez@christushealth.org David.glazener@ahss.org 

   

Director  Director and Sponsorship Chair  Program Co -Chair  

Patty McCarroll M. Glen Boles, CHFP, FACHE Tammie Jackson 

University of Texas Health Science Center Valley Baptist Med Center Brownsville TransUnion 

mccarroll@uthscsa.edu glen.boles@valleybaptist.net Phone: (281) 610-0802 

  tljacks@transunion.com 

   

Director and Newsletter Chair  Director and Sponsorship Co -Chair  Director and Founders Contact  

Christopher S. Janik, MBA, CHFP Cipriana Zamora Robert J. Scofield, Jr., CPA 

CHRISTUS Spohn Health System Knapp Medical Center San Antonio AirLife 

Phone: (361) 881-3704 Phone: (956) 969-5103 Phone: (210) 233-5802 

Christopher.janik@christushealth.org CZamora@knappmed.org bscof@baptisthealthsystem.com 

   

Director  Membership Chair  Certification Chair  

Wesley Fountain, CHFP Clint D. Owen Lenora Johnson, CHFP 

St. Davids South Austin Hospital DECO Recovery Management University Health System 

wes.fountain@stdavids.com Phone: (409) 724-1675 Phone: (210) 394-1521 

 cowen@decorm.com durango500@sbcglobal.net 

   

   

   

   

   

   

   

Vice President  

Tammie Jackson 

TransUnion 

Phone: (281) 610-0802 

tljacks@transunion.com 

 

Secretary  

Jeannine Ruffner 

Vice President 

HealthTexas Medical Group of San An-

tonio 

Phone: (210) 731-4848 

Jeannine.Ruffner@healthtexas.org 

Past President  

John T. Montaine, MBA, FHFMA 

NHPN 

jtmontaine@sbcglobal.net 

 

 

Treasurer  

Sandra Melendez, FHFMA 

Pharmacy Business Manager 

Valley Baptist Medical Center 

Phone: (956) 389-6094 

Sandra.strickland@valleybaptist.net 

mailto:bcox@onr.com
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Other Happenings:  
―Other Happenings‖ is where we will list educational and networking opportunities in collaboration with other HFMA 

Chapters, primarily the Gulf Coast and Lone Star Chapters here in Texas.  We will work in conjunction with the Newsletter 

Chairs from these Chapters to provide you with as many educational opportunities as possible. 

Gulf Coast Chapter HFMA Events: 

A full schedule of GCC events can be found at 

http://www.hfmatxgc.org/hfmacalendar.php. 
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Apex Print Technologies 

Chamberlin Edmonds  

Cirius Group, Inc.  

DECO 

High Cotton 

H&R Accounts, Inc. 

Knapp Medical Center  

MASH, Inc. 

MedARx 

Medical Third Party Resources 

Morgan Keegan & Company 

Protiviti  

South Texas Health System 

The SSI Group, Inc. 

 

Help America  

Corporation 

http://www.hfmatxgc.org/hfmacalendar.php

