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Agenda

• We’re going to explore types of data 

that are important

• We’ll discuss why the data is 

important

• We will see how to capture

operational and transactional value
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Data is the roadmap to success



Let’s start with financials

4



Be a step ahead
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Data analytics are a 

toolkit for:
• Growing

• Managing

• Delivering

• Optimizing

GROW YOUR 

AGENCY

OPTIMIZE 

OPERATIONSDELIVER CARE

MANAGE 

CAREGIVERS

CRM Caregiver Safety Billing & PayrollApplicant Tracking

Referral Source Tracking Smart Telephony Overtime / ACA ToolsEmployment Screening

Pipeline Acceleration Family Room Reporting & AnalyticsWork Comp Insurance

Readmission Tracking Payment ProcessingCommunity Care 

Management

Mobile App

Change in ConditionCare Coordination Insights BI ToolCaregiver TrainingAll adding up to 

"capturing"
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• Gross profit

• Gross margin

• Keep clean books

• Accrual accounting

(vs. cash-based)

• Ability to pinpoint where 

profits and expenses are 

coming from

Income Statement 2019 2020 2021

9 Mos. Ending June. 2022 

Annualized

Revenue 3,392,906 4,024,636 5,065,289 5,506,469

Revenue Accrual Adjustment - 50,696 24,963 (55,017)

Total Revenue 3,392,906 4,075,332 5,090,252 5,451,452

Cost of Sales 1,917,968 2,279,934 2,980,402 3,082,324

Payroll Accrual Adjustment - 83,700 10,840 89,603

Total Cost of Sales 1,917,968 2,363,635 2,991,242 3,171,928

Gross Profit 1,474,938 1,711,697 2,099,010 2,279,525

Gross Profit Margin 43% 42% 41% 42%

Operating Expenses 1,354,310 1,835,376 1,957,712 2,162,674

Payroll Accrual Adjustment - 21,660 6,392 26,031

Total Operating Expenses 1,354,310 1,857,036 1,964,104 2,188,704

Net Operating Income 120,627 (145,339) 134,906 90,820

Other Income & Expenses (18,318) 482,306 11,192 25,784

Net Income 102,309 336,967 146,099 116,604

What we're 
looking for



What we're looking for
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Tracking the costs of doing business can 
also raise red flags or provide 

opportunities to improve profitability.

Manage Risk

•Overhead expenses (ability to prove)

•Running personal expenses through agency

•Hidden expenses – what are you not 

accounting for?

Lower Costs

•Achieve greater efficiency with less staff

•Invest in your most effective referral sources 

and marketing programs

•Reduce workers comp and premiums with 

safety tools

Reduce Burdens

•Automate processes

•Centralized tracking and management for 

compliance

•Improve the caregiver experience to improve 

retention

EBITDA Adjustments 2019 2020 2021

9 Mos. Ending June 
2022 Annualized

Less: Other Income 14,796 (486,851) (11,184) (25,767)
Guaranteed Payments 310,000 770,000 680,000 880,000

Owner Replacement Salary (85,000) (85,000) (85,000) (85,000)
Recruiting - - 1,433 1,344
Meals and Entertainment 164 591 - -
COVID Adjustments - 13,737 900 127
Donations 6,700 5,250 5,000 -
Legal 9,733 5,230 1,500 2,000
Accounting 4,820 6,168 - -
Misc. 2,193 868 1,988 2,651
Marketing 12,171 1,913 1,960 800
License and Permits 12,552 5,951 2,229 2,972
Education/Training 5,480 5,801 6,839 8,766

Furniture and Equipment 2,915 - 12,062 16,083

Consulting 10,000 3,059 - -
Total Adjustments 306,524 246,717 617,727 803,975
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Combined revenue by month: Trajectory
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Revenue by month: Location
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Xanadu
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Shangri-La

What's the real 

story?

Data 

Analytics allow 

you to really dig 

in and understand

Details matter
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Hours of service by month: Location
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Revenue by month: What does this tell us?



14

Census metrics by month
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You can also compare 

to Accounting and 

measure performance



Referral sources
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What we’re 
looking for
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Overview of how your 

marketing efforts are 

doing:

• Best referral sources 

(orgs and industries)

• Effectiveness of marketing efforts

• Who are my best marketers?

• How valuable/profitable are those 
clients?

• How much of your ‘book’ does each 
referral source hold?

No single referral source should 

account for >10% of your business 
(Except Word of Mouth or Internally 

Generated)

You may have one source that has 
20% of your business. What would 

happen if they went away?

All those little deep dives into data 
help you understand what makes your 

business thrive. 



17

Client prospects by referral source:
The good, the bad, & the ugly 



18

Profit by client



19

Profit by marketer



Client data: What can we know?
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What we’re 
looking for
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Transparency, 

Transparency, 

Transparency...

1. Client start date and length of service. 

Retention/Tenure with the agency.

2. Satisfaction ratings 
(and # of "5 stars, 4 stars, etc.)

3. Weekly hours 
(per client, per service)

4. Number of 24-hour clients

5. Profitability per client, and more
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Client statistics: Broad
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Clients: Deep – dive

The more you know,
the better
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Client turnover by month : What’s going on? 



Caregiver data
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Billing vs Payroll
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Clients and caregivers combined map: What can this tell us? 



What we’re 
looking for
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Caregiver fit, 

prioritization of filling

open shifts; history of 

unfilled shifts 

(missed revenue)

Open shifts with breakdown by:

• hours

• client

Caregiver statistics:

• availability

• hours wanted / worked

• match criteria

Mapping (zip code) of 

corresponding clients / caregivers

Caregiver fit = happy, healthy, & profitable



What we’re 
looking for
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Net Profit (or gross) per 

employee 

& caregiver retention

1. Caregiver utilization (#hours weekly)

2. Employee sick days/time off 

3. Overtime vs. unprofitable shifts

4. Caregiver start/end dates

1. Are caregivers getting hours/shifts 
they want

2. Are caregivers able to effectively 
perform their jobs (technology, 
processes, communication)

5. Certification/license tracking and 
management

Employee data
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Caregiver turnover: Are there trends? 



31

Client concentration:
Where Are the Opportunities?



Marketing and growth
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What we’re 
looking for
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Top of funnel, 

engagement, 

conversions 

• Use data to manage your client 

and caregiver pipeline –

anticipate trends, throttle 

marketing efforts up/down

• Set and track specific business 
goals / Benchmark

• Review your data regularly with 

your leadership team

Effective marketing: Which 50%?



What we’re 
looking for
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What opportunities have 

been identified and how 

successful has the agency 

met the goals for growth in 

that area?

• Target market

• Expanded services

• New referral sources

• Increased hours

• Increased rates

• New territory

• Reduced cancellations

Growth opportunities

Revenue increase from Δ billing rate Revenue increase from Δ billable hours

TTM. Jan 2022 Average Billing Rate $31.22

Feb. - May 2022 Billing Rate $34.53

Difference in Billing Rates $3.31

Feb. - May 2022 Billable Hours 36,645 

Change in Revenue $121,400 

TTM Jan. 2022 Average Monthly Billable 
Hours 7,355 

# of Months Feb. - May. 2022 4

TTM Jan. 2022 Average Billable Hours (4 
months) 29,421 

Feb. - May 2022 Billable Hours 36,645 

Difference in Billable Hours 7,224 

Feb. - May 2022 Billing Rate $34.53

Change in Revenue $249,459



Risk reduction can also be a growth 
opportunity
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Clients: Risk reduction

Completed tasks

Completed tasks correlate with:
• Client satisfaction
• Client retention 
• Increased profitability
• Improved health
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Clients: What does this say?
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“Complete Client Care”: Solving someone else’s problem
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“Complete Client Care”
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Measure and manage 
performance, assess 
trends, and identify 

optimization 
opportunities in real 

time.

What you can measure you can control
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• Where are you doing 

great; where is there need 

for improvement?

• What strategies can you 

put in place to your best?

How do you compare? Analytics Delivered
Report is automatically delivered to agency 

owners on a monthly basis

The business health score

snapshot of how your business is doing 

(average growth of revenue, payroll, gross 

profit).

The operational health score

snapshot of how well your business is 

managing staffing, scheduling, and client 

resources.

WellSky Personal Care usage health score

snapshot of how well your business is 

leveraging the data available to you in 

Analytics.



Thank you.
Contact us:

Bruce Vanderlaan, JD
Managing Director

Bruce@mertztaggart.com

(239) 220-3326

S P E C I A L I Z I N G  I N  H E A L T H C A R E

mailto:Bruce@mertztaggart.com


Learn more about
WellSky Personal Care

Request a consultation today!


