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Best in Class 
approach to 
delivering excellent 
patient care
Katie Cardona, AuD

Webinar FAQs
• How to ask a question:

• Click Q&A, type your question and Send.

• Where to get the handout:
• Resources in the classroom and under 

Pending Courses in your account

• How to view captions:
• Click Live Transcript CC button
• Click Show Subtitle

• How to earn CEUs:
• After the webinar, go to your Pending 

Courses and pass the multiple-choice 
exam.

• For assistance or tech support:
• Call 800-753-2160
• customerservice@audiologyonline.com
• Use the Q&A window
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Best-in-Class 
Approach to 
Delivering Excellent 
Patient Care

Risks/Benefits
• The applicability and accuracy of the course content may vary by the clinical, geographical, and cultural context; you should

evaluate the course accordingly.
• As healthcare is rapidly evolving, new findings may change the validity of the information presented in this course. Providers 

should always consult the latest research and guidelines from professional associations.

• The interventions discussed in this course may be limited in generalizability, requiring practitioners to consider specific individual 

and population factors.

• The course may not cover all possible risk factors, diagnostic methods, or treatment options, and complex cases may require 

additional considerations.

• Healthcare providers should apply cultural competence and sensitivity to ensure effective and respectful care based on their 

patients' diverse needs.

• Providers should always evaluate the limitations of diagnostic and screening tools, considering their potential for false results as 

well as any ethical implications.

• It is the responsibility of course participants to critically evaluate the evidence from multiple sources to guide professional practice.

Financial disclosure: Speaker is employed by Phonak US

Non-financial discloser: None
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Learning Outcomes

After this course, participants will be able to:

•Explain the impact of best-in-class practices on key 
performance metrics

•Identify clinical activities that effect hearing aid adoption 
rates and patient outcomes

•List key activities that can be implemented to provide 
excellent patient care

Journey to Better Hearing

Adapted from: Powers TA, Carr K. MarkeTrak 2022: Navigating the changing landscape of 
hearing healthcare. Hearing Review. 2022;29(5):12-17.

Discuss HD with
general physician

(n=1285)

Discuss HD 
with an ENT 

(n=1222)

Get 
professional 

test to evaluate 
hearing 
difficulty
(n=1891)

Visit 1st 
HCP 

(n=1542)

Get 1st HA(s) 
(all owners, 

n=979)

Get 2nd HA 
(owners on 2nd 

HA, n=226)
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Excellent 
clinical care is 
only one 
component of 
an excellent 
patient 
experience
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Patient Experience

Did you know...

Findings from a PARC 2018 focus group showed 
9 out of 12 patients had a negative experience 

with their hearing healthcare provider

Patient Expectations

• Convenience

• Clean, comfortable environments

• Minimal wait times

• Clear, transparent communication

• Feel heard & understood

• Personalized interactions

• Strong relationships with providers

Stages of the Patient Journey

Awareness Evaluation Purchase 
Decision

Patient 
Retention

Patient 
Advocacy

Partnership & 
Awareness

• How do patients 
find your practice?

Lead capture & 
appointment 
conversion

• What is the 
patient’s first 

experience with 
your practice?

Appointment 
to Patient 

Conversion

• What is the patient’s 
experience during 

consultation?

Loyalty & 
Advocacy

• How do you create 
continued loyalty 

with patients?

Lifetime Value 
Conversion

• What are you doing 
to provide an  
exceptional 

experience beyond 
the fitting?
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Stages of the Patient Journey

Awareness

Evaluation

Purchase 
Decision

Patient 
Retention

Patient 
Advocacy

Touchpoints along the Patient Journey

Awareness Initial contact:
Phone/Digital

Location

Reception

Exam room

Diagnostics

Recommendation/
Counseling

Check-out

Follow-up

Retention

Advocacy

Waiting Room

Evaluation

Purchase
Decision

Patient 
Retention

Awareness
Patient 

Advocacy

Meet our patient

Geoff and Susan
 5 years since noticed change in 

hearing
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Touchpoints along the Patient Journey

Marketing/
Awareness

How many searches does Google 
process daily?

Awareness

*Google search pages with no other elements 
(e.g. maps, images, videos or shopping results)

*Google Local Business/Google Maps local search results

Ad 1: 2.1%

Ad 2: 1.4%

#1: 39.8%

#2: 18.7%

#3: 10.2%

#1: 17.6%

#2: 15.4%

#3: 15.1%

#1: 17.6%

#2: 15.4%

62% of seniors in America seek healthcare 
information online

Firstpagesage.com/reports; Jan 2025
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Awareness

1 Google Business Profile

2 Reviews
93% of consumers read online reviews
Respond to reviews

3 Keywords
Customize to target locally
• ex:  ‘hearing aids Seattle’, instead of ‘hearing aids’

4 Website
Content
Optimized for mobile

Awareness

1. Highlight positive testimonials

2. Engaging content

3. Update, update, update!

4. Connect to your social media platforms

5. Clear calls-to-action

What does your website 
say about you?

Touchpoints along the Patient Journey

Initial contact:
Phone/Digital

Location Reception Waiting Room
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First Impressions

What is the first impression of 
your practice?

Initial phone interaction

Digital appointment/lead process

Schedule availability

New patient information

What to expect during your visit

5%

10%

8%

15%

0%

2%

4%

6%

8%

10%

12%

14%

16%

 Cancellation & No-Show Rate Tested not Treated Rate

Schedule Availability
<1 week > 1 week

2024 Benchmarking Survey

First Impressions

What is the first impression of your practice?

Location Reception Waiting Room

Touchpoints along the Patient Journey

Diagnostics Recommendation/
Counseling

Check-outExam Room
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Purchase decision insights

Practice Family 
Centered Care

Check in with 
yourself

Be ready to 
demo

Family Centered Care increases patient satisfaction

Ekberg, K., Timmer, B., Francis, A., & Hickson, L. (2022). Improving the implementation of family-centred care in adult audiology appointments: A feasibility intervention study. International Journal of Audiology, DOI: 10.1080/14992027.2022.2095536.
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Ask a family member to attend in all
booking calls & reminder/confirmations

1. Set up the room to include 
family members

2. Set an agenda that included 
both the patient and family 
member

Does the practice request a family member or loved one accompany a patient to the hearing evaluation?
What percentage of patients receive an in-office hearing device technology demonstration as part of the hearing aid evaluation? 

Do providers in the practice discuss the importance of hearing care as it relates to cognitive well-being?

47%

38%

14%1%

% 
Respondents

Do All Three

Do One

Do Two
Practice 
Offers

All Three

Benchmarks
(Median Unless       
Otherwise Noted) OVERALL

92%90%2023 Practice Binaural Rate

73%75%2023 Practice Treatment Rate

5%5%2023 Practice Return Rate

$2,446 $2,356 
Avg. Selling Price Per Hearing 
Device

Do Not Do Any

Family Centered Care + Demonstration + Cognitive Well-Being

2024 Phonak Benchmarking Survey
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Purchase decision insights

Practice Family 
Centered Care

Check in with 
yourself

26

Time of Day affects purchase and return rates
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Time of Day

Observed HA adoption rate (all data) Observed return rate (all data)

HA Adoption =  OR = 1.12; 95% CI = 1.04, 1.20, p < 0.01
HA Return Rate = OR = 1.01; 95% CI = 1.00, 1.01, p < 0.05
Singh G, Launer S. Time of Day and Hearing Aid Adoption. Trends in Hearing. 2018;22. doi:10.1177/2331216518769789

27

Time of day affects purchase and return rates:  Why?

Risk Aversion Theory

Purchasing a hearing aid 
is risky; people are less 
likely to take risks when 

they’re hungry

Clinician Behavior 
Hypothesis

At certain times, HCPs 
could exhibit behaviors 

that could influence 
patient decisions.

Clinicians may be 
hungry, tired, in a hurry 

during those times

Pre-existing 
Differences Hypothesis

Shared differences of 
people selecting those 

appointment times

Younger patients with 
more aversion to 

adoption
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Purchase decision insights

Practice Family 
Centered Care

Check in with 
yourself

Be ready to 
demo

Enhanced decision making

* Internal Pilot, 2021. Contact claims@sonova.com for more information. 

24%
Increase in conversion rate
when a demo was included*

Show potential value of features

Gain buy-in from companion

Supply experience for patient to 
make informed decision

Touchpoints along the Patient Journey

Diagnostics Recommendation/
Counseling

Check-outExam Room

28

29

30



28.03.2025

11

Ekberg, K., Timmer, B., Francis, A., & Hickson, L. (2022). Improving the implementation of family-centred care in adult 
audiology appointments: A feasibility intervention study. International Journal of Audiology, DOI: 
10.1080/14992027.2022.2095536.

A=audiologist   C=patient   F=family member

Purchase Decision:  Exam Room

Family centered:

Purchase Decision:  Exam Room/Diagnostics

Set an agenda

The goal is to listen to attain an 

integrated understanding of 

the patient’s and family’s needs.

Purchase Decision-Diagnostics

Perceived value 

Income measures

Meaningful tests
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The impact of hearing loss on the family 

Psychosocial Stress

Embarrassment

Quality of life

Avoidance of social activities

Communication challenges

Changes in relationships

Changes in roles & responsibilities

Emotional reactions

Impact of involving the family member

Singh G, Launer S. Social Context and Hearing Aid Adoption. Trends in Hearing. 2016;20. doi:10.1177/2331216516673833

Hearing aid 
adoption 
rate

Number of 
hearing aids 
purchased

Hearing aids 
return rate

Purchase Decision:  Recommendation/Counseling

Recommendation/
Counseling

Patient-specific recommendations & treatment plan
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Purchase Decision:  Recommendation

Keep it 
simple

Plan for 
success

Target 
personalized 

needs

What are your patient’s priorities?

Soft voices
Speech at a distance

Meetings
Speech in noise

Restaurants
Phone calls/Music

Audiobooks/Videos

Speech Enhancer Speech Enhancer

Roger technology

Spheric Speech Clarity Bluetooth streaming

Roger technology App use

Demo protocol
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20232021

10%15%Median

14%18%Average

Patient Financing & Impact on Revenue
Among Those Financing Hearing Instruments For 

The Following Percentage Of Patients
≥26%11% - 25%5% - 10%<5%OVERALLBenchmarks

74%75%75%75%75%2023 Practice Treatment Rate (Median)

$2,500$2,200$2,475$2,000$2,356Average Selling Price Per Hearing Device

13%

32%

18% 15%

1%
8%

1%

10%

25%

40%

9% 7%
3% 3% 4%

9%

0%

20%

40%

60%

<5% 5% to 10% 11% to 15% 16% to 20% 21% to 25% 26% to 30% 31% to 35% >35%

2021 2023

Higher ASP 
when aids were 

financed

2024 Phonak Benchmarking Survey

Purchase Decision:  Check-out

Touchpoints along the Patient Journey

Follow-up Retention
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Tele-Audiology:  Reasons to believe

• Improved access to care

• Increased follow-up rates

• Reduced travel times  and costs

Arnold ML, Schwartz B, Neil H, Chisolm TH, Sanchez VA. Feasibility and Assessment of a Hybrid Audiology Service Delivery Model for Older 
Adult Hearing Aid Users: A Pilot Study. Am J Audiol. 2022 Sep 21;31(3S):892-904. doi: 10.1044/2022_AJA-21-00200. Epub 2022 May 3. PMID: 
35503960; PMCID: PMC9886165.

“We were able to develop a feasible hybrid audiology 
service delivery model for older adults”

Remote Sessions are efficient and effective

Angley, G. P., Schnittker, J. A., & Tharpe, A. M. (2017). Remote hearing aid support: The next frontier. Journal 
of the American Academy of Audiology, 28(10), 893-900.

88%

92%

64%

80%

82%

Very high satisfaction rating for 
patients

Hearing Care Professionals’ value of 
having eSessions with their patients

prefer eSessions under 
certain conditions

found eSessions to be as efficient 
as a face to face session 

would recommend eSessions
to others 

were satisfied with the outcome of 
the eSession

would prefer eSessions if offered 
a choice

Remote Support for younger patients

Interacting and following up with their HCP

Felt relaxed 
during session

89%

Would recommend 
remote session

93%

Prefer remote 
session

89%

Venkatesan, A. & Carr, G. (2019). Could teleaudiology be the answer for teens?. Phonak Field Study News. Retrieved 
https://www.phonakpro.com/content/dam/phonakpro/gc_hq/en/resources/evidence/field_studies/documents/fsn_pediatric_could_teleaudiology_be_the_answer_for_teens1.pdf. Accessed October 30, 2023
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Retention

Retention

47%
41%

49%

19% 21% 19%

34%
39%

33%

All Practices Those With Marketing Budget Those With No Marketing Budget

First-time patients (never had a hearing instrument before)

Patients new to your practice and previously fit elsewhere

For your existing patients

What percentage of all hearing devices dispensed by the practice in 2023 were from each of the 
following areas? 

A
ve

ra
ge

 %

2017 Results

All Practices
First-time Patients: 53%

Patients New To Practice: 18%
Existing Patients: 29%

Those With Marketing Budget
First-time Patients: 49%

Patients New To Practice: 17%
Existing Patients: 34%

Those W/O Marketing Budget
First-time Patients: 56%

Patients New To Practice: 18%
Existing Patients: 26%

First Time vs. Existing Patients:

2024 Phonak Benchmarking Survey

Holistic Care

Hearing protection  ● Annual checkup

Tinnitus treatment  ● Tinnitus treatment

2024 Phonak Benchmark Survey

93%
Of best-in-class 
practices offer 
Cerumen 
management
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Touchpoints along the Patient Journey

Advocacy/
Practice 

Ambassadors

Patients who receive regular updates 
from their healthcare providers are 
3x more likely to refer others

(Source: Frost & Sullivan, 2023.)

Touchpoints along the Patient Journey

Awareness Initial contact:
Phone/Digital

Location

Reception

Exam room

Diagnostics

Recommendation/
Counseling

Check-out

Follow-up

Retention

Advocacy

Waiting Room

Together,
we change lives
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