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• This course is offered for Continuing Education Units (CEU)s for 

Total Access Online members. 

• Stay logged in for the duration of the course to be eligible to earn CEU credit.

• Take the exam following course completion to earn credit.  

• For questions or assistance, contact 800-753-2160. 

• Please visit the AudiologyOnline website for other live and recorded events from Signia.

http://www.audiologyonline.com/ce/signia-siemens

http://www.audiologyonline.com/ce/signia-siemens
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Learning Outcomes

Upon completing this course learners will be able to…..

• Describe how economic and marketing principles support growth opportunities 

in the hearing aid market

• Describe how professional services rendered, and not price, is the primary 

factor in the procurement of audiology services and technology.

• Discuss strategies that increase audiology awareness, service and technology 

adoption rates, and, ultimately, total revenue.

Amyn Amlani, PhD

Introducing….
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WHO global estimates on prevalence of hearing loss7 |

Projected number of people with hearing loss in different world 

regions until 2050 

The map shows the current and projected number of people with hearing loss in different regions.

Projections show that the number of people with disabling hearing loss will increase in all regions.

Patient Flow and Conversion – Global

Amlani (in review)

Untreated Hearing Impaired 
= Flow

Treated Hearing Impaired = 

Conversion
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Hougaard et al (2016) - EuroTrak

Windmill & Freeman (2013)
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NEW AGE IN HEALTH CARE

https://twitter.com/NHSDigital/status/1037696162755735555
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Category 1: Preset Interface

(No audiogram; preset settings; no/limited specialist support) 

Category 2: Customizable Interface

(audiogram online/app; profile-based settings/adjustments; specialist support available)
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Category 3: Expert Interface

(audiogram online/app; expert-like interface; optional specialist support)

otoprotectants
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Products Service Delivery

Patient Care
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▪The contemporary role of the hearing healthcare provider is deeply tied to 
technology (hearing aid devices and diagnostic equipment) 
▪The cost of the disruptive technology will approach zero – this is an 

unsustainable business model given “traditional” business practices

▪Creation of new market segments, several of which will require “traditional” 
business practices to re-think their:
▪Content and messaging
▪Create a new business case (i.e., service-based)
▪Value proposition (“hearing aids” vs. “improved QOL”)
▪Pricing



6/12/19

Course presented in partnership with 

▪ Demand function (ε), overall, within the hearing aid 
market is inelastic (Aaron, 1987; Lee & Lotz, 1998; Amlani & 
De Silva, 2005; Amlani, 2010)

• Elastic demand means that consumers are price sensitive (i.e., ε > 
|1|)

• Appreciable decline in quantity sold when price is increased

• Appreciable increase in quantity sold when price is decreased

• Inelastic market means that consumers are not price sensitive (i.e., ε
< |1|)

• No appreciable decline in quantity sold when price is increased

• No appreciable increase in quantity sold when price is decreased

ε = -.45

Total Revenue = ∑ (Pricei x Quantityi)

Amlani (2008)

Caveat: Over-charging is not being advocated. Over-charging for a product or service 

can result in no gain or a loss in revenue and in perceived vale of the provider and 

practitioner.
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Amlani (2014)

Supply-Side Effects 

27

Hosford-Dunn & Amlani (2016)

D2C Space

< $800
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Cost-Plus Pricing

The selling price is determined by 

adding a specified markup to a 
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Amlani (2019)
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▪The contemporary role of the hearing healthcare provider is deeply tied to 
technology (hearing aid devices and diagnostic equipment) 
▪ The cost of the disruptive technology will approach zero – this is an 

unsustainable business model given “traditional” business practices

▪Creation of new market segments, several of which will require “traditional” 
business practices to re-think their:
▪ Content and messaging

▪ Create a new business case (i.e., service-based)

▪ Value proposition (“hearing aids” vs. “improved QOL”)

▪ Pricing
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Amlani et al (2016)
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TODAY’S IMPAIRED LISTENERS DO NOT VIEW DECREASED 
HEARING SENSITIVITY AS A MEDICAL CONDITION, BUT AS A 

CONSUMER DECISION

(THAT IS, NOT A CHANGE IN BEHAVIOR, BUT THE NEED 
FOR A STRATEGY TO OVERCOME A STATE)

42
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Consumer Decision Model (Blackwell et al, 2001)…Consumer Behavior (Book)

Amlani (2015)…Seminars in Hearing
46
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Need Recognition
47

▪618 adult listeners completed online questioning
▪ Females = 426 (Mean = 58.4 years; SD = 6.2)

▪ Males = 186 (Mean = 63. years; SD = 5.3)

▪Survey open from October 2015 – December 2016

▪Participants completed the survey twice: 
▪ Pre-appointment = desired (i.e., what was expected) 

▪ Survey requested to be taken within 14 days of appointment (Mean = 7.6, SD = 3.8)

▪ Post-appointment  = actual (i.e., what was received)

▪ Survey requested to be taken within 14 days of appointment (Mean = 3.3, SD = 2.1)

48
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Q1. In your opinion, a hearing healthcare provider is best classified 

under the heading of (a) medical, (b) rehabilitation, or (c) consumer 

electronics?

49

“Perceived” Provider 

Seen

Sample Size (n) Interest in Amplification

Medical 142 95

Rehabilitation 389 187

Consumer Electronics 87 72

Pre

Post Yes

Post No

Medical

Amlani (in review)
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Rehab
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Amlani (in review)

CE

Pre

Post Yes

Post No

Amlani (in review)
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  Medical (n = 142)   Rehabilitation (n = 389)   Consumer Electronics (n = 87) 

Respondent Perception Pre Post   Pre Post   Pre Post 

Receptive towards Treatment 142 50  389 173  87 64 

Apathy towards Treatment 0 92  0 216  0 23 
         

Receptive towards Amplification 95 36  187 29  72 49 

Apathy towards Amplification 47 

40 (7 

changed 

minds) 

 202 

197 (5 

changed 

minds) 

 15 
4 (11 changed 

minds) 

 

Amlani (in review)
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Social Sense

• Change in Terminology

-Hearing Difficulties vs “Hearing Loss”

• Hearing Evaluation Perceived as “Pass” or “Fail”

-Acknowledge difficulties, provide solution

• Being Empathatic

-Patients demonstrate high levels of anxiety

Curtis Alcock

https://www.nationalhearingtest.org/wordpress/?p=786
https://www.verywellhealth.com/what-is-the-speech-banana-on-a-hearing-test-1048455
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• Dominating speaking time

• Interrupting the patient

• Non-active listening

• Overemphasizing technical aspects of device 

care

• Inability to deal with emotion-alden aspects 

related to rehabilitation

(Ekberg, 2014; Grenness, et al, 2014; Grenness, et al, 2015; Knudsen, et, al., 2010; Laplante-
Levesque, et al, 2014; Munoz, et al, 2014, and Munoz, et, al, 2015)

Story Telling
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“I’ve learned that people will never forget what you 

said, people will forget what you did, but people 

will never forget how you made them feel.” – Maya 

Angelou
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▪Service provision is the key to success in the “new” hearing healthcare 
arena
▪ Provide services that meet the needs of your patient’s journey while 

maintaining a professional standard of care

▪ Avoid cannibalizing your efforts, including free hearing tests

▪Strengthen your brand and market position based on the values of your 
patient’s needs

▪YOU control your own fate

THANK YOU

aamlaniam@audigy.com
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Thank you!!!


