


The recommended approach:

The initial consultation is a combination of audiometric testing, psychological profiling, 

counselling, and a sales process. The consultation involves several stages and each is 

important in the process. 

This guide will discuss the initial in-person experience and the steps and concepts you 

may use to maximise the opportunity. It will explore different elements within an overall 

strategy designed to move consumers forward to dealing with their hearing loss. 

As we discussed in our Marketing Guide, your communication strategy needs to 

cover all marketing and advertising aspects. In that guide, we deep dived into the 

awareness and lead generation phases. 

After spending both time and money to acquire a lead that you have converted to 

an appointment, your staff must be well equipped to make the most of every new 

client they meet. 

A well thought structure and strategy for the initial in-person experience is one 

of the most critical parts of the broader customer journey; if you wish to improve 

the in-shop conversion-rate to hearing aid users.

While every prospect is different, and you will need versatility within your approach 

to drive their customer experience, there are exact steps to the initial in-person 

experience. 

1. Pre-appointment communications

2. Welcoming the client

3. Understanding your client's needs

5. Presenting the result

6. Presenting the solution

7. Initial follow-up period
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Your customer journey should be all-encompassing 

covering every aspect of a person's interaction 

with your shops. From the initial realisation of your 

business as an entity to any subsequent phone, 

web, or personal face-to-face dealings with the 

hearing clinic and the in-shop experience. 

These interactions are part of the customer journey and opportunities to begin 

to build a relationship with a customer. That is why you need to plan a clear, all-

encompassing strategy covering your customer communications. Your strategy 

covers the entire customer journey from awareness through the lead phase, sales 

cycle, onboarding, and retention.
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Sending information in the pre-appointment phase will allow you to set the stage and help begin addressing objections. These communications have 

value to the appointed prospect; they also will enable you to start a broader engagement. 

Your content pieces, shared prior to the appointment, can tell the prospect what to expect and set 

the tone and terms of reference for you as a professional. Weaving in content that meets and helps 

overcome objections such as price and stigma into pre-test communications. This will help educate in a 

non-threatening manner. 

To do so well, your staff must include information about the prospect in your practice management 

system. The client information allows you to form a picture and choose the right pre-appointment com-

munications. It is just one more reason why you need a well-designed Practice Management System to 

facilitate your business aims.

With any communications you send to the prospect, you should include a document detailing where your 

practice is located, how best to get there from their address and finally, where to park. 

A good outlook to have is that any information offered pre-test is helpful information. Any information 

provided post-test is easily construed as sales talk. With all that in mind, take the opportunity to educate, 

and encourage a significant other to attend. 

Documents 

designed 

around the 

following 

concepts may 

be helpful: 
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1. Pre-appointment communications

 ¶  What to expect at the hearing test? 

 ¶  Why do you need a companion at the test?

 ¶  How hearing works?

 ¶  How untreated hearing loss affects your well-being?

 ¶  Hearing aids aren't about getting old; they are about staying young 

 ¶  Modern hearing aids, better and more discrete

Appointment reminderInvolving family
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Involving family 

As we said in our article, "Involving the significant other in Audiology decisions", hearing loss is a family sport, and the impact of the 
loss, and the motivation to do something about it, usually involves more than one person. Involving the broader family in the journey 
from early in the process will help you achieve your goals. 

A recent hearing aid manufacturers statement1 highlighted that shared decision-making fosters trust and improves a customer-provider working 

relationship2. Research also found that hearing aid adoption increased when a significant other attended the appointment. 

In the paper, they found a 96% higher hearing aid adoption for customers with mild hearing 

losses when customers attended appointments with a significant other than when attending 

alone. 

Many customers feel much more at ease if they physically have somebody else with them 

during the consultation. The typical consultation is both long and information-heavy. It is of 

great assistance for the customer to have another person present who can help process the 

information and support their decision-making process. 

Most people with hearing loss underestimate the actual impact it has on their life. Having 

a person present who can comment objectively on the degree of handicap is extremely 

important to move them toward accepting the need for action. Perhaps the most crucial time 

for the consumer's support is after they have left your office. Often, the support reinforces 

the notion that the right decision was made, thereby overcoming the buyers' remorse.

For these reasons, support must accompany the customer; more importantly, you should en-

gage and educate that support during the consultation process. 

There are four main reasons for that:

1. 2. 3. 4.
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Appointment reminderInvolving family

1. Pre-appointment communications

2. Welcoming the client

3. Understanding your client needs

5. Presenting the result

6. Presenting the solution

7. Initial follow-up period

1.   Position Statement on Family-Centred Care Model:  https://www.hearingreview.com/inside-hearing/research/family-centered-adult-audiologic-care-phonak-position-statement

2.  Preminger JE, Oxenbøll M, Barnett MB, Jensen LD, Laplante-Lévesque A. Perceptions of adults with hearing impairment regarding the promotion of trust in hearing healthcare service delivery.

     Int J Audiol. 2015;54:20-8. .doi: 10.3109/14992027.2014.939776. 
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A pre-appointment reminder call can increase your show-up rate up to 50%.  It also gives your staff an opportunity to under-
stand the prospect a little better and set the expectation. 

As we said, your staff must enter any information from the call into your practice management system. They should 

confirm the appointment time, the shop address, how to get there, and an estimate of the time needed as well as 

parking facilities. You should also encourage them to bring a significant other. 
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Our Manage system offers built-in SMS and Email 
reminder to notify patients when they have made an 
appointment. As we said, reminding them increases 
the chances of them showing up. 

Appointment reminder

A great idea is to send an SMS reminder to the prospect on the day before the appointment. Several studies 

have found that the show-up rate increases as much as 20%3. The easiest way to do this is by combining your 

appointment calendar with an automated mobile text reminder function. It is an undeniable fact that people forget 

appointments. An efficient way of reducing the number of no-shows is by sending a polite mobile text reminder.

3.  The Effectiveness of SMS Reminders on Appointment Attendance: a Meta-Analysis:  https://link.springer.com/article/10.1007/s10916-016-0452-2 
References
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2. Welcoming the client

3. Understanding your client needs

5. Presenting the result

6. Presenting the solution

7. Initial follow-up period
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The welcome to your business is more than just how your front of house staff handles your prospect. The welcoming shapes how the prospect feels 

about you and your business. It starts before they even enter the premises. If a business appears to be out of touch, how could it be trusted to care 

about a customer's hearing care? 

1. Your shop window and signage - they need to be fixed, clean and talk to the image that you 

wish to portray. The same relates to the shop front furniture and colours chosen.

2. The customer's perception and their thoughts about who they are - do they view them-

selves as sick people? If your shop looks like a Doctor's office, maybe they will feel that you 

label them as a sick person? 

Your business exterior is one of the first tangible things that any prospective customer ob-

serves. It would be best if you used it expertly. Consider: 

3. Your shopfront - to effectively communicate the business's positioning and draw attention 

from passing trade. Use a window effectively, plan displays carefully and change them often. 

Things that worked ten, twenty years ago in this industry may no longer work. They may speak 

of a business that is not current or worse, one who does not care about their appearance. 

Shop design is a transmitter of business messages. It should be used actively as a communica-

tion channel to attract walk-ins and verify to clients that they have chosen the right place. You 

can use it to inspire existing clients to purchase accessories or test new technologies.
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2. Welcoming the client

Reception areaShopfront and decor

Shopfront and decor

Your clinicYour staff



Reception area

Your staff

Your reception area
What greets you, is it bright, airy, well decorated and laid out? 

For welcoming clients, consider: 

Moving on to your front of house staff, they are pivotal to your business. 

Staff need to be encouraged to build a relationship with customers and 

their families. 

Instead of offering the typical magazines, you could provide copies of your quarterly news-

letter. It could include new product lines, new tinnitus strategies, news about your staff, and 

customer success stories. Fill it with details about the business and the people within it; 

these are the very relationship details that encourage someone to feel a sense of belonging.

Reading materials

Explain your staff: 

These elements help to speak to your brand and build trust. 

1. How you want every customer to be welcomed. 

2. The information they should check. 

3. How they can set a good atmosphere. 

Is there room to move a wheelchair around, are your doorways wide enough? 

Accessibility
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Reception areaShopfront and decor Your staff Your clinic

1. Pre-appointment communications

2. Welcoming the client

3. Understanding your client needs

5. Presenting the result

6. Presenting the solution

7. Initial follow-up period

4. Examination stage



Your clinic

Your clinic needs to be clean and tidy; remove any cables, domes, or equipment from your desk between appointments. Always 
make sure that there is nothing on your desk or your computer screen that may contain identifiable data about another customer. 

Reception areaShopfront and decor Your staff Your clinic

With Auditdata Measure, you get a  
portfolio of audiological equipment 
run by advanced software that lets 
you manage and optimize your clinical 
workflows based on data-driven insights. 
It offers a compact in-depth, and 
powerful audiometry tool with clean 
lines. Easy mounting of the system 
under a table keeps your desk tidy and 
allows easy management of cables. 

1. The placement of your desk.

2. The seating for you, the client and the loved one. 

3. Your P.C. screens and audiology instruments. 

It is also necessary to use your screen to involve clients and their support in the consultation and the findings easily. 

Consider: 

1. Pre-appointment communications

2. Welcoming the client

3. Understanding your client needs

5. Presenting the result

6. Presenting the solution

7. Initial follow-up period

4. Examination stage
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The interview stage of the consultation is important; when undertaken correctly. The interview allows you to understand your prospect, their problems, 

their outlook, their emotional state, and the impact of their loss on their life. 

The most important thing to remember during the entire consultation is to use open questions and listen. The prospect cannot answer open questions with yes/no answers. This encourages 

a more in-depth response. Listening to those answers allows you to understand the sub-current under what they are vocalising. It will also allow you the opportunity to answer or broaden 

information in a way that makes sense to the prospect.

To plan the interview, you should consider your objectives and the information you need to 

make a personal recommendation. So that would include:

In order for you to understand your client needs, follow these steps:

Your consultation's typical elements would be your introduction, some icebreaking, confirmation of the customer details, and finally, a medical history. After that, you should begin to explain 

the purpose of what comes next; this removes the fear of the unknown and outlines to them your procedure and the reasons behind it. 
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3. Understanding your client's needs

 ¶ Does the customer accept that they have a problem, and are they committed  to doing 

something about it?

 ¶What are the customer's difficulties and lifestyle needs?

 ¶ Is there anything medically wrong with the customer's ears?

 ¶ Is hearing technology the solution?

 ¶Which hearing system will match the customer's needs?

 ¶What is affordable for the customer?

 ¶ Do they own a smartphone?

1. Qualify your customer

2. Assess client's hearing problems

3. Talk to the client about hearing and hearing loss

Assess client's hearing problemsQualify your customer



1. Qualify your customer

Qualification of the client is a process that begins with understanding personal details and carries on all through until you are about 
to start your testing procedures. Its primary purpose is to establish the consumer's outlook, motivation levels, and lifestyle problems.

After every question answered by a client, you must think to yourself - 

should I: 
Only move on when you have clarified every question for you and a cus-

tomer. You must let the discussion take its natural flow. 

1. Ask another question to understand what the client said? 

2. Respond to the comment? 

5. Move on to the next question i need to clarify? 

3. Clarify? 

4. Educate the client about hearing or other?

Assess client's hearing problemsQualify your customer

1. Pre-appointment communications

2. Welcoming the client

3. Understanding your client needs

5. Presenting the result

6. Presenting the solution

7. Initial follow-up period

4. Examination stage

Doing so early in the consultation allows you to identify objections, the 

best way to overcome objections is to clarify its root. 

As part of the interview, it is crucial that you ask the customer about 

their ideas of and attitudes to hearing aids. They will see any advice that 

you give at this stage of the consultation as just that advice. After the 

testing stage, they may see it as selling.

For that reason, it is crucial to cover sensitive topics at this stage, such as: 

 ¶Hearing aid awareness

 ¶Models

 ¶ Price range

v

A price question is not necessarily a bad thing. At this stage, 

it is easy to discuss price ranges of hearing aid technology 

while also explaining to them that it is too early for you to 

make any assessment about technology or price for them. It is 

quite honest to say that you aren't even sure that they have an 

aidable hearing loss. 
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2. Assess client's hearing problems
When discussing the impact of the customer's hearing problems, it is worth using the Client Orientated Scale of Improvement (C.O.S.I). When 

asking about the impact on their lifestyle, use words such as when, where, how, why. They can only answer questions that begin with these words 

with broader statements. 

You may feel that you have heard it all before; however, this may be the first time that this person has vocalised these problems. The answers to 

your questions may also involve emotional content for your customer, do them the courtesy of listening, take notes and make comments that let 

them know you are listening.

In the Manage solution, you can set 
up the surveys you want and use these 
when conducting the survey. This as a 
reminder of the questions and to easily 
document and store the answers with 
the client data.

Ensure that you cover each problem area, get all the details and record them. Your customer will tell you precisely what the issues are and the ef-

fects that they are having on their life. Do not be afraid to ask them how does that make you feel? Listen, do not interrupt and appreciate that they 

may be vocalising deeply emotional problem areas. 
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If the customer has brought 

support, ask them about

 ¶   Were they thinking around these problem areas? 

 ¶   Where they aware of the emotional impact and frustration? 

 ¶   Do they share it?

1. Pre-appointment communications

2. Welcoming the client

3. Understanding your client needs

5. Presenting the result

6. Presenting the solution

7. Initial follow-up period

4. Examination stage

Assess client's hearing problemsQualify your customer

https://www.auditdata.com/audiology-solutions/manage/


When you undertake the interview process in this manner, you get a clearer picture of the customer's outlook. It will allow you to understand the 

problems they have, the motivation levels and any objections they have to move forward. 

This approach will allow you to engage with your customers more deeply and begin the relationship you hope will last for many years.

The key to any conversation is to be open, honest, and attentive. 

12

1. Listen to what the customer is saying. 

2. Always ask clarification questions when they are needed.

3. Finally, move back to the central goal. 

Recording this information 
on your practice manage-
ment system allows you 
access to it. In the Manage 
Solution, you can quickly 
add and get an overview of 
all your client data. 

1. Pre-appointment communications

2. Welcoming the client

3. Understanding your client needs

5. Presenting the result

6. Presenting the solution

7. Initial follow-up period

4. Examination stage

Assess client's hearing problemsQualify your customer

2. Assess client's hearing problems (cont.)
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We will not cover the examination stage here, as we will do a deep dive into clinical workflows and the impact of different test processs in our new 

guide "Best Practices for Improving Clinical Workflows". 
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4. Examination stage



After the examination, you understand their loss and have the information you need to programme hearing aids. It would be worthwhile for you to 

programme a set of demonstration aids and place them in the customer's ears at this stage. 

The sound you first introduce to the customer will be different, 

unusual, or may even be uncomfortable. The important things at this 

time are that you check and adjust overall loudness. 

Doing so meets two needs: 

1. It will ensure that the customer can clearly hear your explanation. 

2. It will begin to introduce them to amplification and what it could 

mean for them.

You can introduce the concept with such statements as: 

Once the hearing aids are in and the sound level is comfortable for 

the customer, you can then explain the results of the hearing test.   

 ¶ I want to do one more test. 

 ¶ I will programme up some hearing aids.

 ¶ I'll place them in your ears to assess the quality.

5. Presenting the result

Explanation of audiogram
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The explanation of the audiogram is perhaps one of the most potent parts of the consultation. It is the moment of realisation for 
many customers that they have a hearing loss. You must deliver the explanation of the audiogram and the hearing loss with care. 

If you give too little importance to your description, the customer will 

not understand why they should care about their hearing loss or take 

action. If you give too much emphasis, you may preclude them from 

accepting assistance. 

The level of detail and type of language you use will vary depending 

on your assessment of the customer's behavioural type and emotional 

state. The content, however, should remain unchanged, and there are 

vital points the customer should understand before you move on:

When undertaken properly, the explanation of the audiogram allows 

the customer to understand what their loss is, why it is affecting them, 

and finally, how hearing aids will help them overcome it. In effect, it 

sells them hearing aids as a solution without you having to. 

If they reply yes to everything, tell them that is an excellent outcome, 

and it is evident to you that they are an ideal candidate for amplification. 

At this stage, you are ready to move towards the solution phase. 

1.   Describe the audiogram and what the axes represent

2.   Describe normal levels of hearing

3.   Describe complete speech deafness

4.   Compare your customer's thresholds to normal thresholds

5.   Use the speech banana to identify where speech sounds happen

6.   Classify their hearing for low pitches and vowels versus high pitches 

and consonants

7.   Illustrate what the symbols represent with the use of anatomy 

diagrams

8.   Relate their thresholds and phoneme perception to their QuickSIN 
and explain its effect in problem areas they have identified, such as 

noisy restaurants

9.   Explain what hearing aids will do to sounds that are below the thres-

holds
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Explanation of audiogram

Explanation of audiogram

The final part of the 

explanation phase is 

to ask them:

 ¶ How do they find the amplification? 

 ¶ Is the sound level nice and comfortable? 

 ¶ Is the clarity much better? 

 ¶ Could they understand you without effort?  

1. Pre-appointment communications

2. Welcoming the client

3. Understanding your client needs

5. Presenting the result

6. Presenting the solution

7. Initial follow-up period

4. Examination stage
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This is where you wrap up everything you have learned about the client both medically and personally to discuss possible solutions for the 

customer's needs. You can begin to link hearing aid features as solutions to the customer's difficulties. You should revisit their challenges and 

emotional responses and confirm that the hearing test validated their problems and make suggestions based on that information. 

The customer should understand your role as their consultant in determining the options is 

not to get them to spend money on an expensive option. But to help them choose the best 

option for their hearing and lifestyle goals. 

The easiest way to deal with this is to discuss two easily understood overall concepts:

These overall concepts are relatively easy for the customer to understand at a higher level, 

and they offer much information for them to make their decisions. It is critical that you allow 

the customer questions to guide your discussion.

You don't want to overwhelm the customer with information that may lead them to decision 

paralysis. However, you don't want to appear either unknowledgeable or, even worse, to be 

hiding something by not delivering enough. 

Offering the customer two recommendations that cover a spread across their budget 

makes the most sense. That allows them to make a decision based on their budget and their 

perception of their needs. This is where you will need to explain the levels of technology 

and styles. You should also discuss the on-going care and service that the cost represents.  

Make two recommendations

1.   Hearing aid styles.

2.  Level of technology and how they fit lifestyle aspirations.
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6. Presenting the solution

Level of technology Don't be afraid to re-appointSignal to noise ratio Demonstration of hearing aids Monaural versus binaural Hearing in noiseDiscussing additional features Explaining QuickSIN Deeper feature conversation



You get what you pay for has much validity; it makes sense for you to help the customer understand that high-end technology is a fantastic in-

vestment in their hearing health. However, it may not necessarily be the best solution considering their lifestyle needs. 

Constantly referring back to their lifestyle needs and the technology levels that best suit those needs allows them to decide what is most appro-

priate. Often, they may ask what is the difference between two levels of technology? The easiest way to answer that is to speak about handling 

complex sound situations while referring to their C.O.S.I. and lifestyle requirements. A simple explanation such as this level of technology will 

struggle a bit in this sound environment. In contrast, this level will handle it much better can offer the information they need without baffling 

them with features.

While a real and in-depth discussion about SNR is tech-heavy, it is an easy concept for a customer to understand at high level. Explain to your cus-

tomer that all hearing aids are designed to improve the signal to noise ratio, and you can relate this to level of technology:

Keeping the conversation at a high level and consistently referring back to their lifestyle issues allows them to formulate their own decisions. It is 

vital that you stress that all technology levels will help them, but the higher levels of technology will deliver a lot more support to them. 

Improvement of signal Reduce the noise and improves signal Actively attacks noise, improves signal and does so 
automatically across different sound situations
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Level of technology

Signal to noise ratio

If you have undertaken QuickSIN during your testing phase, it is quite powerful to refer back to the results and the expected efficacy of each 
technology levels. It is the concept that the test is validating your suggestions. 

Entry Medium High 

1. Pre-appointment communications

2. Welcoming the client

3. Understanding your client needs

5. Presenting the result

6. Presenting the solution

7. Initial follow-up period

4. Examination stage

Level of technology Signal to noise ratio Demonstration of hearing aids Monaural versus binaural Hearing in noiseDiscussing additional features Explaining QuickSIN

Deeper feature conversation Don't be afraid to re-appoint
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Hopefully, you have placed a set of hearing aids on the customer during the explanation stage. If so, they have acclimatised to the sound and ex-

perienced the benefit that they provide. If not, you should set up a pair and place them on the customer. 

If they understand that they should hear differently, they won't question the sound.  The demonstration of a hearing system is again one of the 

more powerful moments of the consultation process. It is the moment where you have the opportunity to wow your customer. 

Your demo should have a structure, it 

could be something, like this:

 ¶ Familiarisation

 ¶ Monaural/binaural preference

 ¶ Hearing speech in noise, Live speech 

mapping can help here

 ¶ Additional features, such as Bluetooth 

connection, or motion sensors and 

how they are relevant to them
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Demonstration of hearing aids

Level of technology Signal to noise ratio Demonstration of hearing aids Monaural versus binaural Hearing in noiseDiscussing additional features Explaining QuickSIN

Deeper feature conversation Don't be afraid to re-appoint
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1. Pre-appointment communications

2. Welcoming the client

3. Understanding your client needs

5. Presenting the result

6. Presenting the solution

7. Initial follow-up period

4. Examination stage Sound quality is personal and subjective, and it is very difficult to explain sound quality to a client. The best way to convince a client about 
the benefits of hearing aids is to make them wear them and feel how they can benefit the client. This is where demo can be useful. The cli-
ent needs to be involved in the selection process and feel the benefits on their own body to understand what it will be like for them to have 
hearing aids and how this will affect their quality of life. 

https://auditdata.com/audiology-solutions/measure/speech-in-noise-sin/
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There is often a common misconception among customers that one hearing aid will suffice. If you are going to recommend the customer buy two 

hearing aids, they will need to understand why.

To give weight to the binaural argument, the concepts that you will need to discuss are:

Formulate high-level explanations of those concepts in your terminology. Use visual aids if available to reinforce the information you are imparting 

or draw diagrams.

 ¶ While you are talking to the customer, explain that you are turning off one ear at a time and then returning to both

 ¶ Explain that hearing is better than nothing with only one aid, but it instinctively does not feel as natural as with two

 ¶ Ask them, do you hear better with an aid in your left or right ear, or both?

 ¶ Benefits of binaural hearing such as engaging the full processing power of the brain, delivering better help for noisy situations

 ¶ The disadvantages of monaural hearing such as auditory deprivation and reduced performance in noise

 ¶ Cognitive load, the effect on cognitive decline and how binaural amplification can reduce it

Monaural versus binaural

Level of technology Signal to noise ratio Demonstration of hearing aids Monaural versus binaural Hearing in noiseDiscussing additional features Explaining QuickSIN

Deeper feature conversation Don't be afraid to re-appoint

All you have to do is show 

them the difference and:

At this stage, you can discuss additional features such as 

Bluetooth connectivity, remote microphones and T.V. streamers, 

whatever you have identified as pertinent to the customer and 

their problems. 

Throughout the demonstration, by explaining the different 

elements and referring back to their lifestyle issues, you show 

the customer that you can solve their problems with the right 

equipment. 

Discussing additional features

1. Pre-appointment communications

2. Welcoming the client

3. Understanding your client needs

5. Presenting the result

6. Presenting the solution

7. Initial follow-up period

4. Examination stage
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QuickSin validates that you have listened to the customer’s concerns and are taking 

steps to understand their problems. The test results allow you to explain the impact that 

their hearing loss has on the perception of speech in noise and outline the hearing aid 

technology that they need to correct the issue. The result of this clinical test should be 

a real “Wow!” moment for the customer, and with no high-pressure sales pitch involved. 

The test powerfully validates your recommendations.

QuickSIN allows the customer to understand the problems they have in noise. More 
than that, it offers you the information you need to assess the technology of hearing 
aids required and whether you need to consider ancillary devices. It does so with a 
simple, easily explainable score.  Read more

Explaining QuickSIN*

Our Measure solution offers versatile demonstration tools that will allow you to wow your customer. Using the sound files loaded on the sys-
tem in tandem with a free-field speaker set-up will allow you to set the scene. We also offer live speech mapping in our Measure solution, and 
it can be advantageous to use it during a demonstration. It provides a visual representation of what the hearing aids are doing; the visual 
layout is easy to understand for the customer. It also clearly displays the changes made to amplification by noise suppression systems in an 
easily understandable way.

Discuss the noisy environments they have stressed as important. Tell them you are going to replicate one of their problem situations. Use good 

quality speakers in your practice and play sound files provided by manufacturers. 

* Is only provided in English

Explain that some people benefit more than others from noise suppression systems and that this is their opportunity to assess if they would like 

to have it in their hearing aid. Establish how well your customer can hear you. Activate the features and tell them what the hearing aid is doing and 

how it is helping them hear you with less effort. Relate the situation to their earlier mentioned problem areas. Ask them, do the features improves 

their understanding?

Hearing in noise

Level of technology Signal to noise ratio Demonstration of hearing aids Monaural versus binaural Hearing in noiseDiscussing additional features Explaining QuickSIN

Deeper feature conversation Don't be afraid to re-appoint

1. Pre-appointment communications

2. Welcoming the client

3. Understanding your client needs

5. Presenting the result

6. Presenting the solution

7. Initial follow-up period

4. Examination stage

https://www.auditdata.com/audiology-solutions/measure/quick-speech-in-noise-quicksin/
https://www.auditdata.com/audiology-solutions/measure/
https://www.auditdata.com/audiology-solutions/measure/free-field/
https://auditdata.com/audiology-solutions/measure/speech-mapping


While your life would be more comfortable if everyone made their decision then and there, sometimes that will not happen. The worst thing you 

can do is to pressure someone to make a decision. Don't be afraid to make an appointment for a few days later to discuss their decision.
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Don't be afraid to re-appoint

The customer will appreciate the time and space offered to work through their decision. If that decision turns out to be negative, they will never 

discuss you as a pressure salesperson. 

Sometimes a customer wants a more in-depth discussion about the features of hearing aids 

and the differences between technology levels. That is not necessarily a bad sign; more of-

ten than not, they are formulating their decision and want more information. 

It is worth becoming familiar with these concepts and formalising an explanation for each. 

Your description should be in your terminology; a standard generic answer will come across 

as robotic. Ensure that your explanation is easy to understand. 

Deeper feature conversation 

All technology levels have the same core technology elements, which you can refer to in a 

more in-depth conversation. These can be summarised as:

 ¶  Automatic programmes/sound situations

 ¶  Multi programmes

 ¶  Multi-channels

 ¶  Noise reduction

 ¶  Directionality

 ¶  Feedback Suppression

 ¶  Additional features

Level of technology Signal to noise ratio Demonstration of hearing aids Monaural versus binaural Hearing in noiseDiscussing additional features Explaining QuickSIN

Deeper feature conversation Don't be afraid to re-appoint

1. Pre-appointment communications

2. Welcoming the client

3. Understanding your client needs

5. Presenting the result

6. Presenting the solution

7. Initial follow-up period

4. Examination stage



Return rates are high in our industry. This means that all your time spend on the appointments, fitting, marketing etc can be worthless if you do not 

handle this step carefully. You should guide the customer experience to ensure that your customer remains a customer. 

Setting out a straightforward strategy allows you to plan and develop the content, the 

communication schedule and finally, what you need to do during this period. 

At the end of the fitting: 

1. Discuss the adjustment period with the customer. 

2. Detail what will happen during this period and explain why. 

3. Make a plan of what you wish to achieve. 

4. Set out what you want the customer to do. 

5. Set the appointment frequency for the future. 

6. Book the appointments into the diary.

Our Manage system will allow you to schedule your appointments 
and provide automatic reminders for both you and your customer. 

If the customer is a new user, it is worth calling them within the first days to assess how 

they are doing. It will allow you to understand and pre-empt any issues. It is also worth-

while for you to set the first appointment for between eight and fourteen days. 

In the following, we will go through some suggested activities to consider implementing 

for a standard onboarding flow.
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7. Initial follow-up period

Getting familiar with hearing aidsCommunicating with the customer Possible onboarding email communications Phone contacts

That process should include:

 ¶  A standardised workflow for follow-up appointments 

 ¶  A document that details the work you want the customer to do at home

 ¶  Outlined communications during the initial period to onboard the customer 

https://www.auditdata.com/audiology-solutions/manage/


It makes sense to send the customer home with a document that outlines relevant information about their hearing aids in general terms. The 

document should not be exhaustive but cover the necessary details such as changing batteries, cleaning and caring for the aids and changing wax 

guards. 

It is vital that you communicate with the customer during the adjust-

ment phase. They are experiencing something completely new. 

It should also cover putting the hearing aids in and any wear strategy you have set, such as increasing wear hours over time. The document can 

form part of your broader treatment plan and present it to the customer. You can also provide the content on your website and send the customer 

communications with links to it. 
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Getting familiar with hearing aids

Communicating with the customer

The easiest channel for your strategy will probably be email, and you 

can tell them that they should check their emails over the next couple 

of weeks for communications to help make their experience better. Dis-

cuss the future appointments and the possibility of remote follow-ups if 

the idea suits them. 

Our Manage system 
allows you to 

communicate with your 

customers on different 

channels. It makes your 

ongoing communications 

far easier. It also 

allows you to schedule 

communications so that 

you don’t miss any and 

add a relative to the 

communication flow. 

Getting familiar with hearing aidsCommunicating with the customer Possible onboarding email communications Phone contacts

 ¶ Ask them what communication channel suits them? Some cus-

tomers will be happy with email; some might prefer text messages, 

Whatsapp messages or Facebook messenger. 

 ¶ Ask who the communication should go to. If it is a child or an el-

derly person the relative might be the one the communication 

should go through.

Explain to them that there are several follow up communications that 

will help them on their journey:

1. Pre-appointment communications

2. Welcoming the client

3. Understanding your client needs

5. Presenting the result

6. Presenting the solution

7. Initial follow-up period

4. Examination stage

https://www.auditdata.com/audiology-solutions/manage/


@

You can structure a staggered approach to onboarding commu-

nications, simple onboarding information and feedback queries. 

Without going too in-depth, here is a list of possible titles:

You could deliver these contacts over the first two to 

three weeks; each message should contain an outline 

and a link to a web page that discusses the concept in 

more detail. 

 ¶ Inserting your hearing aids, consider different docu-

ments for different model types

 ¶ Getting familiar with your hearing aids, consider the 

need for different documents

 ¶ Hearing aid batteries-how to make them last

 ¶ Keep your hearing aids dry and safe

 ¶ How is your listening experience? Get feedback about 

their experience and discuss possible accessories 

 ¶ Managing earwax, changing wax guards
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Possible onboarding email communications

Getting familiar with hearing aidsCommunicating with the customer Possible onboarding email communications Phone contacts

Hearing aid manufacturers provide videos detailing 

cleaning and care, and changing wax guards on their 

devices. Don't re-invent the wheel if you don't need to; 

those videos can form part of your content strategy. 

Auditdata Manage provides full recall 

management functionality. Never again 

miss an opportunity to follow up with 

your patients!  Easily input recalls for a 

specific patient and then let the system 

automatically follow up via email or SMS 

when the recall is due. 

5. 

1. Pre-appointment communications

2. Welcoming the client

3. Understanding your client needs

5. Presenting the result

6. Presenting the solution

7. Initial follow-up period

4. Examination stage
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A phone call on day three can be helpful; enough time has passed for the customer to begin to understand if they have issues that you may 
need to deal with in the short term. At that call, you can decide to bring them back early, set-up a remote appointment or remind them of their 
upcoming appointment. 

It is always worthwhile calling the customer a few days after each appointment to get feedback on how they are doing. This allows you to under-

stand and deal rapidly with any problems. A sound practice management system will help. It should allow you to automate the communication 

schedule leaving you free for other tasks. The initial work will be generating the content for the messages; however, once you have developed that 

content, it will be a simple task to re-use it.  

While the initial follow-up period is important, it is also 

crucial that you continue to keep in touch throughout the 

customer life cycle. Annual hearing checks, clean and care 

days, new technology demonstration days, newsletters 

and offers for existing customers when the time is right is 

all part of building and maintaining a relationship. 

Keep your clients engaged

Doing so will help keep your customer a customer and 

make it a no brainer to return to you when they wish to 

upgrade. 
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Phone contacts

Getting familiar with hearing aidsCommunicating with the customer Possible onboarding email communications Phone contacts

In our coming guide, How to activate your 
client database, we will focus on retaining 

your existing customers by exploring the 

different communications strategies you can 

use to keep and re-sell to them. Stay tuned!

1. Pre-appointment communications

2. Welcoming the client

3. Understanding your client needs

5. Presenting the result

6. Presenting the solution

7. Initial follow-up period

4. Examination stage
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Contact  us 

Classification: Public

Do you want to convert more 
leads into paying customers? 
Get started today! 
We work hand-in-hand with our customers to transform the 

way they manage and deliver services to people with hearing 

loss. Unlike other practice management system, we offer a 

platform that makes it easy to set-up a well thought processes 

for the initial in-person experience. With the right strategy and 

set of tools, you will improve your in-shop conversion-rate to 

hearing aid users. 

 ¶  Align a clear in-shop customer journey

 ¶ Reinforce consistent workflows

 ¶Optimize your performance

https://www.auditdata.com/get-started-with-auditdata/
https://www.auditdata.com/audiology-solutions/manage/
https://www.auditdata.com/contact-us/
https://www.auditdata.com/get-started-with-auditdata/

