Collaborative Marketing Campaign rallies industry in ‘Year of Patient Satisfaction.’

Patient satisfaction:
Whose responsibility is it?

SERGEI KOCHKIN AND CAROL CLIFFORD

iming is everything, it’s been
Tsaid. That’s why the Collabora-

tive Marketing Campaign
(CMC) — the industry-wide cam-
paign designed to change the public’s
perception of hearing loss and hear-
ing aids — could not have been start-
ed at a better time for the hearing
health care industry.

T

What is the Collaborative

Marketing Campaign?

he Collaborative Marketing Campaign (CMC) is an
industry-wide effort, designed to bring combined
resources together to increase the public awareness
of hearing loss, promote better hearing and to grow
the overall hearing instrument market.

and the press that we already have
the CMC in place, plans made and
some, like this year’s Year of Pa-
tient Satisfaction already started.
The goal of the CMC was to
bring together the hearing instru-
ment community — including man-
ufacturers and professional associa-
tions — to discuss opportunities to

Why is this collaborative market-
ing effort so vital to the industry’s liveli-
hood? Consider, for instance, the following
issues that have been identified as critical,
long-term problems plaguing the hearing
health care industry:

M [ ess than one out of four Americans
with a self-reported hearing difficulty uses
hearing instruments.

M Only 58% of patients are said to be
satisfied with their hearing instruments
(MarkeTrak statistics). Only seven out of
10 consumers believe that hearing instru-
ments improve their hearing. Only half of
consumers believe that hearing instru-
ments are a satisfactory value.

M Adults under the age of 55 with a
correctable hearing loss do not seek out
hearing instruments as the solution to their
problem due to the stigma of hearing loss
and the current market position of hearing
instruments (seen mostly as “elderly deaf
people”™).

B Only 18% of consumers report re-
celving a hearing screening during their
last physician exam. It is estimated that less
than one out of five physicians is involved
in hearing screening in America.

B Many who perceive they have a
hearing loss do not know where they
should go to seek a solution.

B There have been limited strategic
initiatives to grow the market for hearing
instruments in our industry.

Surprisingly, the CMC was not just
started last year, when the hearing aid in-
dustry was under fire from all directions.
The CMC concept actually emerged two
years ago during the Academy of Dispens-
ing Audiologists’ long-range planning
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meeting, a time when the problems facing
the hearing industry remained long-stand-
ing and unchanged. For instance, hearing
instrument penetration was at approxi-
mately 22% (MarkeTrak, Feb. 1991; Hear-
ing Industries Assn., 1985), and hearing in-
struments were poorly positioned in the
marketplace with 65% of hearing instru-
ment owners retired or unemployed.

It appeared to many people that the
structural problems in our industry were
preventing us from reaching an un-
tapped population needing our services
and products. How fortuitous that now
in 1994 when the industry is under the
watchful eyes of the FDA, FTC, AARP
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grow the overall hearing instrument
market and promote increased aware-
ness of hearing loss and better hearing.

Overall, the CMC decided that for
any strategy to be successful, it is neces-
sary for the effort to be fully collabora-
tive (that is, all manufacturers and asso-
ciations with a stake in the future of the
hearing health care industry would be
invited to participate); not dependent on
funding from manufacturers; and fo-
cused on the larger issues faced external-
ly, rather than on working out differ-
ences to manage the program internally.

Four strategies/campaigns were agreed
upon:

1. Combat the stigma that presently
exists for those who wear hearing in-
struments.

2. Establish more realistic expecta-
tions and usage among current patients,
increase wearer satisfaction and en-
courage positive word-of-mouth adver-
tising for our industry’s services.

3. Teach dispensers to do a better
job of understanding patient needs,
solving problems, performing follow-up
and setting realistic expectations.

4. Educate physicians to perform
hearing screening and refer patients to
qualified dispensers.

Lending a helping hand

Guiding the progress of the CMC through
the past two years has been the National
Steering Committee (see sidebar for back-
ground). The National Steering Commit-
tee, which encourages the input of other
key industry stake holders such as AARP,
SHHH and HIA, has outlined both short-
and long-term objectives,

Of the goals established in the collabo-
rative conferences, the most aggressive was
the development of a high profile advertis-
ing/communications campaign to combat
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the stigma of hearing instruments and to
promote the importance of hearing for a
productive and higher quality of life. The
barrier to be overcome: less than one in
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four hearing-impaired individuals use
hearing instruments.

Initial estimates for funding such a pro-
gram are $7-10 million annually over a
five-to-10-year period. After assessing the
possibilities of the industry funding such an
effort independently, the steering commit-
tee concluded that the best opportunity for
success would result from a partnership es-
tablished with foundations, corporations
and/or other associations who share the in-
dustry’s concerns about better hearing
contributing to a better quality of life. The
committee is currently investigating fund-
ing opportunities through the possible ser-
vices of a consultant who specializes in
conducting grant searches. In order to ac-
complish this long-term goal for an indus-
try-wide anti-stigma program, the process
must be divided into a series of smaller,
short-term targets — the primary goal be-
ing a focus on patient satisfaction.

As stated earlier, overall satisfaction
with hearing instruments was measured
by MarkeTrak at only 58%. The collabo-
rative short-term effort has, therefore,
targeted 1994 as the Year of Patient Sat-
isfaction. While it is clearly recognized
that the low satisfaction rating received
may be due to problems in all areas of
the hearing health care industry, the
CMC believed that beginning at the
grassroots level, with the dispensers on
the frontline, was the most effective way
to initiate an industry-wide change.

Taking to the road

The first collaboration of its kind, this
yearlong campaign is designed in a mul-
ti-tract format to give all dispensers the
opportunity to enhance patient satisfac-
tion in their own practices. Held at vari-
ous conventions and meetings through-
out the year, the objectives of this cam-
paign include:

M Examining how to do such a superi-
or job with consumers seeking our services
that they become advocates for hearing
care.

M Focusing on what the important is-

sues are to the patient and the relative im-
portance of those issues.

M Providing tools and knowledge at-
tendees can put into action in today’s
world to improve patient satisfaction.

M Providing opportunity for interaction
between the industry, dispensers and con-
sumers to enhance communications and
understanding.

CMC co-sponsored sessions were al-
ready held at the ADA and ASHA annual
meetings last fall. Sessions planned for this
year include:

M April 27 — ADA Mini Convention, Rich-
mond, VA.

M April 28-May 1 — AAA 6th Annual Con-
vention, Richmond, VA.

M July 17-20 — Self Helptfor Hard of Hear-
ing People 9th International Convention, Bal-
timore, MD.

B August 31-Sept. 4 — International Hear-
ing Society’s Annual Convention, Nashville,
TN.

B September 18-21 — AAO-HNS Annual
Meeting, San Diego, CA.

M October 13-16 — ADA Annual Conven-
tion, Palm Springs, CA.

M November 17-21 — ASHA Annual Con-
vention, New Orleans, LA.

| Begin by
looking at your
practice/business

of hearing care
| service you give
& your patients.

Audio and videotapes of all sessions are
available from the CMC.

Such an effort of working collabora-
tively with a long-term campaign, can
change the image of our industry. In-
creasing the public’s awareness of the im-
portance of hearing health will not help
our industry if we aren’t creating more
satisfied customers. Whose responsibility
is it? It is all of ours — begin by looking
at your practice/business and the kind of
hearing care service you give your pa-
tients. What can you do to increase pa-
tient satisfaction?

Throughout this issue of HEARING IN-
STRUMENTS you will find articles devoted
to CMC’s Year of Patient Satisfaction.
There’s practical information you can
put to use in your office. Take the time to
read about the advertising and market-
ing messages we are sending, while
learning about ways to determine the
hearing aid benefits on your patients, as
well as methods of measuring customer
satisfaction from a dispenser’s experi-
ence in a busy practice.
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